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1. Summary of Findings

Influencer Marketing: A Vibrant Market with Significant Growth

Influencer marketing, a rapidly evolving segment of digital advertising, presents substantial
growth opportunities. The market, valued at approximately $13.8 billion in 2021, is
projected to expand further, underscoring its increasing impact in the digital marketing
landscape (Statista, 2021). This growth is driven by the rising influence of social media and

the unique ability of influencers to authentically engage with diverse audiences.

Opportunities in the Influencer Marketing Market

The field of influencer marketing is ripe with opportunities:

e Expanding Market Reach: Influencers offer brands a direct channel to a vast and
engaged audience, significantly extending the reach of marketing campaigns.

e Enhanced Audience Engagement: Influencers, known for their authentic connection
with followers, can significantly boost audience engagement rates, a key metric in
digital marketing success.

e Diverse Marketing Strategies: The variety in influencer types, from
micro-influencers to celebrities, allows for diverse and tailored marketing strategies
that can appeal to different audience segments.

e Innovative Content Creation: Influencers often bring creativity to brand
collaborations, producing original content that resonates with their audience and

enhances brand visibility.

Challenges in Influencer Marketing

Despite the opportunities, the industry faces significant challenges:

e Measuring ROI: About 84% of marketers find it challenging to determine the ROI of
influencer campaigns (Influencer Intelligence, 2020).

e Finding Suitable Influencers: 63% of brands consider finding the right influencers a
time-consuming process (Influencer Marketing Benchmark Report, 2023).

o Authenticity Issues with Influencers: Around 49% of Instagram influencers

reportedly engage in fraudulent activities (Statista, 2023).



INFLUX: A Comprehensive Solution
INFLUX is designed to optimize the influencer marketing process, leveraging the market's
opportunities while addressing its challenges. It provides a platform for enhanced ROI

measurement, efficient influencer discovery, and authenticity verification.

INFLUX addresses the key aspects of influencer marketing:

Advanced Analytics for ROI: To tackle the challenge of ROI measurement, INFLUX
incorporates sophisticated analytics tools.

Efficient Influencer Matchmaking: The platform uses algorithms to streamline the process
of matching brands with appropriate influencers.

Authenticity Verification: To ensure the credibility of influencers, INFLUX implements
rigorous verification processes.

Support for Diverse Influencer Strategies: Recognizing the varied influencer landscape,
INFLUX caters to different types of influencer marketing strategies, from micro-influencer

campaigns to celebrity endorsements.

NFLUX is engineered as a robust full stack platform, designed for influencers and brands,
utilizing mainstream, community-supported technologies to mitigate technical risks and
provide a seamless user experience. It features dual frontend interfaces built with NextJS and
TailwindCSS for a responsive experience, and a NodelJS backend with an ExpressJS server
for reliable service delivery. The system incorporates Firebase for authentication, real-time
database interaction, and storage solutions, alongside essential third-party APIs from
Facebook, TikTok, and Stripe for social media engagement and financial transactions. This
technical strategy ensures a low-risk profile and high technical feasibility, as depicted in the

high-level system architecture diagram.

INFLUX stands poised to transform the influencer marketing sector. It not only addresses the
existing challenges but also taps into the vast opportunities present in this rapidly growing
market. By providing a structured, transparent, and efficient platform, INFLUX is set to
enhance the effectiveness of influencer marketing strategies, aligning perfectly with the

dynamic nature of digital marketing trends.



In this system, we will be referring to our users as Influencers, Brands, and Admins. The
Influencers refer to any talent that engage with our product to promote their profiles and take
on marketing campaigns (Campaigns) listed on INFLUX. The Brands refer to any registered
company or entity that engages with our product to source for Influencers to market their
products and list their marketing campaigns. The admins refer to the Internal Influx
administrative team that are able to perform special functions to support and maintain the
integrity of the application. Influencers and Brands engage with the user frontend application
and the Admins engage with the admin frontend application. Campaigns are used to describe
Marketing Campaigns that the Brands are currently pushing. Campaigns created within
INFLUX consists of tasks, the individual tasks that are involved in the campaign, milestones,
the goals the Brands set for the Influencers and contracts, the legally binding job agreement

document that dictates the job that needs to be done and the amount paid.



2. Table of Changes for Requirement Analysis

S/N

Page No.

Proposal

SAD Report

Change Type

Description of Change

27

19

Revision

Updated the activity diagram flow for

Profile Management System

23-25

25-28

Revision

Made changes to list system
functionalities in AAU2 in the form of
new/removed/edited use cases and

remarks

32

32

Revision

Reviews Module and Wireframes are
updated to represent the latest UI

changes

41-43

34-36

Revision

Made changes to list system
functionalities in AAU3 in the form of
new/removed/edited use cases and

remarks

44-49

38-42

Revision

Made changes to the usage scenarios for
the Campaign Management Business

Requirement to reflect new use cases

50

43

Revision

Update the user flow for offering a
campaign based off changes to business

logic and use cases

56-59

49-53

Revision

Made changes to list system
functionalities in AAU4 in the form of
new/removed/edited use cases and

remarks

61

56

Revision

Updated System Rationale for Wallet
Management Module to reflect new

logic to handle payments




62-63

52-53

Revision

Made changes to list system
functionalities in AAUS5 in the form of
new/removed/edited use cases and

remarks

64-65

57-58

Enhancement

Wallet Management Ul has been
updated to reflect changes in use cases

and structure of the functionalities

67

62

Revision

Revised the User Flow Diagram with

updated tab names and use cases

68-71

63-66

Revision

Made changes to the usage scenario for
“Deleting a Review”,

“Deactivate A User” and

“Create an Admin” to better align with

the updated Ul

75-79

70-73

Revision

Made changes to list system
functionalities in AAU6 in the form of
new/removed/edited use cases and

remarks

Table 2.1 - Table of Changes for Requirement Analysis




3. Business Requirement Analysis

AAU ID AAU Name AAU Credits
1 Influencer-Brand Discovery 6

2 Profile Management 8

3 Analytics 16

4 Campaign Management 20

5 Financial Management 24

6 Issue Management 17

7 Common Infrastructure 5

Grand Total 96

Table 3.1 - Our Requirements and Its AAU Credits

This business requirement analysis was done by analyzing each requirement and estimating
their AAU based on the following scoring chart shown below:
Factors for consideration:
1. Dependencies
a. Level 1: No dependency
b. Level 2: Internal dependency (Requires integration with another single
subsystem only)
c. Level 3: External dependency (External APIs, higher vulnerability eg.
payment systems etc) and integration of multiple subsystems
2. Logic complexity
a. Level 1: Basic CRUD use case
b. Level 2: Logic slightly more complex than basic CRUD
c. Level 3: High vulnerability/security requirement, eg. payment systems etc and
complex algorithms required
3. Estimated time taken
a. Level 1: Able to be completed by one junior developer in 2 days or less
b. Level 2: Able to be completed by one junior developer in less than 5 days

c. Level 3: More than 5 days is required for a single developer to complete

10



3.1 Influencer-Brand Discovery

3.1.1 Business Requirements Analysis

(a) Business Objectives

The Influencer-Brand Discovery objective aims to enable efficient discovery and
connections between brands and influencers.

For brands, the key objective is to easily find and connect with relevant influencers
that meet their campaign needs and target audience. The discovery features like

search, sorting and filtering to help them identify ideal influencer partners.

For influencers, the goal is to get discovered by brands that align with their niche and
interests. By joining brand waitlists and following brands, they make themselves

discoverable for relevant brand partnerships and collaborations.

Overall, this business objective facilitates discovery between brands and influencers

to initiate successful influencer marketing partnerships.

(b) Series of Related Activities & UML Activity Diagram

The main flow starts with brands and influencers signing into their accounts on the
platform. On the discovery dashboard, brands can view influencers or use search and
filtering to find ideal ones based on criteria like demographics, content type,

engagement etc.

Scenario: Brand Mizuna wants to search for an influencer for a marketing project

1. Brand Mizuna logs into account and lands on the marketplace page

2. Brand Mizuna views truncated influencer profiles on homepage

3. Brand Mizuna clicks on "Search Influencers" input field

4. Brand Mizuna keys in “gaming” into the search bar to search for influencers

with “gaming” in their bio

11



5. Brand Mizuna filters results by country, age range, gender, languages, and
social media platforms
6. Brand Mizuna sorts results by name or age in a descending order

7. Brand Mizuna clicks on influencer profiles to view full details

Table 3.2 - Usage Scenario for Influencer Search

Influencers browsing the platform can discover brands via the homepage feed or

recommendations. They can join waitlists to express interest in working together.

Brands can discover new influencers through search results or waitlists. Whom they
can reach out to promising prospects via messaging to kickoff partnership discussions
later on. They can shortlist influencers by following them, adding them to a list that
shows up on their homepage, allowing them to reach out to them quickly and

conveniently.

Scenario: Influencer Tom wants to join the waitlist for Brand Mizuna

1. Influencer Tom searches for "Mizuna"

Influencer Tom clicks into Brand Mizuna’s profile to view details
Influencer Tom assesses fit with Brand Mizuna based on alignment
On Brand Mizuna’s profile, Influencer Tom clicks "Join Waitlist"

Influencer Tom receives confirmation of adding to Brand Mizuna’s waitlist

A O i

Brand Mizuna’s now sees Influencer Tom in their waitlist on their

dashboard

Table 3.3 - Usage Scenario for Joining Brand’s Waitlist
This business objective ties the discovery process with the downstream partnership

management through seamless transitions driven by efficient searching, waitlisting,

and following.

12



Influencer System Brand

Legs into Influx
as a Brand

Legs into Influx
as an Influencer

Authenticates
User

View Discovery
Homepage
Clicks 'add to .
waitlist' button on Add user to brand's
Brand

View Discovery

L Homepage

{  Scroll to waitlist

portion of homepage

Fetch Brand's 1

waitlist

View Waitlisted
Influencers

Figure 3.1 - Influencer being added to a Brand’s waitlist flow

3.1.2 System Functional Requirements Analysis
3.1.2.1 Rationale for this System Architecture

The Influencer-Brand Discovery Business Objective consists of the following key

modules:

- Discovery Dashboard Module: Homepage for discovery. Shows recommended

and followed profiles.

- Search & Filtering Module: Allows searching, filtering and sorting of brand

and influencer profiles.
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- Following Module: Manage brands followed by an influencer.

- Waitlisting Module: Enables influencers to join brand waitlists.

These modules work together to provide a comprehensive discovery experience for
both brands and influencers. The dashboard surfaces recommendations. Search and

filtering enables active discovery. Following and waitlists allow tracking prospects.

3.1.2.2 Business Assumptions

- Sufficient influencer participation is critical for brand adoption.

3.1.2.3 Wireframes

In Waitist

\{

My Wallet

S Adidas = Puma =

Notifications shoe company Unleashing sport potential | Global athletics meet.

\

X Hydro Flask

Sod

Hydro Flask ... = Michael Kors... = Nike SG =

Hydro Flask is a water bottle brand owned by Michael David Kors is an American fashion NIKE, Inc, named for the Greek goddess of
Ameri designer. victory,

Logout

inFlux.

o

Image 3.1 - Brand Discovery Dashboard
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Following Waitist

Mizuno SG

4 oo
v 5o
George Russe..., 0 Bikini Botto..., 0 & Jian Hao Tan..., 30 = Sort By
George William Russell is a British racing driver % Undersea Influencer | Bikini Bottoms' trendsett JianHao Tan is a Singaporean YouTuber, actor, and Select option v
o ® Apply Sort & Filters

Kylie Jenner..., 24 = Jess Raphael..., 23 '+ SarahEllen ..., 134 &
Kylie Jenneris an American meda personaliy 7 Hikakin | Japan's Beatbox Pioneer | YouTube Austraian Digita Influencer | Actress & Model
o bus, Sen
XN = e

Image 3.2 - Influencer Discovery Dashboard

Functionality | Name Remark AAU
Code ID

A.1 Discovery Dashboard Module

A.l.1 View list of Influencers | For Brands. Brands are able |1
to view a list of influencers
through a truncated profile
view, which they can then
click into for a full view of

the influencers.

A.1.2 View list of Brands For Influencers. Influencers |1
are able to view a list of

brands through a truncated

15



profile view, which they can
then click into for a full view
of the brand. Information to
be shown - Name, social

platforms, location, gender

A.13 View list of followed | For Brands. Followed
Influencers influencers will not be
publicly displayed
A.l14 View list of waitlisted | For Brands. Waitlist will be
Influencers refreshed on a weekly basis
A.1.5 View list of Brands | For Influencers. Waitlist will

waitlists that Influencer

1S on

be refreshed on a weekly

basis

A.2 Search & Filtering Module

A.2.1

Search for influencers

For Brands. Search profiles
by name, username, bio
keywords. Display paginated

results.

A.2.2

Filter influencer search

For Brands. Filter by criteria
like age, gender, location,

social platforms.

A.2.3

Sort influencer search

For Brands. Sort results by
age or name in descending

order

A.2.4

Search for brands

For Influencers. Search

brands by name.

16



A.2.5 Filter brands search For Influencers. Filter Brands
by category and location.
A.2.6 Sort brands search For Influencers. Sort Brands

by alphabetically.

17



3.2 Profile Management

3.2.1 Business Requirements Analysis

(a) Business Objectives

The goal of this business objective is to enable users (influencers and brands), to be
able to manage their profile requirements. Both the brand and influencers are able to
showcase their portfolio and marketing styles via their past projects, and influencers
are able to integrate their popular social media channels for brands to see, increasing
their chances of getting shortlisted for a campaign opportunity should they find
suitable. Hence, brands are able to screen through influencers based on their
requirements for their marketing campaigns, improving team fit and suitability, and
hence better achieving their campaign goals. Influencers also have a platform to be

able to express themselves and get noticed by these brands in this win-win situation.

The profile management module is also coupled with complementary features for
influencers and brands, such as brand waitlist management module for influencers to
express their interest for an opportunity in a brand. To ensure that we mitigate the risk
of fake accounts in the community, we also have authentication features for users to
verify their legitimacy. For both brands and influencers, they are also able to easily

manage their preferences through settings.

(b) Series of Related Activities & UML Activity Diagram

The flow for the Profile Management objective starts when new users register for an
account on the platform either through Google or their email credentials. Upon a
successful creation, the users will be required to login to the platform again. The user
will then be prompted to create their own brand or influencer profile. Subsequently,
there will be an onboarding guide for users to familiarize themselves on the platform

(that they can choose to skip) before the site allows them to use the platform freely.

18



To access their profile features, the user needs to navigate to the profile page first. For
Profile General Management Module, users can select the settings icon to access the

features that they require.

19
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Figure 3.2 - Profile Management Flow
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The clear resolution png file of this UML diagram is attached in the attachments zip file.

Scenario A: Influencer Tom wants to verify his profile so that companies know he is

legitimate

Influencer Tom logs in with his account

Influencer Tom clicks on the “Profile” tab to view the profile.

Influencer Tom clicks on “Verify Profile” to verify his profile since Influencer Tom
has not previously done so.

System prompts Influencer Tom to authenticate using a social media account login
credentials

Influencer Tom authenticates with an instagram profile to verify that this instagram
account belongs to him.

Influencer Tom clicks “Submit” to proceed with the instagram verification.
Influencer Tom successfully verifies his profile with his instagram account

The system adds the instagram social media icon of his account on his profile page,

which will redirect to his social media upon clicking.

Table 3.2 - Verify an Influencer Account

3.2.2 System Functional Requirements Analysis

3.2.2.1 Rationale for this System Architecture

The Profile Management business objective is partitioned into five modules:
Influencer Profile Management Module

Brand Profile Management Module

Brand Waitlist Management Module

Social Media Management Module

Profile General Management Module

Onboarding Module

Notifications Module

NS kR

e Influencer Profile Management Module
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o equips influencers to be able to set up and freely showcase their
portfolio for the other brands to see. This helps brands to be able to
better understand the user, and hence better assess if there are similar

attributes that could warrant a collaboration opportunity.

e Brand Profile Management Module
o equips brands to be able to set up and customize to showcase their
brand’s vision, team and projects. Influencers are able to view the
brand’s profile matches the influencer’s interests. As such, brands are
able to market and advocate for themselves on the platform, and hence

attract influencers.

e Brand Waitlist Management Module
o If influencers are interested in a brand, they can express their desire for
a collaboration through Brand Waitlist Management Module that
brands can sieve through and contact the influencer should the

sentiments be mutual.

e Social Media Management Module
o This module enables users, both brands and influencers, to seamlessly
connect their social media profiles for the community to view. Through
this integration, users can gain access to explore the content shared on
an influencer's social channels, thus gaining insights of the public

perception of that influencer.

e Profile General Management Module
o It allows users, both influencer and brands, to manage their system
preferences like change of passwords, as well as login, sign up and

logout of their account as part of account authentication and security.

e Onboarding Module

22



o This module provides a tutorial guide to bring the user through all the
features and pages, such that the user can familiarise and navigate

through the platform.

e Notifications Module
o This module provides a system for influencer and brands to receive
notifications on the latest updates from updates such as reviews,

messages etc.

3.2.2.2 Business Assumptions

We make the following assumptions to ensure the system functionalities proposed can
serve as intended for the users.
1. Once the user verifies their profile, the user who subsequently logins to the
platform is only used by the legitimate user himself or herself.
2. The influencer is a single individual only.
3. The user’s profile is accessible by the public community unless the user
chooses to deactivate his or her account.
4. If the user logs into his or her deactivated account, the account will be restored
as a normal account whose profile contents will be accessible by the public

community.

3.2.2.3 Wireframes
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Profile Reviews Insights

Marketplace

Josie Alexander

o

Passionate and dedicated Health & Fitness Instructor with 5 years of experience inspiring and
guiding individuals towards achieving their health and fitness goals. Leveraging a strong
online presence and expertise in gym, | am committed to making a positive impact on
people's lives through informative content, personalized training, and motivational guidance.

Message

My Campaigns

Support

Profile.

My Wallet
Social Media Projects

Image 3.3 - View influencer profile (brand account’s view)

Josie Alexander
» Profile

Marketplace

Reviews Insights

Edit Profile Information

Message

Full Name

My Campaigns Josie Alexander

Email
Support

josiealexander@gmail.com

Profile Password

My Wallet

Bio

Passionate and dedicated Health & Fitness Instructor with 5 years of experience
inspiring and guiding individuals towards achieving their health and fitness goals.
Leveraging a strong online presence and expertise in gym, | am committed to making a

positive impact on people’s lives through informative content, personalized training,
and motivational guidance.

Image 3.4 - Edit influencer profile (influencer profile owner’s view)
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Nike @) €
NIKE, Inc., named for the Greek goddess of victory, is the world’s leading designer,
marketer, and distributor of authentic athletic footwear, apparel,
accessories for a wide variety of sports and fitness activities
45  560reviews JOIN WAITLIST m

Image 3.5 - View brand profile (influencer account’s view)

Functionality Name Remark AAU ID

Code

B.1. Influencer Profile Management Module

B.1.1 Create influencer profile | Profile information of |2
influencer will be required to
be created after login
registration

B.1.2 View influencer profile Profile information of the |2

influencer will be displayed
with the default social media

tab active showcasing the
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social media posts of the

influencer.
B.1.3 Edit influencer profile Edit:
1. Email
2. Display Picture
3. Bio
4. Display Name
B.1.4 Verify influencer profile | Verify legitimacy of social
(KYC) media accounts linked
B.1.5 View past projects Showcase past project works
taken on previously
B.1.6 Edit project visibility To show/hide a project from
influencer’s project portfolio
section
B.1.7 Follow/unfollow Brand follows influencer
influencer
B.1.8 View Influencer Social | View social media content of
Media Content influencer
B.2. Brand Profile Management Module
B.2.1 Create a brand profile
B.2.2 View brand profile Profile information of the

brand will be displayed while
featuring social media posts

of the brand by default.
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B.2.3 Edit brand profile | Edit:
information 1. Brand Name
2. Brand Email
3. Display Picture
4. Bio
B.2.4 Verify  brand  profile | Official business
(KYC) identification document
B.2.5 View brand projects Projects that were taken on
by the brand in the marketing
space
B.2.6 Edit project visibility Show/hide a project from
brand profile page
B.2.7 View brand ambassadors | View notable influencers that
have collaborated with the
brand
B.2.8 Edit brand ambassadors | Brand shows/hides brands

visibility

ambassadors from brand

profile page

B.3. Brand Waitlist Management Module

B.3.1 Join brand waitlist Adds influencer to the
Brand’s waitlist.
B.3.2 Leave brand waitlist Influencer will be removed

from Brand’s waitlist for

opportunities.

B.4. Social Media Management Module
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B.4.1 Add a social media link

Social media Link:

1. Instagram

2. Youtube
B.4.2 Delete a social media link | Social media unlinked
B.4.3 View a social media link [ Redirect to the influencer’s

social media page

B.5. Profile General Management Module

B.5.1 Change password

B.5.2 Logout account

B.5.3 Login with email

B.5.4 Login with google

B.5.5 Sign up with email for
Influencer

B.5.6 Sign up with Google

B.5.7 Forgot password

B.5.8 Sign up with email for
Brand

B.5.9 View About Page

B.6. Profile Onboarding Module

B6.1 Onboard user

Tutorial guide to bring the
user through all the features

and pages

B.7. Notifications Module
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B7.1 Create Message | Create a new notification | 2
Notification when a new message is sent
B7.2 Create Review | Create a new notification |2
Notification when a new review is created
B7.3 View list of unread 2
notifications
B7.4 Mark notification as read 2
B7.5 Mark  relevant  chat | Mark  relevant  message |2
notifications as read notifications as read when
messages are viewed
B7.6 Mark relevant review | Mark relevant review | 2
notifications as read notifications as read when
review is viewed
3.3 Analytics

3.3.1 Business Requirements Analysis

(a) Business Objectives

The primary goal of this business objective is to enhance the transparency,
accountability, and effectiveness of influencer marketing collaborations within our
platform. By providing comprehensive engagement metrics and facilitating ratings
and reviews, the system empowers users to make informed decisions, optimise their
influencer marketing strategies and build trust within the influencer marketing
ecosystem. Additionally, the Admin Analytics Module supports administrators with
the necessary tools to monitor and optimise pricing strategies and effectively track

platform earnings.

29




For Brands & Influencers:

1. Comprehensive Engagement Metrics: System offers brands access to a
comprehensive set of engagement metrics across influencers’ social media. This
empowers both parties with the data needed to assess the effectiveness of
collaborations, make data-driven decisions, and optimize future campaigns for better
results.

2. Ratings and Reviews: System facilitates ratings and reviews for both influencers and
brands, enhancing their credibility and suitability assessment. Public ratings and
reviews help the users build trust within the influencer marketing ecosystem, making
it easier for others to evaluate their track record and performance.

3. Audience Insights: System provides insights into the demographics and behaviours of
an influencer's audience. Both influencers and brands can leverage these insights to
tailor content and campaigns to better resonate with the audience, resulting in

increased engagement and effectiveness.

