


Master’s Degree in 
Advanced Studies in Design

Specialization in 
Design, Innovation and Technology

2020-2021

COLINN
Gamified Collaborative Innovation Network,

Research and concept

Author
Heron Silva Shimura

Directors
Enric Trullols Farreny

Josep Maria Monguet Fierro

June 30, 2021



3

Players are artists who create their 
own reality within the game. (...) 

The games need to be flexible enough 
to hit all of the different users and 

support all of those possible ideas of 
what they think might be out there.

Shigeru Miyamoto
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Abstract
The objective of this thesis was to improve the user experience when working collaboratively by 
understanding the best approaches in three main areas: Innovation Through Collaborative Work 
(ITCW), User Experience Design (UXD) and Gamification Elements (GE). The study was developed 
based on academic research, a questionnaire, and market analysis. 

The main hypothesis was that a gamified perspective would enhance the users’ 
engagement with their projects and with the platform itself. The research considered gamification 
as a possible additional element as long as preserved an effective approach to the user experience 
design and to innovation methodologies.

Literature has pointed out how collaboration is highly efficient to optimize the efforts and 
the resources in order to achieve innovative results. Efficient User Experience Design applied in 
online platforms allows people to work together and more effectively from anywhere in the world. 
Additionally, the authors validated that applying Gamification Elements presents good results 
when engaging users and teams. 

A questionnaire was sent to users that represented a specific target audience. Answers 
were collected from 68 people from 12 countries. Among the results, users pointed problems 
commonly found when using collaborative platforms, such as fragmented tools spread through 
different websites, difficulties when finding relevant coworkers and lack of engagement. 

In the market analysis, 50 collaborative platforms were evaluated. There were considered 
and graded elements from each main area, ITCW, UXD and GE. The results show an unbalanced 
relation of the three areas and a very weak gamified approach in most part of the platforms, which 
can be considered as an opportunity to be explored in the market.

As a conclusion, the concept of a gamified Collaborative Innovation Network named 
COLINN was developed considering all highlights and analyses. This design aims to offer a diverse 
environment to users to collaborate and thrive at the same it has a visually appealing interface that 
both engage and entertain users. The next step would be the construction of a real mock-up to 
start tests and adjustments with groups of users around the world.  

Keywords
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5

TABLE OF CONTENTS
Introduction - 6

1. Innovation Through Collaborative Work - 8
1.1. Relevance and impacts - 8
1.2. Study Case: DESIGN2FIGHTCOVID-19 - 8
1.3. Highlights - 10

2. User Experience Design - 12
2.1. Relevance and impacts - 12
2.2. Highlights - 12

3. Gamification Elements - 14
3.1. Relevance and impacts - 14
3.2. Study Case: Ant Forest - 15
3.3. Highlights - 16

4. Questionnaire - 17
4.1. Objective and structure - 17
4.2. Results and analysis - 17

5. What is in the Market? - 19

6. COLINN - 22
6.1. Name - 22
6.2. Persona and target audience - 22
6.3. Brand and visual identity - 23
6.4. Platform’s components and architecture - 27
6.5. Platform’s monetization - 30
6.6. Data and Copyrights - 31
6.7. User Journey Example - 32

Conclusion - 37

References - 38

Appendices - 41
Appendix 1 - Questionnaire - 41
Appendix 2 - Questionnaire: social media groups - 42
Appendix 3 - Questionnaire: charts - 42
Appendix 4 - Collaborative platforms’ analysis  - 46



6

Introduction
In the last years, the world has been changing in many aspects. Technology and collaborative work 
have helped us solve unpredicted challenges, adapt millennial work habits and push our capacities 
beyond many boundaries. 

COVID-19 gave an extra push on those changes by obligating many people to work 
from home instead of going every day to offices (Covid-19 has forced a radical shift in working 
habits, 2020). The pandemic also generated a lot of unemployment and obligated people who 
always worked for a company to become freelancers and entrepreneurs. In the same line, more 
individuals than ever before are attracted to the lifestyle and opportunity it offers and have greater 
confidence that it can be a successful and satisfying alternative to full-time employment (Younger, 
2020). 

In 1918, humanity inhabited only the physical world, and when the deadly flu 
virus swept through this world, humanity had no place to run. Today many of us inhabit 
two worlds — the physical and the virtual. When the coronavirus circulated through the 
physical world, many people shifted much of their lives to the virtual world, where the 
virus couldn’t follow. (Harari, 2021)

This way, online collaborative networks gained bigger importance around the world in the 
last years, once they allow people to adapt, work from wherever they were and join forces with 
any other person. According to the latest forecast by Gartner, Inc. from March 2021, the worldwide 
social software and collaboration market is forecast to total $4.5 billion in 2021, an increase of 
17.1% from 2020. They mention the COVID-19 pandemic bent the long-term curve of the social 
software and collaboration market upward, with also double-digit growth projected through 2022 
(Rimol, 2021). 

The main hypothesis of this research is that a gamified approach enhances the users’ 
engagement and experience when using collaborative platforms. This research considers 
gamification as an additional element as long as preserved an effective approach to the user 
experience design and to innovation methodologies.

Image 1. Thesis’ general structure
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This work is structured into 6 main units. The three first ones summarize the main 
concepts about theoretical studies on Collaborative Work Platforms, User Experience Design and 
Gamification Elements. The fourth unit presents a questionnaire elaborated about those themes 
and completed by people from different countries. The fifth one analyses 50 online collaborative 
platforms and networks that are in the market nowadays.

Finally, considering the theoretical research, the users’ survey and the references on 
the market, it is designed the concept of a Collaborative Innovation Network called COLINN. 
It connects the main analyzed elements and proposes a different approach to collaborative 
innovation work through a gamified perspective. 
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1. Innovation Through Collaborative Work

1.1. Relevance and impacts

Collective intelligence has been pointed as a potential magnifier of design processes (Murty et al., 
2010). It happens because collaborative communities bring two-way results. At the same time it 
encourages people to use their attributes to the group projects, improving what has been done, 
it also makes users motivated by a collective goal, not just personal gains or the intrinsic pleasure 
of autonomous creativity. Trust in collaborative communities arises from the degree to which 
each member believes the other members of the group are able and willing to further the shared 
purpose (Adler et al., 2011). 

In the first semester of 2020, while most parts of civilians were locked down due 
to COVID-19, the scientific community rushed to discover an answer. The virus demanded 
collaboration among scientists all over the world to optimize their research and speed up the 
process to find a cure. The year underlined the power of information technology and collaboration.

In previous eras, when humans faced a plague such as the Black Death, they had no 
idea what caused it or how it could be stopped. (...) It was very different with Covid-19. The 
first alarm bells about a potential new epidemic began sounding at the end of December 
2019. By January 10 2020, scientists had not only isolated the responsible virus, but also 
sequenced its genome and published the information online. Within a few more months it 
became clear which measures could slow and stop the chains of infection. Within less than 
a year several effective vaccines were in mass production. In the war between humans and 
pathogens, never have humans been so powerful. (Harari, 2021)

Deloitte (2014, p. 5) reinforces the value of working with groups of open-minded people 
once users can easily validate ideas and contribute to their development. This can speed up the 
iterative thinking process and the rhythm of the innovative development. They also mention that 
60% of the analyzed users have changed their way of thinking due to collaboration. 

Wooley et al. (2010, p. 688) conducted studies with 699 people working in groups of two 
or five. They concluded that the performance on a wide variety of tasks is not strongly correlated 
with the average or maximum individual intelligence of group members. The different levels of 
the performance vary according to several factors, such as the average social sensitivity of group 
members, the equality in distribution of conversational turn-taking, and the proportion of men and 
women in the group.

