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1 INTRODUCTION (AH)
In the ever-evolving landscape of technology, the intersection of
user experience (UX) design and financial services plays a vital
role in shaping accessible and efficient solutions for individuals
(aged 18-30) seeking financial to stay on top of their finances. The
complexity and difficulty of the processes one has to go through,
especially for housing benefits, can be a daunting task for young
adults. Our motivation is rooted in simplifying and enhancing this
experience, offering a multifaceted mobile application that serves
as a one-stop solution for applying for housing benefits, tracking
expenses, managing income, and receiving personalized guidance
through anAI-based ChatBot.We aim to empower young adults by
providing them with the tools and support they need to navigate
their financial journey semlessly. As we have proceeded with the
present project, it was important to explore the competitive mar-
ket and see what others have done in a similar area. Skatteguiden,
Mymonii as well as Banc of America, has done a great job with
their platforms, providing different features and easy-to-use de-
signs. Banc of America has excelled with Erica (Virtual Financial
Assistant), which includes several ways to quickly answer the users
questions. Skatteguiden and Mymonii offer diverse functionalities
and a user-friendly interface. In our report, we critically examined
these solutions, highlighted their strengths and identified areas
where our mobile application could stand out and offer an even
better user experience. By conducting this research, we in team 15,
hope not only to add something valuable to the world of financial
technology but also to improve the financial situation of young
adults. We aimed to create a mobile app that is carefully designed,
competitive, and helps users manage their finances effectively.

2 RELATEDWORK (TJ)
Prior to developing the prototype of our app, we analyzed the Dan-
ish personal finance app landscape, focusing on two apps, Skat-
teguiden and MyMonii, that align with our app Lucrum’s focus.
Skatteguiden, designed for adults, offers a streamlined user inter-
face and a robust tax assistance platform, including deduction iden-
tification, student income limit tracking, topskat-tracking, income
summaries, and an efficient tax filing system. MyMonii caters to
children and parents, providing features for monitoring children’s
expenditures, setting savings goals, and managing pocket money
linked to specific chores.

However, a gap we identified in these apps and our problem de-
scription is the integration of intelligent chat interfaces that could
enhance user interaction with the core functionalities of the app.

To address this, we explored the integration of advanced LLM tech-
nologies like GPT-4 into apps and services. To guide our integra-
tion we were inspired by current methods leveraging LangChain
for its capabilities in integrating domain knowledge and workflow
automation, aiming to bring a more interactive and intelligent di-
mension to our app, Lucrum.

3 ITERATION #1 & #2 (TJ)
The initial prototype of our app featured a home screen designed
for quick access to all functions and a basic overview of budget
and spending, but with the chat feature isolated on a separate, un-
defined screen. User feedback from think-out-loud tests in various
focus groups highlighted the home page’s overlapping functions
and a cluttered, unappealing design. Responding to this, we stream-
lined the home screen’s buttons, introduced a dark mode matching
our landing page, added colors, and enhanced vision of the chat
functionality. The think-out-loud helped us in narrowing down the
scope and made it clear that we shouldn’t include a card page and
should use other icons for the overview and settings page for the
aesthetic reasons.

We still hadn’t developed any of the tax help and housing bene-
fits functions which was should be the focus of the app.

Images are included as follows and referenced with Fig. 1

Figure 1: Change in appearance in first and second iteration

4 ITERATION #3 (NEL)
New feedback from week 10’s prototype in the form of think-out-
loud tests informed us of the redundant blue buttons on the home
page and settings, confusion about the scope of the app regarding
"just another bank/investment app" vs a personal financial advi-
sor, and by extension a lack of unique, useful features four our tar-
get group. Based on this, we figured we had strayed too far from
our initial idea about the customers’ need for financial advice and
how our UVP solved that distinct from other banking apps, so we
streamlined the flow and features of our app in the direction of
what we originally set out to.



Therefore, in the third iteration, we; added and integratedMitID
with the sign-up/log-in page, overhauled the home page with a
new focus, streamlined the icons and navigation throughout the
app, i.e. by accessing settings through the profile, added unique
features related to taxes, and created our initial housing page.

Figure 2: Change in appearance to the third iteration

5 ITERATION #4 - FINAL VERSION (NRN)
In the latest and final iteration, we’ve implemented significant quality-
of-life enhancements to ensure a more seamless user experience.
Key improvements include an optimized flow that facilitates smoother
navigation and interaction, which can be seen in the final exe-
cutable prototype. To enhance readability, we’ve increased the font
size, catering to accessibility and usability standards. A major fea-
ture of this iteration is the integration of direct AImessaging across
the majority of pages. This innovation positions the AI as an inter-
active advisor, offering real-time guidance and support to users.
These changes not only improve the overall aesthetic of the in-
terface but also significantly boost user engagement and satisfac-
tion. With the implementation of our advanced chatbot on differ-
ent pages, the app is now more closely aligned with our objective
of providing a personal financial advisor. This integration not only
elevates the user experience but also solidifies our commitment
to delivering innovative, user-friendly financial guidance. Further-
more, based on the feedback received, we made strategic adjust-
ments to the color scheme of our interface.

Figure 3: Change in appearance to the final iteration

In response to valuable user feedback, we refined the final it-
eration of our landing page design, focusing on streamlining the
app’s descriptive content to reduce the amount of text.While we re-
ceived varied feedback regarding our title text, we ultimately chose
the most popular suggestion, ’Make more bread and get ahead.’
This title resonates effectively with our younger target audience,
aligning well with their interests and preferences.

