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1 Abstract
Many interactive products and services have made the move from stationary or 
desktop applications to dedicated mobile devices. Sonys Playstation has 
evolved into the PSP (playstation portable), Apples iPod is fully integrated with 
iTunes, Microsoft’s new media player is rumored to carry the Xbox brand and 
browsers like Internet Explorer and Opera can be used on pocket PCs, cell 
phones and Smart Phones. A very interesting example of this development is 
the global telephony company Skype that offers free calls over the Internet as 
well as instant messaging, video conferencing among many other things. Skype 
is making its way from the desktop to a wide array of devices, stressing the 
need for a unified brand experience.

This thesis seeks to explore the different interactive aspects that constitute the 
user experience of a specific brand. Through listing the use qualities fulfilled by 
the services in the primary product and examining their requirements and 
dependencies in the user interface, this thesis proposes a method to foresee 
potential confinements in the brand experience when distributing an interactive 
product or service to a new platform. The thesis also aims at examining how the 
method can be used in the design process.
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2 Introduction: Problem area
Several interactive products and services have made the move from the desktop 
computer to new physical applications. Sonys Playstation has evolved into the 
PSP (Playstation Portable), Apples iPod is fully integrated with iTunes, 
Microsoft’s new media player is rumored to carry the Xbox brand and browsers 
like Internet Explorer and Opera can be used on pocket PCs, cell phones and 
Smart Phones. A very interesting example of this development is the global 
Internet communications company Skype that offers people free calls over the 
Internet as well as instant messaging, video conferencing and many other 
things. Originally a Windows desktop application, Skype is now spreading to 
many different devices such as home phones connected to the Internet, mobile 
phones with wireless Internet connection and handheld computers only to 
mention a few. Furthermore, Skype can be used simultaneously on several 
devices and thereby taking the step from being a single piece of softphone 
software or a telephone to the very fabric that may comprise all parts of the 
users’ communication.

Many factors affect the experience of a specific brand. In the cases where there 
is a core product or service that is distributed over different applications, 
keeping consistency in the brand experience is a key factor for perceived 
seamless user interaction.

2.1 Purpose
Rather than exploring how products and services can be adapted to different 
platforms this thesis seeks to explore the different interactive aspects that 
constitute the user experience of a specific brand. Through listing the use 
qualities fulfilled by the services in the core product and examining their 
requirements and dependencies, this thesis proposes a method for making 
statements about potential confinements in the brand experience when moving 
an interactive product to another platform.

2.2 Limitations
This thesis is a case study of the service ecology in Skype. There will be no focus 
on what functionality will be distributed or limited, but assume that all existing 
services can and will be. It does not investigate other use qualities than the ones 
in the Skype products and services. It does not attempt to supply a list of all 
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imaginable use qualities in the Skype products and services as that would be 
potentially endless. However, it aims at including all the major use qualities 
that affect the Skype brand experience.

2.3 Use of language
This thesis will make use of different abbreviations. These will all be written out 
in full text on first occurrence. A lookup table will be included for readers who 
only read parts of this thesis or are prone to forget.

2.3.1 Lookup table
The table gives a brief explanations of the technical terms and abbreviations 
occurring in this thesis. It aims at helping the readers understand this thesis, not 
at explaining the actual phenomena themselves.

Device – In this thesis, a device refers to a technical gadget such as a mobile 
phone or a pocket PC.
GSM - Global System for Mobile Communications. The most popular standard 
for mobile phones. Other standards include 3G, CDMA and UMTS.
GUI – Graphical user interface. The means of interacting with a graphical 
interface, usually manipulating graphical objects on a screen.
HCI - Human computer interaction. The study of the interaction between 
humans and computers.
IM – Instant message. A message delivered in real time from one IM client to 
another. Typically bound to a computer.
MMS – Multimedia messaging service. Similar to SMS but allows multimedia 
objects to be sent as well such as audio, video and images.
Platform – A framework for applications on computers. The software 
components that make up the basic environment in a particular computer.
RSS – Really Simple Syndication. Allows a user to subscribe to web distributed 
content.
SMS – Short messaging service. A service that allows text messages to be sent 
between phones.
Softphone – A piece of software that enables telephone calls from a computer.
UI – User interface. The aggregate of means by which a user can interact with a 
computer, machine or device.
Usability – The practice of making the interaction with man made artifacts 
efficient, understandable and simple.
VoIP - Voice over IP or Voice over the Internet. Protocols that enable voice calls 
over the Internet.
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WiFi - Wireless Fidelity. 802.11-based technologies that have passed WiFi 
certification testing. In short, a standard for wireless Internet.

2.4 Intended audience
Hopefully, most readers find the theoretical framework interesting and 
reasonably understandable. However, the methods chapters are written to be 
understood by an audience with basic design experience or education. The 
conclusions and results are written to be understood by most readers, even 
though the underlying reasoning will still require the same experience as 
mentioned above.

This thesis has the ambition to be worth reading for a wide audience. 
Inevitably, some parts are rich in detail and for readers who interest themselves 
more in the results than the method, certain skipping should not affect the 
overall experience.
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3 Background
Technological innovation can arise from new possibilities, new needs, from 
developing existing technologies or by coincidence or mistake. To replace an 
existing system, new technology has to provide something the old system could 
not or do the same thing but significantly better. Even obviously superior 
innovations still face great difficulties in overtaking well established systems. In 
addition to this, new systems pretty much have to work the first time around to 
gain acceptance. Most new advanced products or services require five or six 
iterations to really deliver what they promise, and in most cases the audience 
has already stopped listening by then (Norman 1988). The long lasting success 
of the telephone shows a good example of the difficulties in overtaking an 
existing technological paradigm.

3.1 Telephony and Internet telephony
In the 1870s, the inventor Graham Bell designed a device that could transmit 
speech electrically. Following a long patent struggle, the telephone was 
invented on March 10, 1876. The potential quality of communication was by far 
superior to its precursor, the telegraph. From a user perspective, calling with a 
telephone would then provide largely the same experience for over one 
hundred years.

There are numerous factors that contribute to the long lasting popularity of the 
telephone. It supports voice transfer, the communication is immediate, the 
power over the session is shared between the users (anyone can hang up or not 
reply), feedback is immediate, there are no competing systems or standards and 
it can be distributed over great distances supporting it to spread globally just to 
mention a few. In short, telephony affords great usefulness, it is fairly easy to 
learn and acceptable from a usability point of view. It is not until lately that 
competitive alternatives have started to emerge. These typically include some 
sort of text messaging, increased mobility, video transfer or multi-party call 
conferencing. For example, email and the chat client mIRC enabled new ways 
of messaging. Mobile technology brought short message service (SMS) and later 
multimedia messaging service (MMS). The spreading of faster Internet 
connections that were always connected added great value to instant messaging 
clients (IMs) such as ICQ, Yahoo! Messenger and MSN messenger. Already in 
the early 70’s, the first protocols that enabled voice communication over 
Internet were invented. Since most people did not have computers, not to 
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mention Internet connections in their homes, the usefulness of the protocols and 
programs were fairly limited. Development of protocols and applications for 
the voice over Internet protocol (VoIP) continued. However, these were often 
easy to listen in to and could not offer sound quality comparable to ordinary 
telephony.

3.2 Skype
On the 29th of August 2003, the first public beta version of Skype was released. 

Fig. 1: Skype version 2.5

Skype enabled calls over the Internet that were free, encrypted and of good 
sound quality. Besides calling, users could also chat and send files to each other, 

10



Peter Erhard 2006-10-16
HKDG17 
Cross-device brand experience University of Linköping

encrypted as well. One important factor that restricted growth  was that users 
had to be by the computer both to make a call and to receive one. The service 
SkypeOut was introduced in June 2004. SkypeOut enabled Skype users to make 
calls to traditional landline and mobile phones, bridging one major obstacle. On 
the 20th of October 2004, one million users were online at the same time and on 
the 14th of February 2005 numbers had increased to two million. The next step 
was the introduction of SkypeIn in March 2005. The service allows users to 
subscribe to a fixed phone number that can be called from any phone. 
Traditional phone companies charge more for international calls or calls to 
different regions and since the SkypeIn number could be chosen from different 
countries and regions, it added significant value to the Skype service, at least 
for people calling the Skype user. On the 18th of May 2005, the three million 
users barrier was broken. In following releases features like call forwarding and 
displaying web presence were introduced. The beta version of Skype 2.0 was 
released on the first of December 2005 and introduced video calling between 
Skype users. Users could now talk and chat at the same time as having an active 
video link with the other party. Compared to traditional telephony, this adds 
great value to the service, not to mention the fact that it was all free of charge.

One of the obstacles not addressed so far is not being able to receive calls when 
being away from the computer (unless you used call forwarding). Skype does 
not manufacture physical devices, however other parties do. Today there is a 
vast array of devices to use with Skype starting with basic headsets, handheld 
phones connected to the computer moving through Skype enabled home 
phones, wireless USB phones and handheld computers all the way to mobile 
phones with wireless Internet connection. Different devices fill different 
purposes and add different value to the Skype experience. For example, a 
headset increases the sound quality compared to speaking into the built-in 
microphone and keeps conversations more private than having the speakers 
turned on. A USB phone allows the user to step away from the computer when 
talking while the combined landline and Skype phone routes all calls to the 
same device.  A WiFi phone works like a cell phone, only it uses wireless 
Internet rather than the ordinary GSM or 3G networks. These devices make 
Skype unique. It is no longer confined to being an application for computer-to-
computer calling; it is a complete suite of communication tools distributed over 
fundamentally different interfaces.
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Many users use Skype on different devices at the same time. This puts great 
stress on the distributed brand experience. Ideally, the user experience when 
switching between devices should be one of complete seamlessness. Of course, 
different devices will be used in different contexts and have different 
capabilities and restrictions but then again, the user’s expectation of the device, 
how it should work and what it should be able to do will also differ. 
Seamlessness is not to be interpreted as the same functionality working the 
same way. Rather, it means that the functionality the user expects and that is 
relevant in the particular situation should be there, and that it works well in the 
specific context. As every design decision concerning any device has an impact 
on the total experience of Skype, it is necessary to stay aware of the desired 
brand experience and design new and redesign old features accordingly.