1.2. Study Case: DESIGN2FIGHTCOVID-19
The project DESIGN2FIGHTCOVID-19 (D2FC19) was conceived in mid-March 2020 by Alex Trejo 
Omeñaca, professor and researcher from the Universitat Politècnica de Catalunya (UPC). The 
architect and researcher Michelle Cavariani Catta-Preta and the professor and researcher Josep 
Maria Monguet, both from UPC, joined the team right away and formed the D2FC19 ‘s initial team.

As described in an interview with Michelle (M. Catta-Preta, personal communication, 
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January 22, 2020), the objective of the project was to create a platform to facilitate the connection 
between designers and engineers with the health professionals in order to solve problems created 
by the pandemic. It was meant to offer a methodology and a set of tools to achieve effective 
collaboration, innovation and quick results. DESIGN2FIGHTCOVID-19 explored a collective cognition 
strategy towards its projects and emphasized a horizontal structure, where everyone had the same 
level of independence and the equal right to express their ideas and collaborate voluntarily. 

Initially, the team did a needs assessment with employees from Health Institutions in 
Catalonia and they selected two projects to be conducted. In the first stages, they explored several 
digital tools that started to shape this new work style. This scenario demanded a quick and flexible 
operation, constant adjustments to change (different origin of the demands, formats users, 
objectives, among others) and great speed in results (Monereo et al., 2020, p. 315).

Each participant could freely join a project according to their interest and abilities and 
choose a task on it. All of them should commit to permanently communicate during the agreed 
work hours. 

During the whole process, new participants could join the projects or leave it when their 
work was concluded or when they couldn’t follow the group’s rhythm. The initial phases developed 
in a more organically, with adjustments and self-regulation in order to produce results in the 
required urgency.

The structure of the DESIGN2FIGHTCOVID-19 is compared to an autopoietic system, where 
cells are capable of maintaining and reproducing themselves (Monereo et al., 2020, 317). This 
structure allowed the community to grow quickly.

However, Michelle Catta-Preta highlights that after the initial growth, the management 
team noticed the projects weren’t being developed with the same fluidity as before. People 
were having difficulties finding information and new users had trouble understanding how they 
could contribute. When the number of users was smaller, it was easier to share information and 
experiences. When the platform grew fast, this process became more complex.

This way, the idea of self-organization required some adjustments. By the end of March 
2020, the administrators reorganized information on the pages and created a list to better manage 
the challenges’ design and development. They also created the role of the moderator/leader for 
each project.

Considering formal design terms, Michelle says it’s possible to summarize the platform 
growth process by saying it started with a sprint design model that proved to be useful in the initial 
stages. Then, they adopted a more lean-agile model to lead projects when it required more time 
and patience to advance.

During the whole project, they also improved their initial design thinking strategy when 
new projects were proposed by people from everywhere. A quick and online meeting with those 
who requested it was an efficient method of deciding which projects to accept and how to manage 
them. Usually, after this first conversation, the management team asked for specific data and 
information before proceeding with the proposal.

The project demonstrated that an organic and autonomous community is possible, but it 
is important to have a clear explanation of the rules and mechanisms to news users who enter the 
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community and keep it accessible for anyone who wants to double-check it. Also, it is important 
for each team to have a leader. They are responsible to manage the project’s pace, motivating the 
team and facilitating the decision-making process in all moments.

Finally, the experience from the DESIGN2FIGHTCOVID-19 project demonstrated the 
importance of a place to collaborate, and connect demand and offer. In addition, it reinforced the 
efficiency of collaborative work in order to achieve innovative results. 

1.3. Highlights
When developing a collaborative network, many are the elements that must be considered 
in order to achieve better results and an effective platform. The main ones mentioned in the 
literature (Adler et al., 2011; Catta-Preta, 2019; Deloitte, 2013; Magni & Maruping, 2019; Murty et 
al., 2010; Podolny & Hansen, 2020;) are listed below. These highlights will be also considered in the 
analysis developed in the unit 5. What Is In The Market?.

I. EXPRESSIVE COMMUNICATION: geographical distribution is a challenge in a collaborative 
platform. Digital spaces can be isolating, so members engage more with each other when they feel 
the collaboration platform supports expressive communication;

II. TEAM PREPARATION AND TASKS: it needs to have tools to define the team goals, roles 
and responsibilities and to develop strategies to achieve innovative results. The system needs to 
provide an interactive environment that motivates its users to provide and select relevant inputs, 
in accordance with appropriate criteria. It needs to make possible the design exploration, which 
involves a combination of activities, such as modeling, analyzing, experiencing, reflecting and 
discussing;

III. DEVELOPMENT ON TRACK: users need to coordinate their activities in terms of 
sequencing deliverables, evaluating results and tracking progress. They need to be able to develop 
processes that enable people to work together in flexible but disciplined projects;

IV. EQUAL DISTRIBUTION OF CONVERSATIONAL TOOLS: the platform needs to give the 
possibility for every user to talk and express themselves when they want or need;

V. COMPLEX EXECUTION: complex problems, diverse experts, and a variety of information 
demands diverse communication formats, such as text, audio, video, images, virtual 3D 
environments, shared whiteboards, etc;

VI. SHARED DIGITAL WORKSPACES AND DIGITAL ARCHIVES: shared workspaces 
combined with digital archives would allow team members to get references and improve their 
development process;

VII. DIVERSITY AND UNION: cohesive teams are more productive, particularly where skills 
are complementary. They also make better decisions as they have a stronger basis on which to 
solve tricky problems. Consensus is important when defining the amount of work of each member, 
especially when not everyone is contributing at the same level;

VIII. FACILITATE WELL-BEING AND GREAT LEADERSHIP: teams are composed of members 
with diverse expertise, each one bringing different perspectives and understandings of problems 
and possible solutions, which can easily lead to conflict. This way, it is essential for groups to have 
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great leaders who are well prepared for innovation, for a collaborative debate and for cultivating 
an ethic of contribution. The platform needs to have an infrastructure in which collaboration is 
valued and rewarded.

IX. ACCESS TO INNOVATION TECHNIQUES: innovation techniques conducts the project’s 
development process, making the user experience more fluid and efficient when achieving 
innovative results. 
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2. User Experience Design
2.1. Relevance and impacts
In a good design, more than creating something beautiful, what lies beneath a successful 
experience is the careful attention paid to understanding how the user will think, perceive, and 
act as they move through their journey. Designers often rely on a collection of widely known 
psychology laws, or standards, that help determine their design choices (Doran, 2020).

In the book Hooked, Nir Eyal (as cited in Morgan-Jones, 2020) describes three main 
psychological triggers that designers adopt in user experience, which unconsciously reach basic 
human needs. They are divided by him into three basic categories: rewards of the hunt, rewards of 
the tribe and rewards of the self.

The first one relates to one of the most common hunt prizes nowadays: the information. 
Putting “related items” at the end of the page and advertisement in the middle of a text often 
captures the user’s attention enough for them to click on it. Removing pagination and creating an 
infinite scroll as done by Facebook and Instagram creates a feeling of “almost reaching the bottom” 
that makes the user continue scrolling endlessly. 

The rewards of the tribe go deep in the nature of humans: looking for social approval. 
The “like” button and “exclusive (paid) content” to “special users” usually make people continue 
investing time and/or money on the platform.

Finally, the rewards of the self describe triggers related to users individually. Creating 
a to-do list, for example, makes users feel they are accomplishing their goals and encourages 
them to continue using the network. Another strategy is embedding inconvenient waiting times 
with publicity - it is a way of encouraging people to pay for premium accounts, once users aim 
to purchase convenience. The author also mentions the efficiency of gamification, which will be 
discussed in the next unit.