For Administrators:

1. Pricing Analytics: View pricing analytics data to assess the effectiveness of pricing
strategies and make data-driven decisions, providing a clearer understanding of

platform earnings.

(b) Series of Related Activities & UML Activity Diagram

User Analytics:

The flow starts when the user, either brand or influencer, navigates to another user’s
profile page. By clicking on the “Reviews” tab, they can access ratings and reviews
from peers about the user. If they have collaborated with the user before, they can
click on the “Add Review” button to share campaign details and provide textual
reviews and ratings about specific aspects about the experience. Users can then
submit the review, which will display the review on the user’s review page, along
with options to edit or delete it later. Users can also filter review by specific categories

using the checkbox.
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Scenario: Brand Mizuna wishes to write a positive review for Influencer Tom, after

collaborating on a campaign together.

1. Brand Mizuna views influencers on marketplace.
Brand Mizuna selects Influencer Tom on marketplace.
System will display Influencer Tom’s Profile page.
Brand Mizuna selects the “Reviews” tab.

System will display the Reviews page.

Brand Mizuna clicks on the “Add Review” button.

A R

Brand Mizuna fills in details specific to the campaign they worked together

on.

8. Brand Mizuna rates Influencer Tom on specific aspects about their
experience collaborating together.

9. Brand Mizuna selects the “Submit” button once done.

10. Brand Mizuna’s review will be added to Influencer Tom’s reviews and will
now appear under Influencer Tom’s “Reviews” section.

11. If they wish to, Brand Mizuna can either click on the “Edit” button to

further edit their review or click on the “Delete” button to delete their

review.

Table 3.3 - Usage Scenario for Writing a Review

Brands seeking insights about an influencer’s past campaign performances can click
on the “Insights” tab, which would provide them with a variety of engagement metrics
graphs, which they can select using the dropdown box, while also examining the data

across different time periods using the respective tabs provided.

Scenario: Mizuna wishes to view Influencer Tom’s likes growth rate over the past

month.

1. Brand Mizuna views influencers on marketplace.
2. Brand Mizuna selects Influencer Tom on marketplace.

3. System will display Influencer Tom’s Profile page.
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Brand Mizuna selects the “Insights™ tab.
System will display the Insights page.

Brand Mizuna selects “Month” on the time period tabs.

N » Bk

System will now display Influencer Tom’s likes growth rate over the past

month.

Table 3.4 - Usage Scenario for Viewing likes vs comments over time

Admin Analytics:

The flow starts when the administrator signs in and logs onto the system, upon which
they are presented with the main dashboard. On the dashboard, there are various
statistics and charts reflecting the pricing analytics for the past month. Administrator
can view pricing analytics for a specific month by selecting the month in which they

are interested on the dropdown box.

Scenario: Admin Bob wishes to view pricing analytics for the month of May.

1. Admin Bob logs onto the system.
System will display the main Admin dashboard.

Admin Bob selects “May” on the dropdown list on the main dashboard.

v b

System will now reflect the pricing analytics for May.

Table 3.5 - Usage Scenario for Viewing Pricing Analytics

3.3.2 System Functional Requirements Analysis
3.3.2.1 Rationale for this System Architecture
Analytics is partitioned into User Analytics and Admin Analytics.

User Analytics

e Reviews Management Module
o Allows users, both influencers and brands, to view and provide reviews

and ratings for each other, enhancing credibility assessment and
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suitability evaluation. By providing a platform for users to share their
experiences and reputation feedback, this fosters trust within the
influencer marketing ecosystem.
e Insights Management Module
o Provides brands with access to comprehensive engagement metrics
related to influencer’s social media accounts, hence supporting them
with data-driven insights into influencer effectiveness and allowing

them to optimise future campaigns.

Admin Analytics

e Admin Analytics Module
o Provides Administrators a comprehensive overview of the financial
aspects of the application, allowing them to monitor and manage it

effectively.

3.3.2.2 Business Assumptions

We make the following assumptions to ensure the system functionalities proposed can
serve as intended for the users.
1. Writing reviews is optional, and users are not obligated to leave feedback after
a collaboration.
2. Reviews are associated with specific campaigns or collaborations, allowing for
a more precise and context-rich assessment of user performance.

3. Both brands and influencers can provide reviews for each other.
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3.3.2.3 Wireframes
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Functionality

Code

Name

Remark

AAU
ID

C.1. Reviews Management Module

C.1.1

View reviews Users can view reviews for

other users.

C.1.2

Write a review Brands can write reviews for

Influencers they’ve worked

with and vice versa.
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C.13 Edit a review Users can edit reviews
they’ve written.

C.14 Delete a review Users can delete reviews
they’ve written.

C.15 Filter reviews by | Users can filter reviews to

category

view by brand category.

C.2. Insights Management Module

C.2.1

View analytics overview

Brands can view an overview
of the Influencer’s social
media outreach (total number
of followers, posts, likes,
comments, average

engagement rate).

C.2.2

View top posts by

engagement

Brands can view the top 5
instagram  posts of the
Influencer, ordered by

engagement rate.

C.23

View most common

words in caption

Brands can view the top 10
most commonly used words

in the Influencer’s posts.

C.24

View likes vs comments

over posts

Brands can view a
comparison of the type of
engagement on the

influencer’s individual posts.

C.25

View likes vs comments

over time

Brands can view a

comparison of the type of
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engagement on the
influencer’s Instagram over

time.

C.2.6 Filter metrics by time Brands can filter over which |3
time period (week, month,
year) they want to view the

likes vs comments chart.

Admin System

H. Admin Analytics Subsystem

H.1. Admin Analytics Module
H.1.1 View Pricing Analytics | Admin can view pricing |3
analytics.
H.1.2 Filter Pricing Analytics [ Admin can filter pricing |3
by Month analytics by month.
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3.4 Campaign Management

3.4.1 Business Requirements Analysis

(a) Business Objectives

The Campaign Management business objective is a comprehensive solution designed

to monitor and manage the progress, completion and performance of the ongoing

campaigns between influencers and brands. The system aims to streamline content

creating processes, enhance transparency between stakeholders and provide valuable

insights into the project performance after completion.

For Influencers and Brands:

1.

Streamline and Efficient Business Process: A centralized platform to manage
campaign progress, resources and communication, enabling influencers and
brands to execute campaigns more efficiently.

Informed Decision-Making: The system generates personalized legal contracts
and ensures approval from all stakeholders before content creation begins.
This means, agreements about deadlines, milestones and payment have been
agreed by both parties.

Improve Relationship Management: Strengthen the relationships between
influencers and brands by facilitating easy communication through real-time
text messaging and resolving disputes.

Transparency: Provides real-time visibility of campaign progress through draft

management, payment status and milestone progress for both stakeholders.

(b) Series of Related Activities & UML Activity Diagram

Campaign Management is used by users to efficiently plan, execute and monitor

social media campaigns by Influencers while ensuring transparency, compliance, and

data-driven success. The Influencers and Brands will have a distinct flow of activities

as follows.
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For Brand:

The flow starts when the Brand creates a Campaign with no Influencer attached
through a button in the ‘My Campaigns’ tab. In the ‘My Campaigns’ tab, the Brand
will be able to view all of their Campaigns with different status (Ready, Offer,
Decline, Active, Completed and Paused) and filter them based on their status. The
Brand would be able to search the Campaign as well. The process of Campaign

creation and finding an Influencer to offer is based on the usage scenario below.

Scenario: Brand Mizuna wants to create and edit a Campaign, then offer to Sarah.

1
2
3.
4

W

10.

11.

. Brand Mizuna enters into INFLUX as a Brand user.

. Brand Mizuna browses to the ‘My Campaigns’ tab to view all of their Campaigns.

. A pop up appears with a field to set the Campaign Title, Description, Campaign

Brand Mizuna presses the ‘Create Campaign’ button on the page.

Start and End Date, Tasks and its Milestones.

Brand Mizuna clicks on the ‘Confirm’ button to approve the creation.

A new Campaign is created and shown in the ‘My Campaigns’ tab.

Brand Mizuna can edit the Campaign Details by navigating to the “Learn More”
button.

Brand Mizuna selects the ‘Edit Campaign’ button and updates the necessary
changes.

Back in the ‘My Campaigns’ tab, to offer the Campaign to an Influencer, Brand
Mizuna clicks on the ‘Offer’ button located on the selected Campaign Card.

A pop up appears for Brand Mizuna to select from a dropdown the Influencer that
they want to offer. Brand A selects Influencer Tom from the dropdown list.

Brand Mizuna clicks on the ‘Confirm’ button on the pop up, the offer is sent to

Influencer Tom and an Offer Email is also sent to Influencer Tom.

Table 3.6 - Creating Campaign and Send Offer to Influencer

With the Campaign Offer, the Influencer can navigate into the Campaign from the
‘My Campaign’ tab to the ‘Contract Management’ button to view the Campaign
Details. If there is a need for change, the Brand can still edit the Campaign Details

from the ‘Contract Management’ button.
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If the Campaign offer from a Brand is declined by the Influencer, the status of the
Campaign will be updated to ‘DECLINE’ and a declined email is sent to both Users.
The Brand would have an option to re-offer the same campaign to another Influencer

by pressing the ‘Reoffer’ button.

If the Influencer accepts the offer, the status of the Campaign will be updated to
‘ACTIVE’ and an acceptance email is sent to both Users. Then, the Brand navigates
into the Campaign from the ‘My Campaign’ tab to the ‘Contract Management’ button
to view the Campaign Details and Contract. The usage scenario of the Contract

management is as follows.

In an ‘ONGOING’ campaign, there are tabs displaying all Tasks based on the number
of Tasks. When toggling to each Task, Brand can monitor the drafts uploaded by the
Influencer and add comments for each drafts, about specific requests or areas of
improvements. The Brand can delete, then upload new comments if they want to
change. The Brand will click on the ‘Approve’ button to allow Influencer to upload

the final content.

Upon acceptance, the Brand will wait for the Influencer to drop the social media post
URL into the system for its performance to be tracked. The Brand will need to
approve the post URL in order to verify the legitimacy of the content. Once approved,
the Task status switches to ‘LIVE’ and the escrow payments are released on the

Influencer.

Using the URL link, the Brand will be able to keep track of the task performance and
insights, such as the photo and video engagement, impressions, reach, saves and
views. Additionally, the system has automated the initial payment, thus these metrics
will be coordinated with the agreed Milestones and the additional rates will be

automatically awarded as well.

After all tasks have been completed and all of the milestones have been reached, the

Campaign will automatically be concluded and completed. However, the Brand can

40



choose to end the Campaign by clicking the ‘Complete’ button once the Campaign

passes the end date, regardless of the amount of tasks and milestones done.

During the Campaign process, the Brand can report any dispute, adding details and
picture screenshots of the disagreement. The Administrator of the system will get
back to the Influencer and process the dispute based on the situation. The
Administrator will have to investigate the issue and decide if the Campaign can be

resumed, and also process the respective refunds if required.

For Influencer:

The flow starts when a Campaign offer comes into the Influencer’s ‘My Campaigns’
tab in the form of a card. In the ‘My Campaigns’ tab, the Influencer will be able to
view all of their Campaigns with different status (Ready, Offer, Decline, Active,
Completed and Paused) and filter them based on their status. The Influencer would

be able to search the Campaign as well.

The Influencer can reach out to the Brand through text messaging in order to find out
more about the Campaign and choose to accept or decline it by pressing the buttons
on the card. The Influencer can navigate to the ‘Learn More’ button, to be redirected
to the Campaign Details page and press ‘Contract Management’ to view the

Campaign Details and the Autogenerated Contract.

The Influencer will have to make a decision by the deadline provided. If the
Influencer chooses to decline the offer, the Campaign status will change to
‘DECLINE’ and a decline email is sent to both Users’ emails. If the Influencer does
not make a decision for the next 7 days, the Campaign will automatically be declined,

to ‘DECLINE’ status.

Scenario: Influencer Tom views the Contract Details and accepts the offer.

1. Influencer Tom enters into INFLUX as an Influencer user.

2. Influencer Tom browses to the ‘My Campaigns’ tab to view all of their Campaigns.
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10.

Influencer Tom selects the ‘Offer’ tab and navigates to the Campaign she wants to
view.
To better understand the campaign, Influencer Tom presses the ‘Learn More’ button
to be redirected to the ‘Campaign Details page.’

Influencer Tom presses the ‘Contract Management’ button to view the Campaign
Details and auto generated contract.
For negotiation or clarification, the Influencer can toggle on the message icon
button to be redirected to the text messaging feature to chat with the Brand.
To accept the offer, Influencer Tom navigates back to the Campaign Card view in
the ‘My Campaign’ and ‘Offer’ tab, then presses the ‘Accept’ button.
A pop up will appear to fill in her signature.
Influencer Tom fills in her full name as the signature and presses the ‘Confirm’
button for confirmation.
An acceptance email is sent to both parties: Influencer and Brand, and the campaign

status changes to ‘ACTIVE.

Table 3.7 - Accepting Offer.

After contract agreement, the Influencer will be able to view a list of tabs, based on
the number of Tasks. Influencer starts content creation and uploads the drafts based on
each task. The final draft to be posted will be tagged as ‘Final’ once the Brand has
sent their approval. The Influencer can then share the url link of the social media

afterwards. The usage scenario can be observed as below.

Scenario: Influencer Tom uploads the drafts for a Task in the Campaign with Brand
A.

A

Influencer Tom enters into INFLUX as an Influencer user.

Influencer Tom browses to the ‘My Campaigns’ tab to view all of their Campaigns.
Influencer Tom selects the active Campaign she is working with Brand Mizuna.
Influencer Tom selects the Task that she will be working on from the tabs.

Influencer Tom views the Task details and there is a table, showing a list of draft
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history in a table.

. Influencer Tom presses the ‘Add’ button to add draft.

. A popup will appear and Influencer Tom adds the Draft details: Draft Name and the
URL link to the draft media.

. Influencer Tom presses the ‘SAVE’ button.

. Influencer Tom waits for the Brand comments or Brand approval if it is the final

draft.

Table 3.8 - Adding Drafts.

Upon uploading the social media post, the Influencer will have to share the URL of
the social media post. The influencer will have to wait for the approval for the URL
from the brand and edit the URL if there are any issues. Upon verification, the system
will trigger the release of funds and be able to keep track of the task performance and
insights, such as the photo and video engagement, impressions, reach, saves and
views. These metrics will be coordinated with the agreed Milestones and the

additional rates will be automatically awarded as well.

After all tasks have been completed and all of the milestones have been reached, the
Campaign will automatically be concluded and completed. However, if the Campaign
has passed the end date, the Brand can choose to ‘End the Campaign’ regardless of

the tasks and milestones not completed by the Influencer.
During the Campaign process, the Influencer can report any dispute, adding details

and picture screenshots of the disagreement. The Administrator of the system will get

back to the Influencer and process the dispute based on the situation.
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3.4.2 System Functional Requirements Analysis
3.4.2.1 Rationale for this System Architecture

The subsystems and its modules are built based on each individual distinct focus on
facilitating a streamline and efficient campaign process. This will fulfil AAU4 where each

subsystem will be used to meet each user’s basic requirement when using INFLUX.

The following modules and their accompanying use cases will provide the Brand and

Influencer an accessible and efficient communication channel.

e D. Communication and Collaboration Subsystem:
o D.1. Text Messaging Module:
Brands and Influencers use the Text Messaging platform to send messages and

pictures.

The following modules will be implemented to facilitate the Brands and Influencers a smooth

experience in collaborating for a Campaign.

e E. Campaign Management Subsystem
o E.l1 Campaign View Module:
Influencers and Brands can view all of their campaigns and filter based on
their
o E.2 Offer Management Module:
Brands can send a Campaign Offer to the Influencer, who makes the
acceptance decision.
o E.3 Contract Generation and Management Module:
An automated system can generate a standard contract and Brands key in the
agreed Tasks, Milestones, payment rates, deadlines and other details. Both
Influencer and Brand must sign their approval before starting content creation.
o E.4 Task Management Module:
Each Campaign must contain at least one Task. Each Task must have a
deadline, at least one Draft and may contain Milestones.
m Draft Management Sub-Module
m Milestone Management Sub-Module

m Performance Tracking Sub-Module
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3.4.2.2 Wireframes
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Functionality | Name Remark AAU
Code ID

User Management System

D. Communication and Collaboration Subsystem

D.1 Text Messaging Module

D.1.1 Send Message Send a text message to the |4
other stakeholder.

D.1.2 Send Picture Send a photo to the other |4
stakeholder.

D.1.3 View Chat History View previous messages |4

between the 2 stakeholders.

D.14 View All Chats View a list of all existing |4
chats with stakeholders.

E. Campaign Management Subsystem

E.1 Campaign View Module

E.1.1 View all My Campaigns | View All of My Campaigns | 4
History
E.1.2 Filter My Campaigns Filter my Campaigns based |4

on the status: Ready, Offer,
Active, Completed, Paused.

E.1.3 Search My Campaigns Search my Campaign based |4

on Name and Description

49



E.1.5 Create a Campaign Brand can create a new
campaign with no
collaborators.

E.1.6 View Campaign | View overview of Campaign.

Overview
E.1.7 View My Campaign | View My Campaign Details
Details of the Campaign.
E.1.8 Edit My  Campaign | Before Campaign 1s
Details Accepted, Edit Campaign
Title, Description, Tasks,
Milestones and others.

E.1.9 End My Campaign Both Influencer and Brand
ends the Campaign

E.1.10 View a Paused Campaign | View a Paused Campaign and

users won’t be able to interact

with the Campaign.

E.2 Offer Management Module

E.2.1 Make a Campaign Offer | Send a Campaign Offer to a
specific Influencer.

E.2.2 View a Campaign Offer | View the Campaign Offer
including the Acceptance
deadline.

E.2.3 Send Offer Email Send Email to Influencer and

Brand of Offer.
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E.24 Accept Campaign Offer | Influencer accept the
Campaign Offer
E.2.5 Add Signature Influencer adds Signature to
the contract.
E.2.6 Send Accept Email Send Email to Influencer and
Brand of Accepted Offer.
E.2.7 Decline Campaign Offer |Influencer  declines  the
Campaign Offer
E.2.8 Re-offer Decline | Brand  reoffer  declined
Campaign Campaign to new Influencer
E.2.9 Send Decline Email Send Email to Influencer and
Brand of Declined Offer.
E.2.10 Automate Decline of | System automatically
Expired Offer declines the offer that is not
accepted or declined in 7
days.
E.3 Contract Management Module
E.3.1 View Automated | View the Automated

Generated Contract

generation of a standard
contract based on the

requirements.

E.4 Task Management Module

E.4.1

View All Tasks

View all Tasks in Campaign
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E.4.2

View Task Details

View Task Details, like Goal
Type, Goal Value, Payment
Intended.

E.4.3 Draft Management Sub-Module

E.4.3.1 View All Drafts View all existing drafts in a
Task.
E.4.3.2 Add Draft Upload a Draft.
E.4.3.3 Delete Draft Delete a Draft.
E.4.3.4 View Comment on Draft | View a comment of a specific
draft.
E.4.3.5 Add Comment on Draft | Add comment to a specific
draft.
E.4.3.6 Edit Comment on Draft [ Edit comment to a specific
draft.
E.4.3.7 Approve Draft Approve the Draft once it is
uploaded.
E.4.3.8 Upload Social Media | Influencer uploads the social
Post URL media post’s URL for
performance tracking.
E.4.3.9 View Social Media Post | View the Social Media PoST
URL Url.
E.4.3.10 Edit Social Media Post [ Edit the Social Media PoST

URL

Url.
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E.4.3.11

Approve Social Media
Post URL

Approve the Social Media
PoST Url.

E.4.4 Milestone Management Sub-Module

E.4.4.1 View Milestone progress | View the Milestone
progression from the social
media APIL.

E.4.4.2 View All Milestones View All Milestones in a
Task.

E.4.4.3 Update Milestone | Job Scheduled to update the

Completion Milestone completion based

on the analytics pulled for the

social media post.

E.4.5 Performance Tracking Sub-Module

E.4.5.1

View Performance

Analytics

View the Performance

analytics per Tasks
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3.5 Financial Management

3.5.1 Business Requirements Analysis

(a) Business Objectives

The goal of this business objective is to allow for a seamless and reliable way to transact

on the platform. The Wallet Management System is designed to provide a robust and

user-friendly way for companies and influencers to manage their financial transactions within

the context of campaigns and projects. The system supports multi-currency functionality,

allowing for transactions in various currencies, with an initial launch focusing on the SGD

currency. The primary features of the system include deposit and withdrawal capabilities,

comprehensive transaction state history tracking,

notifications for successful transactions.

(b) Series of Related Activities & UML Activity Diagram

User account will show account balance (if any) on the “wallet” tab.

automated payment release, and

Scenario: Influencer Tom wants to view his account balance

1.
2.
3.

Influencer Tom enters on “Wallet” tab on the side menu
System redirects Influencer Tom to the “account balance” page

System displays Influencer Tom’s account balance

Table 3.9 - Usage Scenario for Viewing An Account Balance

User account will show the preferred funding/withdrawal method on the “wallet” tab.

Scenario: Brand Mizuna wants to add a preferred funding/withdrawal method

1
2
3.
4

Brand Mizuna enters on “Wallet” tab on the side menu
System redirects Brand Mizuna to the “account balance” tab on the sub-menu
Brand Mizuna clicks on “Funding Methods™ tab on the sub-menu

System redirects Brand Mizuna to the “Funding Methods” page
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. Brand Mizuna clicks on the “Add Card” Button
System redirects Brand Mizuna to the Funding Method Form page

5
6
7. Brand Mizuna keys in the credit card details
8. Brand Mizuna clicks “Submit” Button

9

System redirects Brand Mizuna to the “Funding Methods” page
10. System displays updated list of Credit Cards

Table 3.10 - Usage Scenario for Adding a preferred funding/withdrawal method

User account will credit the e-wallet of the user with the funds selected.

Scenario: Brand Mizuna wants to fund his account (Scenario)
1. Brand Mizuna enters on “Wallet” tab on the side menu
2. System redirects Brand Mizuna to the “account balance” page
3. Brand Mizuna clicks on “Deposit Money” button
4. System redirects Brand Mizuna to the Deposit Form page to input amount and
select funding method
5. Brand Mizuna enters an amount into input box
6. Brand Mizuna selects the funding method of choice
7. Brand Mizuna clicks on “Confirm” Button
8. System will attempt to debit the amount from the funding method selected
9. System credits the account balance with $1000 upon success.

Table 3.11 - Usage Scenario for Funding An Account

(c) Business/Revenue Model

We will collect fees per deposit and withdrawals hosted on our platform. The fees charged
will be collected upfront by the Brand upon deposited funds into the wallet and by the

Influencer upon withdrawing funds from the wallet.
3.5.2 System Functional Requirements Analysis

3.5.2.1 Rationale for this System Architecture
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Wallet Management Module

The Wallet Management Module is a crucial component of the financial e-wallet system,
serving as the central hub for users to manage their funds. With Stripe Integration, a Stripe
Express Account is personally created for each user to securely store sensitive information,

such as Bank Accounts and to verify their identities.