There are often extensive guidelines that determine companies brand strategies 
in printed media, commercials, for the web and so on. Branding strategies for 
interactive behavior are not very common; however in the last years some 
research has been done on branding and usability, see Jared Spool’s (1996) 
Branding and Usability, Steven Baty’s (2004) Brand Experience in User 
Experience Design and Brand Experience and the Web by Dirk Knemeyer 
(2004). While these titles suggest that the field of branding and usability is a 
fairly well examined, a closer look reveals that they aim strictly for exposure on 
the web and business on the web.

The Skype case is different and does not benefit much from the findings made 
by Knemeyer, Baty and Spool. Very little has been done in the field of usability 
and interaction design on devices and what brand factors that may be affected. 
This thesis attempts to explore what aspects of interactive behavior that could 
and should be considered parts of the brand experience, and examines how this 
can be integrated into the design process.
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4 Theoretical Framework
This section seeks to give a brief explanation of what factors make users 
appreciate and cherish their physical belongings. It then turns to digital and 
interactive products and services, examining what makes them valuable and 
worth using from a customer or user perspective. It also gives an overview of 
what branding is, how branding can be used for both physical and digital 
products and services and hopefully explains why it is important. Finally, some 
important notations from the service design discipline will be introduced and 
explained.

4.1 Product semantics
What is it that gives certain objects emotional value? Why do we relate to 
physical objects, which objects do we typically relate to and what is it about 
them that make them special to us? One theory that attempts to explain this is 
product semantics. Aiming at creating an understanding for man–object 
relations rather than focusing on how it can be used in actual design work, 
product semantics provides more of an exploring than explaining approach. 
Still, its supporters claim that increased awareness of product semantics enables 
new ways of working with, and thinking of design.

In a study conducted by Mihaly Csikszentmihalyi and his students, 315 
individuals in 85 families were interviewed about objects in their homes. 
Initially the subjects were asked to describe objects of art, but it turned out that 
the people interviewed generally had little to say about these. The researchers 
changed their strategy to asking subjects to describe the objects in their homes 
that were special to them and why. One typical example was a tacky plastic 
statue of the Venus de Milo with seams and blurred features. When the 
interviewer asked the owner what was special about it, she answered with great 
enthusiasm that it had been given to her by the Tupperware regional sales 
manager as a token of appreciation for the amount of merchandise she had 
sold. When looking at the statue, she saw the image of herself as a capable 
business person rather than a cheap statue. Another example was a successful 
lawyer who took the interviewer to the basement where he unpacked a 
trombone that he used to play when he was in college. Whenever he felt 
overwhelmed by his responsibilities, he would take refuge in the basement and 
blow the trombone (Csikszentmihalyi 2002). 
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Klaus Krippendorff defines product semantics as “a study of the symbolic 
qualities of man-made forms in the cognitive and social contexts of their use 
and the application of the knowledge gained to objects of industrial design” 
(Krippendorff 2002 page 157). By this definition, he states that product 
semantics is not a style, a program or a movement. Rather, Krippendorff would 
like to define it as a concern for the sense that different artifacts convey to the 
users, how technical objects are symbolically embedded into society and what 
contributions they make to its culture. He also makes a distinction between 
product semantics and ergonomics, the latter being described as “almost 
entirely committed to the aforementioned technical rationality of optimizing 
system performance” (Krippendorff 2002 page 157). Product semantics on the 
other hand would explain why people accept great inconveniences to drive the 
car of their dreams or wear clothes for which they are admired; there are other 
criteria than technical that dominate everyday life and well-being. Krippendorff 
states that even though product semantics can be used to gain economic 
success, there are other, even more interesting aspects that go beyond industrial 
concerns for production and consumption. To mention a few, he speaks of the 
celebration of the wholeness, the concern with how artifacts connect different 
users to each other and the ecology of symbols and mind. (Krippendorff 2002).

The separation from common semantics becomes obvious when simply asking 
people about the things they see. When asked about everyday artifacts such as 
furniture, vehicles, office equipment and so forth, very few responses concern 
the semiotic categories what the object resembles, signifies, points to and is 
about. Rather, people are concerned with what it is, what it was made for, what it  
does, how the parts are connected and work together, who typically use it and in what  
situations, what others would say about it, what it is made of, who designed it, who  
made it, who sold it and similar aspects. When asked about familiar objects, 
additional categories like who gave it to them, how it was acquired, of whom it  
reminds them and how it feels appeared. From these answers, Krippendorff draws 
the conclusion that all objects are always seen in a context. Furthermore, the 
context is cognitively constructed whether recognized, anticipated or wholly 
imaginary. For example, seeing a chair in a store that you want to buy usually 
includes imagining it in your home or in your office and estimating its 
durability requires drawing on past experiences with other chairs. (ibid)

People ascribe meaning to objects. By selectively connecting features of an 
object and features of its context, a coherent unity of meaning is created. While 
engineering and ergonomics typically settle on functionality, which can be 
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meaningful to some, most people also employ non-causal relationships like 
similarities, contrasts, family belongingness, associations, synchronicities, 
harmonies or social conventions to relate objects to their environments. 
Krippendorff states that there is no casual base for how something fits into a 
cognitively constructed context. (ibid)

The totality of the meaning of an object  makes up what the object is. This 
corresponds to the sum of its total imaginable contexts. As an example, 
Krippendorff uses the knife. It can be used for cutting, prying open a box, 
tightening a screw, scraping paint, cleaning fingernails and many other things. 
If selling or buying a knife, it has an exchange value, in a hold-up, it may 
constitute a threat. A knife is a different thing to different people. Making sense 
of things is a circular cognitive process; it may start with an incomprehensible 
sensation, proceeding to imagining hypothetical contexts for it. Then, through a 
hermeneutical circle, features are distinguished, made sense of, then new 
features are distinguished and in turn made sense of as well. This process will 
continue until it has converged into a sufficient understanding of the object. 
This sense-making cycle can be recognized in common “aha” experiences. (ibid)

Returning to the plastic figure and the trombone in the interview series 
conducted by Csikszentmihalyi and his students, they came to the conclusion 
that every home contains a symbolic ecology (Csikszentmihalyi 2002). Even 
though the interviewed people did not say or even think it, all the special 
objects in their homes made up a network where each artifact referred to 
meanings and gave sense to the lives for the people that lived there. For 
example, 136 graphic works were mentioned and 537 reasons for liking them. 
Only 16% of these actually concerned the appearance of the objects. Most of the 
reasons for liking the objects concerned aspects like conveying memories or 
referring to family members or friends. This is of particular interest since 
graphic works, from a functional point of view, do not do anything but display 
their appearance. As a matter of fact, formal qualities almost never made a 
picture valuable to its owner, which is of great interest to anyone involved in 
brand strategies for interactive product or services. (ibid)

The most typical object mentioned was furniture, followed by graphic art, 
photographs, books, stereos, musical instrument, television sets, sculptures, 
plants and plates. Again, it was almost never the design quality of each object 
that made it special, but what the persons did with it and what the interaction  
meant to the person. Younger persons typically responded to the activities that 
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the different objects enabled, mentioning the objects stereos, television sets, 
furniture, musical instruments and their own beds in that order. Their parents 
turned to things that preserved memories or evoke contemplation such as 
furniture, graphic arts, sculptures, books and musical instrument. Their parents 
in turn (the grandparents of the younger persons that is) chose photographs, 
furniture, books, television sets and graphic arts. Like the children, men 
typically preferred things that can be interacted with; television sets, stereos, 
musical instruments and sports equipment. Women responded more like the 
older generation, selecting photographs, graphic art, sculptures, books and 
plants. Women also tended to select objects that reminded them of children or 
grandparents or to objects that were given as gifts.

Csikszentmihalyi concludes that we prefer to surround ourselves with objects 
that produce a sense of order in the mind. Objects that convey that the persons 
desires are in harmony, that our goals might be reached, that the past and the 
future are related in a sensible way and that the people that are close to us are 
worthy of love. He states that “without such feelings, life is not worth living” 
and that the meaning of our lives is created in the interaction with household 
objects.

Product semantics give little advice on how to actually design new products or 
how it can be used in brand strategies. However, it gives an important 
background to what people value in their possessions. The objects themselves, 
as we have seen, rarely make up their full value to the user. It is when 
interacting with the objects and the effects of the interaction that make certain 
things really valuable to people. While product and service development is 
likely to continue being technology-driven, it is worth remembering that what 
people truly value is what it mediates rather than the new things and features 
themselves.

Another aspect that is missing in the product semantics is the how  in the 
interaction with the different items. Clearly stating that the interaction is central 
to the meaning of objects, there is still little or nothing said about how the 
interaction is carried out or what different kinds of interaction that affect the 
perceived value of an object.
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4.2 Use qualities
Product semantics focus on some aspects that are less relevant for digital 
artifacts and the introduction of digital artifacts give rise to areas of interest that 
product semantics do not cover. A more suitable (as well as applicable) model 
for digital artifacts is use qualities, as suggested by Mattias Arvola (Arvola 
2003) and Löwgren and Stolterman (Löwgren & Stolterman 2004). While there 
are many definitions of use qualities (or qualities in use), Löwgren’s and 
Stolterman’s is one of the more extensive, suggesting a list of eighteen different 
categories. Similarly to product semantics, use qualities according to L&S are 
the concern for what the artifact is and what it means to its user. The main 
difference between the theories is the attitude to the medium itself. Both 
product semantics and use qualities concern possible actions that everyday 
products enables the user to carry out, but while product semantics focuses 
more on the object itself, the primary concern of use qualities is the way the 
particular action can be carried out. L&S suggests that development of the use 
qualities model should be deployed through actual design work and reflection 
upon it. Every single design, every artifacts genre with their core qualities 
defined or class of use situations represents different statements of desired use 
qualities. However, while these may all be important contributions to the 
model, they can rarely be generalized straight away. Applying existing design 
patterns or use qualities to new situations require criticism, understanding of its 
relevance and understanding of both situations. (Ibid)

It is worth pointing out that the list of different use qualities is potentially 
endless. The eighteen ones suggested by the L&S are constructed to be general 
but still as exhaustive as possible. 
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The list should definitely not be understood as a complete set of all imaginable 
use qualities. Rather, it represents different categories, each one aiming at 
describing more detailed use qualities.

Fig. 2: Eighteen of the most central use qualities according to Löwgren & Stolterman 
(2004).

Motivation
All qualities in this category concern the user’s motivation to use a specific 
artifact.