In addition to all of the snippets above, check out appendix D.

6 DISCUSSION (AH, NRN)
In the domain of application design, it is crucial to recognize that
the process is perpetual. To stay competitive in a rapidly evolving
industry, continuous development and improvement of the user in-
terface (UI) and user experience (UX) are imperative. The commit-
ment to meet user needs and demands requires an ongoing effort
to refine and enhance the application based on user feedback and
industry trends. While our current UX and UI design represents
significant progress, we recognize the importance of introducing
additional micro-interactions to enhance the personalization of the
user experience. Implementing features such as click/hover effects
to reveal text, hover animations on buttons or clickable text, or
boxes in our chat page and login page, as well as incorporating
progress indicator bars, can contribute to creating a smoother and
more focused user experience. Thesemicro-interactions aim to pro-
vide users with a sense of personalization and engagement.

Another crucial aspect requiring attention in our current design
is the notification system. Aiding users in achieving their goals and
enhancing the overall user experience plays a vital role. The inclu-
sion of various notification types, such as alerts or errors when a
user mistypes password or username on the login page, messages
and announcements to notify users of upcoming bill payments or
exceeding their monthly budget for example, can provide valuable
feedback and guidance. Strengthening this feature will contribute
to a more intuitive and user-friendly application.

The iterative nature of application design demands continuous
attention and responsiveness to user needs. The identified areas
for improvement in micro-interactions and notifications exemplify
our commitment to evolving with user feedback. By embracing
this dynamic approach, we navigate a path toward user-centric de-
sign, ensuring our application remains both competitive and user-
friendly in a dynamic digital landscape.

Additionally, the app’s user engagement could be significantly
improved by incorporating subtle yet impactful personalization
features, such as the ability for users to upload a profile picture and
customize their profile. Enhancing security transparency through
the inclusion of last login details and information on connected
devices would also provide users with a sense of trust and control.
Moreover, offering customization options that allow users to per-
sonalize the apps appearance, including themes, colors, and font
sizes, would suit each individual user’s preferences and accessibil-
ity needs. As previously discussed, the integration of budget ad-
herence notifications could gamify the experience, adding a layer
of interactivity and fun to the financial management process, thus
making it more compelling and engaging.

7 CONCLUSION (NEL)
The initial spark of inspiration for choosing this project came about
when we looked at the current landscape of apps and recognized
the high costs & barriers to entry, and the knowledge gap that com-
plicated tax laws exclude young people like ourselves from taking
advantage of. Given the recent developments in AI-powered tools
in 2023, we knew there existed an untapped potential for an app
like Lucrum.
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That said, when we set out to design the app, we did not expect
to go through somany iterations. TheMVP that we originally envi-
sioned was shattered the first week after interviewing and testing
the first designs, slogans, and prototype. One interview in particu-
lar made us realize we tried to appeal too broadly and made us nar-
row down our target group. Week after week, we came to realize
how invaluable the feedback we received from our "10 seconds"-,
"think-out-loud"-, and "A-B"-testing came to be and our explored
how tiny changes in the UX elicited positive responses.

In conclusion, we learned the importance tailoring our prod-
uct in response to our customer’s needs. A few times, internal
disagreements about design decisions or feature implementation
were solved by consulting potential users. By struct uring ourwork-
flow after the agile development cycle, wewere also able to quickly
plan, iterate, and evaluate every step of theway. Overall, this left us
better off in understanding the depth of any future software jobs,
we may find ourselves in.

8 CONTRIBUTIONS

Anthony (AH) Nicholas (NEL) Noah (NRN) Thor (TJ)
INTRO x
RW x
ITER 1 & 2 x
ITER 3 x
ITER 4 x
DISC x x
CONC x

Link to Executable prototype
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https://www.figma.com/proto/qVxny8kl9m9IcsumuPXiVH/Personal-Financial-Advisor-FINAL?page-id=168%3A216&type=design&node-id=191-504&viewport=2445%2C417%2C0.24&t=6qa7JLmduZGCpOYg-1&scaling=scale-down&starting-point-node-id=191%3A504&mode=design


ITERATION #4 (Final version) - Week 12/13
A LANDING PAGE (FINAL)
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B LEAN BUSINESS MODEL CANVAS (FINAL)
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C USER STORY MAP (FINAL)
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D WIREFRAMES (FINAL)
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E VALIDATION (FINAL)

Figure 4: Actual validation from week 12 presentation. Something went wrong with last week’s submission.

Figure 5: SCRUM: Example of how we planned our work flow iteratively from our feedback
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ITERATION #3 - Week 11
F LANDING PAGE (ITERATION #3)

Figure 6: Landing Pages from previous week (zoom in for better quality)
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G LEAN BUSINESS MODEL CANVAS (ITERATION #3)
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H USER STORY MAP (ITERATION #3)
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I WIREFRAMES (ITERATION #3)
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J VALIDATION (ITERATION #3)
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ITERATION #2 - Week 10
K LANDING PAGE (ITERATION #2)
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L LEAN BUSINESS MODEL CANVAS (ITERATION #2)
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M USER STORY MAP (ITERATION #2)
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N WIREFRAMES (ITERATION #2)
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O VALIDATION (ITERATION #2)
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ITERATION #1 - Week 9
P LANDING PAGE (ITERATION #2)
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Q LEAN BUSINESS MODEL CANVAS (ITERATION #1)

21



R USER STORY MAP (ITERATION #1)
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S WIREFRAMES (ITERATION #1)
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