The module enables users to check their wallet balance, fostering transparency and awareness
of their financial standing. Additionally, it allows users to seamlessly link their preferred
funding methods, such as credit cards, to their e-wallets, streamlining the process of
depositing funds. For withdrawal, funds will be transferred safely to their bank account

linked to their Stripe Account.

It also facilitates easy deposits and withdrawals, providing users with the flexibility to add

money to their wallets and transfer funds to their registered funding methods.

Payments and Transactions Module:

The Payments and Transactions Module plays a critical role in ensuring the financial integrity
of the e-wallet system. It incorporates the underlying transaction state logic for a suite of
features for the campaign management subsystem such as (1) automatic validation the
availability of funds in the company's wallet before brands can create campaigns, (2)
preventing any overspending or financial discrepancies, (3) escrow functionality between
both parties upon campaign confirmation, (4) functionality for brands to make ad hoc bonus
payments to influencers, and (5) functionality for administrators of INFLUX to amend the

fees charges throughout the platform.

Currency Exchange and Conversion Module:

The Currency Exchange and Conversion Module provides users with real-time access to
prevailing exchange rates and conversion amounts, ensuring accurate and up-to-date currency
conversions. This feature is essential for users engaging from countries outside Singapore,
allowing them to view their balance in their currency of choice, as well as a preview modal to
view the amount in their currency of choice to choose when to withdraw from their e-wallets,

overall enhancing the versatility of their e-wallets.

Reporting and Analytics Module:

56



The Reporting and Analytics Module empowers users with valuable insights into their
financial activities. It maintains a comprehensive transaction history, ensuring users can track
every financial activity within the application, including deposits, withdrawals, lock-in
escrow, fund release, fund return, partial fund release, and partial fund return. It enables users
to export their transaction history and wallet balances, supporting financial record-keeping
and auditing. Furthermore, users can easily view, sort, and filter their earning breakdowns,
facilitating a deeper understanding of their financial performance and aiding in

decision-making processes.

3.5.2.2 Business Assumptions

We make the following assumptions to ensure the system functionalities proposed can serve
as intended for the users.

1. One user (influencer or brand) only has one e-wallet

2. To withdraw from the e-wallet, a bank account is needed (depends on stripe)

3. Influx will have an e-wallet to be used as an escrow function for the campaigns

3.5.2.3 Wireframes

Josie Alexander
T d

Marketplace Profile Funding Methods Insights

Message

ACCOUNT BALANCE:

My Campaigns

CURRENT: SGD O usbo

Cove”
Supeoly LTLININ SGD 1200 il USD 2400
oot TRANSACTION HISTORY

COMPANY AMOUNT STATUS DATE
My Wallet

Nike SGD$1200.00 PENDING 09/09/2023

Adidas USD$2400.00 PENDING 12/04/2023

Lazar Nikolov DevRel CLOSED

Javier Alaves Designer ACTIVE

Image 3.13 - View account balance (Brands and Influencers)
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‘ I Josie Alexander
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Marketplace
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My Campaigns

Support

Profile

My Wallet

influx.

Profile

FUNDING/WITHDRAWAL METHOD

BANK ACCOUNT 1

DAVID WANG
ACC NO. 1649
BANK: HSBC

Funding Methods Insights

CREDIT CARD 1

DAVID WANG +
CARD NO: 8320
EXPIRY: 08/27

Image 3.14 - View funding methods (Brands and Influencers)
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Earnings Growth
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Image 3.15 - View wallet insights (Brands and Influencers)
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Functionality | Name Remark AAU
Code ID
F.1 Wallet Management Module
F.1.1 Create Stripe Express | Create Stripe Express |5
Account Account which links to Influx
Waller
F.1.2 View a wuser account |Functionality for viewing |5
balance account balance.
F.1.3 Fund an account Functionality for funding of |5
account balance from a saved
Credit Card or Bank account.
F.1.4 Withdraw  from  an | Functionality for withdrawal |5
account of account balance to a saved
Bank account in Stripe.
F.2 Payment Management Module
F.2.1 Pay an account Functionality for payment |5
between user accounts
F.2.2 Edit Brand Fee | Amend the Fees charged to |5
Percentage brands
F.2.3 Edit  Influencer Fee | Amend the Fees charged to |5
Percentage influencers
F.3 Currency Exchange and Conversion Module:
F.3.1 Estimate conversion to | Functionality for estimating |5

preferred currency

the conversion rate of the
withdrawal amount to the
user’s preferred currency
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F.3.2

View Daily Conversion
Rate

Functionality for viewing the
daily balance converted to the
user’s preferred currency.

F.4 Reporting and Analytics Module:

F4.1 View transaction history | Functionality for viewing
transaction history of an
account

F.4.2 Export transaction | Functionality for exporting

history transaction history of an
account to a CSV.

F4.3 View transaction insights | Functionality for viewing

insight of the transaction
history of an account

F.5 Credit Card Management Module:

F.5.1 Add a preferred funding | Functionality = for  adding
method preferred funding method.

F.5.2 Remove a  preferred | Functionality for removing
funding method preferred funding method.
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3.6 Issue Management

3.6.1 Business Requirements Analysis

(a) Business Objectives

The Issue Management business objective serves to provide easy access for
administrators to view and conduct any necessary actions to resolve issues raised by
users on the platform. By doing so, this aims to provide a better user experience for
users who may encounter less-than-ideal scenarios while engaging with the Influx

application.

For administrators
1. Gain visibility of any issues on the platform, and swiftly enact actions to
resolve or answer to the issues raised
2. Impose administrative actions on user accounts or items within the
application, to allow for a friendlier environment for both Influencers and

Brands

For Influencers/Brands
1. Raise any issues or requests in the form of tickets if they face any issue or
require help with any portion of the application
2. Get resolution to any requests or issues that they have encountered and raised
to the administrative team
3. Practice good digital and online etiquette when dealing and interacting with
other users on the platform, understanding that there can be strict actions

imposed on their accounts if they fail to abide by proper digital etiquette
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(b) Series of Related Activities & UML Activity Diagram

Admin System u;er(lnﬂuen:echrand)

Click on Tickets Creates a Ticket

Tab

View List Of Tickets

Search for Ticket

If ticket issue is resolved (md'hpw ) 5 (R“‘MT“ED

If ticket issue is not resolved

If responsible for the ticket

If ticket is Review related

If ticket is User related
Add a note to the
ticket

If Ticket is Campaign related

Click on Campaign Assign Ticket to another Admin
Control Tab
Click on User
Control Tab
View All Campaigns
View All Reviews View All Users
Search for Campaign

Click on Review
Contral Tab

Search for Review Search for User

View A Campaign
Sends email with ticket > @
response and outcome
View A
View A Review User

e

.

Solve Ticket Issue

Powdred By Visual Paradigm Community Editior Q

Figure 3.4 - Issue Management Flow

The flow starts in the User system. Users who encounter any issues or have requests
regarding any portion of the application will send in tickets. Tickets have two types
and come from various parts of the application:

e Reports: Users can send a ticket in the form of a report, flagging out any

inappropriate users (Influencer or Brand) or a review or chat
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e Dispute: Users can send a ticket in the form of a Dispute, particularly to

dispute the payment or deal for a campaign

After a ticket is created, depending on the scenario that the user is facing, that will be
viewed by the administrators in the form of a ticket. The administrators will be able to
view all the existing tickets by clicking on the Tickets tab on the Admin system. They
can search for the ideal ticket based off the ticket Id. If they want to view a desired
ticket, they can click on the ticket and details of the ticket will be shown to them. If
the ticket is not under the admin’s scope or responsibility they can also choose to add
a note about the ticket and assign it to another admin. If it is within the admin’s scope,

depending on the issue that is to be solved there are multiple steps that can be taken:

If the issue is related to campaigns, the admin users can head to the Campaign Control
Tab and search for the desired campaign through its id. They can view the campaign
details by clicking on the desired campaign list item. They can subsequently choose to
edit details of the campaign, issue a refund for the campaign or pause/resume a
campaign. For example, if the admin receives a dispute for a campaign, an action
taken could be to pause the campaign for further investigation. The usage scenario

will be as follows:

Scenario: Admin Bob wants to pause a campaign

. Admin Bob enters into the admin subsystem and the goes into the campaign control
tab

Admin Bob clicks on the search box

. Admin Bob searches for the desired campaign by entering its id “12345678” into
the search box and clicking “Search”

. A list of campaigns that fit the search criteria is shown

Admin Bob clicks on the view icon beside the desired campaign with the id
“12345678”

. Admin Bob is directed to a popup with details of the campaign.

Admin Bob clicks on the “Pause Campaign” button on the popup

A popup appears that aks Admin Bob to confirm his actions
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9.

Admin Bob clicks on the “Confirm” button

10. Campaign will be Paused, and the Influencer and Brand involved will not be able to

access and conduct further actions on the campaign

Table 20 - Usage Scenario for Editing Campaign Price

If the issue is related to reviews the admin users can head to the Review Control tab
and search for the desired review through its id. They can view the review details by
clicking on the desired review list item. They can subsequently choose to edit details
of the review or delete the review. For example, if the admin receives a report about
an inappropriate review, an action taken could be to delete the review. The usage

scenario will be as follows:

Scenario: Admin Bob wants to delete a review

Admin Bob enters into the admin subsystem and the goes into the review control
tab
Admin Bob clicks on the search box
Admin Bob searches for the desired review by entering its id “12345678” into the
search box and clicking “Search”
A list of reviews that fit the search criteria is shown
Admin Bob clicks on the “view” icon beside the desired review with the id
“12345678”
A popup appears with information on the review
Admin Bob clicks on the “Delete” button
A popup opens to confirm the deletion
Admin Bob clicks on the “Confirm” button
. Review with the id “12345678” will be deleted and removed from the view of

Influx users and user is sent a confirmation popup

Table 21 - Usage Scenario for Deleting A review

If the issue is related to a user account, the admin users can head to the User Control

Tab and search for the desired user through its id. They can view the user details by
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clicking on the desired user list item. They can subsequently choose to edit details of
the users, delete the user or deactivate/reactivate the user. For example, if the admin
receives a report about a user abusing the account, an action taken could be to

deactivate the user account. The usage scenario will be as follows:

Scenario: Admin Bob wants to deactivate a user account

1. Admin Bob enters into the admin subsystem and the user control tab

2. Admin Bob clicks on the search box

3. Admin Bob searches for the desired account profile by entering “Abc@gmail.com”
in the search box and clicking “Search”

4. A list of users that fits the search criteria is shown

5. Admin Bob clicks on “view” icon beside the desired account with email
“Abc@gmail.com”

6. A popup appears with the user’s details shown

7. Admin Bob clicks on the “Deactivate” button on the popup

8. Review with the id “12345678” will be deactivated and removed from the view of

Influx users and the admin is sent a confirmation popup of the deactivation

Table 3.12 - Usage Scenario for User Account Deactivation

Depending on whether the issue has been resolved or not, the Admin can close a
ticket by clicking resolve. This will prompt the admin to type a reply for the ticket and

the ticket will subsequently have its status changed from Active to Resolved.

At the same time, admins can also add new administrators to the platform to assist in
the management of tickets in the platform. Admins can head to the Admin Control tab
and create a new admin account, the admins will be prompted to create a new admin
account with the admin account name, username and password. After the account is

created, new admins can access the account with the created username and password.
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Scenario: Admin Bob wants to create a new admin account for Sally

1. Admin Bob enters into the admin subsystem and the user control tab

2. Admin Bob is taken the user control tab page with a list of all the current admins in
the system

3. Admin Bob clicks on the create new admin account button

4. A popup appears requesting Tom to type in the name of the new admin, and their
email details

5. Admin Bob enters “Sally” for the name, “sally@gmail.com” for the email and

presses the “Create” button

6. Admin Bob is sent a confirmation popup of the account creation. A new admin
account is created for Sally.

7. Sally receives an email with the auto-generated password

8. Sally can now log into the Admin System with the credentials that Tom had created

for her

Table 3.13 - Usage Scenario for Admin Account Creation
3.6.2 System Functional Requirements Analysis

3.6.2.1 Rationale for this System Architecture

The Issue Management business objective allows for administrators to conduct a
myriad of administrative actions on all crucial sections of the application to allow for
a smooth and elevated experience for all users. The business objective is part of the
General Admin Management Subsystem which is partitioned into 6 different modules

in 3 different sections, for 3 separate business use cases.

Authentication

1. Admin Authentication & Verification Module

Management of Support
2. Ticketing Management Module
3. User Control Module
4. Campaign Control Module
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5. Reviews Control Module

Admin Management

6. Admin Control Module

The first module allows for the general accessibility of users into the admin system
and user system, allowing users to log into and out of the system and to verify brands
into the user system. The next group of modules are a series of modules that allow
administrators to conduct actions to resolve any tickets that the users have raised
through a Dispute or a Report. Tickets that are raised through these platforms are
targeted at resolving three areas of the user application, namely, User accounts,
Campaigns and Reviews. As such, the second module allows for administrators to
gain visibility and access to tickets and the subsequent three modules of the
subsystem are partitioned such that each subsystem is catered towards handling the
management of each of the three aspects of the user application that users will

encounter issues or require help with.

To further allow for the creation and management of multiple administrative users that
are crucial to support the tickets that come into the system, the fourth module focuses

on the management of admin accounts.

3.6.2.2 Business Assumptions

We make the following assumptions so as to ensure that the system functionalities
that are proposed for the subsystem will be able to serve its function as intended by
the users.
1. There is a root Admin account that exists at the start and this root Admin
account will proceed to create and grant access to other Admin accounts
2. As the admin users will be granted access to view and edit confidential user
account information of both influencers and brands, we assume that they will
be responsible users and not abuse this power and conduct actions that can
potentially be a security breach
3. Any actions that are enacted by the admins that constitute to a removal of any

data in the database, is final, and cannot be undone

67



4. That every ticket raised by the users involve request or actions that can be

conducted by the admin, and

3.6.2.3 Wireframes

Assigned Tickets  All Tickets

Admin User

Assigned Tickets a

Tickets
TICKET ID REQUESTOR EMAIL STATUS = TICKET TYPE = ACTION
Admin Management
12345678 Javier Alaves Javi@chakra-ui.com TIVE Feedback a
Brand Verification 12345678 Lazar Nikolov lazar@chakra-ul.com RESOLVED Dispute a
12345678 Javier Alaves javi@chakra-ui.com RESOLVED Inquiry a
User Management
12345678 Lazar Nikolov lazar@chakra-ui.com RESOLVED Flagged Request v
Campaign Management
Coupon Management
12345678 Lazar Nikolov lazar@chakra-ul.com RESOLVED Dispute e
12345678 Javier Alaves Javi@chakra-ui.com RESOLVED Flagged Request a
12345678 Lazar Nikolov lazar@chakra-ul.com RESOLVED Dispute a
12345678 Javier Alaves javi@chakra-ui.com RESOLVED Feedback a
12345678 Lazar Nikolov lazar@chakra-ui.com RESOLVED Dispute a

Image 3.16 - View active assigned tickets
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Lazar Nikolov

lazar@chakra-ui.com

singapore, Singapore

Lazar is a dynamic and captivating influencer who has carved a niche for himself in the digital
realm as a storyteller and lifestyle enthusiast. With an innate ability to engage and connect with
his audience, Lazar has risen to prominence as a sought-after content creator, known for his
authentic and relatable approach.
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Image 3.17 - View a user details
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Image 3.18 - View all users
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Functionality | Name Remark AAU
Code ID

User Management System

B. Profile Management Subsystem

B.1 Influencer Profile Management Module

B.1.7 Report an influencer Report an Influencer account | 6

B.2 Brand Profile Management Module

B.2.10 Report a Brand Report a Brand’s account 6

C. User Analytics Subsystem

C.1 User Insights Management Module

C.1.6 Report a review Report a review 6

D. Communication and Collaboration Subsystem

D.1 Text Messaging Module

D.1.5 Report a Chat Report a chat message 6

E. Campaign Management Subsystem

E.S Dispute Management Module

E.5.1 Dispute a Campaign Raise a dispute for a |6
campaign

E.5.2 Report a Campaign Report a Campaign
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G.1 Admin Authentication & Verification Module

G.1.1 Admin Login Admin Login into the admin
system
G.1.2 Admin Logout Admin Logout from the
admin system
G.1.3 Change Password Change the password of the
admin user account
G.14 View List of Brands |View all the users (brands)
Under Review that are under account review
G.1.5 View A Brand Under | View a user (brand) that is
Review under account review
G.1.6 Approve A Brand Approve a user (brand) that is
under review
G.1.7 Reject A Brand Reject a user (brand) that is
under review
G.1.8 View Admin Home View the home page of the

admin system

G.2 Ticketing Management Module

G.2.1 Search for Ticket Search for a ticket by its ID
G.2.2 View All Tickets View all tickets
G.2.3 View Ticket Statistics View Statistics of Tickets
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G.24

View Active Assigned

View all tickets that are active

Tickets assigned to the current admin
user
G.2.5 Filter Tickets by Status Filter tickets based off ticket
status
G.2.6 View Ticket Details View details of a ticket
G.2.7 Reply to a Ticket Send a message in response
to a ticket
G.2.8 Shift Ticket to Under | Shift a ticket status to under
Review review
G.2.9 Resolve a Ticket Change the status of a ticket
G.2.10 Reject a Ticket Reject a ticket
G.2.11 Assign a Ticket Assign the ticket to another
admin user
G.2.12 Add Note to Ticket Attach a note to the ticket that
is only viewable by admins
G.2.13 Add Message with Status | Admin can attach a message
Change that will be sent to the user’s
email after a status is changed
G.2.14 Delete A Ticket Admins can delete tickets

whenever needed in extreme

cases

G.3 User Control Module

G.3.1

Search for User

Search for a user by their ID
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G.3.2 View All Users View all the users

G.3.3 View User Details View details of a user

G.34 Update User Edit and change all user
details (except for password
and id)

G35 Delete User Delete a user permanently

G.3.6 Reactivate User Grant access back to a
deactivated user

G.3.7 Deactivate User Temporarily remove access

for a user

G.4 Campaign Control Module

G4.1 Search for Campaign Search for a campaign by
their ID

G4.2 View All Campaigns View all the campaigns

G43 View Campaign Details | View details of a campaign

G444 Update Campaign Update a campaign’s details

G4.S5 Delete Campaign Delete a campaign
permanently

G.4.6 Issue Refund for |Pay back users for a

Campaign campaign
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G4.7 Pause a Campaign Restrict any access for users
to a campaign
G4.8 Resume a Campaign Allow access for users back

to a campaign

G.5 Reviews Control Module

G.S.1 Search for Review Search for a review by its ID
G.5.2 View All Reviews View all the reviews

GS5.3 View Review Details View a review’s details
G.54 Update Review Update a review’s details
G.5.5 Delete Review Delete a review permanently

G.6 Admin Control Module

G.6.1 Search for Admin User | Search for an admin by its ID

G.6.2 Create Admin User Create an admin account by
assigning a username and
password

G.6.3 View All Admin Users View all admin users

G.6.4 View  Admin  User | View an admin user’s details

Details

G.6.5 Update Admin User Change an admin’s details

G.6.6 Delete Admin User Delete an admin  user
permanently
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4. High-level System Architecture

Influx Application

ssssssssssssss

uuuuuuuu

MMMMMM

8.7 Noti
Mo

I —

Figure 4.2 - Overall Class Diagram for All Entity Classes

' For all subsequent figures and diagrams (VTOC, UML Activity Diagrams, UML Class Diagrams, UML
Sequence Diagrams, Network Analysis Diagram, Gantt Chart), please refer to originals provided in the separate
“attachments” folder.
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5. Functional Modules Design

5.1 Functional Module A

5.1.1 Underlying modules

Onboarding Module (B.6) / User Control Module (G.3) / Admin Control Module (G.6) / Admin
Authentication & Verification Module (G.1)

5.1.2 UML Use Case Diagram

INFLUX User Platform

Onboard User \

User

—_ INFLUX Admin System

Search for Admin UsD
- S Delete Admin User
e Create Admin Us er> —

View Admin Us: af
Details

/ " /(pdate Admin Usb
/ — ////
/ .
A — View All Admin Users B

e s

s
// // o
// /—\
%//// < > <Change password >
Admin Logout

Admin Login i
Super Admin ; )/}t?

e /// - /@ A Brand Under R@
T T e — e
/?//// View List of Brands Un@
s oy e Roview
— — |
e
t §\ e { Approve A Brand >
A L \\ \

~—
\
B ( Reject A Brand )
\

\ \\< o >
\

Deactivate USEI’ ( Update User w

Figure 5.1.2.1 - UML Use Case Diagram (Functional Module 5.1)
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5.1.3 Use Case Descriptions

Use Case Name

Approve a Brand (G.1.6)

Description An admin wants to approve a brand’s account.

Actors Admin

Triggers A brand has signed up on the platform and the admin accesses the admin
platform to verify the legitimacy of the brand account.

Goals The brand’s account will be activated and approved for use on the
platform.

Preconditions Brand has signed up on the platform and the account is created and
waiting to be approved.

Postconditions Brand account is approved

The brand manager is now able to log into the Brand account.

Extension Points

NIL

Basic Course

1. Admin enters into the admin System
Admin clicks into the “Brand Verification” tab
System redirects Admin to “Brand Verification” page

Admin clicks on the “pending requests” sub-tab

nok wn

System displays a list of brand accounts that are pending

verification

6. Admin identifies the desired account and clicks on the “eye”
icon to view more details

7. System creates a pop-up with the company’s details and the
buttons “Verify” and “Reject”

8. Admin clicks on the “Verify” button on the page

9. System sends an email to the brand informing them of the
successful verification

10. System changes the state of the request from “pending” to

“verified”
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Alternative courses

NIL

Exceptional Courses

NIL

Table 5.1.3.1 - Use Case Description 1 (Functional Module A)

Use Case Name

Create a new admin account (G.6.2)

Description Super Admin wants to create a new admin account

Actors Super Admin

Triggers Super Admin accesses the admin platform to create a new admin
account.

Goals The admin account will be created and available to log in, with the
necessary permissions available.

Preconditions No account made with the same email

Postconditions Admin account will be created.