- Playability. The habit-forming force of a game that makes the user want to 
play it “just one more time”.

- Seduction. The emotional attraction and relation that the user develops 
when using the artifact. See also Arvola (2003) for more details.

- Expectation. By challenging the user’s imagination, his or her motivation to 
participate can increase dramatically. Typically, expectation as a use quality 
relates to dramatic structures, story telling and plot-driven interaction. 
Initially coined by Holmlid, see Holmlid (2002) for more details on 
expectation.

- Relevance. The reasons for using an artifact often arise from a typical 
situation or contexts rather than from the desire to use the artifact itself.
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- Usefulness. This describes how well the artifact responds to the 
requirements from the situation in which it is actually used.

L&S draw parallels to modernistic thoughts about fitness of purpose, as seen in 
the use qualities relevance and usefulness. However, they also point out that 
these qualities are not relevant for all artifacts. For example, they question the 
relevance and usefulness of computer games. To this background, L&S suggests 
that if the proposed qualities are not relevant to the artifact at hand, they should 
not be used.

Immediate experience
Qualities in this group concern active handling and interaction with digital 
artifacts

- Shapeability. L&S make a distinction between shallow and deep 
shapeability. Shallow shapeability describe the cycle of action–feedback–
understanding and deep shapeability the possibility to shape the material 
itself. Making notes in the page margins is both shallow and deep 
shapeability, shallow when seeing what you write and deep when you 
move outside the intended format of the medium.

- Control and independence. This concerns initiative and responsibility of 
actions. The two extremes are the simple tool and the completely automatic 
device.

- Immersion. By creating, replacing and simulating sensory impressions, 
interactive artifacts can afford different levels of immersion. This can be 
viewed as a basic virtual reality which can make the artifact more (or less) 
attractive to use.

- Flow. Many artifacts require different attention at different times, and are 
used in different contexts. The transition between these should be made as 
seamless as possible, ideally through a smooth and elegant flow.

The group leaves much out in terms of immediate experience of usage. It 
becomes obvious that these qualities should not be applied blindly, but adapted 
to the relevant artifact and context.

Cause and effect
Rather than focusing on direct manipulation of the artifact itself, this category 
concerns social effects of usage.
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- Social space of action. This concerns the potential for social interaction 
afforded by the artifact.

- Personal contact. Making contact, being in contact and staying in contact 
are essential aspects of this quality. It also concerns the meaningfulness of 
the contact. Rather than technical connectivity, personal contact describes 
how, why and who you stay in contact with.

- Identity. Creating and maintaining identity in the usage through symbolic 
qualities is as essential with digital artifacts as with physical. One example 
of this is skinning, personalized graphical shells for different applications. 
This also relates to physical appearance, as in Apple computers or iPods 
who have integrated their graphical interface profile with the appearance of 
the devices themselves.

As with the immediate experience, there is much unsaid about cause and effect. 
Identity, for example, could easily spawn uncountable use qualities itself. This 
section relates closely to product semantics and branding, and we shall return 
to it in detail later.

Mediating and structural qualities
Obviously, technical qualities will be reflected in the use qualities. Mediating 
and structural qualities attempt to describe this relation.

- Transparency. How far into the very core of the application can the user see 
and understand? Transparency concerns how many levels of functionality 
that are shown or hidden. Worth pointing out is that while perfectly 
applicable to a mechanical device, transparency is not as truthful when is 
comes to software. When disassembling an engine of a tractor, what you see 
is the functionality itself but when showing advanced options in a 
computer program, you only see carefully manufactured representations.

- Efficiency. The ability to solve tasks not inferred by the artifact itself, or 
simply do what you intended to do with it, is the efficiency of the software.

- Elegance. L&S defines elegance as “a combination of powerfulness and 
simplicity” (Löwgren & Stolterman 2004, page 178), or to do something 
complicated in a simple way. Simplicity itself then, is not simple. Compact 
and elegant solutions may be incomprehensible, making it a dubious use 
quality.

The writers mention the paradigm functional minimalism, as in artifacts that do 
what users expect really well and then nothing more. One curious 
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counterexample of functional minimalism is one of the more common word 
processors that not only processes words but also contains an awful lot of half-
assed layout editing tools. Still, the fact that most computers come with simpler 
word processing tools that are less frequently used suggests that functional 
minimalism may not always be the most appropriate approach.

Creation of meaning
How the relation with software can be meaningful, and how users can create 
meaning when using it

- Ambiguity. Generally considered a downside in human-computer 
interaction, ambiguity can also be used as a resource for personal 
engagement in the artifact. By not prescribing a certain interpretation, the 
artifact can force users participate more actively and engage themselves in 
the interaction. Ambiguity for engagement appears to be a tool mostly for 
art and games, but it may be good to be aware of even in traditional 
software development.

- Parafunctionality. This is the quality that encourages us, the users to reflect 
on the technology itself as well as our social and cultural values.

- Surprise. Defined by Stefan Holmlid in Adapting users: Towards a theory of  
use quality (2002) and adapted by L&S, surprise in traditional contexts of 
work is closely related to confusion. The distinction between them 
according to Holmlid is that the surprised user wants to know what actions 
led to the unexpected outcome, while the confused user is more likely to 
figure out how he or she should avoid ending up in the situation in the 
future. Neither should be viewed upon as errors by the user, but rather as 
natural occurrences in problem-solving activities. (Holmlid 2002)

Creation of meaning is the category that is most difficult to apply to traditional 
software development. While the use qualities all feel most relevant to art, they 
fill an important purpose in setting the boundaries for what good use qualities 
can include and from which areas to select them.

Another framework for use qualities is proposed by Mattias Arvola. In his 
article Good to use! Use quality of multi-user applications in the home (Arvola 
2003) , he states that standards for usability and human computer interaction 
(HCI) at a too large extent ignore the fact that different artifacts are used in 
different contexts and therefore call for new or different definitions of use 
qualities. Previous definitions of qualities in use and the measurement of them 
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concern effectiveness, productivity and satisfaction. These were initially 
developed for office usage but are being used for all kinds of software today. 
Arvola suggests a new model of use quality categories, which will be described 
in detail later.

By introducing a socio-cultural view of the artifacts, Arvola stresses the 
significance of understanding the system in use, or the system-to-be-designed 
in use.  According to Arvola, this is the very foundation for being able to make 
any statements or draw any conclusions at all about use qualities. Drawing on 
theories of Wertsch (Wertsch 1998) and Burke (Burke 1969), he suggests a 
simple approach that can be described as What, Who, Where, How and Why. 
The simplicity is rather deceptive though, getting the whole scene together in a 
realistic way requires a lot of effort, and even if it succeeds, interpretation of the 
observations and drawing the correct conclusions may be far from trivial. Since 
the point of a socio-cultural study is to observe the system during actual use, 
any compromises in setting up the scene can jeopardize the whole result.

Arvolas model of use qualities includes three different kinds of use and 
constraints from ethics and constructions that must be handled by the designer.

Fig. 3: Practical, aesthetic and social uses, handled by the designer and constrained 
by construction and ethics.
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- Practical use. This corresponds to specifiable goals where it is possible to 
measure how well they are met. For example, if the practical goal is to write 
a book, the practical use quality describes how effective, efficient or easy it 
can be done. According to Arvola, this is not generally applicable since the 
practical value of a system is always dependent of its socio-cultural context 
as well as the goals, needs, skills and knowledge of the user.

- Social use describes the way the system is used to relate to other people. The 
writer makes a difference between usage for social interaction and its socio-
cultural situatedness. The social interaction is distinguished by having more 
than one person involved in the interaction. Meaning is created either in the 
dialog itself or it arises from the shared understanding of the participants 
utterances. The socio-cultural situatedness concerns the systems history, 
traditions and factors that contributed to its current form.

- Aesthetic use. This stands in close relation to social use, since beauty of an 
experience is dependent on what the beholder considers beautiful. This, in 
turn, is socially and culturally situated. Aesthetics is not all about beauty 
though, and can not be said to be all dependent on the observer’s view of it. 
Arvola defines aesthetics as a property “neither in the subject nor in the 
object but rather in the relation of the two and has thus both an objective 
and a subjective character”. When describing aesthetic use, Arvola takes 
another step out from the subjective view of beauty and puts it in relation to 
the actual use of the system, claiming that it is only then the aesthetics in 
use can be fully understood. He mentions an example of a champagne glass 
and a mobile phone. It is relatively easy to consider the aesthetics of the 
glass, just have a look and a sip of champagne from it. However, to evaluate 
and experience the aesthetics in use for the mobile phone, the user needs to 
make a thorough examination of it and use it over time. Interestingly, even 
an ugly cell phone can turn out to be aesthetic in use.

- Ethics and moral considerations. This category concerns social effects of the 
design. As in participatory design (Schuler & Namioka 1993), where the 
cornerstones are democracy and the question of who loses or wins due to a 
certain design, ethics and moral considerations consider impacts of certain 
designs in a larger perspective. Even here, social and cultural aspects play 
an important role since changes imposed by a certain design may have 
different effects in different cultures. The designer should take into account 
actual use, misuse and abuse of the design in a wider context comprising 
freedom of speech, autonomy, privacy, right to property and accountability.
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Construction and material considerations obviously regard the design material, in 
this case the information technology. As such, it is very agile but constraints 
may be imposed by the actual platform, memory size, processor speed or 
bandwidth. Arvola points out that design for information technology often 
concerns not only the tool itself but also the medium.

The categories make up a good base for constructing detailed use qualities and 
may also serve as a notation for structure.

Use qualities do a poor job describing the functionality of a certain product or 
service. For this, a functions analysis is more suitable. Use qualities rather 
describe the intrinsic requirements that are, or should be fulfilled when actually 
using the functions. As Arvola put is, use qualities describe what, who, where,  
how and why. However, what is less relevant for this thesis since there is already 
an existing ecosystem of services in Skype, who is not within the current scope 
of this thesis, leaving where, how and why. Use qualities is a powerful tool that 
gives insights that go beyond the actual functionality, focusing on the values 
that should drive the design of the user experience of the product or service.
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4.3 Branding
Rather than being about logo recognition, branding concerns creating emotional 
associations to certain products or services. There are many ways for companies 
and designers to deliberately add emotional value to their products, generally 
regarding either design of the product or service itself or through affecting the 
public image of the product. As we shall see, a particular brand is made up by 
two equally important parts, the products or services themselves and people’s 
general expectations of them. These are obviously closely related, and changing 
one of them often has effects on the other.