2.2. Highlights
The main user experience design concepts mentioned in the literature (Doran, 2020; Morgan-
Jones, 2020; NNGroup, 2017; Yablonski, 2021) are listed below. These highlights will be also 
considered in the analysis developed in the unit 5. What Is In The Market?.

I. AESTHETIC USABILITY EFFECT: people often relate aesthetically pleasing design as a 
more user-friendly one;

II. DOHERTY THRESHOLD: users have their productivity increased once their knowledge 
and expertise and their machines are in the same rhythm and none of them needs to wait for the 
other;

III. LAW OF COMMON REGION: if there are elements that are inside of an area with a 
defined boundary, they are going to be identified as belonging to the same group;

IV. LAW OF PRÄGNANZ: people will perceive and interpret ambiguous or complex images 
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as the simplest form possible because it is the interpretation that requires the least cognitive effort 
of us;

V. LAW OF PROXIMITY: objects that are near or proximate to each other, tend to be 
grouped;

VI. LAW OF SIMILARITY: the human eyes tend to perceive similar elements in a design as a 
complete picture, shape, or group, even if those elements are separated;

VII. LAW OF UNIFORM CONNECTEDNESS: elements that are visually connected (even 
with a thin line) are perceived as more related than elements with no connection;

VIII. PEAK-END RULE: people judge an experience largely based on how they felt at the 
climax and in the end of an experience, rather than the total sum or average of every moment of 
the experience;

IX. SERIAL POSITION EFFECT: users have a propensity to best remember the first and last 
items in a series;

X. VON RESTORFF EFFECT: also known as The Isolation Effect, it predicts that when 
multiple similar objects are presented, the one that differs from the rest is most likely to be 
remembered;

XI. HICK’S LAW: the time it takes to make a decision increases with the number and 
complexity of choices. The more choices you present your users with, the longer it will take 
them to reach a decision. An efficient approach to this is to break up long processes into steps, 
categorize choices to make them easier to search for and identify and use progressive disclosure to 
reveal additional information when needed;

XII. FITTS’ LAW: the time to acquire a target is a function of the distance to and size of the 
target. The user will hit larger targets closer to them faster than smaller targets further from them. 
The designer can work on reducing the distance between elements, increasing the size of specific 
elements and reducing the total number of targets for users to complete a task quicker;

XIII. JAKOB’S LAW: users spend most of their time on other sites, they expect your site 
to work in the same way as other sites they’ve already visited.  This prevents users from feeling 
overwhelmed by learning a new mental model or process;

XIV. MILLER’S LAW: humans can only hold about seven pieces of information in their 
memory at a time. More than that and they could be overwhelmed. Grouping information by type 
can help users quickly complete the form and feel less overwhelmed by the process. 
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3. Gamification Elements
3.1. Relevance and impacts
As aforementioned, efficient collaborative work platforms and user experience design are 
important to achieve good results when developing innovative projects. But also, the more 
motivators the system supports the more likely it is to become successful. It needs to provide 
an interactive environment which motivates its users and facilitates collective design processes 
(Murty et al., 2010, pp. 8-11). 

An effective way to achieve this result is through gamification. Looyestyn et al. (2017) 
analyzed 1017 studies with a total of 10.499 participants and their conclusion shows that 
gamification promises to increase engagement with online programs. Results of this systematic 
review indicate that gamification positively impacts engagement and downstream behaviors, 
especially in the short term. Some analyses mention that some users are so “fun seekers” that 
they will carry out activities without expecting anything in return if they perceive it as being fun 
(Kavaliova et al., 2016).

Hunicke et al. (2004, p. 02) devised a game design framework introducing three main 
components of a good game structure: mechanics, dynamics and aesthetics. Game mechanics 
include rules, imperatives, and procedures supported by technology that governs performance 
through a system of incentives, feedback, and rewards. They often have a predictable outcome and 
are sometimes so obvious that they executed as a behavioral reflex (Wu, 2011, as cited in Kavaliova 
et al. 2016). Game dynamics are the players’ interactions with game mechanics, representing 
communication between the game and the player. Finally, the game aesthetics describes the 
desirable emotional responses evoked in the player, when he interacts with the game system.

Games are made by designers and used by players. So it’s possible to observe two 
complementary perspectives: first, from the designer’s perspective, the mechanics generates the 
dynamic structure, which conducts to a specific aesthetic identity. From the player’s perspective, it 
is possible to observe the opposite: aesthetics set the tone, which leads to the dynamics’ analysis 
and eventually, to the mechanics’ comprehension. When working with gamified tools, we need to 
constantly observe both perspectives once even tiny changes in an element can alter the whole 
structure. (Hunicke et al., 2004, p. 02)

Gamification derives from motivational principles of games such as explicit goals, rules, 
feedback systems, and voluntary participation (McGonigal, 2011, as cited in Kavaliova et al. 2016). 
Voluntary participation ensures that everyone knows and accepts the goal, rules, and feedback.

Image 2. Gamification interactions based on Hunicke et al. (2004, p. 02)
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3.2. Study Case: Ant Forest
The Ant Group is the largest fintech firm in China, spun off from Alibaba. According to The 
Economist, it had over 1bn users worldwide by the end of 2020 and its payments network carried 
$16trn of transactions in 2019 (Ant Group and fintech come of age, 2020). 

Pointed by Forbes (Natanson, 2020) as an example of successful fintech during the 
COVID-19 pandemic, the company was very quick to implement technologies that helped the 
government to track users’ travel history and medical records. The company had also innovative 
ideas that were quickly released to minimize the pandemic impacts, such as digital coupons 
designed to increase spending and push growth in the virus-hit Chinese economy and zero contact 
loans for millions of merchants through Ant Financial’s online bank MYbank. Moreover, the 
platform allows people to borrow money, select investment products and buy health insurance.  

In 2016, the company released a gamified platform called Ant Forest. Combining the 
Internet, finance and a low-carbon lifestyle, the project had as objective to contribute to tree-
planting and environmental protection movements. All the activities users had on the Alipay 
platform that is considered low-carbon are counted and converted into virtual “green energy”, 
such as walking instead of driving, paying for utilities and buying tickets online and taking public 
transport. This virtual “green energy” is used to grow a virtual tree in the user’s Ant Forest account 
and when enough “energy” has been earned to fully grow the virtual tree, it’s converted into a real 
tree, planted in the desert by people supported by Ant Financial and its partners (Xiuqi, 2017). 

According to Wang & Yao (2020), some of the gamification elements considered in the Ant 
Forest’s design could be divided into 4 main modules:

I. TASK DESIGN MODULE: background story, contextualized game behaviors, rules and 
goals, and an environmental-friendly context that attaches specific meanings to pro-environmental 
behaviors. Users act as protagonists in Ant Forest, who can decide to plant different species of 
trees with distinct “green energy” values;

II. SOCIAL INTERACTION MODULE: gamification elements designed for enabling players 
to communicate, collaborate and compete with each other in the game. For collaborative 
environmental endeavors, the involvement of a social process is supposed to be conducive to 
engaging participants in pro-environment behaviors;

III. FEEDBACK MODULE: status information of a player, including his or her points, levels, 
and visualized progress. Users of Ant Forest can check the green energy collected through their 
pro-environmental efforts, which instills environmental awareness to shape a green lifestyle;

IV. REWARD MODULE: game elements that encourage players to engage in and complete 
the assigned tasks, such as badges, medals and certificates, as well as the designed punishments. 
Ant Forest participants can receive an official certificate to acknowledge their contribution to 
planting a tree in the remote desert. 