Extension Points

NIL

Basic Course

1. Super Admin enters into the Admin System

Super Admin clicks the “Admin Control” tab

System redirects Super Admin to “Admin Control” page
System displays list of all the current admins in the system

Super Admin clicks on the “Create New Admin” button

S Tl

System displays a pop up requesting Super Admin to type in the
name of the new admin, their email details and the password of
the new admin account
7. Super Admin enters the following details

a. name,

b. email and

c. password
8. Super Admin clicks the “Create” button
9. System generates a popup for Super Admin to confirm the
creation

10. Super Admin click on the “Confirm” button
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11. System checks if email has been used

12. System generates a new admin account.

Alternative Courses

8a. Email has been used, Super Admin changes email

1. Continue at Step 10.

Exceptional Courses

NIL

Table 5.1.3.2 - Use Case Description 2 (Functional Module A)

Use Case Name

Deactivate a user account (G.3.7)

Description An Admin wants to deactivate a user’s account due to misconduct.

Actors Admin

Triggers Admin accesses the admin platform to deactivate a user’s account due
to the user having broken the rules of the platform and/or received
multiple reports from past campaigns.

Goals The user’s account will be deactivated and the user will no longer be
able to log into the account.

Preconditions Account is not already deactivated.

Postconditions The User will no longer be able to log into the account for the set

duration.
The account will no longer be able to be searched and viewed on the

platform.

Extension Points

NIL

Basic Course

1. Admin enters into the Admin System

Admin clicks the “User Control” tab

System redirects Admin to “User Control” page

System displays list of all the current users in the system

Admin clicks on the search box

A

Admin searches for the desired account profile by entering
email in the search box

7. Admin clicks “Search”
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10.
11.
12.
13.
14.

15.

System filters the list of users to those that fits the search
criteria

Admin clicks on desired account

System redirects Admin to a page with the user’s details
Admin clicks on the “Deactivate” button on the page

System generates a popup for Admin to confirm the creation
Admin clicks on the “Confirm” button on the popup

System sends an email to the user informing them of the
deactivation of their account.

System changes the status of the user’s account from “active”

to “deactivated”

Alternative courses

NIL

Exceptional Courses

NIL

Table 5.1.3.3 - Use Case Description 3 (Functional Module A)

5.1.4 UML Class Diagram

<< entity >>
Admin

docld STRING DOCUMENTID
email STRING

name STRING

isActive BOOLEAN

isSuper BOOLEAN

<< enumeration >>
UserType

INFLUENCER

BRAND

type
1

<< entity >>
TempUser

docld STRING DOCUMENTID

email STRING

1
[€——type-

<< entity >> <<entity>>
Users Brand

docld STRING DOCUMENTID docld STRING DOCUMENTID

name STRING category STRING
bio STRING companyUEN STRING
email STRING

location STRING
isActive BOOLEAN
isBanned BOOLEAN
profilePicture STRING

profileUrl STRING

verificationStatus STRING
websiteUrl STRING
showPastCampaigns BOOLEAN
showBrandAmbassadors BOOLEAN

userDocld STRING

Figure 5.1.4.1 - UML Class Diagram for Entity Classes (Functional Module A)
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5.1.5 UML Sequence Diagram

Admin User

‘ Admin System ‘ ‘ Brand Verification «View» ‘ Verification Popup «Modal»

‘ Verification Service Email Service ‘

| 1. click on Brand Verification tab on side menu_ |

‘ |1 1 router push(*/verification*)

2. Click on 'Pending Requests' sub-tab

2 1 getUnverifiedBrands()

2.3. Display list of pending brand accounts

3. Click ‘eye" icon button for an account

2.2. Return list of pending brand accounts | ‘

3.1. Trigger Review Form Modal Popup

3.3. Display Account Verification Modal Popup

4. Click 'verify' Button

| ‘4.1 wverifyBrand(brandid)

4.2. Update account status to 'Verified'

4 3. sendVerificationEmail()

4.4 Update the list of accounts

4.5. Show updated status in 'Verified Requests’

Admin System ‘ ‘ Brand Verification «View»

‘ Verification Service ‘ Email Service ‘

Admin User

‘ Verification Popup «Modal»

Figure 5.1.5.1 - UML Sequence Diagram for Approve a Brand (Functional Module A)
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5.2 Functional Module B

5.2.1 Underlying modules

Reviews Management Module (C.1) / Reviews Control Module (G.5)

5.2.2 UML Use Case Diagram

INFLUX User Platform

View reviews

Write a review

= |
\ Edit a review
User

Filter reviews by
category

Delete a review

INFLUX Admin System

Search for Review

View All Reviews

——

\

Admin User

Update Review

View Review Details

Figure 5.2.2.1 - UML Use Case Diagram (Functional Module B)
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5.2.3 Use Case Descriptions

Use Case Name

Delete a review (G.5.5)

Description A review has been made that breaches misconduct, Admin wants to
delete this review.

Actors Admin

Triggers Admin accesses the admin platform to delete a review on a user’s
profile due to misconduct.

Goals The reviewer’s review will be deleted from the reviewee’s profile.

Preconditions Review must exist

Postconditions Review will be deleted

Profile page will be updated to no longer display deleted review

Extension Points

NIL

Basic Course

1. Admin enters into the Admin System

Admin clicks into the “review control” tab

System redirects Super Admin to “review control” page
System displays list of all the reviews in the system

Admin clicks on the search box

AN O Tl

Admin searches for the desired review by

entering its id into the search box

7. Admin clicks “Search” button

8. System filters the list of reviews to those that fit the search
criteria

9. Admin clicks on the desired review

10. System creates a pop up with details of the review

11. Admin clicks on the “Delete” button

12. System displays a popup to confirm the deletion

13. Admin clicks on the “Confirm” button

14. System deletes Review

Alternative courses

NIL
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Exceptional Courses

NIL

Table 5.2.3.1 - Use Case Description 1 (Functional Module B)

Use Case Name

Write a review (C.1.2)

Description After completing a campaign, a user wants to give a review to the
reviewee

Actors User

Triggers Campaign has completed and a user accesses the user platform to write
a review for the other party

Goals To create a review for the reviewee

Preconditions Campaign that the review is for must be completed

Postconditions Created review will be published to the reviewee’s profile for viewing

by other potential business partners.

Extension Points

NIL

Basic Course

1. User enters into the user platform
User clicks on the “marketplace” tab
System redirects User to “marketplace” page

System displays list of all other users in the system

A

User clicks on a profile that they have recently worked with on

a campaign with

6. System redirects User to the selected reviewee’s profile page

7. User clicks on the “Review” tab of the reviewee’s profile

8. System redirects User to the review tab of the reviewee’s
profile page

9. User clicks on the “Add Review” tab of the profile

10. System displays a pop up that allows User to select campaign
to make review for

11. User selects a campaign

12. System displays a rating slider for each of the five rating

categories and a text box.
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13. User fills in the rating for the various sliders and writes the
review in the text box.

14. User clicks the “Submit” button.

15. System creates the review and saves it in the database

16. System updates the reviewee’s profile.

17. System sends a notification to the reviewee that a new review

has been made

Alternative courses

NIL

Exceptional Courses

NIL

Table 5.2.3.2 - Use Case Description 2 (Functional Module B)

Use Case Name

Filter reviews by category (C.1.5)

Description User filters the reviews in the profile page

Actors User

Triggers User accesses the user platform to view reviews of a user related to
their category of interest

Goals To make a decision off the filtered reviews

Preconditions The profile being viewed must have an existing review

Postconditions The reviews of the profile being viewed will be filtered based on the

category selection made.

Extension Points

NIL

Basic Course

1. User enters into the user platform

User clicks on the “marketplace” tab

System redirects User to “marketplace” page

System displays list of all other users in the system

User clicks on the profile that they are interested to work with
System redirects User to the profile page

User clicks on the “Review” tab of the profile

e A o

System redirects User to the review tab of the profile page
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9. User clicks on 1 or more of the category checkboxes

10. System filters the reviews to those of the selected categories

Alternative courses

NIL

Exceptional Courses

NIL

Table 5.2.3.3 - Use Case Description 3 (Functional Module B)
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5.24

UML Class Diagram

<<entity >>
Admins

docld STRING DOCUMENTID
email STRING

name STRING

isActive BOOLEAN

isSuper BOOLEAN

<<entity >> <<entity >>
Influencers Brands
0.* waitlist
docld STRING DOCUMENTID docld STRING DOCUMENTID
. 0. following
dateOfBirth TIMESTAMP - category STRING
gender STRING companyUEN STRING
showPastCampaigns BOOLEAN verificationStatus STRING
1
userDocld STRING websiteUrl STRING
profileUrl STRING showPastCampaigns BOOLEAN
! ! BOOLEAN
<<entity >>
Users userDocld STRING

valueForMoney NUMBER
creativeFreedom NUMBER
support NUMBER

compensation NUMBER

docld STRING DOCUMENTID

dateOfReview TIMESTAMP

content STRING

name STRING
<< enumeration >> bio STRING
UserType type .
1 email STRING
INFLUENCER
location STRING
BRAND
reviewerld isActive BOOLEAN
1
isBanned BOOLEAN
Tevieweeld p i STRING
1
profileUrl STRING
1 1
brandid influencerld
0." 0.
<< entity >>
Campaigns
<< entity >>
ReviewRatings docld STRING DOCUMENTID
1 1
communication NUMBER description STRING
<< entity >>
timeliness NUMBER ReviewDocument socMedType STRING
contentQuality NUMBER docld STRING DOCUMENTID . status STRING
ratings 1 campaignid 1
performance NUMBER reviewld STRING title STRING

contractld STRING
infSigned BOOLEAN
brandSigned BOOLEAN
campaignStart TIMESTAMP

campaignEnd TIMESTAMP

Figure 5.2.4.1 - UML Class Diagram for Entity Classes (Functional Module B)
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5.2.5 UML Sequence Diagram

Ueer [userplattorm | Marketplace «View nfluencer service | | Profile «View» Review Form Modal «Modal» [ Review service [ Notification service

| 1. Navigate to marketplace_ | |
(- Havigate 1o marketpiace,, |
router push(*/marketplace”) _ |

1.2 searchinfluencers() or searchBrand()
[depending on UserTypel

1.3. Retum User profiles ‘ ‘

14 Display User profiles

2. Click on a User Profile

2.1. router push(*/profile/lid1")

2.2 Display User profile

3. Click on Review" tab

3.1 fetchReviewsData()

3.2 Return Reviews for profile

3.3 Display Reviews

4. Click ‘Add Review' Button

4.1 Trigger Review Form Modal Popup

4.2 fetchcampaignDocs()

4.3 Return st of shared campaigns ‘ ‘

4.4 Display Review Form Modal Popup

5 Select campaign

| o 5.1 Display ratings slider and review textbox in modal i i i

6. Fillin ratings and write review in modal

6.1 review := {
reviewerld, revieweeld, campaignid,
dateofReview: new Date() tolSOString().
content, ratings

x|

7.1 res:= createUserReview(review)

7.2 sendReviewNotification(
review revieweeld, review reviewerid,
res docld, reviewcontent)

7.3 Close Modal Pop-up

7.4 Update profile with new review |

7. Click *submit' Button in modal

7.5 Display updated profile

P!

UserPlatform Marketplace «Views Influencer Service ‘ ‘ Profile «Views Review Form Modal «Modals Review Service Notification Service

Figure 5.2.5.1 - UML Sequence Diagram for Writing a Review (Functional Module B)
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5.3 Functional Module C

5.3.1 Underlying modules

Wallet Management Module (F.1) / Payment and Transactions Module (F.2) / Currency Exchange and
Conversion Module (F.3) / Credit Card Management Module (F.5)

5.3.2 UML Use Case Diagram

INFLUX User Platform

Add a preferred funding
method
Remove a preferred
funding method
Withdraw from an account

Brand

View a user account balance

Create Stripe Express
Account
Estimate conversion to
preferred currency

View Daily Conversion Rate

INFLUX Admin System

Edit Brand Fee Percentage
i/

\

Admin User

Edit Influencer Fee
Percentage

Figure 5.3.2.1 - UML Use Case Diagram (Functional Module C)
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5.3.3 Use Case Descriptions

Use Case Name

Add a preferred funding method (F.5.1)

Description A Brand wants to add a preferred funding method

Actors Brand

Triggers Brand accesses the user platform to top up his wallet

Goals To add a new funding method

Preconditions Brand must have a stripe account integrated into INFLUX
Brand must not have a funding method with the same details already
added

Postconditions Funding method will be added into list of funding methods

Extension Points

NIL

Basic Course

1. Brand enters on “Wallet” tab on the side menu

2. System redirects Brand to the “account balance” tab on the
sub-menu

3. Brand clicks on “Funding Methods” tab on the sub-menu

4. System redirects Brand to the “Funding Methods” page

5. Brand clicks on the “Add Card” Button

6. System redirects Brand to the Funding Method Form page

7. Brand keys in the credit card details

8. Brand clicks “Submit” Button

9. System redirects Brand to the “Funding Methods” page

10. System displays updated list of Credit Cards

Alternative Courses

NIL

Exceptional Courses

NIL

Table 5.3.3.1 - Use Case Description 1 (Functional Module C)
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Use Case Name

Fund an account (F.1.3)

Description Brand wants to fund his account with his preferred funding method
Actors Brand
Triggers Brand accesses the user platform to top up his wallet
Goals To top-up money into the brand’s e-wallet
Preconditions User must have a stripe account integrated into INFLUX
User must have an existing funding method
Postconditions Money is added into the brand’s e-wallet

Extension Points

NIL

Basic Course

1. Brand enters on “Wallet” tab on the side menu

2. System redirects Brand to the “account balance” tab on the
sub-menu
Brand clicks on “Deposit Money” button

4. System redirects Brand to the Deposit Form page to input

amount and select funding method

Brand enters an amount into input box

Brand selects the funding method of choice

Brand clicks on “Confirm” button

© N »

System will attempt to debit the amount from the funding
method selected

9. System credits the account balance with $1000 upon success.

Alternative Courses

7a. Attempt to debit the amount failed, Brand selects another funding
method

1. Continue at Step 7.

7b. Attempt to debit the amount failed, Brand adds a new funding
method
1. Brand does “Add a preferred funding method” Use Case

2. Brand redoes “Fund An Account” Use Case

Exceptional Courses

7c. Attempt to debit the amount failed, Brand does not have another
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funding method

1. Terminate use case.

Table 5.3.3.2 - Use Case Description 2 (Functional Module C)

Use Case Name

Edit Brand Fee Percentage (F.2.2)

Description Admin wants to edit the fee charged to brands for using the INFLUX
platform.

Actors Admin

Triggers Admin accesses the admin platform to edit the brand fee percentage

Goals Admin wants to reduce the fees charged during a specific duration of
time to incentivise brands to create more campaigns.

Preconditions NIL

Postconditions Fee percentage for brands is amended.

Extension Points

NIL

Basic Course

1. Admin enters into the admin subsystem and the goes into the
“Finance Management” tab

2. System redirects Admin to the “Finance Management” Page

3. Admin enters a positive percentage in the text box next to the
“Brand Fee” header

4. Admin clicks on the “Save” button

5. System updates the brand fee percentage

Alternative courses

3a. Admin enters the a negative percentage in the text box and clicks
“Save”

1. System throws toast error message “Negative Fee not allowed”

Exceptional Courses

NIL

Table 5.3.3.3 - Use Case Description 3 (Functional Module C)
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<<entity >>
Influencers

docld STRING DOCUMENTID
dateOfBirth TIMESTAMP
gender STRING
showPastCampaigns BOOLEAN
userDocld STRING

profileUrl STRING

5.4.4 UML Class Diagram

<<entity >>
Brands

<< enumeration >>
USERTYPE

INFLUENCER

BRAND

wailist s
docld STRING DOCUMENTID

o following 4
category STRING
companyUEN STRING
verificationStatus STRING
websiteUrl STRING

T showPastCampaigns BOOLEAN
showBrandAmbassadors BOOLEAN
1 ! userDocld STRING
<<entity >>
Users

<< entity >>
Admins

docld STRING DOCUMENTID
email STRING

name STRING

isActive BOOLEAN

isSuper BOOLEAN

docld STRING DOCUMENTID
name STRING

bio STRING

email STRING

location STRING

isActive BOOLEAN

isBanned BOOLEAN
profilePicture STRING

profileUrl STRING

1 docld

<<entity >>
Wallets

docld STRING DOCUMENTID
stripeUID STRING
currentBalance NUMBER

actualBalance NUMBER

cards.

<<entity >>
Cards

walletDocld STRING

1 1

0. 0.

brandld influencerld

<<entity >>
Campaigns

docld STRING DOCUMENTID
description STRING
socMedType STRING

status STRING

tite STRING

contractid STRING

infSigned BOOLEAN
brandSigned BOOLEAN
campaignStart TIMESTAMP

campaignEnd TIMESTAMP

toUser

transactions

<< entity >>
Transactions

fromUser

1 relatedTransactions

0.r

walletDocld STRING
currency STRING
dateCreated TIMESTAMP
availableOn TIMESTAMP
processingFee NUMBER
transactionAmt NUMBER
transactionType STRING
transactionUID STRING
actualAmt NUMBER

actualCurrency STRING

actualCurrency

STRING
last4Digit NUMBER

provider STRING

<< enumeration >>
CURRENCYCODE

Figure 5.3.4.1 - UML Class Diagram for Entity Classes (Functional Module C)
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5.3.5 UML Sequence Diagram

Br/an\d l Brand Platform ‘ lAccnunt Balance «View» Wallet Service [ Stripe ‘ I Deposit Form «View»

| 1 Navigate to 'Wallet' Page_ |
e T TS

1.1. router push(*jwallet")

1.2 fetchWalletData()

1.3. Return wallet data | ‘

1.4 Display Account Balance and Transaction History

2. Click 'Deposit Money"' butto

2.1 router push(*/wallet/forms/FundForm")

2.2 fetchwalletData()

e
n

‘2 3. Return wallet data

2.4. Display Deposit Form with list of funding methods

3. Input $1000 and select funding method

4. Click 'Confirm' Button

4.1. Submit Deposit Request Form

4.2 createPayment(
selectedCard, wallet stripeCustomerid,
amount, currency);

alt [transaction success]

4.3 return Payment Success

4.4, createOneWayTransaction(wallet.docid,
amount - fees, amount, currency,
TransactionType Deposit, availableOn);

4.5 router push("/wallet")

4 6. fetchwalletData()

! 4.7.Return wallet data
it

4.8 Display Updated Account Balance and Transaction History

49 Send Notification of Transaction Success (Toast)

4.10 Display Success Notification to User

[transaction failure]

4.3 return Payment Failed

4.4 Send Notification of Reason for failure (Toast)

[

4.5 Display Failure Notification to User

JIselect another funding method]

5. select another funding method

6. Click 'Confirm' Button

f Continue with payment processing as in steps 4.1 to 4.3

[add a new funding method]

' 5. Navigate to 'Wallet' Page

! _ 5.1 router push(*/wallet") | !

5.3. Return wallet data | ‘

| 52 fetchWalletData() |

5.4. Display Account Balance

| 6. Add a new funding method|

1 1 ref 1 1 1
| 1 External Use Case: Add Preferred Funding Method | h
ref i i H H
T I Restart Use Case: "Fund An account” I I I
Bran‘d Brand Platform ‘ ‘ Account Balance «View» | Wallet Service ‘ Stripe ‘ | Deposit Form «View»
SN

Figure 5.3.5.1 - UML Sequence Diagram for Funding an Account (Functional Module C)
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5.4 Functional Module D

5.4.1 Underlying modules

G.2 Ticketing Management Module / E.5 Dispute Management Module / Other Miscelleanous

Dispute / Report Use Cases (B.1.7, B.2.10, C.1.6, D.1.5)

5.4.2 UML Use Case Diagram

INFLUX User Platform

Report an Influencer
Report a Brand

Dispute a Campaign

User Report a Campaign
Report a Chat
INFLUX Admin System
<<includes>>
Search For Ticket
v :
< <includes>>
\
Filter Tickets by Status
Admin
Shift Ticket Under Review
_ _ =<includes>=
- _ ssindudes>> "
Super Admin =T

Resolve a Ticket

<<includes>>
'

]
v

Reject a Ticket

PO V-

1

= ! <<includes> >
<<includes>> I
= '

2 eadtermTom munity Edition €

Figure 5.4.2.1 - UML Use Case Diagram (Functional Module D)
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5.4.3 Use Case Descriptions

Use Case Name

Assign a Ticket (G.2.11)

Description An Admin wants to assign a ticket to another admin

Actors Admin

Triggers A new ticket has been created that is unassigned

Goals To ensure that there is an admin responsible for the ticket

Preconditions A Ticket must have been created in the form of either a Report/Dispute
from the User
Ticket has not be marked as “Resolved” or “Rejected” yet

Postconditions The ticket will be assigned to the selected admin and visible under their

assigned tickets tab

Extension Points

NIL

Basic Course

1. Include (View Ticket Details)

2. Admin clicks on the “Assign to an Admin” button on the bottom
of the Popup

3. System checks if there has already been an assigned admin

4. The System loads a Popup with a dropdown list of all the

admins on the system

Admin clicks on the dropdown

Admin selects the desired Admin’s name from the dropdown list

Admin clicks on the “Confirm” button to confirm their selection

o =N W

System checks if the selected admin has already been assigned
to this Ticket
9. System sets the selected admin to the Ticket

10. System sends a popup confirming the successful assignment

Alternative Courses

NIL

Exceptional Courses

3a. Ticket has already been assigned
1. Dropdown list will default the selection to the currently assigned

admin
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8a. Ticket is assigned to the same admin

already been assigned to the selected admin

1. System sends a popup informing the admin that the ticket has

Table 5.4.3.1 - Use Case Description 1 (Functional Module D)
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Use Case Name

Resolve A Ticket (G.2.9)

Description Upon resolution of a ticket, the admin wants to mark a ticket as
“Resolved”

Actors Admin

Triggers A ticket has been created that has been resolved by the Admin

Goals To mark a ticket as resolved and inform the user of the resolution of their
raised ticket

Preconditions A Ticket must have been created in the form of either a Report/Dispute
from the User

Postconditions Ticket is marked as Resolved and the user is informed via email

Extension Points

NIL

Basic Course

1. Include (View Ticket Details)

2. Admin clicks on the dropdown beside the Ticket’s Status

3. Admin selects the “Resolved” Status

4. The System loads a Popup asking the admin to confirm if they
want to change the Ticket Status to “Resolved”

5. Admin clicks on the “Confirm” button

6. System registers the confirmation and opens a popup with a
Textbox for any message to the user

7. Admin types in a message in the Textbox and clicks “Confirm”

8. System registers the confirmation and sends an email with the

message to the user who raised the ticket

Alternative Courses

4a. Admin clicks “Cancel” on the Popup

1. Admin is taken back to the List of Tickets
6a. Admin clicks “Cancel” on the Popup

1. Admin is taken back to the List of Tickets

Exceptional Courses

NIL

Table 5.4.3.2 - Use Case Description 2 (Functional Module D)
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Use Case Name

Report an Influencer (B.1.7)

Description A Ticket is created from a report that is sent by a User regarding
another User’s actions or information

Actors User

Triggers User enters the desired user’s profile to report the user

Goals To create a ticket to request for the Admin to undertake administrative
actions towards the desired user