The term branding originates from the early 1800’s as a method of determining 
cattle ownership (Snodgrass & Brucks 2004). A heated iron was used to mark 
animals, which makes claiming of lost and found livestock easier as well as 
making stealing more difficult. Branding of commercial products appeared first 
in the United States during the economic boom that followed the Second World 
War. High demand made it possible for many different manufacturers to 
produce very similar products. Well-aware branding strategies became a way to 
stand out from the crowd, bring organization to the dizzy commercial world. 
(Klein 2001)

There are different views on what branding is and what it is not. Snoddgrass 
and Brucks define brands as abstract but identifiable omni-present personalities 
(Snodgrass & Brucks 2004).  Neumeier define branding as “all the interactions 
people have with a product, service or organization” (Neumeier 2004). James 
Gregory, CEO of Corporate Branding Partnership gives a more extensive 
description of what he refers to as “a corporate branding relationship among all 
stakeholders, including the consumer” in the following points:

- Intentional, marketing-oriented communication across business units, 
media and audiences.

- Planned, inclusive strategy that sets communication standards and 
policies for all corporate groups for the cumulative benefit of the 
corporation.

- A declaration of “who we are”, “what we believe” and “why you should trust  
us”

- A promise the company can hold to all its stakeholders; its customers, 
the trade, stockholders and its own employees, and therefore a valuable 
investment in the company’s future.
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- Visionary, targeted and controlled forms of all planned communication, 
advertising, packaging, architecture, vehicles if “styled to make a specific  
impression”

(Gregory 1997)

Gregory also argues that the value of branding simply can be found in the stock 
price. (ibid)

 A more complex model is suggested by Hugh Dubberly. In his conceptual map 
A Model of Brand (Dubberly 2001) he defines brand by mapping related 
concepts and examples. Dubberly presents four main ideas:

1 – A brand is more than a name or a symbol
According to the writer, the term brand is often incorrectly used as just the 
logotype or name of a company. The brand always consists of both the product 
name and the perception of what it means. 

Fig. 4: The product and the perception of that product together make up the 
experience of the brand
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2 – Creating a good customer experience is the essence of good branding
The perception of the brand emerges from the experience of the product. By 
product, Dubberly is referring to the result of marketing strategies and by 
experience all touch points with the customer.

Fig. 5: Positioning the brand in relation to its name, the perception of it, the customer 
experience of it and the product or service itself

To manage the brand, all the touch points should be carefully controlled to 
ensure that customers get the desired brand experience.

3 – Perception of brands can be measured
The writer suggests three dimensions to measure brand: position, reach and 
reputation. However, he adds that this simplification may be too rough as 
people who understand brand development often disagrees. 
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4 – Brands are a form of sign
According to Saussure (Saussure 1983) signs have two aspects; signifier and 
signified. Dubberlys model of a brand is similar to this in that he considers 
brand to be the signifier and the perception of it to be signified. 

Fig. 6: Signifier, sign and signified according to Saussure's theories in relation to the 
name, the brand and the perception of the brand
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An even more complex model is presented by Pierce (Pierce 1931–1958). Here, 
the sign consists of object, representamen and interpretant. In the same way, 
Dubberly suggests brands to be interpreted as product, name and perception.

Fig. 7: Pierce's model of representamen, object and interpretant in relation to 
Dubberlys' model of a brand

Dubberlys conceptual map outlines a complex system of relations between the 
different aspects of branding. The experience of the product is central part of 
the brand since it shapes the customers perception of the brand. Experiences 
can be both direct and indirect. Examples of direct experiences are considering 
a purchase, purchasing the product, using the product, and maintaining the 
product. Indirect experiences could be what friends, experts and competitors 
say about it, how others use the product and how others react to the customer’s 
display of it.

Furthermore, Dubberly introduces taxonomy over all verbal, visual, personal, 
acoustic and even olfactory means of conveying a brand. (ibid)
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4.4 The concept of Brand experience
Brands can represent different things. It can be a product such as an iPod or a 
Coca-cola bottle, a company like Nike or Starbucks, a service like a TV station 
or a newspaper or even a person such as Michael Jordan or Martha Stewart. An 
experience is a person’s response to a certain stimuli. Experiences, though they 
may be triggered by outside stimuli, always take place within people’s minds. 
Dirk Knemeyer (Knemeyer 2004) defines brand experience as 

“[…] the strategic approach to compelling people to take productive  
action through the integrated, coordinated planning and execution  
of every possible interaction that they have with your company or  
products.”

Knemeyer also points out that brand experience strategies could benefit from 
taking a more holistic approach than conventional branding strategies typically 
do. Every touch point (see Moments of Truth section 5.7 in this document) and 
every possible interaction with the brand must be controlled to ensure a good 
overall brand experience. According to Knemeyer, brand experience it a 
synthesis of business, marketing, design and technology.

4.5 Branding and user interface design
Brand experience in user interface design can, as branding in general, be 
divided into two parts; the brand experience inferred by the actual usage and 
the users expectations of the particular interface. Even here, changes addressing 
one of the parts are likely to have significant effects on the other.

The impact of electronic commerce gave birth to new ways of working with 
branding. Having the competition just one click away puts great stress on what 
the brand communicates at the same time as the arena changed from physical 
stores to the user’s screen, mouse and keyboard. In the beginning of the e-
commerce era, many online retailers assumed that the one who would be first 
to attract customers would be the one keeping them. The reality turned out 
totally different. Online comparison tools like bizRate and Pricerunner give 
customers the upper hand in selecting retailer, often leaving only the space to 
display price and company logotype. According to Ernst & Young, 82% of 
households with a computer consider brand recognition an important part in 
selecting retailer for online purchases (Ba, Stallert & Zhang 2005). In digital 
media, efficient branding is not only possible, it is an absolute necessity.
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In the article Branding 101, Aaron Marcus suggests that all the key components 
of user-interface can and often must be branded. He mentions metaphors, 
mental models, navigation, interaction and appearance. While not leaving any 
further advice on how to go about it, Marcus states that deviations from the 
branding strategy will eventually be discovered by the company’s “brand 
police”, and that paths for communications preferably should be established 
before that happens (Marcus 2004). Paths for communication may be a good 
start, and by leaving branding of user-interface components to be addressed as 
late as when problems occur, Marcus asserts that the issues it raises are 
important and still lack a common notation.

David Rondeau’s (2005) article For Mobile Devices, Branding is Experience 
suggests that a good product experience translates into a good brand 
perception. The writer agrees with Dubberlys division into direct and indirect 
experience. Rondeau argues that since the individual is passive in indirect 
experiences, the message needs to be repeated to actually affect brand 
perception. For mobile devices, the writer sees two interesting aspects of 
indirect brand experience; the first comprising commercials, word of mouth 
and other things that affect the users’ perception of the brand; the other is the 
possibility to use the device itself to expose the user to marketing messages of 
different kinds. The direct experience includes the same aspects as mentioned 
by Dubberly, however Rondeau does a more specific categorization into 
physical perception, actual use and value.

- Physical perception: Visual, aural and tactile. A mobile device can be 
branded itself. Colors, shapes, sounds and texture are major parts of the 
direct experience according to Rondeau. The software interface receives 
less attention, but since it is graphic to its nature it still has an impact. 

- Actual use: Usability. An important part of the product experience is the 
quality in use. Good usability enhances the impression of the use 
qualities, contributing to a positive experience which in turn translates 
into a good brand experience.

- Value: Usefulness. Rondeau argues that the perceived value or 
usefulness of the product is even more important than usability. This is 
not very controversial since a useless and uninteresting feature will 
never be able to provide a positive user experience, no matter how easy 
it is to use. Also, there are plenty of things that are hard to do but still 
enjoy great popularity. A few examples would be to write an SMS with 
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only ten keys instead of a full keyboard or an ordinary pen or to drive a 
car even though it takes more training than walking.

From this, Rondeau deducts a general strategy for branding of mobile devices:
1. Provide a positive direct experience. This should be done through creating 
useful devices and making them usable
2. Enhance the experience by enforcing aesthetic qualities
3. Leverage and establish brand and co-brands by using visual signifiers

While these points all have their value, Rondeau overlooks the situation where 
the brand is already established and communicated on another platform or 
device. However, the writer recognizes that different types of devices require 
different strategies. The article makes a distinction between single purpose 
devices and multi purpose devices. 

A single purpose device only needs to support a limited set of functions and 
applications that are closely related. The whole interface can be adapted to 
optimize the experience of one application, affecting design of input keys, 
screen and other means of input and output. The whole device can be used to 
express the brand message, putting less stress on the graphical interface.

When working with multi purpose devices, the situation is quite different. The 
software has to compete with other third party applications, regardless of if it is 
the primary application or a third party application itself. The direct experience 
of the device will be affected by several different parties. Manufacturers of the 
device, software developers and platform developers will all have direct 
impact, which may create brand competition. Rondeau suggests providing 
usefulness as the most important aspect for brand differentiation since an 
unused application will eventually get erased. Visual strategies must also be 
used. The writer suggests color, lines, shapes and font to make the application 
stand out but also adds a warning for negative effects of overdoing visual 
differentiation since it still will be used with the device and should comply with 
its’ guidelines. In this particular case, Rondeau seems to limit branding to 
making third party stand out visually.

Rondeau also points out various design constraints on mobile devices such as 
input method and screen size. In conflicts, he suggests seeking balance between 
maximum usefulness and reasonable usability. Usefulness may override poor 
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usability for a while, but if necessary features that suffer from poor usability 
due to device constraints they should simply be removed.

In the dissertation One-dimensional Usability - Influence of usability on consumers'  
product preference Turkka Keinonen (Keinonen 1998) examines the influence of 
expected usability on consumers’ product preference. Keinonen concludes that 
expected usability matters while actual usability plays a minor role when 
considering a purchase . The study also suggests that “consumers’ usability-based  
product evaluation includes beliefs concerning the interface, usefulness, ease-of-use and 
emotional benefits of the product.”