As highlighted in an article from the United Nations Climate Change (Alipay Ant Forest: 
Using Digital Technologies to Scale up Climate Action, n.d.), the gamified platform has attracted 
over 500 million users, planted 100 million real trees in Northwest China covering a total area of 
112,000 hectares, and protected a total area of 12,000 hectares of conservation land. In 2019, Ant 
Forest won the UN Champions of the Earth award, the United Nations’ top environmental honor in 
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the inspiration and action category. 

The early success of Ant Forest could be largely attributed to its gamification design (Zhang 
et al., 2020, as cited in Wang & Yao, 2020). The studies conducted by Yang et al. (2018) about the 
behavior change of Ant Forest Users suggest that persuasive and motivational considerations - 
both gamification elements - are important in the implementation of new-generation persuasive 
systems to make them effective in the long run.

3.3. Highlights
The main gamification tools mentioned in the literature (Hunicke et al., 2004; Kavaliova et 
al., 2016; Looyestyn et al., 2017; Pandey, 2015) are listed below. These highlights will be also 
considered in the analysis developed in the unit 5. What Is In The Market?.

I. GOALS: a specific outcome a player works to achieve which gives him a sense of purpose;

II. CHALLENGES: tools that enhance the learning objectives and learning goals;

III. LEVELS: they define the learning journey and, as the learner goes through during the 
whole process, it signifies a step up in proficiency for them;

IV. RULES: they set limitations, which unleash creativity and foster strategic thinking;

V. INSTANT FEEDBACK: it informs how close the players are to achieving the objective 
so as to persuade the gamers that the goal is achievable, which motivates them to keep playing. 
This also helps learners know where they are in their journeys, so they can adopt the necessary 
measures to step up their performance;

VI. SCORES: they are indicators of their performance and are closely aligned to offering 
gratification as well as a sense of accomplishment;

VII. BADGES: as the learners go through the learning path and clear certain levels, they are 
given badges. These reflect affirmations for their significant achievements;

VIII. LEADER BOARDS: they are dashboards that are used to provide a pictorial view of the 
overall progress - including against others. The analytics keeps learners connected to the learning 
journey and aligned to meeting their terminal objectives;

IX. COMPETITIONS: this can be leveraged effectively as it helps learners assess where they 
stand against other peers or competing teams;

X. ENTERTAINMENT: it is important that gamified platforms have a certain level of 
entertainment in order to engage users to continue using them. 



17

4. Questionnaire
4.1. Objective and structure
The questionnaire was developed in the platform Typeform and was conceived as a 
complementary material to test and/or reiterate some of the assumptions considered after the 
theoretical research. 

It was elaborated 13 questions about Collaborative Works, Online Platforms, Gamification 
and related points. There were two versions, in English (Appendix 1) and in Portuguese. Both could 
be accessed through the address https://www.heronshimura.com/questionnaire-questionario. 
 

The questionnaires were posted on 7 groups on Facebook related to a target user that 
represented the Persona (unit 6.2. Persona and Target Audience). Together, those groups had a 
total of 350k users (Appendix 2).

4.2. Results and analysis
The results were collected between February and March 2020. 68 answers were obtained, 73% 
of them from Brazil, but also from 11 other countries: Australia, Bangladesh, China, France, Iran, 
Portugal, South Korea, Spain, Syria, Turkey and the United Kingdom. 

Most part of results reinforce the taken premises, but also bring complementary new 

Image 3. Questionnaire’s main page
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information. In general, people affirmed they rather work with one or more people than alone and 
also that they evaluate in a very good way their previous collaborative experiences, reinforcing the 
idea that collaboration work is an interesting and accepted approach to develop a project.

Most people use two or more platforms when working collaboratively. The information on 
the platforms is often not integrated into each other, which may cause a fragmented experience, 
lack of time and information loss, as mentioned in the Study Case: DESIGN2FIGHTCOVID-19.

Users considered it more difficult than easy to find the right people to join a team when 
they are developing collaborative work. However, the opposite was observed about the difficulty 
in finding good references to their projects, where the majority answered it is easier than more 
difficult. This way, investing to find relevant collaborators is very pertinent and necessary, but also 
using AI to improve relevant references’ suggestion would improve user experience.

70% of the ones who answered said they have already worked on a project fully online, 
without face-to-face interactions. This number has probably increased in the last months with the 
COVID-19 pandemic when a meaningful part of the world population started working remotely 
from their houses. An expressive part of the answers mentioned that these fully online experiences 
were good.

People affirmed they find it more difficult than easy to keep themselves motivated to 
conclude work. As the literature mentions (unit 3. Gamification Elements), a gamified approach 
could increase their engagement. Also, the biggest part of answers indicates people already like 
virtual games, being more receptive to this kind of strategy. In any case, it’s important to highlight 
that a gamified approach doesn’t work only with people who like games. It operates unconsciously, 
activating acceptance and competition triggers with most of people. 

For more accurate results, a bigger sample should be collected by taking a longer period of 
time and also by trying other approaches to reach new participants. All the quantitative results and 
charts can be found in Appendix 3. The qualitative answers worked as references to gamification 
applications and general choices in the platform’s concept’s development. 
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5. What is in the Market?
The following analysis was developed by visiting 50 online collaborative platforms and 
networks from April to May 2021. As “collaborative platforms and networks”, it was considered 
communication channels and software that directly or indirectly facilitate interactions, information 
exchange and projects’ conduction.

The evaluation was divided into the three main themes, Innovation through Collaborative 
Work (ITCW), User Experience Design (UXD) and Gamification Elements (GE). In each theme, 
5 elements (based on the Highlights of the first units) were checked and categorized into 4 
possible answers: Yes, No, Partially and Undefined. By Yes, it was considered the platform had the 
respective element and the item added 1 point to the score. By No, it meant the platform didn’t 
have the element, receiving zero point. By Partially, the platform presented only a part of the 
element or a discreet/weak version of it, which added 0,5 points to the score. By Undefined, it 
meant the presence or not of the element wasn’t clear in the free version and/or on the web page, 
which added zero point to the score. A total of 750 evaluations were made. The highest possible 
mark per theme was 5 and the lowest one, zero. 

This analysis considered my perception but also took into account the evaluations from 
Capterra (https://www.capterra.com/), a platform that helps people to find the right software by 
comparing their options and features and by showing reviews from other users.

The final results reflect objective evaluations, for example, the presence or not of some 
gamification elements, but also subjective ones, such as mine and other users’ opinion about 
the effectiveness of the collaborative work tools and the aesthetic attractiveness. This way, this 
evaluation would change if considered other points or evaluators.

A further investigation would demand a budget to access all paid content of each platform, 
the participation of other users to a bigger plurality in the opinions and a longer time for a deeper 
evaluation. The results are described here below and all the grades and the items considered in 
the evaluation can be checked in Appendix 4. 

Chart 1. Innovation through Collaborative Work (ITCW) - Grades (1-5)

Chart 2. User Experience Design (UXD) - Grades (1-5)

Chart 3. Gamification Elements (GE) - Grades (1-5)
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It is possible to observe from the ITCW chart that all the analyzed platforms and networks 
have at least one of the items considered in this specific evaluation, but none of them meet all 
the requirements in a fully way. When we consider the UXD and the GE grades, we have two 
contrasting scenarios, the first one has some platforms with the highest possible mark and the last 
one has some platforms with the grade zero. This lowest mark (zero) is not observed in the ITCW 
and the UXD charts.

The existence of higher grades in the UXD chart (average grade 3,99/5) may be justified 
by many reasons. One of them is that some of the analyzed platforms were build using similar 
technologies and general layouts that have been done before, without taking risks of doing 
something different, such as Flock and Ryve. Also, some networks have grown in the last years and 
gradually shaped their user experience, after having the budget and time to make several tests into 
the current model, such as Miro and Slack.
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The GE chart shows a very little presence of gamification elements in the 50 analyzed 
platforms, having an average grade of 1,85/5. They have one or two elements, but none had 
gamification as a strong asset. This gap may be an interesting opportunity for a platform that 
explores this factor in its core. 