Preconditions User must have a user account (Brand/Influencer) within the Influx
system and is logged in
Reported User must have a user account (Brand/Influencer) within the
Influx system and is not deactivated

Postconditions Ticket is created with information of the Report details

Extension Points

NIL

Basic Course

1. Include (View Influencer/Brand Profile)

2. User clicks on the “Report” button on the profile

3. The System loads a Popup with inputs for Report Categories,
Textbox and attachments

4. The user selects the report category

5. The user types in their report in the Textbox

6. The user attaches screenshots and images to accompany their
report

7. The user clicks on the “Submit” button

8. The System creates a ticket with the accompanying report

category, report message as well as images

Alternative courses

NIL

Exceptional Courses

NIL

Table 5.4.3.3 - Use Case Description 3 (Functional Module D)
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5.4.4 UML Class Diagram

<< entity >>
docld STRING DOCUMENTID
<< enumeration >> << enumeration >> description STRING
TicketType TicketStatus
) socMedType STRING
ReviewReport Submitted
status STRING
UserReport UnderReview
title STRING
MessageReport Resolved
contractld STRING
CampaignReport Rejected
infSigned BOOLEAN
CampaignDispute , isPaused BOOLEAN
. campaignStart TIMESTAMP
status campaignEnd TIMESTAMP
type
T 0.1
targatitemld
<< entity >> ! << entity >>
Admins ! Users
docld STRING DOCUMENTID «.rel:"(je“l’s» docld STRING DOCUMENTID
0.1 Q inld 1 1 requestorid 1
email STRING docld STRING DOCUMENTID name STRING
name STRING description STRING ; targlitemid 0.1 bio STRING
isActive BOOLEAN note STRING email STRING
isSuper BOOLEAN 1 location STRING
isActive BOOLEAN
targetitemld
targetitemld isBanned BOOLEAN
0.1
o1 profilePicture STRING
<< entity >> << entity >> o
profileUrl STRING
Mails Reviews <<entity >>

mailDocld STRING
message STRING

to STRING

docld STRING DOCUMENTID

reviewld STRING

dateOfReview TIMESTAMP

content STRING

messageContent STRING

Figure 5.4.4.1 - UML Class Diagram for Entity Classes (Functional Module D)
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5.4.5 UML Sequence Diagram

_ Navigate to ticket tab_ |
g R e

[ Email Service

[Aumm P\atfurm‘ |kaetTable wiews | |T\cket Details Modal «Views | ‘Cunﬁrmatmn Modal «Views | ‘ Message Modal «iews | ‘T\cketstatus «Enums | ‘Tlcket service |

1.1 router push(/ticket)

1.2 searchTicket()

1.3 return listOfTickets

1 Click on "View Ticket"

1.5 display listofTickets |

2.2 display Ticket Details:

2.1 openTicketDetails()

! 2.3 Click on Status Dropdown

26 d\‘sp\ay listofstatuses

2 4 getStatusesList()

2.5 return listOfStatuses i

| 3.1 Select "Resolved" Status

3.2 handleStatusChange

[Status is already ‘Resolved']

al
| 5.3a display status alreadly "Resolved" notice

| 3.4 display confirmation Details

3.3 onOpenConfirmbialog()

1 4.1 clicks "confirm® |

|_ 4.3 display a message teixtbox

4.2 handleShiftResclved()

.1 types in message in the textbox and clicks "Confirtn

5.4 email sent tg user

5.2 shiftResolvedstatus()

‘ ‘5 3 sendEmailTouser()

' 5.6 display ticket "Resolved" success

5.5 return successful email sent

Admin

User

/

.

[ Admin Platform ‘

[ Ticket Table wiews | [ Ticket

Details Modal «Views | ‘Cunﬁrmatmn Modal «Views | ‘ Message Modal «Views | ‘T\cketstatus «Enum» | ‘Tlcket service |

[ Email Service

Figure 5.4.5.1 - UML Class Diagram for Entity Classes (Functional Module D)
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5.5 Functional Module E

5.5.1 Underlying modules

Influencer Profile Management Module (B.1) / Brand Profile Management Module (B.2) / Social

Media Management Module (B.4) / Profile General Management Module (B.5)

5.5.2 UML Use Case Diagram

Influencer

<

User

Brand

3

Influx User Platiorm

Delete a social media link

Create influencer profile

Edit influencer profile
Verify influencer profile (KYC)

Edit project visibility

View brand profile

View brand projects
Change password

Logout account

Login with email
Forgot password

View brand ambassadors

Sign up with email for brand
Create a brand profile

Edit brand profile information

Verify brand profile (KYC)
Edit brand ambassadors visibility

Follow/unfollow influencer

Figure 5.5.2.1 - UML Use Case Diagram (Functional Module E)
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5.5.3 Use Case Descriptions

Use Case Name

Create influencer Profile (B.1.1)

Description A newly signed up influencer will be required to create their profile
before being able to use the platform and begin their journey.

Actors Influencer

Triggers An influencer has signed up on the platform and wishes to use
INFLUXs features.

Goals The influencer’s profile will be created

Preconditions Influencer has signed up with email for influencer or signed up with
google and has not created a profile before.

Postconditions Influencer’s profile will be created.

Extension Points NIL
Basic Course 1. Influencer logs into the INFLUX account
2. System checks if TempUser exists using the user’s uid.
3. System redirects Tom to create an influencer profile.
4. Influencer uploads a profile picture by clicking on “choose

file”, and selects the profile picture to be uploaded.
5. Influencer clicks “Upload” to upload the selected profile
picture.
6. System will reflect the uploaded profile picture.
7. Influencer enters and selects his new profile details:
a. Full Name (Input)
b. Bio (Input)
¢. Gender (Dropdown)
d. Location (Dropdown)
e. Date of Birth (Dropdown)
f. Preferred languages (Multi-Select)
8. Influencer clicks on “Submit”

9. System deletes TempUser document of this influencer.
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10. System creates an Influencer and User document of the
influencer with the profile details.
I1. System will automatically redirect the wuser to the

“Marketplace” tab upon successful profile creation.

Alternative courses

NIL

Exceptional Courses

2a. System detects that TempUser does not exist:

1. System automatically redirects the user to the marketplace.

Table 5.5.3.1 - Use Case Description 1 (Functional Module E)
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Use Case Name Add a social media link (B.4.1)

Description Influencer is able to add a social media account and link it to its

influencer profile

Actors Influencer

Triggers Influencer wishes to integrate his or her social media account with the
platform.

Goals Influencer links his or her social media account such that brands are

able to view his or her social media content on the influencer’s profile

feed.

Preconditions Influencer has an existing public social media account on Instagram or

Youtube, and also signed in on INFLUX.

Postconditions Influencer’s social media account is being linked with its profile.
Extension Points NIL
Basic Course 1. Influencer selects his profile tab from the homepage view.

2. System automatically redirects Influencer to his influencer
profile page using the influencer’s uid.
Influencer clicks on the “Edit Social Media” button.

4. System displays a pop up dialog showing the list of available
social media platforms he can link his profile with.

5. Influencer clicks on the “instagram” button.

6. System automatically redirects Influencer to Instagram’s login
page.

7. Influencer signs in with this instagram login credentials.

8. System receives a confirmation response from instagram, and
automatically redirects back to Influencer’s profile page, and

displays Influencer’s instagram posts on the feed.

Alternative courses NIL

Exceptional Courses 7a. If Influencer social media account is not public:
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1. System will not allow Influencer to proceed as the account is
private. (An influencer has to set his social media account to be

public)

Table 5.5.3.2 - Use Case Description 2 (Functional Module E)

Use Case Name Edit brand ambassadors visibility (B.2.8)

Description Brand shows or hides brand ambassadors from brand profile page
Actors Brand

Triggers Brand wants to hide its ambassadors from public view.

Goals Brand is able to choose to manage its privacy and confidentiality

depending on its preference to display the full list of influencer

partners.

Preconditions Brand has logged in and also previously completed a campaign

partnership with an influencer.

Postconditions Brand ambassadors (Influencers that have previously completed a
campaign with the brand) wil be hidden from or shown on the brand

profile page.

Extension Points NIL

Basic Course 1. Brand selects the “Settings” tab on the homepage.

2. System will automatically redirect to the settings page, fetching
the current settings of the brand.
Brand user toggles “Show Brand Ambassadors” off

4. System will update the toggle status to false, and the list of

team ambassadors will be hidden from view on the profile

page.

Alternative courses NIL

Exceptional Courses NIL

Table 5.5.3.3 - Use Case Description 3 (Functional Module E)
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5.5.4 UML Class Diagram

<< enumeration >>
Gender

Male —1

Female

PreferNofToSay

<<entity >>

'showBrandAmbassadors BOOLEAN

showPastCampaigns BOOLEAN

<<entity >>
Brands

gender
<<entity >>
1
showPastCampaigns BOOLEAN
influencerSettings
o
<< enumeration >> 1
LANGUAGE 1
|
ENGLISH << entity >>
MANDARIN waitist
languages docld STRING DOCUMENTID
following
dateQBirth TIMESTAMP
1
showPastCampaigns BOOLEAN
userDocld STRING
socialMediaP atiorm. 1— profileUr STRING
101
o~
<< entity >> <<entity >>
SocialMediaPlatiorm Users

channelld? STRING

instagramUsemame? STRING. <<onumeration >>
USERTYPE
instagramUserld STRING?
1—> INFLUENGER
instagramAccessToken STRING?
BRAND

)

<<entity >>
TempUser

docld STRING DOCUMENTID  —1

email STRING

docld STRING DOCUMENTID
name STRING

bio STRING

email STRING

location STRING

IsActive BOOLEAN

isBanned BOOLEAN
profilePicture STRING

profileUr] STRING

docld STRING DOCUMENTID

category STRING
companyUEN STRING
verificationStatus STRING
websiteUrl STRING

userDocld STRING

x
1

brandSettings

docld

<<entity >>
Wallets

docld STRING DOGUMENTID
stripeUID STRING
currentBalance NUMBER

actualBalance NUMBER

Figure 5.5.4.1 - UML Class Diagram for Entity Classes (Functional Module E)
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5.5.5 UML Sequence Diagram

Influencer [ Login Page viewn | | Authentication service | | Profile Creation Page «Views | | Location «Enum» | | Gender «Enum | | Language «Enum» | | File Upload service | | Influencer service UserService | | Marketplace «Views | | TempUser Service

1. Login to INFLUX account with email, password, | | | | \ \

1.1 signin(email, password)
>

1.2. Return uid

1.3. getTempUserluid) i i i i i i
L4. retum resut: tempuser f f f f f I}
1.5 router push( eateprofile’ ' : | |
16. getLocationsList() '
1.7, retun listofLocations
18. getGendersUist() ' : i
1.9. retum listofGenders | | | : ' !
1.10_ gett anguagestist() .
111, rotum istof anguagot [l 3 3 ; ;
1.12_ Display Profile Creation Page I ' :
2, Select profile pictura to upload | | | | | |
2.1 uploadprofilePicture(profilePicture) | | | | |
2.2. return profilelmageur, :preﬁ\elmageFIIeName | | ‘
2.3, Display temporary uploaded profile picture | | | | |
[loop ) (for each input field] | | | | |
3. Enter profile details (Full Name, Bio, Gender, Location, DateOfBirth, L ). | | | . .
3.1 handleinputChange() | | | | |
3.2, Display input change ' ' : : :
4. submit profile creation form \ |
41 createinfluencer(fullName, bio, gender, ocatiof, dateOfBirth, languages, profieimageFileName) . !
] ] 4.2. retum influencerDocument ' :
| | 4.3. createUser(influencerDocument),
: : 4.4, retum user

4.5. deleteTempUser{user uid) :

L ' ! l4.6. router push( e !
4.7. Display Marketplace view ' : : : : ‘ ‘

Influencer Login Page «View» ‘ [ authentication Service | | Profile Creation Page «Views ‘ I Location «Enum» | | Gender «Enum» | | Language «Enumn | | File Upload Service | | Influencer Service UserService | | Marketplace «Views | | TempUser Service

Figure 5.5.5.1 - UML Sequence Diagram for Create Influencer Profile (Functional Module E)
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5.6 Functional Module F

5.6.1 Underlying modules

Search and Filtering Module (A.2)
Discovery Dashboard Module (A.1)
Brand Waitlist Management Module (B.3)

5.6.2 UML Use Case Diagram

_——

Influx User Platform

Sort brands search

Search for brands

S
Influencer \

Brand

|

View list of Brands

View list of Brands waitlists

View list of Influencers

View list of followed Influencers

/
‘HHY

I_-_-_-_‘—-———__
View list of waitlisted Influencers

\Sﬂﬂ influencer search
Search for influencers

Filter influencer search

Figure 5.6.2.1 - UML Use Case Diagram (Functional Module F)
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5.6.3 Use Case Descriptions

Use Case Name Search for Influencers (A.2.1)

Description Brands use the system to search for influencers by their name,
username, or keywords in their biography. The system displays the

results in a paginated format.

Actors Brand

Triggers Brand wants to find potential influencers for marketing purposes.

Goals Brand will be able to find influencers that match their search criteria.
Preconditions Brand must be logged in.

Postconditions A list of influencers matching the search criteria is displayed.
Extension Points NIL

Basic Course 1. Brand logs into the system and navigates to the influencer

search function.
2. Brand inputs a name, username, or bio keywords into the
search field.
3. Brand initiates the search by clicking the "Search" button or by
hitting Enter.
4. Brand uses inputs values into the following fields based on
their search criteria:
a. Country of residence
b. Language(s)
c. Gender
d. Age Range
e. Social Media Platforms
5. Brand selects between sort options:
a. Alphabetically
b. Age
6. Brand initiates the filter and sort by clicking the "Apply Sort &
Filter" button.
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7. System processes the search query and displays a list of
influencers matching the criteria.

8. Brand can navigate through the paginated search results.

Alternative courses

NIL

Exceptional Courses

NIL

Table 5.6.3.1 - Use Case Description 1 (Functional Module F)
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Use Case Name Filter Influencer Search (A.2.2)

Description Brands filter search results of influencers based on specific criteria such
as age, gender, location, and social media platforms to find the most

relevant profiles.

Actors Brand

Triggers Brand wants to refine search results to find influencers that meet

specific criteria.

Goals Brand will be able to narrow down the list of influencers to those that

fit precise filtering parameters.

Preconditions Brand must be logged in.

The initial search must have been performed to provide results to filter.

Postconditions A filtered list of influencers is displayed based on the selected criteria.
The search results remain paginated and more relevant to the Brand's

preferences.

Extension Points NIL

Basic Course 1. Brand performs an initial search for influencers.

2. Brand selects filtering options such as age, gender, location,
and social platforms.

3. Brand applies the filters to the search results.

4. System processes the filters and updates the list of influencers
to display only those that match the criteria.

5. Brand views the updated, filtered list.

Alternative courses NIL

Exceptional Courses NIL

Table 5.6.3.2 - Use Case Description 2 (Functional Module F)
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Use Case Name Sort Influencer Search (A.2.3)

Description Brands sort the list of influencers based on metrics like engagement,
follower count, and number of completed campaigns in either

ascending or descending order.

Actors Brand

Triggers Brand wants to order search results based on specific performance

metrics to identify the most suitable influencers for their campaigns.

Goals Brand will be able to sort the list of influencers to prioritize them

according to specific metrics of interest.

Preconditions 1. Brand must be logged in.
2. There must be a list of influencers already displayed from a

search or filter operation.

Postconditions The displayed list of influencers is sorted according to the selected

metric and order.

Extension Points NIL

Basic Course 1. Brand has a list of influencers displayed from a search or filter
operation.

2. Brand selects a sorting parameter such as engagement,
followers, or completed campaigns.

3. Brand chooses the order of sorting: ascending or descending.

4. System reorders the list of influencers based on the selected
sorting parameter and order.

5. Brand views the re-ordered list, which helps in making a

decision on potential influencers to engage.

Alternative courses NIL

Exceptional Courses NIL

Table 5.6.3.3 - Use Case Description 3 (Functional Module F)
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5.6.4 UML Class Diagram

<<entity >>
InfluencerSettings \

showPastCampaigns BOOLEAN

influencerSettings

<< entity >>
Brands

<< ion >> o _
LANGUAGE << entity >>
Influencers
ENGLISH
docld STRING DOCUMENTID
MANDARIN
languages dateOfBirth TIMESTAMP
gender STRING
1 BOOLEAN
userDocld STRING
profileUrl STRING
0.*
v
<< entity >>
SocialMediaPlatform

channelld? STRING
instagramUsername? STRING
instagramUserld STRING?

instagramAccessToken STRING?

<< enumeration >>
USERTYPE

INFLUENCER

BRAND

0. waitlist
o following
1
11
<< entity >>
Users

docld STRING DOCUMENTID
name STRING

bio STRING

email STRING

location STRING

isActive BOOLEAN

isBanned BOOLEAN
profilePicture STRING

profileUrl STRING

docld STRING DOCUMENTID
category STRING
companyUEN STRING
verificationStatus STRING

websiteUrl STRING

userDocld STRING

Figure 5.6.4.1 - UML Class Diagram for Entity Classes (Functional Module F)
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5.6.5 UML Sequence Diagram

erand (ser Plattom | e

1. Navigate to marketplace_ |

| 1.1. router push("/marketplace”)

-

2. Input search value

3. Click "Search” button or hit Enter

Y

| 1.4. Display influencer profiles

< 3.3 Display search results

' 4. Input filters (Country, Language, Gender, Age Range, Platforms)

5. 5elect sort (Alphabetically, ;’Age)

6. Click "Apply Sort & Filter" button

Y

6.3. Display sorted and filtergd influencer profiles

-

1.2. searchinfluencers()

| Influencer Service

1.3. Return influencer profiles | |
3.1. searchinfluencers(searchValue) -
_ 3.2 Return filtered and sorted results
6.1. searchinfluencers(filters, sortBy) -

_ 6.2. Return filtered and sorted influencer profiles

Br?_rjd User Platform | ‘ Marketplace «view»

| Influencer Service

Figure 5.6.5.1 - UML Sequence Diagram for Search for Influencer (Functional Module F)
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5.7 Functional Module G

5.7.1 Underlying modules

Campaign View Module (E.1) / Offer Management Module (E.2) / Contract Management Module
(E.3) / Task Management Module (E.4) / Campaign Control Module (G.4)

5.7.1 UML Use Case Diagram

. -
Influx User Platform: Campaign Management Module

Figure 5.7.1.1 - UML Use Case Diagram (Functional Module G)
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5.7.2 Use Case Description

Use Case Name

Make a Campaign Offer

Description Brand offers their preferred Influencer a Campaign.
Actors Brand.
Triggers Brand wants to work on a Campaign with an Influencer.
Goals Influencer receives the Campaign offer to work with the Influencer.
Preconditions 1. Brand has been verified and Influencer exists in the
Marketplace.
2. Brand is in the ‘My Campaigns’ tab.
3. Brand has created a Campaign that is in the ‘Ready’ status.
Postconditions 1. Campaign offer status update to ‘Offer’
2. Influencer shows on the Campaign card.
3. Offer email sent to the Influencer.
Extension Points NIL
Basic Course 1. (Includes ‘Create Campaign’)
2. Brand presses the ‘Ready’ tab.
3. Brand selects the ‘Ready’ Campaign card is shown on the ‘My
Campaigns’ tab.
4. Brand clicks on the ‘Offer’ button on the new Campaign Card.
5. A pop up shows up for the Brand to select the Influencer that
they want to work with.
6. Brand clicks the ‘Submit’ button to confirm the choice.
7. System sends the offer to the Influencer.
8. System sends an offer email to the Influencer email.
9. System updates the Campaign status to ‘Offer.’
Alternative Courses NIL
Exceptional Courses NIL

Table 5.7.2.1 - Use Case Description 1 (Functional Module G)
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Use Case Name

Create a Campaign

Description Brand creates a new Campaign.
Actors Brand
Triggers Brands want to create a new campaign to be offered in the future,
Goals The new Campaign is ready to be offered.
Preconditions 1. Brand is logged in to the system.
2. Brand is in the ‘My Campaigns’ tab.
Postconditions 1. New Campaign appears in the ‘My Campaigns’ tab.
Extension Points NIL
Basic Course 1. Brand presses the ‘Create a Campaign’ button.
2. System redirects to the ‘Create a Campaign’ page.
3. Brand keys in all the personalised and specific details for the
campaign such as:
a. Campaign Title
b. Campaign Description
Campaign Start and End Date
d. Tasks: Title, Description, Initial Payment
i.  Milestones: Title, Milestone Type, Incentives
4. Once filled, the Brand presses ‘Submit’ once everything is filled.
5. System checks for the validation, such as enough balance to be
escrowed.
6. Brand is redirected to the ‘My Campaigns’ page and able to

view the new Campaign card with status ‘Ready.’

Alternative Courses

5a. Validation error detected. Brand changes the error values:

1.
2.

Brand makes changes to the error values.

Continue to step 4.

Exceptional Courses

NIL

Table 5.7.2.2 - Use Case Description 2 (Functional Module G)
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Use Case Name

Add Drafts

Description Influencer adds a Draft to a task.
Actors Influencer
Triggers Influencer wants to upload a Draft to a task.
Goals Brand receives the draft in the Campaign.
Preconditions Influencer is logged in.
2. Campaign is ‘Active’ and has Tasks.
3. Influencer is in the Campaign Details page of the Campaign
he/she is working.
Postconditions Draft is uploaded in the Campaign Task.

Extension Points

NIL

Basic Course

Influencer selects the Task from the task tabs.

System retrieves and displays a list of drafts that has been
previously added.

Influencer views a list of all drafts in a table.

Influencer press the ‘Add’ button.

System displays a pop up for the influencer to add the draft
details.

Influencer enters the Draft Name and also the Media URL in the
input field.

Influencer presses ‘Save’ to confirm the addition of draft.
System updates the latest draft addition into the Recent Drafts
table showing the Draft name, Media link icon, Upload date,

Approved status, and a View comment icon.