In the test, subjects were presented to a number of different heart-rate monitors. 
After examining them, they were asked to rank them in order of preference. 
After that, subjects filled out forms that determined their experiences regarding 
affect, ease of use, usefulness, presentation, logic and functionality. It was clear 
that functionality played a major role in preference. However, subjects often 
expressed concern about the products that had too many features and many 
preferred the products that provided only the functionality they considered 
important and appeared simple to use. (ibid)

Regarding the effects of brand recognition on preference, Keinonen found that 
domestic brands were often preferred over others. Also, Keinonen concludes 
that perceived usability and actually measured usability are different 
dimensions and should be treated as such. To a large extent, users appear to be 
unaware of how well designed a product actually is from a usability 
perspective. On the other hand, they often have strong views of the usability of 
particular devices based on their subjective impressions of the device. Brand 
plays a major part in creating these impressions. (ibid)

From this background, it is clear that there are different but overlapping views 
on what branding is and how it can be used. Uncontroversial conclusions 
relevant to this thesis are:

- Adapting behavior for perceived seamless interaction between devices is 
important for the overall brand experience

- Adapting software behavior to a specific device must be done 
considering behavior on other devices or platforms

- It is important to express the same values at all touch points or moments 
of truth
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4.6 A notation of customer needs and service 
components

Bo Edvardsson suggests a model that divides customer needs into secondary 
and primary (Edvardsson 1996). Primary customer needs make up the 
customers motivation for using the service to begin with, and secondary 
services makes users select a particular service provider.

According to Edvardsson, the core in a complex of services should always aim 
at satisfying the needs of potential customers (ibid). This may sound trivial, but 
Edvardsson suggests a model that includes core services, peripheral services and 
support services. The same model is used by Christian Grönroos, who uses the 
terms core services, facilitating services and support services (Grönroos 1990).

− The core service. This can be viewed as the reason to why the company exists 
on the market in the first place. For example, in aviation the core service is 
transportation.

− Facilitating services. These oil the experience of the core service. In the 
example of the aviation company, support services may include 
transportation to and from the airport and luggage handling.

− Support services. This includes all services that fill the main purpose of 
adding value to stand out from the competition. In aviation, this may 
include free lunches and drinks or the increased comfort of first class.

(ibid)

Fig. 9: Edvardsson’s (1996) model of customer needs and service offers
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4.7 Moments of truth
When using a service or buying a product, there are several important touch 
points between the customer and the service provider. Christian Grönroos 
suggests the term Moments of truth (Grönroos 1990). Returning to the aviation 
once more, typical moments of truth include the first visit to the website, 
visiting or calling a booking agent, paying, receiving the tickets and so on.

They all play an important role in the customers perceived service quality 
(ibid). This obviously also affects brand perception and potential users desire to 
try, use and buy the product or service. They can also be important for early 
user adoption and old users’ desire to stay with the service.

4.8 The concept of Product-Service systems
In the paper Product-service systems and sustainability: Opportunities for 
Sustainable Solutions a product-service system  is defined by Ezio Manzini and 
Carlo Vezzoli as “the result of an innovation strategy, shifting the business focus  
from designing and selling physical products only, to selling a system of products and 
services which are jointly capable of fulfilling specific client demands” (Manzini & 
Vezzoli 2000). For example, buying a washing machine for your home and 
using it to wash is the traditional business model for laundry. A product-service 
solution would be to go to the laundromat and have them do the cleaning for 
you or simply rent or lease the machine. In the traditional model, the consumer 
is responsible for maintenance of the machine and quality of the cleaning. To 
different degrees, these aspects are outsourced in the product-service solutions. 
Also, in the traditional model, the user needs to out up with a painful initial 
cost as well as dealing with disposal of the machine when it brakes down. 
Besides these obvious advantages , product-service systems makes more 
efficient use of available resources and allows companies to extend their 
relations with their customers beyond the initial purchase. Product-service 
systems can provide both environmental as well as economic benefits. (ibid)
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5 Thesis Problem and Questions
There is an ecosystem forming around Skype today. This includes a wide range 
of devices with different capabilities. From a product-service system point of 
view, this is an interesting case. While the end user still has to buy the product 
from the manufacturer, the core services provided are still free of charge and 
merely routed through the physical product. When e.g. using Skype on a 
computer, only the software is provided by Skype. The choice of computer is up 
to the user.

Skype is more or less involved in the production of these devices; in some cases 
the whole user interface is designed by Skype, some devices just apply for 
Skype certification and other devices are developed totally independently of 
Skype.

In the near future, Skype will mainly be used on desktop and laptop computers. 
Other implementations will be on handheld computers, dedicated WiFi-phones, 
cordless and corded home phones and products with low levels of interactivity 
such as headsets and webcams. The user will access the same contacts and 
perform essentially the same means of communication on different devices 
which places great stress on the user experience across the different devices. In 
a simplified world, the same interface could be used on all devices with some 
necessary tweaks to suit the context and capabilities of the actual device. 
However, there is and will continue to be, large differences in the user interface 
in terms of screen size, resolution and quality (if there even is a screen at all), 
input methods, audio feedback, memory constraints, context of usage and 
many other things. 

Skype can not only be used on different devices, it can also be used on different 
devices at the same time. This means that the different devices will be used 
simultaneously, making even the slightest inconsistency in functionality or 
behavior directly visible.

The focus of this thesis is to investigate how the user experience factors on 
different devices in the same product line can express the brand. In this case, a 
main client already exists for the Windows platform, and focus will be to extract 
the existing core services, support services and facilitating services as well as 
primary and secondary customer needs. These put together will be used to 
deduct the use qualities the Skype service ecology fulfill or strive to fulfill.
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The different services that make up the Skype product all respond to certain 
customer needs. The relation between the customer needs and the service offers 
make up the use qualities. In this thesis, the use qualities themselves and how 
they are conveyed and used are considered the interactive branding element 
rather than the services themselves, as some services could be implemented in 
different ways on different devices and still fulfill the same use qualities. 
Similarly, some services might see few technical restrictions on implementation 
but simply fail to satisfy the use quality it fulfilled in its original 
implementation due to new contexts or different user expectations. For 
example, instant messaging will be fundamentally different on a mobile device 
with a small keyboard from on a desktop computer but could still fill its 
original purpose. On the other hand, Online presence with timers can easily be 
implemented on a mobile device the same way it is done on a desktop 
computer (it drops to Away after a certain time). However, not touching the 
keys on your cell phone for twenty minutes rarely means the same thing as 
being away from it altogether, which is more often the case with a desktop 
computer. 

This thesis proposes a method to extract interactive brand elements from an 
existing service ecology. While doing so, flaws and potential improvements will 
be recorded in order to evaluate the method and how it can be used in actual 
design work. The questions this thesis aims to answer are:

− Which interactive brand elements in Skype risk constraints and 
deterioration when distributing the user interface to another platform?

− How well do use qualities describe interactive brand elements?
− Can use qualities be deducted from service offers and customer needs?
− How can the proposed method be applied in actual design work?
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6 Method
As we have seen in the theories on product semantics, how users interact with 
their devices and possessions make up a great part of what they mean to them. 
This thesis attempts to provide a method for extracting the qualities a particular 
product or service fulfills, and mapping them to a conceptual model of the user 
interface.

To get an overview of the Skype product, a conceptual model of Skype was 
created. The model shows the different interactive elements in Skype, the 
different possible types of communication and the most important tools that 
enable and facilitate them. The model was used as a framework for modeling 
the different services in Skype.

The Skype product consists of a complex system of services. There are also 
several facilitating services that enable and oil the core services, as well as 
supporting services that add value or differentiate Skype from the competition. 
For example, voice calls is a core service while the contacts list is a support 
service. Sending SMS and showing your picture can be considered peripheral 
services.

The core services are more or less suitable for distribution to different platforms 
and require different supporting services. Making voice calls on a mobile device 
is a perfect application of the service while file transferring may be less 
appropriate due to memory constraints. Chatting using text messages is also 
less comfortable on a device with limited input mechanisms, still, the 
popularity of SMS clearly states that strong usefulness can make up for poor 
usability.

To better understand which services are included in Skype, a workshop was 
carried out. Together with a group of Skype designers, including the first 
interaction designer to work for Skype and Skype’s creative director, we created 
matrices of the different core services, support services and peripheral services 
that make up the Skype product. Each service was then analyzed in terms of 
which customer needs it fulfilled. In the workshop, we also examined the 
different customer needs that Skype aims at satisfying. Skype services and 
customer needs together allows for a thorough analysis of the use qualities 
every service fulfills or supports.
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The use qualities put together are treated as a high level interactive element of 
the Skype brand, while their actual implementations represent a lower, hands-
on level of the interactive brand elements. In many cases, it is obvious that 
existing implementations can not be distributed to other devices or platforms 
while other implementations may both work well or not work at all. The 
method of this thesis attempts to make the investigation through fulfilled use 
qualities rather than existing implementations of them. To achieve this, the use 
qualities will be extracted from the customer needs and structured according to 
Löwgren and Stoltermans notation.

The data from the workshop was not changed afterwards. The only editing was 
some obvious renaming and extending the descriptions. No categories were 
added after the workshop.

6.1 A Conceptual Model of Skype
By analyzing and listing the different types of communication that are possible 
to carry out in Skype, the different types of items to interact with and the tools 
that can be used in Skype, a conceptual model of Skype was created.

Fig. 8: A conceptual model of Skype
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The model represents the different parts of Skype that are visible to the user. 
The Skype product consists of many different services, each of which can be 
carried out through different actions. For example, both Skype-to-Skype calls as 
well as the SkypeOut calls is in practice realized through voice calls. Skype 
itself is divided into the myself panel, the contacts list and different tools. The 
different types of communication are divided into passive and active, each 
including a set of actions. Correspondingly, the tools also have a list of possible 
actions to be carried out.

6.1.1 Myself panel
This is where the user enters information about him- or herself for others to see. 
This includes picture, mood message and online presence. From the Myself 
panel, it also possible to access the profile for editing. The profile mainly 
contains contact information such as name address and other phone numbers.

All the information that is entered in the Myself panel is visible to the user’s 
contacts. It is persistent and always accessible for others to see. Since it is a lot 
less intrusive than sending an instant message or making a voice call, it is 
considered to be passive.

The Myself panel is the users own space to edit.

6.1.2 Contacts list
The contacts list is where the users contacts are displayed. Whatever 
information they have entered in their own Myself panels is visible here.