When looking at the General Results chart, it is possible to see that even in the platforms 
that have a higher grade in the gamification unit, there is no balance among the three themes 
(ITCW, UXD and GE) in any of them. In addition, it wasn’t observed any clear correlation among the 
themes, one’s variation apparently doesn’t affect the other two.

Through the General Results chart, the contrast among the results of the three themes 
is visually accentuated. The GE results are concentrated in the center part with lower grades, 
followed by the ITCW and finally, the UXD, with the higher marks, occupies a great part of the 
external area. 

Considering the Highlights described in Units 1, 2 and 3 and the platform’s concept 
described in the next unit, COLINN aims to be placed as a differential among the others in the 
market and to be evaluated with high and balanced marks in all categories.
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6. COLINN
6.1. Name
The platform’s name was conceived based on two main reasons. First, it is a kind of acronym of 
“Collaborative Innovation Network”, formed from the three main letters from the first word, the 
first two letters from the second term and the first from the last one.

COLLABORATIVE + INNOVATION + NETWORK

Also, it was thought of as a wordplay of the phrasal verb “to call in”, which meaning 
represents the core of the platform and its collaborative work. 

CALL IN  -  verb [ phrasal ]
/ˈkɔl ˈɪn/

 to officially ask somebody to help (Cambridge Dictionary)
to ask for the services of somebody (Oxford Dictionary)

6.2. Persona and target audience
Below, there is the description of the project’s Persona. However, the platform’s use certainly 
would not be restricted to this key user. As an open and collaborative environment, COLINN could 
be useful to any user in the world, from any age, gender or country. The Persona guided the target 
audience definition, for example, when the questionnaire was sent to groups on social media. 

WHO
Jonas, 30 yo
Product and graphic designer 
From Brazil, lives in Berlin

MAIN GOALS
. Developing collaborative projects from wherever 
he is around the world;
. Have an effective team according to each 
project;
. Better engage workmates and himself.

MAIN BARRIERS
. Difficulties finding specific people to work with;
. Difficulties finding relevant references to the 
projects;
. Too many simultaneous platforms with no 
connection/optimization among them;
. Some difficulty to continue engaged to a project 
or to engage his workmates.
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6.3. Brand and visual identity

6.3.1 References 

COLINN’s gamification concept was inspired mainly by two 
references that have a meaningful level of recognition in the 
market, Monument Valley and Gris. On some level, these 
visual connections aim to anticipate an easier acceptance 
from the audience and critics. 

Each game’s description below is restricted to the 
elements that were referenced in COLINN’s design. For 
further details about each one, please check the respective 
website. 

Monument Valley is a game launched in 2014 
and developed by the company Ustwo (https://www.
monumentvalleygame.com/mv1). It received many prizes 
as the best game, visual art and art direction, such as BAFTA 
Games Awards (2015), GDC Awards (2015), Apple Design 
Awards (2014), D.I.C.E Awards (2015), Unity Awards (2014) 
and 11TH IMGA (2015).  

With some starry backgrounds, the game has an interesting color palette and works with 
gradients and glowing elements. The game’s protagonist is a faceless character with a black body 
that explores worlds with floating and geometric shapes. As the character advances in the game, 
some of the structures get more complex.

Gris was created in 2018 
by Nomada Studio, a company 
based in Barcelona and funded by 
Spanish friends (https://nomada.
studio/). In 2019, the game was 
nominated for 27 prizes (of which 
they won 8), such as BAFTA Games 
Awards, New York Game Awards, 
D.I.C.E. Awards, Game Developers 
Choice Awards. 

The game’s aesthetics has a strong contrast with vibrant and bright colors in several parts. 
The protagonist has floating clothes and levitates with some movements. Often with a starry 
and dark background, the general environment is represented with geometric shapes and rock 
textures. The illustrations play with the elements’ scale all the time, changing their size when 
compared to reality. With strong storytelling conduction, Gris tells the protagonist’s journey while 
presenting appealing illustrations. 

Image 4. Monument Valley, press kit  
(www.monumentvalleygame.com)

Image 5. Gris, video screen shot 00:44 (https://nomada.studio/)
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6.3.2. The general environment

COLINN is situated in outer space. Here it was explored the idea of the expansion of all the 
boundaries, including the Earth itself. In this scenario, users can explore the Universe, conquer 
other planets and create their own galaxy.

As backgrounds, several gradients were used using the blue #1D2139 as a base and then 
adding points of green #1EAF8C and orange #EB5B29.

6.3.3. The logo

Considering the Space theme adopted to the project, the logo also explores it by playing with the 
letter O and creating two circular orbits around it, through where smaller bodies navigate. 

In motioned versions of the logo (as in a GIF, for example), we can see the letter O and the 
two orbits/bodies moving in other directions and assuming other configurations. This way, many 
are the possible shapes it can assume.

Image 6. Starry background with color gradient

Image 7. COLINN’s logo
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The letters and orbiting bodies can also be found with a glowing effect, especially when 
applied on a dark background.

6.3.4. The projects

In COLINN, the projects are represented as planets. There are 5 levels and each one represents a 
different level of a project’s development: Challenge, Solution, Prototype, Test and Market.

The concept was that the projects would start as simpler geometric shapes with few 
faces and they would become more complex as the projects are developed. The shapes were 
based on geometric figures, respectively: hexahedron or cube (6 faces), dodecahedron (12 faces), 
icosahedron (20 faces), icosidodecahedron (32 faces) and sphere. 

Image 8. Logo shape variations

Image 9. Logo’s glowing version

Image 10. Projects / planet’s levels
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Users would be able to personalize the color of each project’s avatar, as illustrated in unit 
6.7. User Journey Example. The variation of colors could make the personal composition more 
realistic or more imaginative with the switch of the color of the water to pink, for example. 

6.3.5. The avatar

The platform’s avatar was drawn as 
a visually plain character with an 
alienish shape. On the top of this 
figure, there is a liquid bubble in 
which lives an aquatic animal, the 
creature’s “brain”. 
 

The concept was conceived 
as a metaphor: the aquatic animal 
depends on the water to live 
in. So, it conquers inhospitable 
planets (the cubic block of 
stone) and makes life and water 
gradually flourish on them. This 
metaphor was considered to the 
elements’ development, but its 

Image 11. Planet icons’ variations

Image 12. Avatars’ variations
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comprehension does not interfere with the people’s good use of the platform.

Users would be able to create a personalized avatar according to their personality, as 
illustrated in unit 6.7. User Journey Example. They would be able to choose the animal, such as 
fish, octopus, seahorse, crab and jellyfish, and also select their clothes style and color. 

In the creature’s chest, we can observe an insignia that represents the 5 user’s level in the 
platform. This is one of the applications of the gamification element aforementioned: the badges. 
Their shapes make a parallel with the projects’ planets by increasing the number of sides and the 
figure’s complexity according to the users’ level: square (4 sides), pentagon (5 sides), hexagon (6 
sides), heptagon (7 sides) and circle.

6.4. Platform’s components and architecture
When new users connect to the platform for the first time, they can create their profile by 
completing their personal information and choosing the features of their avatar. The system would 
have profile tests developed in partnership with Consultancy companies. These tests would add 

Image 13. Avatar’s animals

Image 14. Avatar’s insignias



28

information to the profile, such as their soft skills and their main characteristics when working in a 
group. 