Alternative Courses

2a. If there are no existing drafts:

Systems displays “No drafts available”

Exceptional Courses

NIL

Table 5.7.2.3 - Use Case Description 3 (Functional Module B.2.11)
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Use Case Name Pause A Campaign

Description Admin pauses a campaign that is under dispute or reported when there

Actors Admin

Triggers A ticket is created for a campaign that requires further investigation from
the Admin

Goals No further actions can be done on the Campaign while it is being paused

Preconditions 1. There is a campaign created that is currently Active

2. There is a ticket raised for the campaign

Postconditions 1. Campaign Pause Date is set to the currentDate
2. Campaign is locked from the frontend and the influencer and

brands are unable to access it

Extension Points NIL

Basic Course 1. Includes (View All Campaigns)

2. Admin clicks on the “View A Campaign” button on the desired
campaign
System displays a popup with the details of the Campaign

4. Admin clicks on the “Pause Campaign” button on the bottom
right of the screen

5. System displays a confirmation popup confirming the Admin’s
actions

6. Admin clicks on the “Confirm” button

7. System sets the Campaign “Pause Date” field as the current date

8. System sends a popup notifying the admin that the campaign has

been successfully paused

Alternative Courses NIL

Exceptional Courses NIL

Table 5.7.2.4 - Use Case Description 4 (Functional Module G.4.7)
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5.7.3 UML Class Diagram

<< entity >>
Drafts

name STRING
comment STRING
isApproved: BOOLEAN
mediaUrl STRING

uploadDate TIMESTAMP

<< entity >>
C.

docld STRING DOCUMENTID
description STRING

slatus STRING

tile STRING

infSigned BOOLEAN
pausedDate STRING
campaignStart TIMESTAMP
campaignEnd TIMESTAMP
remainingEscrowFunds NUMBER

offerDeadline TIMESTAMP

1
status

1
¥

<< enumeration >>
1 1 G
Ready
Offer
Active
Completed
Declined
tasks
socMadType
0.*
<< enumeration >>
(i PlatformType
Instagram
<< entity >> << enumeration >>
Tasks ‘Youtube GoalType
docld STRING DOCUMENTID Likes
description STRING Views
initialPaymentRate NUMBER
1
isPaid BOOLEAN << entity >>
pastUrl STRING additionalPayment NUMBER
tite STRING : |-1—milestones—o,» | goalValue NUMBER |1 soalType
1 isAchieved BOOLEAN
isPaid BOOLEAN
drafts

<< enumeration >>

NotStarted

Ongoing

Approved
Uploaded
Live

Completed

Figure 5.7.3.1 - UML Class Diagram for Entity Classes (Functional Module G)
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5.7.4 UML Sequence Diagram

Brand ‘ UserPlatform | [ My campaigns «views Campaign Service ‘ | create campaign wiews Create Task Pop Up «View» ‘ | Edit Milestones Pop Up «Viewn

| 1 Navigate to My Campaigns_ |

1.1 router push(*/campaign)

12 searchinfluencers()

13. Return all Campaigns related to Brand ‘ |

1.4 Display All Campaigns related to Brand

2. Click on a ‘Create a Campaigt® button

2.1 router push ")

2.2 Display Empty Form (New Campaign to fill) !

3_Fill in Campaign Details: Title, Description, Social Media Type, Start & End date

3.1 campaign = {title. description,
SocMedType, campaignstart. campaignEnd}

3.2 Update Campaign Details on display

4. Click on *Add" button to add task

la.1 setisModalopen(true)

4.2 Display Add Task Modal pop up |

5_Fill in the Task Details: title, déscription, deadline, initial paymert rate

5.1 task = {title, description,
deadiine, initialPaymentRate}

5.3 createNewTask()

5.4 Close Modal Pop Up

5.2 Click the 'save' button to add to campaign

5.6 Display new Task in the Create Campaign Page

6. Click "Edit Milestone” to Add or Delete in Milestone to the Task

6.2 handleOpenMile stoneModal(true) |

6.3 Display Edit Milestone Modal pop up

7. Click "Add Milestone’ Button to add a Milestone

| | | ' 7.1 addMilestone()

7.2 Display new Milestone Form in the Edit Milestone Pop up

8. Fill in the Milestone Details such as Goal Type, Goal Value and Additional Payment

8.1 milestone = {goalType, goalvalue,
additionalPayment }

8.2 handleMilestoneEdit()

8.4 saveMilestones()

8.5 closeMilestoneModal()

| 8.3 Press "Save’ button save milestones i i

86 Display Updated Campaign

9.1 createCampaign()

9.2 router push(/campaign)

9. Press 'Create Campaign’ Buttbn
| 9.3 Retrieve list of campaigns: getCampaigns()

9.4 Display all campaigns related to Brand (including new one)

Brand Userplatform | | My campaigns «views ‘ Campaign Service ‘ | create campaign «view» Create Task Pop Up «View» ‘ | Edit Milestones Pop Up «views

Figure 5.7.4.1 - UML Sequence Diagram for Create A Campaign (Functional Module G)
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5.8 Functional Module H

5.8.1 Underlying modules

Text Messaging Module (D.1)

5.8.2 UML Use Case Diagram

Influx User Platiorm

Send Message

0
A

User

W
~

View Chat History

Figure 5.8.2.1 - UML Use Case Diagram (Functional Module H)
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5.8.3 Use Case Descriptions

Use Case Name Send Message (D.1.1)

Description A brand or influencer can send a message to each other.

Actors User

Triggers User accesses the platform to send a message to another user to chat on

prospective or ongoing partnerships

Goals A brand is able to engage in conversation with another influencer and

vice versa on the platform.

Preconditions The user must be logged in.
There must be an Influencer for the Brand to be able to reach out to and

have a conversation with, and vice versa.

Postconditions A message is being sent
Extension Points NIL
Basic Course 1. The Brand clicks an influencer from the marketplace tab.

2. System will automatically redirect to that influencer’s profile
page, and fetch the influencer’s information.

3. The Brand clicks on the ‘Message’ button on the influencer
profile page.

4. System will automatically redirect to the chat conversation with
that influencer

5. Brand enters a message into the message input field.

6. Brand click on “Send” to deliver the message to the influencer.

7. System delivers the message to the other user, and the sent

message can be seen in the chat conversation.

Alternative courses 4a. If there is an existing chat history:
1. The Brand will be able to view the whole past conversation

with that influencer.

Exceptional Courses NIL

Table 5.8.3.1 - Use Case Description 1 (Functional Module H)
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Use Case Name

Send Picture (D.1.2)

Description A brand or influencer can send pictures to each other.

Actors User

Triggers The Brand accesses the platform to send an image to an influencer to
provide a sample of a past campaign, and vice versa.

Goals A Brand is able to send images as part of their conversation with
another influencer and vice versa on the platform.

Preconditions The user must be logged in.
There must be an Influencer for the Brand to be able to reach out to and
have a conversation with, and vice versa.

Postconditions A image message is being sent

Extension Points

NIL

Basic Course

1. The Brand clicks an influencer from the marketplace tab.

2. System will automatically redirect to that influencer’s profile
page.

3. The Brand clicks on the ‘Message’ button on the influencer
profile page.

4. System will automatically redirect to the chat conversation with

that influencer

Brand clicks on the “Upload Image” button.

System redirects to the local file directory.

Brand selects an image from his/her local file directory.

Brand selects “open” on the file directory.

A S I

System sends the image to the other user, and the image

message can be seen in the chat conversation.

Alternative courses

4a. If there is an existing chat history:
1. The Brand will be able to view the whole past conversation

with that influencer.

Exceptional Courses

NIL

Table 5.8.3.2 - Use Case Description 2 (Functional Module H)
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Use Case Name View Chat History (D.1.3)

Description A Brand or Influencer can check their past chat history for ease of

management of their past conversation and respond accordingly.

Actors User

Triggers The Brand accesses the platform to view the past chat conversation and

understand the context with the influencer, and vice versa.

Goals The Brand is able to understand and view the discussion and

conversation with another influencer, and vice versa.

Preconditions The user must be logged in.
There must be an Influencer for the Brand to be able to reach out to and
have a conversation with, and vice versa.

There must have been an existing conversation.

Postconditions The chat history will be displayed with previous message history shown
Extension Points NIL
Basic Course 1. The Brand clicks the Influencer he/she has previously spoken

with from the marketplace tab.

2. System will automatically redirect to that Influencer’s profile
page.
3. The Brand clicks on the ‘Message’ button on the Influencer
profile page.
4. System will automatically redirect to the chat conversation with
that Influencer.
Alternative courses If there are no existing chat history:

1. The Brand will not be able to see any message in the chat room
with the other Influencer and only an empty chatroom, and vice

versa.

Exceptional Courses NIL

Table 5.8.3.3 - Use Case Description 3 (Functional Module H)
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Use Case Name View All Chats (D.1.4)

Description A Brand or Influencer can view all their past and ongoing conversations

with other Influencers or Brands respectively.

Actors User
Triggers A Brand or Influencer wants to access all their chats
Goals The Brand or Influencer is able to easily access and manage their past

conversation with other users and respond accordingly if unread.

Preconditions The user must be logged in.

Postconditions List of chats is displayed with the name of the users as well as the last

message that was sent

Extension Points NIL

Basic Course 1. The Brand user or Influencer clicks on the “Message” tab to view a
list of all existing chats.
2. System will automatically redirect to the list of all chats with other

users.

Alternative courses NIL

Exceptional Courses 2a. If there are no existing conversations:
1. The brand user or influencer will not see any chats in the list of

the “Message” tab.

Table 5.8.3.4 - Use Case Description 4 (Functional Module H)
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5.8.4 UML Class Diagram

<<entity >>
Messages

o

k3

SocialMediaPlatform

channelld? STRI

instagramUserid

ING

instagramUsername? STRING

STRING?

instagramAccessToken STRING?

docld STRING DOCUMENTID
dateOfBirth TIMESTAMP
gender STRING
showPastCampaigns BOOLEAN
userDocld STRING

profileUrl STRING

<< enumeration >>
‘Gender

Male

Female

PreferNotToSay

<entity >>

showBrandAmbassadors BOOLEAN

showPastCampaigns BOOLEAN

0.~ docld STRING DOCUMENTID
<< entity >> T
1
1
|
showPasiCampaigns BOOLEAN message
o
influencerld —<entiy>>
o Message
> - . -
LANGUAGE — | content STRING —‘
ENGLISH languages
romsernd [0~ picture STRING bg.- fromUserid  brandid
MANDARIN
toUserld
toUserld timestamp TIMESTAMP
1
1
|| Py Lo
¥ ¥ L
ocialMediaPlatiorm——; —| <<entity >>
<<entity >>
Brands

category STRING
companyUEN STRING
verificationStatus STRING
websiteUr STRING

userDocld STRING

docld STRING DOCUMENTID

T

1

brandSettings

Figure 5.8.4.1 - UML Class Diagram for Entity Classes (Functional Module H)
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ey

Brand

| 1. Navigate to marketplace_ |

5.8.5 UML Sequence Diagram

‘ INFLUX Platform ‘

I Marketplace Tab «View» (Brand) | ‘ Influencer Profile Page «View» (Brand) | I Chat Conversation «View»

e e

1.1. router push("/marketplace")

1.4. Display influencer profiles

Clicks an influencer's card |

12

2.4. Display Influencer Profile Details Page

12 searchinfluencers()

Message Service | ‘ Influencer service

1.3. return listOfinfluencerProfiles

2.1. router.push('/profile/linfluenceruiD]’)

3

Clicks ‘Message' buttan on profile

2 2 getinfluencer(influencerUID)

2.3 return InfluencerDocument

5.1. router push(‘/message/linfluencerUiD]} _ |

3 2 getMessagesWithUser(influencerUID,branduiD)

alt [Chat history exists] | T -

! ‘ ' ' 3.3a. return messages

| 3.4a. Display conversation of messages with influencer 1 1

i i h h 3.3 return null

|_ 3.4 Display empty chatroom H i

34 Enters input message ‘ . ,

4.1 handleinputChange(content)

| _4.2Display input change | H i

3 5. Click 'send" 3 E E

3 ‘ I I 5.1 sendMessage(new Message(content, timestamp, brandUID, influencerUiD))

3 ‘ I I 5.2. getMessagesWithUser(influencerUID branduiD)

3 3 E E 5.3 return messages

54 Display updated chat cotwersation : : Ll
Brarg‘d INFLUX Platform ‘ l Marketplace Tab «View» (Brand) | ‘ Influencer Profile Page «View» (Brand) | l Chat Conversation «View»

Figure 5.8.5.1 - UML Sequence Diagram for Entity Classes (Functional Module H)

Message Service | ‘ Influencer service
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5.9 Functional Module I

5.9.1 Underlying Modules

User Insights Management Module (C.2) / Financial Reporting and Analytics Module (F.4) / Admin
Analytics Module (H.1)

5.9.2 UML Use Case Diagram

Influx User Platform

View transaction history

Export transaction history A
Influencer
View transaction insights

w/

View Most Common Words in Caption

Brand

View Likes vs Comments over posts

View Likes vs Comments over time

Filter metrics by time

View Top Posts by Engagement

Influx Admin Platform

w
Admin m
@

Figure 5.9.2.1 - UML Use Case Diagram (Functional Module I)
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5.9.3 Use Case Description

Use Case Name

View Analytics Overview (C.2.1)

Description Brand views Influencer on Marketplace and navigates to the profile page
of the Influencer. They select the Insights tab. Upon selecting the tab,
Brand can view the Analytics Overview of the Influencer’s Instagram.
Actors Brand
Triggers Brand wishes to gain more insight about the Influencer’s social media
activity.
Goals Brand views the analytics overview of the Influencer’s Instagram.
Preconditions 1. Brand is logged in.
2. Influencer has added their Instagram account to their profile.
3. Influencer’s Instagram account is public.
Postconditions 1. Brand is able to view the Analytics Overview of the Influencer’s

Instagram.

Extension Points

NIL

Basic Course

1. Brand views Influencer on Marketplace.

Brand clicks on the Influencer.

System leads Brand to Influencer’s profile page.
Brand selects the Insights tab.

System leads Brand to Influencer’s Insights page.

A

Brand is able to view Analytics Overview of Influencer’s

Instagram.

Alternative Courses

6a. Influencer has not added their Instagram account to their profile.
1. System will display “No Insights available.” message.
6b. Influencer has not made their Instagram account public.

1. System will display “No Insights available.” message.

Exceptional Courses

NIL

Table 5.9.3.1 - Use Case Description 1 (Functional Module I)
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Use Case Name

View transaction insights (F.4.3)

Description Influencer navigates to the Wallet tab. They select the Insights tab. Upon
selecting the tab, Influencer can view the transaction insights of their
Influx wallet.

Actors Influencer

Triggers Influencer wishes to gain more insight about their transactions on Influx.

Goals Influencer views their transaction insights.

Preconditions 1. Influencer has set up a Stripe account.

Postconditions 1. Influencer is able to view the transaction insights of their Influx

wallet.

Extension Points

NIL

Basic Course

1. Influencer clicks on the Wallet tab.
System leads Influencer to their Wallet page.
Influencer selects the Insights tab.

System leads Influencer to Influencer’s Insights page.

wok wN

Influencer is able to view their transaction insights.

Alternative Courses

la. Influencer has not set up their Stripe account.

1. System leads Influencer to the Stripe page to create an account.

Exceptional Courses

NIL

Table 5.9.3.2 - Use Case Description 2 (Functional Module I)
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Use Case Name

Filter Pricing Analytics By Month (H.1.2)

Description Admin logs onto the system. Admin views Pricing Analytics on their
dashboard. Admin selects the month in which they are interested in on
the dropdown list. Admin can now view the Pricing Analytics for that
particular month.

Actors Admin

Triggers Admin selects the month on the dropdown list.

Goals Admin views the Pricing Analytics for that particular month.

Preconditions 1. Admin has an account.

Postconditions Admin can view the Pricing Analytics for that particular month.

Extension Points

NIL

Basic Course

1. Admin logs onto the system.

2. System leads Admin to the Admin system dashboard, which
reflects the Pricing Analytics for the current month.

3. Upon clicking on the month dropdown list, a drop down of the
past 12 months would be displayed as options by the system.

4. Upon selection of the month that the Admin is interested in,

System displays the Pricing Analytics for that month.

Alternative Courses

NIL

Exceptional Courses

NIL

Table 5.9.3.3 - Use Case Description 3 (Functional Module I)
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5.9.4 UML Class Diagram

Influencers Brands
0.4 waitlist 1
docld STRING DOCUMENTID docld STRING DOCUMENTID
dateOMBirth TIMESTAMP 0. tolewing 1 tegory STRING
ocialMediaPlatiorm 1— aeiEl category
userDocld STRING companyUEN STRING
1 1
profileUr STRING ver i STRING
e websiteUrl STRING
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channelld? STRING docld STRING DOCUMENTID
instagramUsername? STRING name STRING
instagramUserld STRING? bio STRING Wallets
instagramAccessToken STRING? email STRING docld STRING DOCUMENTID
USERTYPE “1—type—1| docld
location STRING 1 1 siripeUID STRING
INFLUENGER i
isActive BOOLEAN < currentBalance NUMBER
BRAND 1 toUser
isBanned BOOLEAN < actualBalance NUMBER
T
profilePicture STRING tombser wransactions
profileUrl STRING a.
Transactions
4 1
walletDocld STRING
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currency STRING
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o | o dateCreated TIMESTAMP
<<entity>> availableOn TIMESTAMP
‘Campaigns
processingFee NUMBER
docld STRING DOCUMENTID 1
N — transactionAmt NUMBER
description STRING 1
Admins transactionType STRING
status STRING
docld STRING DOCUMENTID transactionUID STRING
title STRING relatedTransactions
email STRING actualAmt NUMBER
contractld STRING | o
name STRING . actualCurrency STRING
infSigned BOOLEAN :
isActive BOOLEAN
isPaused BOOLEAN
isSuper BOOLEAN o!
pe campaignStart TIMESTAMP actualGumency
campaignEnd TIMESTAMP
remainingEscrowFunds NUMBER 4
CURRENCYCODE
AUD
SGD
NZD
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Figure 5.9.4.1 - UML Class Diagram for Entity Classes (Functional Module I)
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5.9.5 UML Sequence Diagram

Marketplace «Views

User Platform ‘

I Profile «View: ‘ l Insights «Views»

Influencer Service ‘

1. Navigate to marketplace

1.1. router push(*/marketplace")

1.2, searchinfluencers()

1.3. Return influencer profiles

1.4. Display influencer profilés

2. Click on an influencer Profilé

! 2 1. router push(*/profile/[id]")

2.2. Display influencer profile ! ‘

| 3: Navigates to Insights tab_ | '
( 3: Navigates to Insights tab_ i

| 3.1: route post("/instagram-profile/fusername]”)

InstagramAPI ‘

alt [Influencer set up Instagram account on Influx]

3.6: Display influencer's Instagram insights

3.2: getinstagramProfile(username),

3.3: route post{*/lusername]"),

3.4: Returns instagramProfile ‘

3.5: Returns instagramProfile

[influencer did not set up instagram account on Influx or Influencer's Instagram account is not public]

| 3.2: Display "No Instagram account has been set up” message | |

Brand

Influencer Service ‘

= User Platform ‘ Marketplace «Views | Profile «Views ‘ ‘ Insights «Views
A

Figure 5.9.5.1 - UML Sequence Diagram for View Insights (Functional Module I)

InstagramAPI ‘
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5.10 Functional Module J

5.10.1 Underlying modules

Notifications Module (B.7)

5.10.2 UML Use Case Diagram

Influx User Platform

Create Message Notification

Create Review Notification

/ View list of unread notifications
//

User \

Mark notification as read

ark relevant review notifications as read

Mark relevant chat notifications as read

Figure 5.10.2.1 - UML Use Case Diagram (Functional Module J)
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5.10.3 Use Case Descriptions

Use Case Name Create Message Notification (B.7.1)

Description When a new message arrives, the system automatically generates a
notification to alert the user of the new message, ensuring they are

promptly informed of all communications.

Actors User

Triggers A new message is sent by the user

Goals The receiving user will be notified immediately when a new message is
received.

Preconditions User must be registered with the system.

Notification settings must be enabled for the user.

Postconditions A notification for the new message is created.
Extension Points NIL
Basic Course 1. A new message is sent to the user.

2. System detects the arrival of a new message.

3. System creates a notification indicating the receipt of a new
message.

4. The notification is dispatched to the user's interface.

5. User sees a visual indication of the new message notification.

Alternative courses NIL

Exceptional Courses If the user has disabled notifications:
1. System does not create a notification.

2. User does not receive any alert of the new message.

Table 5.10.3.1 - Use Case Description 1 (Functional Module J)
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Use Case Name Mark Notification as Read (B.7.4)

Description User can mark a notification as read, which updates the notification's
status, helping to manage their notification list by acknowledging that

the notification has been attended to.

Actors User
Triggers User wishes to acknowledge a notification.
Goals User's notification list is updated to reflect that certain notifications

have been read.

Preconditions User must have unread notifications.

Postconditions The selected notification(s) status is updated to "read."

The notification list reflects the change in status.

Extension Points NIL

Basic Course 1. User views their list of unread notifications.

2. User selects the notification(s) they have read or wish to mark
as read.

3. User initiates the "Mark as Read" action by clicking on the
cross on the top right of the notification card.

4. System updates the status of the selected notification(s) to
"read.”

5. System updates the notification list to reflect the changes.

Alternative courses NIL

Exceptional Courses NIL

Table 5.10.3.2 - Use Case Description 2 (Functional Module J)
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Use Case Name

Mark Relevant Chat Notifications as Read (B.7.5)

Description User’s chat notifications will be marked as read once the respective
chat is opened.

Actors User

Triggers User opens a chat with unread notifications.

Goals User should not have unread notifications pertaining to any messages
that were already viewed.

Preconditions There must be a list of unread chat notifications.

Postconditions All chat notifications pertaining to a certain chat is marked as read

Extension Points

NIL

Basic Course

1. User clicks on a chat with unread messages
2. System marks all notifications for the user that pertains to this
chat as “read”

3. System updates notification list

Alternative courses NIL

Exceptional Courses NIL

Table 5.10.3.3 - Use Case Description 3 (Functional Module J)

139



5.10.4 UML Class Diagram
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Figure 5.10.4 - UML Class Diagram for Entity Classes (Functional Module J)
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5.10.5 UML Sequence Diagram

;/ \\
User
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‘ Messaging Service ‘
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‘ NotificaticnSemce‘ ‘ Notifications Interface «view»

Figure 5.10.5.1 - UML Sequence Diagram for Create Message Notification (Functional Module J)
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6. User Interface Design

6.1 Aesthetic Design Elements

Welcome to the design journey of our job portal, a space where brands meet influencers. In this
capstone project, we have forged a portal that not only bridges connections but also offers an
immersive experience through its user interface (UI) and user experience (UX) design. Before diving
into the detailed requirements and advanced concepts, let's set the stage with the foundational design

choices that will guide our users through their digital interactions seamlessly.

A. Colour Palette

Primary Accent Shades

Logo/Title Font: Baloo Bhai

. . Q ‘ . . Website Font: Be Vietnam

Navigation Bar: Lato
Persian Indigo  Medium Slate Blue White Cambridge Blue Blush Black Grey

#1EOA70 #7662E4 #FFFFFF #87CBAC #E54F6D #061D22 #808080

At the heart of our visual storytelling lies our carefully curated colour palette. We've selected a
primary duo of dark purple and purple, shades that resonate with timeless elegance and versatility.
These choices aren't mere shades but a narrative that speaks to a broad audience, promising
consistency and an evergreen appeal. To complement this, we've chosen accent tones of green and red.
These aren't just indicators of the positive or negative; they're beacons of visual comfort, providing a

soft backdrop that envelops our users in a state of calmness and relaxation.