The contacts list is where all active communication is initiated from. Instant text 
messaging, either as a standalone conversation or as a polite way to ask if it is 
appropriate to call right now, voice calls to other Skype users, landlines or 
mobile phones, sending voice mails, file transfers, SMS or initiating video calls.

The contacts list also displays the contacts technical capabilities such as being 
able to make a video call or receive voice mails. It also displays the contacts 
location and local time which is essential since a major part of the Skype 
communication span different countries in different time zones.

A contact in the contact list can be in different states of visibility; collapsed with 
only the presence and name visible, expanded with the addition of mood 
message, location and time and technical capabilities or with profile shown. 
Viewing a contacts information is an active selection from the user and gives 
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additional information about birth date, language and other things entered in 
the contacts profile.

With the exception of names, the contacts information can not be edited by the 
user. Every contact has full power over his or her information and the receiving 
user has only to select how closely to look.

6.1.3 Tools
Tools exist either to make communication possible at all or just to make it 
smoother and more enjoyable. They include search for users, add user, invite 
users, be added to other users contacts lists (it is possible to accept or deny), 
block, group, send contacts, share contacts and quickfilter. All of the tools 
mentioned here have the sole purpose of populating and grooming the contacts 
list and removing any of them would have different impact on the Skype 
service. While a decent communication experience would probably be possible 
without quickfilter (a type of search) and groups, removing the possibility to 
add or search would seriously impair the experience.

6.2 The virtual handshake
One of the competitive advantages in Skype compared to ordinary telephones 
is the ease of controlling who may contact you and who may not. By changing 
the privacy settings, the user can choose who may call or send messages.

Other users can be authorized or not authorized. Authorization gives the right 
to see a contacts status, mood message and personal profile. To get 
authorization, one user simply sends an authorization request to the other with 
a custom message to introduce him- or herself. The receiving user then gets the 
authorization and gets the choice of authorizing or not, and also to add the new 
contact to the contacts list.

If a user wants to break the handshake, blocking the contact filters out all 
attempts of communication from him or her.
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6.3 Customer needs and service offers
Returning to Grönroos model for customer needs and service offers (Grönroos 
2000), the results from the customer or user needs were divided into groups of 
primary and secondary needs. This corresponds to the service offer, which in 
turn were divided into core services, support services and peripheral services.

From the workshop, it was made clear that most customer needs were primary. 
The secondary needs we found were mostly variations of the primary needs, 
require additional effort or were not of very high relevance for the Skype 
services. 

I found it valuable to divide the primary needs into high level primary needs 
and simply primary needs. 

6.3.1 High level primary customer needs

Fig. 10: High level primary customer needs
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High level primary customer needs include:

− Social interaction between individuals: The core customer need that Skype 
aims to fulfill. Skype introduces new ways to interact but it also changes 
existing patterns. Social interaction between individuals in daily life can be 
both active and passive,  synchronous or asynchronous and persistent or 
transient.

− Social interaction between groups: Interaction that takes place within or 
between groups differs in the aspect of being broadcasted rather than 
targeted, as is the case with social interaction between individuals.

− Making yourself reachable: As a physical person, there is not much you can 
do to affect how reachable you are, except changing your physical location 
to enable others to see or talk to you. Obviously, technology changes this, 
you can get a phone to enable others to call you or turn it off to be left alone.

− Keeping in touch: A subset of social interaction, keeping in touch includes 
all social activities that aim to keep your relationships active.

− Staying synced: Putting effort into keeping up with what others are up to, 
what is going on in their lives, what's new and what's old are all parts of 
staying synced.

− Creating new relationships: Simply put, meeting new people or developing 
existing relationships.

− Maintaining relationships: Even keeping status quo in relationships require 
more or less effort.

− Affirming and reaffirming relationships: Developing relationships require 
constant affirming and reaffirming. It is a way to keep track of the other 
parties view of the relation as well as distributing your own.

The higher level customer needs all correspond to different lower level 
customer needs. In other words, every low-level action is carried out to fulfill 
one or more of the higher level needs. 
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6.3.2 Primary customer needs

Fig. 11: Primary customer needs

− Generate ideas, exchanging ideas, make plans, decide on ideas, scheduling 
together, problem solving and making appointments are all important 
motivators for initiating communication as well as typical activities when 
communicating.

− Show don't tell: Using pictures, sounds or video creates a richer 
communication experience than just writing or speaking as well as 
enhancing its general precision and effectiveness.

− Spend time together: Sometimes it is more important that you do things 
together than what you actually do.

− Doing something together: More activity-centered than just spending time 
together.

− Getting the latest news and getting news about family and friends: 
Important motivators for initiating communication. On the other side, 
telling the latest news often works in the same way.

− Gossip: It's social value should not be overlooked.
− Fulfilling obligations: Not all communication is carried out with pure 

interest of speaking to the other person.
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The list of primary customer needs is potentially endless and the needs 
presented above are to be seen as an important and representative selection.

6.3.3 Secondary customer needs

Fig. 12: Secondary customer needs

Secondary customer needs represent reasons for using Skype which may all be 
useful and important. However, they typically emerge after a certain time and 
from already existing solutions rather than as problems that the customer 
expects to overcome by using Skype.

− Use the best alternative: Even though the voice quality of Skype is superior 
to all competing services, this is not the essential aspect in this case. Rather, 
it concerns the users' expectations about the general software experience 
which may include ease of use, desired functionality, encryption and 
appearance. Whether Skype actually is the best software or not is less 
important; it is the users experience of it that matter in this case.

− Because it's tech: Many users actively try out different pieces of software out 
of pure interest.
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− Use the latest technology: There is great deal of medial attention directed to 
voice over the Internet (VoIP) today and new services emerge constantly. 
Skype is frequently updated with better sound quality and new 
functionality, placing it in a leading position of existing as well as emerging 
VoIP services.

− Other contact points: The Skype contacts list also serves as a database of the 
user’s contacts, listing phone numbers, addresses and other ways of 
reaching him or her.

− Use a physical device: Being bound to the computer to make calls can be 
frustrating, especially if the computer is in a room where you would not 
prefer to make your calls. Today there is a fairly big ecosystem of Skype 
certified devices: cordless phones, bluetooth headsets and multi-
conferencing speaker systems to mention a few.

− Selecting how others can contact me: It can be a great relief to set your status 
to filter incoming calls or just indicate that you are away and may not 
respond. 

− Know contacts’ whereabouts: The editable mood messages are always 
visible in the contacts list, showing whatever info uses selects to put in there.

− Know contacts’ availability: Online presence signals to others that they can 
call without fear of intruding. In this way it is possible know beforehand 
when it is more or less appropriate to call. On a regular phone, to make a 
call in the middle of the night you need a pretty strong reason since there is 
a big risk of waking the person up. However, if you can tell before calling 
that the contact is available and eager to take the call, there is no need to 
think twice.
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6.3.4 Core services
To examine which service offers that correspond to which customer need, we 
analyzed the service offers in a similar way.

Fig. 13: Core services in Skype

The Skype core services are the most important services. They are all essential 
to the Skype product, and even though many other products and services 
afford similar packages they still attract new users.

− Skype-to-Skype calls: Calling another Skype user from Skype. The first of 
the Skype services and still the most important one.

− Instant messaging: Writing text messages that immediately pops up on the 
other user or users. Instant messaging sessions, or chats, can be held either 
one-to-one or with up to one hundred participants at the same time (multi-
chats).

− SkypeIn calls: Receiving calls to a Skype account from a landline or a mobile 
phone.

− SkypeOut calls: Making calls to landline or mobile phones from a Skype 
account.
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6.3.5 Facilitating services
Facilitating services make the usage of core- and support services smoother. 
They are not essential to the Skype product in the same sense as core services 
but without them, using the core services would be impossible or very difficult.
Fig. 15: Peripheral services in Skype

− Contacts presence: Fills dual purposes, signal to others how appropriate it is 
to contact me and tell beforehand how eager others are to take my call right 
now.

− Contacts list: Keep track of contacts. Since they are stored on a server, they 
can be accessed from any device the user signs in to.

− Managing paid services: Without being able to pay, it would obviously not 
be possible to use the SkypeOut or SkypeIn services.

− Account creation: Similarly, without an account, none of the Skype services 
could be used.
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6.3.6 Support services

Fig. 14: Support services

The support services do not get as much promotion as the core services. 
However, these services make Skype stand out in the competition. Support 
services are not essential to the product but they add value and enrich the 
overall experience.

− Mood message: The mood message is an easy-to-edit and always-visible text 
field. When browsing through the contacts list, contacts’ mood messages 
appear next to their names giving information about whatever the user has 
put in there.

− Picture: In their profile, users can select to add their picture or avatar. This 
will then be displayed when others view their profile or simply expand their 
contact card in their contacts list.

− Skypecasts: A new concept, allowing anyone to host or participate in multi-
person voice centered conversations. A quick look at the subjects of ongoing 
Skypecasts right now reveal their typical usage today; conversations about 
football, language schools, business opportunities, fuel efficiency, poker 
school online and a Rammstein conversation is merely a selection of what is 
going on. Skypecasts allow up to one hundred participants today, 
conceptually ending up somewhere between free Internet radio and 
blogging.
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6.4 Moments of truth
Figure 16 illustrates the major moments of truth for the Skype user.  These 
include the most important first time touch points with the product and its 
included services.

Fig. 16: The moments of truth

One could argue that even this list is potentially endless (after all there is a first 
second call). However, as the list grows longer, it approaches daily usage rather 
than first time touch points.

As in Dubberlys' (2001) A model of brand, these can be structured as direct and 
indirect experience. The direct experiences category concern the actions 
initiated by either the customer or the service. Indirect experiences are about 
what friends, experts, competitors, salesmen and other people say about it. It 
also incorporates ads, display and other things that give an impression about 
the service and the brand without actually having to use the product or service 
itself.
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6.4.1 Direct experiences 
− Deciding to visit the web page
− Consuming web page content
− Download software
− Installation
− Start up
− Account creation
− Sign in
− Make the first call
− Self-driven search
− Populating the contacts list
− Close Skype 
− Plugging in additional hardware
− Buy credits
− Have fun using it
− Experiencing smoother interaction
− Using as alternative to the phone
− Realizing it's cheap
− Try alternative instant messaging client
Direct experiences are all mediated through the product or service in some way. 
When changing platform or device, these needs to be taken into consideration 
as they affect the users’ perception of the brand and what use qualities to 
expect.