After creating his profile or when logging in, the user can access their own galaxy, which is 
the users’ main area. When accessing their galaxy, users can:

I. Access their contacts area and then check the other users’ profiles and galaxies;

II. Explore the leader boards (general and specific rankings), accept a challenge someone 
has launched or look for projects and profiles by theme or keywords;

III. Create a new project, defining the name, avatar, uploading files and choosing the 
embedded collaborative tools they will use;
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IV. Access a project that the users are already working on. They could talk to their team (by 
video, audio or text), edit the project’s information, check the project’s general information and 
status, invite someone to join the team, launch a challenge or connect another project to theirs as 
a reference;

V. Hire the services of a Consultancy that could be working in collaboration with COLINN, 
giving support to the users, workshops, materials and courses;

VI. Access their virtual money. This money could be generated from interactions in the 
platform, concluded projects, participation in other projects or challenges, etc. The virtual money 
could be exchanged for specific content or even to have discounts from sponsors;

Finally, the general architecture of the platform’s concept with all the interrelationships can 
be seen in the following diagram:
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6.5. Platform’s monetization
  

COLINN has several possibilities of monetization, it can be generated direct or indirect from users, 
sponsors and partners. In general lines, it can be divided in:

I. PRO VERSION: when paying for a pro version (value to be evaluated), users could gain 
permanent access to locked tools or features, prioritized visibility in the platform, see no publicity, 
among other benefits;

II. PAID FEATURES: users could have access to exclusive paid features with or without the 
pro version. For example, 24h of more visibility in the platform and temporary access to locked 
tools or features;

III. DIRECT INVESTMENTS FROM SPONSORS: small/local, medium or big companies could 
invest in publicity inside the platform. This direct investment would be done to feature their brand 
and call users to access their platforms and/or physical stores;
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IV. COMMISSION ON SPONSORS SALES: these same companies could also make indirect 
investments per concluded sales. In this modality, a small or no previous payment is done to 
COLINN, only after a service or product is bought from a link displayed in the platform;

V. COMMISSION ON USERS’ SERVICES: users could offer freelance services through COLINN, 
which would offer a payment platform so the transactions and agreements could be done in a safe 
and practical way. A percentage of each transaction would be retained by the platform;

VI. CONSULTANCY PARTNERS: innovation enterprises could become COLINN’s partners and 
develop exclusive content to the platform. They could offer consultancy, materials, workshops and 
courses.

6.6. Data and Copyrights
In COLINN, different kinds of data would be constantly produced by the users. All their inputs are 
essential to the platform’s performance, once it depends on it to exist and operate. Every data 
would be protected by copyrights and described in the Terms and Conditions that users would 
need to accept when creating an account. 

Attention must be given to all data types in order to achieve an effective data-driven 
design. The developers should constantly analyze data to understand how users are interacting 
with each other and with the platform. This constant understanding allows the platform to 
continue improving tools that are working well or to change elements that are not being accepted 
or useful. 

Data is classified into 4 main types in COLINN: 

TYPE I. PUBLIC DATA: general data that users produce and make public to any other user 
to access. The user is the owner of his own information, but COLINN is authorized to reproduce, 
copy, distribute or make available or otherwise communicate publicly, transform or modify such 
contents without the author’s authorization.

TYPE II. PRIVATE DATA: restricted data that users produce and make it accessible to 
restricted users. The user is also the owner of his own information, but here COLINN is only 
authorized to reproduce, copy, distribute or make available or otherwise communicate publicly, 
transform or modify such contents with the author’s consent.

TYPE III. INTERNAL-ONLY DATA: information that only COLINN’s employees could access, 
such as users’ address, telephone number and other personal information. This data would belong 
to the company and users authorize the platform to use this information for publicity purposes in 
the Terms and Conditions. 

TYPE IV. RESTRICTED DATA: strategic information that only a restricted group of COLINN’s 
employees have access to. This data would be related to the number of users, their access, habits 
and interactions with other users and with the platform. This information would be used by the 
company to take business and strategic decisions about the platform’s conduction. 
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6.7. User Journey Example

When accessing COLINN for the first time, users will see the log-in page. They can choose a 
username and a password or create an account using their social media. 

After filling in their personal information and accepting the Terms and Conditions, users 
can personalize their avatar by choosing the animal and clothes’ types and colors.
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When concluded the previous step, users are directed to their personal galaxy and have the 
option of creating a new project. On the New Project’s page, they can: choose the project’s name 
(in this example, TOYBOX); upload the project’s initial photos and files; invite other people to join 
the team and assign their roles; personalize the planets’ color; choose the embedded tools they 
are going to need; choose if the project is fully public (all information available to any other user), 
partially public (they select which content to make public) or restricted to the project’s members. 

After creating their first project, users are redirected to their Personal Galaxy, which will 
now display the first planet icon. In this example, it is interesting to observe that the user has in 
his chest the squared insignia, which represents the first level in their journey. Also, the project is 
represented by the first planet’s level, cubic-shaped. In the left bottom corner, users can return to 
the previous page by clicking on the black hole and in the right corner, create another project.
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By clicking on the TOYBOX planet icon on the previous page, the user can access the 
project’s area. Here, we can see the project’s summary, access the embedded tools, talk through 
audio and video, and check the files and the team members. Considering in this example that the 
user and his team have worked on this project for a while, we can see that the level status and the 
planet icon have also evolved. 

On every project’s page, it’s possible to see a Related Suggestions tab on the right side...

The Related Suggestions tab would be generated by AI. By clicking on it, the user can check 
Related Projects that can work as a reference for TOYBOX and also Related Users, who worked on 
similar projects and who could eventually be invited to join the team. 
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By clicking, for example, on the Miro button, users will have access to a COLINN’s version 
of Miro where the team can work on their project in the same way they would do in the original 
platform. The difference is that in COLINN all information would be linked on the chosen tools, so 
a piece of information updated on Miro would be automatically updated on Google Slides and on 
Slack, the two other tools that were chosen for this example. 

At any moment when using the platform, users can click on the magnifying glass on the top 
right corner and explore COLINN, searching for any information they want: challenges, a project’s 
name, someone’s e-mail, etc. By clicking on the three lines, users can access their own galaxy, 
their contacts, projects’ specific information, their virtual money (COINNs), talk to the consultancy 
partners, access leaderboards, log out or go to their account settings. This menu allows quick and 
efficient navigation through the platform...
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By clicking on the item Leaderboard in the previous menu, for example, users can access an 
interactive board that compares users and their performance, enhancing competition. On the left 
side, users can check COLINN’s global ranking or filter it by a specific project, theme, country, age, 
level, etc.

After a while using the platform, joining and creating projects and collaborating with 
other people around the world, users will gradually develop their galaxy. In the example, we 
can immediately see how the character has leveled up by the glowing insignia on this chest and 
the level bar on the top left corner. The project TOYBOX has also evolved since its creation. The 
Personal Galaxy is a page that summarizes the users’ portfolio in an artistic and interactive way.
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Conclusion
Collaborative work has proven to be highly successful when improving the innovation results in a 
project, especially when combined with an effective user experience design. Literature has also 
indicated how gamification elements have effective results on user engagement, which confirms in 
a theoretical level the hypothesis considered at the beginning of this essay.

The options of collaborative networks in the market follow similar structures and tools 
and none has a meaningful approach to gamification elements. COLINN’s concept has a different 
and strong emphasis in comparison to the platforms that were analyzed. Like anything new, it 
has a certain level of risk, but it can also be seen as a promising opportunity to be explored as a 
business, especially with the good forecasts for this market.

Projects developed in COLINN would count on expressive communication channels, diverse 
shared working spaces, task development tracking, and access to innovation consultancy and 
techniques. The user experience design would consider elements that are in the market to create 
a familiar environment where users would feel comfortable working. At the same time, this design 
would be constructed around a ludic and visually appealing interface that would both engage and 
entertain users. 