B. Typography

Regular  Italic Contact Data

Medium  Medium ltalic

Bold Boid talic  Business Rag
Black Black Italic

Shop Preview
Resize—to Fit
Zenith zone

Inter UI

inFlux.
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The written word in our portal is dressed in the typeface 'Inter', a sans-serif that prides itself on its
clean, modern lines and exceptional on-screen readability. This isn't a random selection; it's a
deliberate choice to ensure clarity, simplicity, and adaptability. For our logo, we've gone with 'Baloo
Bhai', a round font whose uniqueness is as eye-catching as it is distinctive, setting the tone for the

creative and vibrant marketplace we house.
C. Grids and Layout

In crafting the UI/UX for our platform, we’ve implemented a carefully structured grid and layout
system to ensure content is organised in a manner that is both aesthetically pleasing and functionally
clear. The design’s foundational grid uses a two-column structure to distinguish between the
platform's main elements: navigation and content. This systematic approach to grids and layout
underpins a harmonious visual order, promoting a seamless user experience by aligning content with

the user’s navigational flow.

D. Consistency

i é‘f

Y ,m Gﬁ

N
o

,’w.pMG PETRON g

Jess Raphael..., 23 ' SarahEllen ..., 134 &=
# Hikakin | Japan's Beatbox Pioneer Australian Digital Influencer | Actress
| YouTube Sen... & Model | ...
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Examples of how our UI/UX design employs a consistent design would be the use of cards for
presenting influencers/brands on the discovery page, enhancing visual harmony and ease of
information processing. The design's uniformity in size and shape allows users to quickly scan and

understand content.

For navigation within the campaign management and profile pages, we've introduced a tab system that
categorises information pertaining to the feature, simplifying the user's interaction with the platform.
This intuitive and familiar tabbed structure enables efficient in-page navigation without the need to

leave the current context.

E. Background Colour and Texture

Profile Funding Methods Insights

ACCOUNT BALANCE:

CURRENT: SGDO uUsD 0

li{e/R]|\[chal SGD 1200 @ USD 2400
TRANSACTION HISTORY

COMPANY AMOUNT STATUS DATE
Nike SGD$1200.00 PENDING 09/09/2023
Adidas uUsD$2400.00 PENDING 12/04 /2023
Lazar Nikolov DevRel lazar@chakra-ui.com CLOSED

Javier Alaves Designer javi@chakra-ui.com ACTIVE

Image 6.2.1.3 - Initial Figma background and in-page navigation for users
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Account Funding Methods Wallet Insights

Available Balance
SGD 9.11 (CAD 9.20)

Withdraw money
Withdrawal Balance: 0 SGD e

Funds deposited are available 6 days for withdrawal.

Transaction History

STATUS NET AMOUNT ACTUAL AMOUNT DATE AVAILABLE ON (DEPOSIT)

deposit 9.11 SGD 10 SGD 11/1/2023 11/8/2023

EXPORT AS CSV

Image 6.2.1.4 - Implemented App background and in-page navigation for users

In designing the UI/UX for our app, we prioritised clarity and focus. Adhering to our colour palette,
we selected a white background, which serves to sharpen the contrast and allow the use of other

colours for directing the user's attention to key content.

To further enhance the user interface, we employed subtle shadowing, especially on card elements, to

create a visual hierarchy that intuitively encourages interaction.

For features we aimed to highlight, a black backdrop was employed to draw the user's eye, thereby
naturally promoting engagement with these specific functions. This thoughtful use of contrast and
shadow not only adds depth to the visual experience but also guides the user seamlessly through the

app’s navigation.
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F. Design System
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In the pursuit of creating an intuitive and visually cohesive job portal for brands and influencers, we
have established a design system anchored in Figma, with the integration of Chakra UI and Tailwind
components. This decision serves multiple purposes: it ensures design consistency across the
application, accelerates the development process with reusable components, and facilitates a
collaborative environment for our design and development teams. The system not only aids in
maintaining a high standard of UI/UX but also supports scalability and adaptability as user needs
evolve. Adopting this system is a strategic move to enhance user engagement and satisfaction through

a harmonious and efficient design language.
As we progress through this report, we will explore how these foundational choices in colour and

typography interweave with the practical requirements and advanced design concepts to create a job

portal that stands out in the digital landscape.
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6.2 User Platform

6.2.1 Standard Functional Element
6.2.1.1 Landing Page

influx. Home  About Us LOGIN REGISTER

Influencers! Are you looking to monetize your passion?

Brands! Are you struggling to hit your brand awareness goals?

Say hello to the future of influencer marketing!

Learn more

Image 6.2.1.1.1 - Implemented App Landing Page for guests

For the landing page of our app, we've strategically chosen to feature a GIF of an influencer. This
decision is twofold: firstly, the dynamic nature of a GIF instantly draws the eye, providing visual
engagement that static images simply cannot match. Secondly, the use of an influencer adds a human
element that potential users can relate to, offering a familiar face that may enhance trust and

relatability.

This approach aims not only to captivate guests upon their first visit but also to leverage the influence

and credibility that comes with a well-known persona to foster a connection with the audience.
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6.2.1.2 Login Page

influx. Home  About Us

Log in to your account

Don't have an account? Sign Up

Email

Password

-3
Remember me Forgot password?
Signin
or

G Sign in with Google

influx. © 2023 Influx. All rights reserved v 8 ©® ¢

Image 6.2.2.1.1 - Implemented App Login Page for users

In crafting the login page for our app, we have adhered to established UI conventions to foster an
intuitive user experience. To mitigate confusion and potential misinterpretation, we've implemented a

single-column form layout, a familiar structure that guides users smoothly through the login process.

Additionally, we have incorporated error handling protocols for both the username and password
fields. These checks are designed to promptly alert users in the event of incorrect credentials being
entered, thereby simplifying the process of troubleshooting and re-entry during sign-in, and ensuring a

user-friendly interaction from the outset.
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6.2.1.3 Home / Discovery Page

All Following Waitlist

Filter

All Influencers Location

& United States

Marketplace
Language

English
Message 9

Gender

Non-Binary
My Campaigns

Support
; p . e " g Follower Count
Josie Alexander, 25 Josie Alexander, 25 Josie Alexander, 25
Profile o ivonty 1 prospectof helping o and v by i prospoe of g . and vty 1 rospectof hepin .

Q 9 C]
Social Media Platforms
Instagram

My Wallet TikTok

Sort By
A-Z

Age

Number of Campaigns

Josie Alexander, 25 ™ Josie Alexander, 25 ™ Josie Alexander, 25 ™
Hoolth & Fitnass ifluencer. Passionato Hoalth & Fitnsss ifluencer. Passionate Heolth & Fitness influencer. Passionato
and driven by the prospect ofhelping cl o spectof helping cli
9 C] 9

influx.

Al Following Waitlist
Mizuno SG
Lo Filter
Country
Marketplace Country: Al
[} u u N Language
Message
Ly | Language:
| |
My Campaigns . Gender
' Gender: All
Support . .
Age
Lower To
Profile G R 0= Bikini Botto..., 0 = Jian Hao Tan..., 30 =
eorge Russe..., ikini Botto..., ian Hao Tan..., Social Media Platforms

My Wallet George William Russell is a British % Undersea Influencer | Bikini JianHao Tan is a Singaporean atform: All v

racing driver ... Bottoms' trendsett... YouTuber, actor, and ...
Settings

o

@ Sort By
Notifications (3) Select option
influx
Kylie Jenner..., 24 = Jess Raphael..., 23 = SarahEllen..., 134 &

Image 6.2.2.3.2 - Implemented App Discovery Page design for brands
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All In Waitlist

~r

\\@J David Wang

Filter

Country

Marketplace Country: £

Categon
Message gory

Catego

M Comosers /Zizuino
Support
Profile . i
Adidas = Puma = Mizuno SG =
My Wallet shoe company Unleashing sport potential | Global Mizuno Corporation is a Japanese
athletics meet. sports equipment

Settings

Notifications (1)

}"(Hydro Flosk &~

=
Sod

inﬂuxv

localhost:3000/profile/OKhsmx8RtchQoamTjrXHruEQ7I02

Hydro Flask ... = Michael Kors... = Nike SG =

psk is a water bottle brand Michael David Kors is an American NIKE, Inc, named for the Greek

Image 6.2.2.3.3 - Implemented App Discovery Page design for influencers

In the design of our app's Discovery Page, which doubles as the home page upon login, our strategy
centres around prominently showcasing a curated list of influencers and brands. This curation serves a
dual purpose: for brands, it highlights potential influencers for collaboration, and conversely for

influencers, it displays potential brands to partner with.

By doing so, we leverage psychological cues that naturally encourage users to explore the profiles of
these featured members. Additionally, we spotlight new users on the platform to foster community
growth and engagement. The design is carefully crafted with ample negative space, ensuring that the
focus remains on the content, thereby minimising distractions and guiding users' attention to the most

pertinent information.
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6.2.1.4 Primary Navigation

P Mizuno SG

Marketplace Marketplace

Message

Message

My Campaigns

My Campaigns
Support

Support Profile

My Wallet

Profile

Settings

My Wallet e .
Notifications (3)

inFlux. inFlux.

Image 6.2.1.4.1 - Initial Figma side menu | Image 6.2.1.4.2 - Implemented App side menu
design for users design for users
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Visual Cues

In refining our platform's sub-menu, we have made strategic design choices to enhance user
experience and facilitate intuitive navigation. Recognizing the importance of drawing attention to new
features and interactions, we amplified the visual cue from a subtle bubble to a more conspicuous
illumination of the relevant sub-menu item. This approach aligns with our overarching design

principle of utilising familiar UI conventions to ensure ease of use, especially for newcomers.

Clean and Simple Aesthetics

Mindful of the user interface's clarity and simplicity, we consciously preserve ample negative space
within the navigation bar to maintain a clean and uncluttered aesthetic. To further this goal, the profile
image size was increased, providing a clear and accessible user reference point which improves

recognition and personalises the user experience.

Vertical vs Horizontal decision

The decision to implement a vertical sub-menu, as opposed to a horizontal one, was informed by the
design choice of embedding in-page sub-menus. This orientation provides a structured and
expandable framework that can elegantly support an array of options and facilitate depth in

navigation, ensuring that the menu can evolve with the platform without sacrificing user accessibility.

6.2.1.5 In Page Navigation

Al Following Waltlist

All Influencers

losie Alexander, 25 ™ losie Alexander, 25 ™ losie Alexander, 25 ™

Haaith & Fitrass inllusrear, Pessonals Haaith & Fitrans iriuercar, Possonats Hanith & filraes indlusrc e, Fossionals

ond ceiven by e pmspecd of helping o ond cirfeen by e peospect of helping and criven by the prospest of hetping

Image 6.2.1.4.1 - Initial Figma In-Page Sub-menu design for users
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All Following Waitlist

R
A
| 1Al

(]

George Russe..., 0 = Bikini Botto..., 0 = Jian Hao Tan..., 30 =
George William Russell is a British % Undersea Influencer | Bikini JianHao Tan is a Singaporean
racing driver ... Bottoms' trendsett... YouTuber, actor, and ...

Figure 6.2.1.5.2 - Implemented App In-Page Sub-menu design for Marketplace

Account Funding Methods Wallet Insights

Available Balance °
SGD 10.53 (CAD 10.74)

Withdraw money
Withdrawal Balance: 0 SGD e

Funds deposited are available 6 days for withdrawal.

Image 6.2.1.5.3 - Implemented App In-Page Sub-menu design for Wallet

In the interest of creating a streamlined and user-friendly interface, we opted to incorporate a
secondary, in-page sub-menu. This design decision was aimed at avoiding clutter in the main vertical

side menu by relegating sub-menu options to a more discrete area within the pages themselves.

The sub-menu, presented in a horizontal format, mirrors the clarity and intuitive navigation of the
primary menu. Consistent tab design across various pages—such as the wallet and campaign

management sections—promotes familiarity, enabling users to navigate more efficiently.
The wallet page design utilises tabs at the top to categorise and streamline navigation between

different sub-pages such as "Account,” "Funding Methods," and "Wallet Insights." This tabbed

approach adheres to familiar web conventions, making it intuitive for users to switch contexts within
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the wallet interface without feeling disoriented. The tabs are prominently placed and highlighted when

active, providing clear visual feedback about the currently viewed category.

Similarly, this in-page tab design is used in the marketplace page to efficiently organise and display
the influencers that a brand is currently following or has placed on a waitlist. This design choice
facilitates easy navigation between different sections of the marketplace, allowing brands to

seamlessly switch views and manage their relationships with influencers.

This thoughtful placement of navigation tabs and filters respects the user's need for quick, effortless
control over the content they wish to view, thus enhancing the overall user experience with effective

information architecture and interactive elements.

6.2.1.6 Data Input Form

Create an account

Aleady have an account?

| am signing up as  Influencer  Brand

Influencer Email
Password

Confirm Password

Sign Up As Influencer
or sign up with

G Sign up with Google

Create an account

Aleady have an account?

| am signing up as  Influencer ~ Brand

Brand Email
Password

(o]
Confirm Password

(o]

Sign Up As Brand

Image 6.2.1.6.1 - Implemented App Sign Up
Jor Influencers

Image 6.2.1.6.2 - Implemented App Sign Up
for Brands
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Create a profile

Profile Picture

Choose File | No file chosen

Upload
Full Name *

Full Name
Name is required
Bio *

Tell me more about yourself

Bio is required
Gender *

Select Gender
Gender is required.
Location *

Select Location
Location is required
Date of Birth *

mm/dd/yyyy
Language(s) *

Select languages

Language is required.

Create a brand profile

Profile Picture

Choose File | No file chosen

Upload
Company Name *

Full Name
Name is required
Company UEN *

UEN
CompanyUEN is required
Bio *

Company Motto and Vision

Bio is required

Brand Website *

Brand Website

VebsiteUrl is required.

Brand Category *
Select Category
Location *

Select Location

Location is required

Form for Influencers

Image 6.2.1.6.3 - Implemented App Profile

Image 6.2.1.6.4 - Implemented App Profile

Form for Brands

In the design of our app’s profile form for influencers and brands, we opted for a single-column layout
to streamline the data entry process and minimise errors. Multi-column forms often lead to skipped

fields or misplaced data entries, issues our design strategically avoids.
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Additionally, we’ve clearly indicated all mandatory fields to ensure users can easily identify and
complete essential information without oversight. This focused approach enhances form usability and

accuracy, facilitating a smooth onboarding experience for our users.

6.2.2.7 Data Display

© Wed Nov 15 2023

Mizuno X Lululemon Limited Edition R...

We will require some instagram posts for this ...
Mizuno SG & Bikini Bottom Resident #1

D31/10/2023 - 28/11/2023

Figure 6.2.2.7.1 - Implemented App Campaign Card (Tentative)

Transaction History

STATUS NET AMOUNT ACTUAL AMOUNT DATE AVAILABLE ON (DEPOSIT)

deposit 9.11 SGD 10 SGD 11/1/2023 11/8/2023

EXPORT AS CSV

Image 6.2.2.7.2 - Implemented App Transaction History Table

The presentation of data is carefully curated to optimise user comprehension and engagement. When
determining the layout for our pages displaying data, we opt for card layouts or tables based on the
volume and nature of information that users need to access at a glance. For instance, as illustrated in
Figure 6.2.2.7.1, detailed information about a user's campaign is best accommodated within card

structures, which allow for a more descriptive and visually engaging presentation of each campaign
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element. On the other hand, the transaction list depicted in Figure 6.2.2.7.2 is presented in a tabular

format, which efficiently organises critical data points to facilitate quick scanning, leading users to

further interact with the entries for more details. Across all data displays, we conscientiously

incorporate ample negative space, ensuring the interface remains uncluttered and that pivotal

information is prominently highlighted, aiding in a seamless and intuitive user experience.

6.2.2.8 Sort and Filtering

Filter

Country
Country: All
Language
Language: All
Gender
Gender: All
Age
Lower To Upper
Social Media Platforms

Platform: All v

Sort By

Select option

Apply Sort & Filters

Filter

Country
Country: All
Category

Category: All

Marketplace Sort and Filter

Image 6.2.2.8.1 - Implemented App Influencer

Image 6.2.2.8.1 - Implemented App
Brands Marketplace Sort and Filter
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The design of our sorting and filtering interfaces in the Influencer and Brands Marketplaces is centred
around ease of use and clarity. By incorporating drop-down menus, we provide a streamlined,

clutter-free visual appeal while also facilitating user interaction with the interface.

The clear and prominent 'Apply Sort & Filters' button is strategically placed to minimise errors,
reassuring users that their selections will not be applied until they are ready. This thoughtful
arrangement aims to ensure that users can navigate and tailor their search effortlessly, enhancing their

overall experience within the application.
6.2.2 Unique Aesthetic Elements

6.2.2.1 Social Media Profile

D Amos Liew

“Life is either a daring adventure, or it is not at all" These are my attempts at making life an adventure. | hope my videos can inspire you to make one out of yours too.

-

OFF TH® BPAT™N PATH n\ggnst'l‘c'uo OVINTURE

A day in Johor Bahru, Malaysia Exploring North Vietnam - Off The Beaten Path | HA... My First Roadtrip - Taiwan 2020 | TAROKO GORGE|...
©On 12 October 2019, five of us had an impromptu trip to JB. Back in October this year, | got the chance to backpack My first overseas roadtrip by car adventure took place this
Here's how it turned out. Those featured in the video are North Vietnam with 2 of my close friends that | met in the year (2020) in Taiwan! More specifically, in Hua Lien! This
Chin Hern, . army. may not be ...

Guo Jun&#39;s First B&#39;day Abroad | Exploring... First Day as a Silicon Valley Software Intern | NUS...
Wishing you the happiest of Birthdays Guo Jun! Really hope Vliog #1 from the Valleys! Join me as | bring you along for my
you enjoyed the adventure we had planned for you this first day of my year long NOC internship~ Get to know me
weekend, better ...

Image 6.2.3.1.1 - Implemented App User’s linked YouTube profile
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amos_cookeh

Half marathons easier than IPPT 2.4km frfr X -~ ¢} Big 2 The past 6 years have been nothing short of amazing.
. Snowstorms ain't that bad 2
shautout to @megantwt for coaching us scrubs. Thoug... Thank you for everything @effayewhy

Most memorable moment of the hike was when free Happy belated Birthday @gwajoon = #8% Thanks for

H u had d time in sf!! @chrest - < 4 i
idegivos hid o S it Bt eatasmn soloing went wrong @sheimoria ¥ ¥ ¥ always being my enabler when it comes to deing dumb...

Image 6.2.3.1.2 - Implemented App User’s linked Instagram profile

The UI design employs a grid layout, which is a staple for image-centric platforms like Instagram,

allowing for a visually pleasing and organised display of content. Both sections leverage a clean,

white background, which accentuates the content and uses space effectively to prevent the interface

from feeling crowded.

6.2.2.2 Currency Conversion Pop-up

Convert Currency

Withdrawal Conversion Rates ©

Your wallet balance:

SGD: 10,53

Source Currency
SGD v
Target Currency

usb v

Amount to Exchange: SGD 0

Estimated amount to receive* : ... USD

* Please do note that the exchange rate is just an estimate, and the final received amount is stil
subjected 1o Stripe processing fees

Image 6.2.2.2.1 - Implemented App Currency Conversion Modal Pop-up



The module floats above the main interface, capturing user focus while dimming the background, a
common modal technique that ensures the task at hand commands attention. Key information like the
user's wallet balance is boldly emphasised, reinforcing its importance in the transaction

decision-making process.

Functional elements such as drop-downs for currency selection are styled to be easily identifiable,
with ample white space around them to enhance user interaction on both desktop and mobile
interfaces. The deliberate placement of the 'Estimated amount to receive' field directly below the
'Amount to Exchange' input field establishes a logical flow, mirroring the user's thought process and

likely sequence of actions.

6.2.2.3 Wallet

Account Funding Methods Wallet Insights

Available Balance °
SGD 10.53 (CAD 10.74)

‘ Withdraw money
Withdrawal Balance: 0 SGD e

Funds deposited are available 6 days for withdrawal.

Transaction History

STATUS NET AMOUNT ACTUAL AMOUNT DATE AVAILABLE ON (DEPOSIT)
deposit 9.11 SGD 10 SGD 11/1/2023 11/8/2023
deposit 1.42 SGD 2SGD 11/9/2023 11/16/2023

EXPORT AS CSV

Image 6.2.2.3.1 - App screenshots of the Wallet

The balance component is strategically placed at the top, immediately drawing the user's attention to
the most critical piece of information, their current balance. The use of a subtle colour gradient and an
accompanying icon provides a pleasant visual cue while clearly distinguishing this section from the

rest of the page.
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The balance display is a notable feature in the wallet application's UI design, where it provides the
available balance in two different currencies: the primary currency (SGD) and a secondary currency
of the user’s choice. By placing the secondary currency in parentheses and slightly grayer, the design
maintains a visual hierarchy that emphasises the primary currency while still making the converted

value readily accessible.

Below the balance, the transaction history is laid out in a simple, easy-to-read table format,
prioritising functional simplicity. Each transaction is listed with necessary details such as status, net
amount, actual amount, and date, presented in a font that’s both legible and aesthetically in line with
the overall design language of the app. The choice of a monochromatic colour scheme with accents of
colour allows for a focused interaction without overwhelming the user with too much visual

information.

Overall, the UI/UX design decisions here are informed by the principles of clarity, hierarchy, and ease
of use, ensuring that users can manage their finances efficiently within a visually harmonious and

intuitive interface.

6.2.2.4 Rating and Reviews

Content Quality Timeliness Value For Money Performance Communication

CATEGORY

@ MIZUNO FALL SEASON SALE PROMOTION —
Sustainability

# Wed, 15 Nov 2023 - Thu, 30 Nov 2023
& MizunoSG @ Sustainability @ Fri, 10 Nov 2023

George Russell has consistently delivered amazing work. Definitely glad to work with him yet again on another gig.

=
ADD REVIEW

Image 6.2.2.4.1 - App screenshots of the Wallet
The five categories are neatly presented with a star-rating system, instantly familiar to users as a

method of evaluation. This allows for a quick assessment of a user's performance in each area at a

glance.
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For the campaign reviews, the Ul uses cards to segregate individual reviews, which helps in
organising information and making it digestible. The use of icons next to the campaign name and the
date range provides a visual anchor, aiding users in quickly identifying the type of content and the

relevancy of the time frame.

The action buttons for 'Delete’ and 'Edit' are colour-coded—red for deletion, suggesting caution, and a
lighter shade for editing, indicating a less critical action—reinforcing their function through colour
psychology. Additionally, the 'Add Review' button is green, which is commonly associated with

positive actions, encouraging users to contribute feedback.

The category tag on the right is highlighted, allowing users to filter reviews based on the campaign
type, such as 'Sustainability', enhancing the navigability of the review system. The tag's placement
outside the review card makes it stand out, suggesting it applies as a filter for all reviews rather than

just an individual one.