6.4.2 Indirect experiences
− Experiencing less ads
− Pro Skype PR events
− Seeing Skype ads
− Word of mouth
− Read articles
− Friends already using it
− Getting candy pack as a gift or buying from retailer

Indirect experiences are often created or influenced by the brand image that has 
already been created. As an example, hearing a friend praise a particular piece 
of software will affect the perception of that particular brand, even though all 
information is distributed in second or third hand.
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The moments of truth were used as a checklist for all possible interactions with 
Skype. This was to ensure that no aspects or activities were left out.

6.5 Use Qualities in Skype services
To extract the relevant use qualities in the Skype services, Löwgren’s & 
Stolterman’s ( 2004) notation of Motivation, Immediate experience, Cause and effect,  
Mediating and structural qualities and Creation of meaning will be used. Also, 
Arvolas (Arvola 2003) model for socio cultural understanding of systems in use 
will be applied. First, each of the user needs and service offers will be aligned 
with Löwgren’s and Stolterman’s use qualities and then with Arvolas. Every 
use quality that represented customer needs or service offers was added to the 
list. Many use qualities comprised several needs and services. After that, the 
remaining customer needs and services were given their own use qualities.

6.5.1 Use qualities in primary customer needs
− Remote awareness
Having friends and family just one click away is a pleasant thing. However, this 
is not very different from the ordinary phone. What Skype really adds in the 
contacts list is the ability to see the contacts online presence. This is a powerful 
thing since you know that the user on the other side actively has set his or her 
presence to whatever it is. If someone’s online presence  is green, it does not 
only mean online, it also communicates that this person wants his or her 
contacts to know that he or she is right there and eager to be contacted. If the 
presence was only online or offline, this would provide all necessary 
information to tell whether the contact is able to take the call right now, but the 
online presence contains more states. Users can set their presence to Away, 
meaning they are not right by the computer and might not answer right away 
(or they are by the computer but just don’t feel like answering right now), they 
can be in Do Not Disturb-mode where all attempts of communication is filtered 
and delivered later and they can be Invisible, meaning they appear offline but 
are online and can still communicate.

− Usefulness
The product delivers what it promises. Skype claims to deliver free calls of 
superior quality and it does that. The most important promise is that all Skype-
to-Skype calls are free and will always stay free. SkypeOut calls are claimed to 
be pretty cheap which is also true (in fact, they are mostly really cheap but that 
is not much of a strapline). The situation where Skype is used, mainly by the 
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computer, provides all necessary requirements for fulfilling these promises and 
even spur new ones such as chat, file transfer and video calls.
− Expressive
Users can select to passively broadcast information to others in their contacts 
list by displaying a mood message, a picture and other personal information. 
Since this information is accessible to all contacts, and both the user and the 
contacts know this, it is often used for information of interest to the public such 
as news, web links, personal information, whereabouts or simply to what it was 
initially designed for, to show what mood you’re in. This also reflects how 
dynamic the content is. Mood messages can be edited with a single click, the 
picture with a few and to edit your personal information you need to open your 
profile page. Mood messages can be updated automatically with content such 
as what song you are listening to or RSS feeds from your own blog or any 
newspaper that provides the service. Expressiveness refers to the core abilities 
of expression.

− Expectations
While other users mood messages can spark the user’s imagination and affect 
his or her actions, expectations as a use quality mainly concerns the direct 
communication in Skype. Skype can be said to mediate communication which is 
trivially true. However, Skype can also be viewed as an important part of the 
communication itself. A user with many contacts can use Skype to chit chat 
with everyone and no one, either in one to one chats or calls, in multi chats, 
conference calls or Skypecasts. On the other hand, a user with few contacts can 
actively search and add new contacts that he or she did not know before with 
the sole purpose of making new friends or just having a chat. Skype does not 
only mediate communication, it sparks and facilitates as well. Expectations as a 
use quality concern expectations about meeting new people or staying in touch 
with old contacts as opposed to question- or information driven 
communication.

− Control
In Skype, all initiatives for actions are taken by the user. Since most actions 
concern communication, the actions of one user obviously affect the contacted 
user. All communication events may be terminated by either party at any time, 
distributing the responsibility evenly between them. In this basic case, control is 
shared by all users. By editing the privacy settings however, the user can select 
who may contact them or not, thus taking even more control over the number 
of possible actions.
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− Immersion
Communicating via Skype can be done in different levels of immersion. 
Reading other users mood messages represent very little immersion, having an 
active text chat slightly more and having a voice conversation with a pair of 
good headphones even more. The highest level of immersion appears when 
conducting a video call. Seeing and hearing your contact while seeing yourself 
in a small overlapping window is a consuming experience. It is not easy to 
focus on doing something else while you can look at the person you are talking 
to, not to mention knowing that he or she can see exactly what you are doing 
yourself.

− Seamlessness (between sign ins)
Skype can be used on many devices at the same time. A user can sign in to my 
Skype account at home in the morning, leave the computer on and sign in at 
work as well. All events will be directed to both devices and they will act as one 
unit. Since the software is the same on both devices (assuming you use the same 
versions), seamlessness concerns communication events such as received calls, 
chats and file transfers.

− Social space of action
Skype is nothing but a big social space of action. This includes voice calls, text 
messaging, finding new contacts, keeping in touch with old ones and all the 
other things mentioned over and over throughout this thesis. On a higher level, 
the social space of action can be divided into targeted and non-targeted actions. 
Targeted actions include all actions that have one or more specific recipients. 
For example, making a voice call or writing a text message is targeted to the 
contact receiving the call or message. Other types of targeted actions include 
searching for a specific contact or inviting a friend to use Skype.  Non-targeted 
actions include joining or hosting a Skypecast, searching for users in SkypeMe 
mode or just looking for new friends or contacts. Conference calls and multi 
chats can be both targeted and non-targeted, depending on the participants. 
Three friends making plans together for the evening is clearly targeted while 
the Skypecast chat that you have to join actively is more non-targeted.
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− Personal contact
Making contact, being in contact and staying in contact are essential aspects of 
this quality as mentioned in the theoretical framework. These obviously 
concern the core of the Skype services since they are all key motivators for 
using Skype. Skype enables, facilitates and encourages personal contact.

− Efficiency
Skype aims at enabling communication and this must be possible to carry out in 
an efficient manner. This concerns the core usability experience in using Skype. 
Skype does not interfere with your intended actions, nor does it stop you from 
initiating them.

− Elegance
Elegance is achieved through combining powerfulness and simplicity according 
to Löwgren & Stolterman (2004). Skype is indeed powerful, enabling all the 
different types of communication and simple enough, at least as far as using the 
main services like calling and sending text messages are concerned.

− Privacy
On first thought, achieving privacy through using a piece of communications 
software may sound contradictory. Would not increased communication lead to 
less privacy? However, compared to the telephone, which it replaces, Skype is 
far superior in terms of privacy. Users can select who may contact them and 
how accessible they are by changing their online status. Also, by not being 
bound to a physical location, contacts are unable to tell the users whereabouts.

− Publicity
This refers to the ability to display and communicate with audiences of 
different compositions. Through the mood message and the picture to other 
users in the contacts list, in chats, multi chats, calls and conference calls to 
selected contacts and through Skypecasts to anyone in the whole world who 
happens to listen in. Skype enables users to expand their social network as well 
as maintaining and developing it.

− Real time
Skype is always updated. Whatever you see in your contacts list happens right 
now. If one contact is online, he or she is right there and eager to be contacted. 
If a contact is Away, at least you know that he or she is alive. Whatever is 
written in the mood messages is up to date and everything that pops up in 
chats was written just now (or while the user was offline). All communication 

55



Peter Erhard 2006-10-16
HKDG17 
Cross-device brand experience University of Linköping

takes place in real time, voice calls, Skypecasts, chats, multi chats and video 
calls. Anything that happens in Skype happens right now. 

− Flow (functions)
As we have seen, the Skype product consists of many services. Each service has 
its implementation and being able to use them simultaneously, in parallel or 
serially, is important for the overall Skype user experience. Skype supports a 
natural flow when using different services.

− Trust
Communication is personal. Skype uses encryption to ensure that no one listens 
in or reads what you write. This is a promise from Skype to the users and as 
such an important part of the brand experience.

6.5.2 Use qualities in secondary customer need
− New
Even though Internet telephony is far from new, Skype still represents the 
cutting edge. New may be considered a product property, but in this case it 
refers to the value of knowing that you are using the latest technology.

− Power over the communication
By using different devices and forwarding calls, the user has greater power 
over the communication than in the ordinary telephoning situation.

− Staying synced
Staying up to date with your contacts’ addresses, other phone numbers and 
other contact information.

− Broadcasted availability
The other side of seeing what others are up to; broadcasting your own mood 
message and availability. Simply telling how interested you are of having a 
conversation at the moment.
 

56



Peter Erhard 2006-10-16
HKDG17 
Cross-device brand experience University of Linköping

7 Results
To answer the question of which interactive brand elements in Skype risk 
constraints and deterioration when distributing the user interface to another 
platform, a matrix listing the use qualities and their dependencies in the Skype 
user interface (UI) was drawn up.

7.1 Use qualities and their dependencies
The items in the Skype UI were deducted from the conceptual model of Skype. 
In the matrix, use qualities were deemed totally dependent (T), partially 
dependent (P) or independent (I) of each item. Please see Appendix 1 for the 
actual chart as it can not fit here. 

The chart should not be read as an absolute and complete system of 
dependencies. Primarily, it should be used to identify which use qualities that 
may suffer when certain parts of the Skype UI are inhibited, implemented in 
another form or removed. It is difficult to anticipate the exact implications of 
removing or changing a certain part of the UI and this chart attempts to give an 
overview of the aspects that needs to be taken into consideration. In this thesis, 
it serves as an example of one possible notation and every individual 
assessment is subject to discussion. However, since the purpose of this thesis 
aims more at developing and evaluating the method itself and listing the use 
qualities than actually designing the next generation of the Skype cross-
platform interface, that particular discussion will be overlooked here.
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8 Discussion
The use qualities that were extracted from the analysis can be considered the 
core interactive brand elements in Skype. There is no logotype, no graphical 
profile, no public promise, no statements, shapes or forms, only experience and 
expectations of that experience. Looking back to Dubberly’s statement 
“Creating a good customer experience is the essence of good branding” 
(Dubberly, 2001), it becomes obvious that it is important to consider interactive 
aspects of branding when moving between platforms.