The proposed concept for COLINN puts users in the center of the storytelling. While 
developing their projects and interacting with other users, each one writes a narrative, where their 
self-development is seen reflected and illustrated in the platform’s character. With their unique 
journey, the platform creates a very personal experience for each person and engages users to 
continue using it.

As the next step of this work and in order to validate the hypothesis with empirical 
evidence, it would be necessary the investment and/or free collaboration of a team who could 
program a beta version of the platform, develop the AI technology and help to develop the other 
visual elements. After the first tests, data and feedback could be collected to make improvements 
and release it to a bigger audience, continuing the analysis and refinements. 
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Appendices
Appendix 1 - Questionnaire

I. Which country are you from?

II. Which is your work / study area?
a) Arts, Design and Architecture; b) Business and Management; c) Computer Science 

and Information Technology; d) Education; e) Environmental, Agricultural, and Physical Sciences; 
f) Government and Law; g) Library and Information Science; h) Media and Communications; i) 
Medical, Healthcare, and Life Sciences; j) Science and Engineering; k) Social Sciences, History and 
Philosophy; l) Other

III. How old are you?
a) < 20 yo; b) 21-30 yo; c) 31-40 yo; d) 41-50 yo; e) 51-60 yo; f) > 61 yo

IV.  Would you say you prefer to work alone or with two or more people?
a) Alone; b) Two or more people

V.  How often do you work on collaborative projects?
collaborative project: any project (academic, professional, hobby) developed by you + one 

or more people
a) Always; b) Often; c) Rarely; d) Never

VI. In general, how do you evaluate your collaborative experiences? 
(in comparison to working alone)
Very bad - 1 | 2 | 3 | 4 | 5 | 6 - Very good

VII. When working in a collaborative project, which platforms/tools do you usually use?
a) Miro; b) Slack; c) Google Suite (Docs, Sheets, Slides); d) Microsoft 365 (Word, Excel 

PowerPoint); e) Skype; f) Meet; g) Discord; h) Other

VIII. Do you use any other platform that wasn’t on the previous list?

IX. Usually, how easy is finding the right people to join your team when you are developing 
a collaborative project?

Very difficult - 1 | 2 | 3 | 4 | 5 | 6 - Very easy

X. Have you ever worked on a collaborative project FULLY ONLINE? 
(without face-to-face interactions)
a) Yes; b) No

XI. How do you evaluate this/these fully online experience(s)?
Very bad - 1 | 2 | 3 | 4 | 5 | 6 - Very good

XII. When you start a project with a long or undefined deadline, how difficult / easy is it for 
you to keep yourself motivated to conclude it?

Very difficult - 1 | 2 | 3 | 4 | 5 | 6 - Very easy
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XIII. Usually, how difficult/easy is finding good references/sources for your projects?
Very difficult - 1 | 2 | 3 | 4 | 5 | 6 - Very easy

XIV. When developing a project, where do you usually look for references/sources?

XV. Do you like playing virtual games? 
(on the cell phone, computer, video game)
a) Yes; b) No

XVI. What virtual games do you usually play?
XVII. Do you have any doubt or final comment to make?

XVIII. Do you want to receive this questionnaire’s result by e-mail?

Appendix 2 - Questionnaire: social media groups
Product Designers (6.3k users)
https://www.facebook.com/groups/149947586249964/about

Innovative Teaching and Learning (1.6k users)
https://www.facebook.com/groups/855894851101243/about

UI & UX Designers (98.3k users)
https://www.facebook.com/groups/461999237551673/about

Designer Gráfico (74.4k users)
https://www.facebook.com/groups/1022557834485410/about

Designer Gráfico Freelancer e Home Office #DGFH (110.8k users)
https://www.facebook.com/groups/dgfho/about

Illustration & Digital Painting (56.1k users)
https://www.facebook.com/groups/Illustration.Digital.Painting/about

Appendix 3 - Questionnaire: charts
I. Which country are you from?

Country's distribution
Australia (1)
Bangladesh (1)
Brazil (50)
China (1)
Colombia (1)
France (2)
Iran (1)
Japan (1)
Portugal
South Korea (1)
Spain (2)
Syria (1)
Turkey (1)
United Kingdom  (1)

II. Which is your work / study area?
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0 5 10 15 20 25 30 35

Psychology (1)
Science (1)
Security (1)
Finance (2)

Computer Science and Information Technology (2)
Social sciences, History and Philosophy (2)

Engineer (4)
Education (5)

Business and Management (5)
Media and Communications (7)

Medical, Healthcare, and Life Sciences (7)
Arts, Design and Architecture (31)

Chart Title

III. How old are you?

> 61 yo (1)

51 - 60 yo (6)

41 - 50 yo (1)

31 - 40 yo (23)

21 - 30 yo (35)

< 20 yo (2)

0 5 10 15 20 25 30 35 40

Age distribution

Series1

IV.  Would you say you prefer to work alone or with two or more people?

Alone (18)

Two or more people (50)

0 10 20 30 40 50 60

Chart Title

Series1

V.  How often do you work on collaborative projects?

0 5 10 15 20 25 30 35 40

Never (2)

Rarely (5)

Often (23)

Always (38)

Chart Title

VI. In general, how do you evaluate your collaborative experiences? 
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0 5 10 15 20 25 30

Bad +++ (0)

Bad ++ (0)

Bad + (4)

Good + (27)

Good ++ (24)

Good +++ (11)

Chart Title

VII. When working in a collaborative project, which platforms/tools do you usually use?

0 5 10 15 20 25 30 35 40

Other (3)

Discord (8)

Slack (10)

Skype (13)

Miro (21)

Meet (31)

Microsoft 365 (37)

Google Suite (38)

Chart Title

VIII. Do you use any other platform that wasn’t on the previous list?

0 1 2 3 4 5 6 7 8

Confluence (1)

Whatsapp (1)

Mconf (1)

Asana (1)

Jira (1)

Trello (6)

Zoom (7)

Chart Title

IX. Usually, how easy is finding the right people to join your team when you are developing 
a collaborative project?

0 5 10 15 20 25 30 35

Difficult +++ (5)

Difficult ++ (10)

Difficult + (29)

Easy + (14)

Easy ++ (6)

Easy +++ (2)

Chart Title
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X. Have you ever worked on a collaborative project FULLY ONLINE? 

70%

30%

Chart Title

Yes (46)

No (20)

XI. How do you evaluate this/these fully online experience(s)?

0 2 4 6 8 10 12 14 16

Bad +++ (1)

Bad ++ (3)

Bad + (11)

Good + (15)

Good ++ (8)

Good +++ (8)

Chart Title

XII. When you start a project with a long or undefined deadline, how difficult / easy is it for 
you to keep yourself motivated to conclude it?

0 5 10 15 20 25

Difficult +++ (3)

Difficult ++ (6)

Difficult + (20)

Easy + (20)

Easy ++ (15)

Easy +++ (4)

Chart Title

XIII. Usually, how difficult/easy is finding good references/sources for your projects?

0 5 10 15 20 25

Difficult +++ (5)

Difficult ++ (21)

Difficult + (19)

Easy + (18)

Easy ++ (4)

Easy +++ (1)

Chart Title
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XV. Do you like playing virtual games? 

27

41

Chart Title

No (27)

Yes (41)

Appendix 4 - Collaborative platforms’ analysis 

1 Does if offer diverse channels to an expressive communication (text, audio and text)?
2 Does it has diverse workspaces to work (texts, images, charts, 3d models)?
3 Does it give access to innovation techniques and methodologies?
4 Does it offer tasks and development tracking?
5 Does it allow the definition of roles/tasks and/or of a leader?