By making themselves aware of what use qualities are in jeopardy, designers 
can work with alternative solutions at an early stage in the process. 

8.1 Using the method in the design process
Use qualities attempts to answer the questions why and how rather than what. 
When redesigning a service for a different platform, the what it often provided 
by the new possibilities or implications. For example, selecting a contact with 
the left mouse button and right clicking to change the contacts name is a fairly 
common scenario. On a different platform there may be no mouse to either 
select, left-click or right-click with. The what, to rename, has to be implemented 
in a different way, using the means available on the new platform. Renaming 
does more than change the name of the contact, it allows control over the 
interface and makes remote awareness smoother which are the reasons for why 
renaming is important. Since every platform has its unique set of inherent 
features such as display and input methods, how to implement different 
functions will require different solutions. Even here, use qualities should be 
considered to ensure that the actual implementations are in line with the rest of 
the brand experience. In some cases where how causes problems, the designer 
must turn back to why, which may result in major redesign or leaving particular 
features out altogether.

8.1.1 Consider the overall brand experience
The chart of use qualities and dependencies is always dependent on the actual 
devices and the expected contexts of usage. Therefore, it is less relevant to make 
statements about which features are the most important ones and which are less 
important. Voice call is often considered a key feature but it is pretty 
meaningless on a dedicated chat client. Online presence also appears to be one 
of the most important features throughout this thesis but on a home phone used 
exclusively for SkypeOut and SkypeIn calls it does not make a lot of sense. 
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Whenever a feature is left out, it will have effects on the overall Skype brand 
experience, not only on the device that lacks full functionality but also for all 
other devices that communicate with it. A home phone without chatting 
functionality has effects that go beyond the particular device. Imagine the case 
where only half of the Skype clients are capable of doing chat; it severely affects 
the usefulness of chatting and the experience of the Skype brand. 

8.1.2 Consider the new context
Renaming, as mentioned above, is an important feature. However, there are 
other actions that have greater effect on the brand experience such as adding a 
contact or initiating a voice call. There is also little question whether renaming 
should be implemented at all or not (in most cases it should). On the other 
hand, a feature like chat may be inappropriate on certain mobile devices and 
changing Online presence may be pointless on devices like home phones that 
are always on. In these cases, use qualities can help in making the decisions on 
whether to implement or not. In these cases, it is important to ask why a certain 
feature should be implemented or not. Since this is often dependent on the 
context of the usage, the identified use qualities the functions fulfill can aid in 
making the decision to implement or not implement the particular feature.

8.1.3 Consider the consequences
Removing features obviously have consequences on the brand experience. For 
example, removing the contacts list creates obvious problems with reaching the 
users contacts and removing the possibility of changing online status creates 
problems with showing your availability to others. These are trivial insights 
and easy to foresee. However, removing items like these creates branding issues 
that go beyond the simple functional requirements. Removing the possibility to 
set online presence on a device impairs the overall Skype experience in many 
ways beyond simply being able to broadcast your status. Online status does a 
lot more than tell that the contact is Online or Away. The users relation to the 
contact, the knowledge about his or her life, about how he or she uses Skype 
and how often you communicate and in what way create a complex and shared 
understanding of the remote awareness between the user and each one of his or 
her contacts.

8.1.4 Consider requirements for the new designs
Redesign is both desired and required when moving between platforms. A 
simple difference like different display size can have severe effects on the way a 
piece of software can be used. By evaluating the new designs according to the 
use qualities they must fulfill, more solid design decisions can be made and 
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designers can enjoy greater freedom in their work being less reliant on previous 
designs.

8.1.5 Consider the Moments of truth
Every moment of truth is essential to the overall brand experience. In this case 
study, many of them are fully interactive or are interactive to a certain extent. 
Together with everyday usage, the list of Moments of truth should be 
considered a checklist of all the points that must be designed for the optimal 
brand experience, interactive aspects included.

When looking at the actual moments of truth however, it becomes apparent that 
the everyday continuous usage has a greater impact on the interactive brand 
experience. Still, this does by no means make them irrelevant. 

8.2 Skype as a product-service system
Skype and especially Skype on embedded devices or mobile phones can not 
really be considered a product-service system. Although the user only pays for 
the services actually used, the responsibility for maintaining the necessary 
infrastructure is placed exclusively on the user. This it still relevant for the 
brand experience however, as Skype needs to work properly with whatever 
conditions the user may dictate. A poor Skype experience does damage to the 
brand, regardless of whether it was caused by poor design or insufficient 
performance of the host computer or device.

8.3 How well do use qualities describe interactive 
brand elements?

There is no obvious method to tell how well the use qualities describe the 
interactive brand elements. The work carried out in this thesis provides the 
following conclusions;

- Since all the major services and customer needs were listed, and the list 
of use qualities covers them all, the use qualities can safely be assumed 
to be exhaustive enough.

- The theories of branding and brand elements have a major overlap with 
the theories on use qualities. To a large extent they aim at describing the 
same things but from totally different angles and with different scopes.
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While the branding theories often mention the different aspects of the brand 
experience, they never give any hints on how to go about the interactive aspects 
of it. Use qualities appear to fill that gap in the theories. A synthesis of the two 
could very well complete the way we work with branding and brand 
experience today. 

It is worth pointing out that interactive brand elements lack a common 
notation. An exhaustive list of use qualities is the closest thing to it that exists 
today.

8.4 Can use qualities be deducted from service offers 
and customer needs?

The purpose of deducting the use qualities from the service offers and customer 
needs was to make sure to gather the most extensive list of relevant use 
qualities as possible. By simply looking at the Skype product or even looking at 
the services only would have given a similar but shorter list. By making sure 
that all the service offers as well as the customer needs had a corresponding use 
quality, many use qualities that would otherwise have gone unnoticed were 
included.

This is not to be interpreted as that the list of use qualities is complete. As 
pointed out earlier, it is potentially endless, but by using this approach, we can 
be certain that all the included use qualities fulfill an authentic user need.

To answer the initial question, it is possible to deduct use qualities from service 
offers and customer needs. It even strengthens the relevance of the use qualities 
and increases the number of included ones. However, the gains in security and 
relevance are paid for in increased workload. It is a method appropriate for 
complex service ecologies such as Skype, but for simpler systems it is not to be 
recommended.

8.5 Remarks to relying on use qualities in the design 
process

Use qualities make up a notation of high level brand experience properties. It 
must be remembered that there are many other levels of brand experience, even 
within the interaction with the product. The actual graphics, language, speed, 
sound quality, actual sounds, buttons (physical as well as on the screen) and 
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similar aspects make imperative contributions to the overall brand experience 
on that particular device.

8.6 Evaluation of the method
The focus group that was used for extracting the customer needs and service 
offers worked well. This is heavily dependent on finding the right participants 
with sufficient experience and good understanding of the service ecology in the 
product.

Transforming user needs and service offers into use qualities was a difficult 
task. It required insights from different literature resources and even though I 
focused on including only the most important use qualities, one can never be 
totally sure of having included the necessary ones. Use qualities rely on 
subjective judgment of their author and should never be considered absolute or 
final.

Mapping use qualities to UI items appears to work very well for the service 
ecology in Skype and probably also for larger and more complex services. 
However, for less complex systems there may be other means that are more 
efficient.

Overall, for the particular service ecology in the Skype product, the method 
appears to work well for what it was intended. It is probably also applicable to 
other similar products and services. 

8.7 Critique of the method
There are a number of important points to keep in mind when applying the 
method:

- First and foremost, use qualities are subjective. As mentioned above, 
they are never final and a set of use qualities can never be completely 
exhaustive. 

- Secondly, the method does not address new features on other platforms. 
For example, a built-in browser on a mobile device can add significant 
value if it works well but it can also strain the overall brand experience 
in the case where it works insufficiently. 

- Another point is that the scale (Totally dependent, Partially dependent and 
Independent) is not very precise. There may be many variations within 

62



Peter Erhard 2006-10-16
HKDG17 
Cross-device brand experience University of Linköping

the Partially dependent items, so the chart is not to be used without a 
solid understanding of the services, items and use qualities involved.

- The method does not concern different contexts of usage. This may be a 
slightly unnecessary comment but it is still important to keep this in 
mind and not trust the chart blindly but to remember that some affected 
use qualities may not be as important in the new context as in the 
previous one.

- The method does not suggest any solutions, it only points out potential 
threats and implications.

- The insider view. For example, the Skype usage of Skype employees 
represents the usage the product is designed for but probably not how it 
is used by average users.  The fundamental issue is; should you look at 
the usage of majority of users or the usage you try to design for. In the 
case of Skype, development is rapid and new versions are released 
regularly. In other cases, development may be slower, providing fewer 
opportunities to affect actual usage.

- Only one workshop is very little. However, the amount of data extracted 
was sufficient to deduct a strong set of use qualities. A follow-up to the 
workshop involving different participants would probably reveal more 
customer needs and service offers such as the fact that it is free or cheap 
and that your friends already use it.

8.8 Further research
After the method has been deployed in a number of projects, its efficiency 
should be re-evaluated. 

To keep the list of use qualities up to date, it needs to be revised for every new 
device and every new release of the main product that is released.  In the same 
way, the list of UI items needs to be updated with every release.

The synthesis between branding and use qualities needs further evaluation. 
While this thesis closes enthusiastically on the first steps in this direction, 
further attempts of integration may still prove cumbersome.

9  Conclusion
The overall brand experience of a product or service consists of many different 
parts. Use qualities do a good job at representing the interactive aspects of the 
brand experience. When designing software for cross-platform usage, it is 
important to maintain a solid brand experience, especially in the cases where 
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the user may use the actual software on more than one device. By listing the 
different use qualities in a product or service and examining which items or 
features in the user interface they depend on, the effects on the interactive 
brand experience by changing or removing parts of the UI can be foreseen and 
dealt with at an early stage of the design process.

The method suggested and deployed in this thesis appears to work well. There 
are several potential issues with it but by staying aware of them, they pose little 
threat to the outcome. Use qualities and their UI dependencies make up an 
efficient notation of the interactive aspects of a certain brand which can be used 
both in the design process as well as a tool for communication within the design 
team or between the design team and other teams.
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