1 Aesthetic Usability Effect: pleasing / visually interesting design?
2 Hick’s Law / Fitts’ Law:  options in an appropriate number and size / simple choices / visually non-polluted?
3 Jakob’s Law: the general layout is "classic", with elements located where we usually find them in other platforms? 
4 Law of Prägnanz: elements are well defined and well-recognizable among them (not too similar and ambiguous)?
5 Is it intuitive and easy to use?

1 Does it display scores, "likes" and / or badges?
2 Do users level up while progressing?
3 Does it have leader boards?
4 Does it have a competition / challenges area?
5 Does it have a game interface and / or an entertainment aesthetic?

INNOVATION THROUGH COLLABORATIVE WORK

USER EXPERIENCE DESIGN

GAMIFICATION
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1 2 3 4 5 Grade 1 2 3 4 5 Grade 1 2 3 4 5 Grade
1 Innocentive P N Y P Y 3 P Y Y P P 3,5 Y P P Y N 3 3,2 https://www.innocentive.com
2 Spatial Y Y P U Y 3,5 Y Y N P N 2,5 P P P P Y 3 3,0 https://spatial.io/
3 Redbooth N N P Y Y 2,5 Y Y Y Y Y 5 U Y P N P 2 3,2 https://redbooth.com
4 Habitica P N N Y P 2 P Y P P Y 3,5 Y Y P Y Y 4,5 3,3 https://habitica.com
5 Intellect P N U Y U 1,5 Y Y Y Y U 4 U Y U U N 1 2,2 https://www.intellect.co/
6 Slack Y P U P Y 3 Y Y Y Y Y 5 N N N U N 0 2,7 https://slack.com
7 Miro P Y U P Y 3 Y Y Y Y Y 5 N N P P P 1,5 3,2 https://miro.com
8 Discord Y P N P Y 3 Y P P Y P 3,5 P P P P Y 3 3,2 https://discord.com
9 Microsoft Mesh Y Y P U Y 3,5 Y Y N P N 2,5 P P P P Y 3 3,0 https://www.microsoft.com/en-us/mesh
10 Sketchup P P N N Y 2 Y Y P Y P 4 N N N N Y 1 2,3 https://app.sketchup.com
11 Pinterest P N N N P 1 Y Y Y Y Y 5 P U U U P 1 2,3 www.pinterest.com
12 Behance P N N N P 1 Y Y Y Y Y 5 Y N U P P 2 2,7 www.behance.com
13 Facebook Y P N P P 2,5 Y Y Y Y Y 5 Y U U Y P 2,5 3,3 www.facebook.com
14 Instagram Y P N N N 1,5 Y Y Y Y Y 5 Y P N U P 2 2,8 www.instagram.com
15 Asana P P P Y Y 3,5 Y Y Y Y Y 5 N Y Y P P 3 3,8 https://asana.com/
16 Jetbains - Space P P P Y Y 3,5 N P P Y N 2 U Y Y P N 2,5 2,7 https://www.jetbrains.com/
17 Monday.com P P Y Y Y 4 Y Y Y Y Y 5 Y Y Y P P 4 4,3 https://monday.com/
18 Elium P P P Y Y 3,5 Y Y Y Y Y 5 Y Y Y P N 3,5 4,0 https://elium.com/
19 Confluence P P P Y Y 3,5 Y Y Y Y Y 5 N Y Y P N 2,5 3,7 https://www.atlassian.com/software/confluence
20 Telegram Y P N N P 2 Y Y Y Y Y 5 N N N N N 0 2,3 https://desktop.telegram.org/
21 Microsoft 365 Y Y N Y Y 4 Y Y Y Y Y 5 N P U U N 0,5 3,2 https://www.office.com/?auth=2
22 EMS Element Y P N U Y 2,5 P Y Y P U 3 U U P U N 0,5 2,0 https://ems.element.io/
23 Hiver P P U Y U 2 U P P P Y 2,5 N N N N N 0 1,5 https://hiverhq.com
24 Quire P N P Y Y 3 Y Y Y Y Y 5 N Y P P N 2 3,3 https://quire.io/
25 Google Workspace Y Y N Y Y 4 Y Y Y Y Y 5 N Y P N N 1,5 3,5 https://workspace.google.com/intl/en/
26 Jira - Atlassian P N P Y Y 3 Y Y P P P 3,5 U Y P P N 2 2,8 https://www.atlassian.com/software/jira
27 Dropbox Business Y Y N P U 2,5 Y Y Y Y Y 5 N N U N N 0 2,5 https://www.dropbox.com/business
28 Basecamp P N P Y Y 3 P P P Y P 3 U Y P P N 2 2,7 https://basecamp.com/
29 Citrix Podio N P U Y Y 2,5 N Y Y P Y 3,5 Y Y P U N 2,5 2,8 https://podio.com/ 
30 Ryver P P P Y Y 3,5 Y Y Y Y P 4,5 Y Y U U N 2 3,3 https://ryver.com/ 
31 Trello P P N Y Y 3 N Y P Y P 3 P Y P U N 2 2,7 https://trello.com/ 
32 Flock Y Y P Y Y 4,5 Y Y Y Y Y 5 U P P P N 1,5 3,7 https://www.flock.com/ 
33 Liquid Planner P U P Y Y 3 N Y Y Y P 3,5 U Y P U N 1,5 2,7 https://www.liquidplanner.com/ 
34 Canva Y Y U P Y 3,5 Y Y Y Y Y 5 Y U P Y N 2,5 3,7 https://www.canva.com/pt_br/
35 Hootsuit P P U Y Y 3 P Y Y Y P 4 U Y U U N 1 2,7 https://www.hootsuite.com/ 
36 Proofhub N N U Y Y 2 N Y Y P P 3 U Y P U N 1,5 2,2 https://www.proofhub.com/
37 Whatsapp Y P N N P 2 Y Y Y Y Y 5 N N N N N 0 2,3 https://www.whatsapp.com/
38 Filestage P Y U Y Y 3,5 Y Y Y Y Y 5 P U U U N 0,5 3,0 https://filestage.io/ 
39 GanttPRO P N P Y Y 3 N P P Y P 2,5 U P P U N 1 2,2 https://ganttpro.com
40 Wrike Y P P Y Y 4 P Y N P P 2,5 U U P U N 0,5 2,3 https://try.wrike.com/
41 Azendoo N N U Y Y 2 P Y Y Y Y 4,5 U Y P U N 1,5 2,7 https://www.azendoo.com/
42 Mind Meister N N Y Y Y 3 Y Y P Y Y 4,5 Y U U U P 1,5 3,0 https://www.mindmeister.com/pt/
43 Rock P P U Y Y 3 P Y Y Y Y 4,5 U Y P P N 2 3,2 https://web.rock.so/login
44 SalesScreen P N U Y Y 2,5 P Y P P P 3 Y Y Y Y Y 5 3,5 https://www.salesscreen.com/
45 Cisco Webex Y P P U P 2,5 Y Y Y Y P 4,5 U U U U U 0 2,3 https://www.webex.com/
46 Agile CRM P N P Y U 2 N P Y P P 2,5 Y U Y P N 2,5 2,3 https://www.agilecrm.com
47 Spinify P P U U Y 2 N U U U P 0,5 Y U P P P 2,5 1,7 https://spinify.com/ 
48 Wimi Y P U Y Y 3,5 N Y Y Y P 3,5 N Y Y P N 2,5 3,2 https://www.wimi-teamwork.com/
49 Engagedly P N U Y Y 2,5 N Y P P Y 3 Y Y Y P N 3,5 3,0 https://engagedly.com/gamification/ 
50 Milanote P Y P Y U 3 Y Y Y Y Y 5 P U U P P 1,5 3,2 https://milanote.com/
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