6.2.2.5 Social Media Analytics

amos_cookeh's Instagram Analytics Overview
1702 360 329 &4 15.73%

Top 5 Posts by Engagement

The past & years have been nothing short of amazing. Thank you for everything @effayewhy

La] =]

3

L&) =]

A big blg part of my Sem 2 - Sheares Epllogue  Super grataful for the sppartunity snd big thanks 1o the Committes for this experionce ') Spacial thanks goe.

L] o

DAME

e} (=]

Was forced to search up TikTok couple poses... Always agood Bimewith thisene

o =]

Top 10 Most Comman Words in Captions

big that thanks one e up good time most
vs Comr t= (over Posts)

Image 6.2.2.5.1 - Implemented App Task Management
The social media analytics page, as presented, employs a clean, data-driven design that emphasises

readability and quick comprehension of key metrics. The top section provides a snapshot of the

account's overall performance, including follower count, post number, total likes, comments, and
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average engagement rate. This high-level overview is neatly organised, offering immediate insight

into the account's reach and audience interaction.

Further down, the page breaks down analytics into more detailed segments. The "Top 5 Posts by
Engagement' section lists the most engaging posts, combining visual thumbnails with engagement

metrics, which allows users to visually correlate content with performance quickly.

The 'Top 10 Most Common Words in Captions' section offers a unique word frequency analysis,
displayed using colored tags that differentiate the frequency of usage. This is a useful tool for
understanding content strategy and audience resonance at a glance. The 'Likes vs Comments' chart
further down adopts a minimalist bar graph approach, allowing for a quick comparative analysis of

interactions over recent posts.

6.2.2.6 Messaging

A@ George Russell Chat Room with David Wang

Hey mizzy, i dropped you a review, toodaloo

@ Hi Mizuno | am interested in a collaboration with you

David Wang Time sent: 09:12 AM

why are you ignoring me!!!!

Hi David, thank you for your interest @
Jess Raphael Ong Time sent: 09:13 AM

What's up

@ ©

As part of our interview process, can you send me a picture of your lifelong hero @
Time sent: 09:13 AM

Time sent: 09:14 AM

Thank you for the response. You have passed the interview and we will get back to you if you are offered.
ime sapt- 09:14 A

Type a message..

Image 6.2.2.6.1 - Implemented App Chat Room

The Ul is divided into two main sections: on the left, a list of conversations provides a quick overview
of all active chats, with the most recent message previewed for each contact, allowing users to switch
between discussions effortlessly. On the right, the selected chat room is displayed, featuring a clean

and straightforward messaging layout.
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The use of profile pictures next to each message enhances recognizability and personalises the
conversation, while the colour contrast between received and sent messages helps users easily follow

the conversation flow.

Timestamps are subtly included beneath each message, offering context without cluttering the chat
window. Selecting a darker background with a shadow effect creates a sense of depth in the chat area,
while the lighter sidebar reduces visual distractions, thereby centering the user's focus on the dialogue

at hand.

6.2.2.7 Notifications

Michie Ong declined your offer!

;1 = = Michie Ong declined your offer for the campaign: test!
y

George Russell accepted your offer!

George Russell accepted your offer for the campaign: Mizuno Fall Season Sale Promotion!
View Campaign

George Russell accepted your offer!

Sent on 6 Nov 2023

George Russell accepted your offer for the campaign: Campaign Test!

View Campaign

Image 6.2.2.7.1 - Implemented App Notifications Page

\

UI effects such as hover shadows provide interactive feedback, subtly elevating the card to indicate
selectable content, thus improving user engagement. The decision to change the colour of the date for
unread messages older than a week is an excellent use of visual cues to prioritise user attention
towards older, potentially overlooked notifications. This helps ensure important updates are not

missed and allows for easier navigation through the notification history.
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Each notification card also includes a direct action button—'Re-Offer' for declined offers and 'View
Campaign' for accepted ones—which streamlines the user's journey to take the next steps without
unnecessary searching or clicking around. The cross icon for dismissing notifications is a familiar

interactive element, ensuring users can intuitively manage their notification feed.

6.2.2.8 Progress / Loading

Funding Methods Wallet Insights

A~ Mizuno SG
-

e

Marketplace
Message

My Campaigns
Support

Profile

My Waliet

‘inﬂum

Image 6.2.2.8.1 - Implemented App Loading Spinning Icon

The loading icon displayed across pages serves as an effective visual indicator that data is being
fetched, providing immediate feedback to the user that the system is processing their request. This
reassures users that the application is responsive and working in the background, even if the content
isn't instantly available. The choice of a simple, animated grid pattern is a modern and unobtrusive
design that aligns with the clean and professional aesthetic of the admin interface. It avoids distracting
the user with overly complex animations, maintaining a focus on functionality and efficiency. This
subtle visual cue helps manage user expectations and reduces perceived wait times, which is an

essential aspect of maintaining a positive user experience.
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6.2.2.9 Toasts

Account Funding Methods Wallet Insights
Mizuno
fizno.  SG

Marketplace

Message Available Balance °
SGD9.11 (CAD 9.20)

Withdraw money
Withdrawal Balance: 0 SGD e

Funds deposited are available 6 days for withdrawal.

My Campaigns

Support

Profile

My Wallet

Settings

Notifications (3) Transaction History

STATUS NET AMOUNT ACTUAL AMOUNT DATE AVAILABLE ON (DEPOSIT)

deposit 9.11 SGD 10 SGD 11/1/2023 11/8/2023

EXPORT AS CSV
® Ssuccessful
Preferred Currency Updated

influx.
& successful

Preferred Currency Updated

Image 6.2.3.10.1 - App screenshot of a Toast Notification

In the UI/UX design of our platform, toast notifications serve as an immediate communication tool to
inform users of the results of their actions. Referencing the image provided, the use of a green toast
notification signifies a successful operation, in this case, the successful update of preferred currency.
This colour coding is intuitive—green universally suggests 'go' or 'success'—and allows for quick

recognition of the outcome.

Similarly, other colours are employed for different types of notifications, such as red for errors, which
is commonly associated with stopping or caution, alerting the user to an issue that requires attention.
The choice of colours, placement, and duration of these toasts is carefully calibrated to ensure they
convey the message without disrupting the user flow, providing a seamless and efficient user

experience.
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6.2.2.10 Campaign Management

t Tan Wee Kek . .
ur < New Campaign w Twitch n [ racomssin § moport |

Marketplace

My Campaigns
Contract Management ’

My Wallet

Support
Analytics A
Profile

Customer Growth Overall Sales .

179

S ||||‘.|I||I|

Task 1 Task 2 Task 3

Instagram Story about Our New Feature

Deadline: 5 Aug 2023

Uploaded

Recent Drafts SR Initial Payment

$500
Paid
01 'g Final Draft 21/05/2023 09:31
02 A Fourth 23/06/2023 05:21 *
03 (@ Third 12/02/2022 02:12 ™
04 ®) Second Draft 24/02/2022 11:00 L]
04 € First Draft 17/08/2022 12:31 L]
€ Previous 2 o Next
¥/ Milestones
Add Chakra Ul Stepper: Add Chakra Ul Stepper: Add Chakra Ul Stepper:
https://chakra-ui.com/docs/ https://chakra-ui.com/docs/ https://chakra-ui.com/docs/
components/stepper components/stepper components/stepper

influx.

Image 6.2.2.10.1 - Initial Figma Campaign Details Page design for Brands and Influencers
The Campaign Details Page design smartly segments comprehensive campaign information into

cards, creating an organized visual structure that enhances usability. This layout allows brands and

influencers to effortlessly locate and process details specific to their needs. The card format ensures a
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clear distinction between different sections, facilitating quick navigation and making the management

of campaign data straightforward and less overwhelming.

The strategic use of cards aids in establishing a straightforward mental map of the page, streamlining

the user experience for both influencers and brands in the campaign management process.

6.3 Admin Platform

6.3.1 Standard Functional Elements

To maintain a cohesive and seamless user experience, we've decided to streamline our design efforts
by aligning the styling of our Ul components with the aesthetic already established in the User
Platform. The elaboration of the following functional elements are those not covered in the User

Platform.

6.3.1.1 Login Page

Influx Admin Portal
Email

influxcapstone.adm@gmail.com

Password

Signin

Image 6.3.1.1.1 - Implemented App Login Page for Admins

The login page for the Influx Admin Portal is designed with a minimalist aesthetic, prioritising clarity
and ease of use. The dark background contrasts with the input fields, ensuring administrators can
quickly navigate the login process. Familiar single-column layout and intuitive icons, such as the
password visibility toggle, enhance the user experience. The prominent 'Sign in' button clearly signals

the next action step, emphasising functionality in a professional environment.
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6.3.1.2 Home / Main Page(s)

N

Super Admin (Q )

Tickets

Admin Management Adminls creed

User Management
@ Be honest: Put Influencers and Brands first, protect user info.

Campaign Management @ Be quick: Answer all requests fast and well.
Review Management @ Be careful: Make no mistakes with information.
@ Be fair: Treat everyone equally, no favorites.
Brand Verification
@ Keep learning: Know the app well, including updates.
@ Keep safe: Remove any threats to users or the app.

@ Keep secrets: Never share user's private info.

@ Stay professional: Always act properly with everyone.

@ Avoid bias: Don't use your role for personal benefits.

@ Protect data: Act wisely with the database, changes are permanent.

inFlux.

admin

Image 6.3.1.2.1 - Implemented App Home Page for Admins

Embracing a minimalist aesthetic, the admin home page is marked by its spaciousness and order,
prominently featuring the "Admin's Creed" against a pared-down navigation pane. The contrasting
visual elements and judicious use of negative space not only enhance readability but also reinforce the
platform's ethos of conscientious stewardship and seamless functionality. This design choice
underscores a culture of integrity and vigilance, subtly reminding administrators of their pivotal role

in preserving a trustworthy, fair, and dignified digital ecosystem for every participant.
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6.3.1.3 Data Display

Admin User

Tickets

Admin Management
Brand Verification

User Management
Campaign Management

Coupon Management

Super Admin (S;/\)
Tickets

Admin Management
User Management
Campaign Management
Review Management

Brand Verification

Image 6.3.1.3.2 - Implemented App User Management Page for Admins

User Management

USER ID

12345678

12345678

12345678

12345678

12345678

12345678

12345678

12345678

12345678

12345678

12345678

12345678

12345678

12345678

12345678

12345678

User Control

USER ID

0872E9¢c68jh2zgZnkQFqONS...

OpCeXDPOXOX6VYJF12vebk

OpRYSUZPWpZXqrwiq7 5Kkes..

16VBe1gQWzZapme6y 1inWk.

1WDakyEItQUCPUOMHO3NO...

1iKfHiu2CGSRViQ3hlyWdnEz.

3LkoVooTBGWtr7dTF8AD6EG...

3VgYee2sESQU3pNau3Qmuy.
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USERID:

NAME:

EMAIL:

LOCATION:

IS ACTIVE:

BIO:

Edit

CATEGORY:

IS BANNED:

User Information

COMPANY UEN:

COMPANY WEBSITE:

'VERIFICATION STATUS:

0872E9c68jh229ZnkQFgONIJIYE3

Kujixx

kuji@gmail.com

12346789

www.google.com

health & wellness

SX

Rejected

false

false

Kujiis a Japanese retailer which sells a wide
variety of household and consumer goods. Muji's
design philosophy is minimalist, and it places an
emphasis on recycling, reducing production and
packaging waste, and a no-logo or "no-brand"
policy.

Ban User Delete

Image 6.3.1.3.3 - Implemented App User Management - User Information Pop-up

a user's campaign.

We carefully design data displays to improve user comprehension and engagement. Depending on
what users need to see quickly, we decide whether to use card layouts or tables in our page designs.

For instance, Figure 6.3.1.3.3 uses a card format to give a detailed and visually appealing overview of

In contrast, Image 6.3.1.3.2 shows transaction records in a table format. This approach neatly

organises important details, making them easy to scan and inviting users to explore further. We

consistently apply plenty of white space across our designs to avoid a crowded interface. This ensures

important information is easily noticeable, contributing to a smooth and user-friendly navigation

experience.

6.3.1.4 Confirmation Based Modals

Delete Ticket

Are you sure you want to delete
0098ybMN1ISIQycjmjks? This action cannot be

undone.

Send a message to the user

Send a message to the user
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Image 6.3.1.4.1 - Implemented App Confirmation Modal Pop-up

The design of confirmation-based modals aims to prompt careful consideration from the user before
taking irreversible actions. The 'Delete Ticket' modal uses a bold colour on the 'Delete’ button to
highlight the seriousness of the action, contrasting it with the more neutral 'Cancel' option. On the
other hand, the 'Send a message to the user' modal balances the 'Confirm' and 'Cancel' buttons without

emphasising one over the other, suggesting that the action is less critical.

Both modals are straightforward, using clear language and a clean layout to enable quick and easy
decision-making. Aligning the 'Cancel' button to the left and the primary action button to the right

follows standard UI practices, which helps users interact with the modals intuitively.

6.3.1.5 Updating Functionality

User Information X User Information X
USER ID: 0872E9c68jh229ZnkQFqONIJIYE3 USERID: 0872E9c68jh229ZnkQFGONIJIYE3
§ - NAME:
NAME: Kujixx Kujixx
EMAIL: kuji@gmail.com
EMAIL: Kkuji@gmail.com
COMPANY UEN: 12346789 COMPANY UEN:
) 12346789
COMPANY WEBSITE: www.google.com
COMPANY WEBSITE:
www.google.com
CATEGORY: health & wellness
: CATEGORY:
SCCATICR &1 health & wellness v
VERIFICATION STATUS: Rejected
LOCATION: .
Sint Maarten v
1S BANNED: false
VERIFICATION STATUS: Rejected
1S ACTIVE: false
1S BANNED: false
BIO: Kuji is a Japanese retailer which sells a wide
variety of household and consumer goods. Muj's 1S ACTIVE: false
design philosophy is minimalist, and it places an
emphasis on recycling, reducing production and
ackaging waste, and a no-logo or "no-brand" BIO: X .
P N 9ing ! 9 Kuji is a Japanese retailer which sells a w
policy.
Edit Save Changes Reset Changes

Image 6.3.1.3.3 - Implemented App Updating Functionality
The user information modals facilitate updates with a design that prioritizes clarity and user workflow.
The pre-edit modal displays user details statically, and once the 'Edit' button—conveniently located
next to the header—is clicked, the modal transitions to an editable format. This design choice clearly

demarcates the editing process, minimizing user confusion.

Fields become editable with text boxes and dropdown menus for straightforward data entry. 'Save
Changes' and 'Reset Changes' buttons are prominently displayed for easy decision-making, while
critical actions like 'Ban User' and 'Delete' are kept separate to prevent accidental selections. This

approach ensures a user-friendly and efficient administrative process.

172



6.3.2 Unique Aesthetic Elements

6.3.2.1 Progress / Loading

PENDING REQUESTS REJECTED REQUESTS VERIFIED REQUESTS

Fetching your data...

Image 6.3.2.1.1 - Implemented App Loading Spinning Icon

The loading blocks icon, which appears on various pages, acts as a clear signal to users that their data
is on the way. It's a reassuring sign that the system is active and processing the request, even if there's
a momentary wait for the content to appear. The icon's simple, animated grid is modern yet
unassuming, fitting well with the admin interface's sleek and professional look. It steers clear of
complex animations that might distract, keeping the user's attention on what's important. This design
choice effectively sets user expectations and lessens the impact of loading times, contributing to a

better overall experience with the application.
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6.3.2.2 Statistics

Super Admin Ticket Dashboard

These are your ticket statistics:

Total Tickets Assigned Tickets Unresolved Assigned Tickets

3 2 1
ASSIGNED TICKETS ALL TICKETS
Submitted Under Review Rejected Resolved Search. Q
TICKET I TICKET TYPE STATUS DESCRIPTION QUICK ACTIONS

©0098ybMN11ISIQycjmijks Report - User Resolved This user sucks! a n
qoPWLeFqKoUAST TnsKup Dispute - Campaign something is wrong with thi... n n

Image 6.3.2.2.1 - Implemented App Ticket Management Statistics

The design approach focuses on administrative efficiency, allowing for quick action and easy
oversight of the ticketing system. Key statistics are immediately visible, with total ticket count,
assigned tickets, and unresolved tickets prominently displayed in individual panels for quick
reference. This at-a-glance visibility allows admins to quickly gauge their workload and prioritize
tasks. The tabbed interface beneath the statistics segments tickets by their status—'Submitted,' 'Under
Review," 'Rejected,’ 'Resolved'—which streamlines the workflow and enables efficient sorting of
tickets. Each ticket entry is paired with 'Quick Actions' for rapid processing, enhancing the
dashboard's functionality. This UX design prioritizes efficiency, clarity, and ease of use, allowing

admins to manage tickets effectively with minimal navigation.
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6.3.2.3 Image Previews

Image Preview

Image 6.3.2.2.1 - Implemented App Image Previews for Ticket Management Page

The Ticket Management Page incorporates an Image Preview function that enhances administrative
tasks. Upon selecting a ticket, admins can view image previews in a pop-up modal, enabling quick
and direct visual assessment without leaving the current page. This design choice promotes efficiency
by streamlining the review workflow. The modal showcases images in an easy-to-navigate gallery
format, and when clicked into, a clear 'X' to close the window, adhering to familiar user interface
conventions. A dimmed background focuses attention on the images, minimising distractions and

supporting task concentration.
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7. Naming and Package Conventions Used

S/N

Convention Type

Description

Example

01

Backend Package

Naming

Top level package begins with
src and contains the different sub
packages

constants, helpers,

routes, services, util and others.

The routes directory contains
sub-directories with files named
after their relevant modules.

The background-workers
directory contains job files with
jobs named after their relevant

use case followed by ‘worker’.

routes/Notifications/index.ts

routes/Admins/index.ts

background-workers/jobs/updat

e-actual-balance-worker.ts

02

Frontend Package

Naming

Frontends are broken down into
user-frontend and
management-frontend. Top level
for each frontend package begins

with sre.

Each page has its own directory

and respective sub-pages are

stored in directories.
Sub-components are stored in

files.

Files are named with CamelCase.

src/pages/campaign/index.tsx

src/pages/CampaignCard.tsx

CampaignCard.tsx

03

Repository Naming

All Repositories begin with their
purpose (feat - feature, fix - bug
fix, etc) and continue with the

name.

feat/notification-module

fix/broken-review-button

04

Model (Entity Class)

All Models only have their

Brands
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Naming relevant names. Influencers

05 Services and | All Services contain their names | services/firebase
Implementations and are consolidated under the | services/stripe
Naming services directory.

Table 7.1 - Naming Conventions
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8. Declaration of Open-source Codes Used in the Project

S/N | Type Complete Name with Source Usage Location
Version (Filename)

01 | FR React v18.2.0 React Front-Ends

02 | LI Chakra Ul v2.8.0 Chakra Ul User Interface Design

03 |[LI Axios v1.5.0 Axios API calls

04 | LI Firebase v10.4.0 Firebase Backend-as-a-Service

05 |[LI Next.js v13.4.19 Next.js Front-End Framework

06 | LI Stripe v13.9.0 Stripe Payment Processing

07 | LI Express v4.18.2 Express Backend Framework

08 | LI @emotion/react v11.11.1 Emotion Styling

09 |[LI @emotion/styled v11.11.0 | Emotion Styling

10 | LI Chakra React Select v4.7.2 | Chakra React Select Dropdowns and Selects

11 | LI Chart.js v4.4.0 Chart.js Data Visualization

12 | LI Framer Motion v10.16.1 Framer Motion Animations

13 LI is-url v1.2.4 is-url URL Validation

14 | LI Next Auth v4.23.1 NextAuth.js Authentication and Authorization

s | Next Transpile Modules Next Transpile Transpiling Modules
v10.0.1 Modules

16 | LI QS v6.11.2 gs Query String Parsing

17 | LI React Hook Form v7.46.1 React Hook Form Form Handling

18 | LI React Icons v4.11.0 React Icons Icons

178



https://reactjs.org/
https://chakra-ui.com/
https://axios-http.com/
https://firebase.google.com/
https://nextjs.org/
https://stripe.com/docs/stripe-js
https://expressjs.com/
https://emotion.sh/docs/introduction
https://emotion.sh/docs/styled
https://github.com/csandman/chakra-react-select
https://www.chartjs.org/
https://www.framer.com/motion/
https://github.com/segmentio/is-url
https://next-auth.js.org/
https://github.com/martpie/next-transpile-modules
https://github.com/martpie/next-transpile-modules
https://github.com/ljharb/qs
https://react-hook-form.com/
https://react-icons.github.io/react-icons/
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LI

UUID v9.0.1

Unique ID Generation

Table 8.1 - Declaration of Open-source Codes
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https://github.com/uuidjs/uuid

9. Project Management Plan

9.1 Final Project Gantt Chart

IN0T Project Stat: 8142023
Disply Week: 1
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s Al 2 As BB 2345 670 o wlnnUIsE TN 2AUEw 820123 45 67 4[0 01 RNUIE T8N 20 U%%T B80T

PREDECESSORS ASSIONED M T WT FSSMTWTESSMTWTFESSMTWT FSSMTWT FSSMTWTFESSUTWTFSSMTWTESSMTWT FSSMTWTFSSNTHNTESSM

Project Brainstorming 2 8142028 97312023

Requirement Specfication 2 s ensas Al
Requirement Analysis 2 81202 81772023 Requirement Specification Al | |
High System Level Archtecture 2 e enones Requirement Anghsis N
Functonsl Module Listngs Prelminary Draft) 2 s enomm Requirmen: Ansys M
Database Design (UML Entiy Class Diagram) 2 s snopn Requirmen: Anasc N ||
Learn NodeJs, ExpressJs, Tpescipt NextJs 7 e e20m08 N
Revlew of Reguirements Specifations and Anaysis 1 820200 8/202023 M
Setup of Common Infrsstrusture 14 G2yam 9/9M0  Reewof equrtments Spacificstons and Analyss Amos,Jess
System Proposal 2 s onenos
Baseline Project Plan 7 82NN e272023  Reviewof Requinmerts Spacifcstions and Analysis M
Business Requirements Andysis 7 wpuam 7m0 Review of Requiemerts Spicifestons and Analyis N
Functonal Module Listngs 7 BN 93023 Reviewof Requiemerts Spicifcstions and Analysis n
System Funclonal Requirements Analysis 7 e /302 Reviewof Requinmerts Spacifcstions and Analysis M
Network Anslyss Disgram S om0 Review of Requiemerts Spcifestions and Analyis M
Prcject Gantt Chart 5 S22 9802 Review of Requiemerts Specifcstionsand Analysis n
UML Aciviy Disgrams s o oo Al
Usage Soenarios B o oz al
Networ nalysis Diagram,
Baselne PrjectPlan,
Business Requirements Anasis,
Reriew System Praposal 8 om0 otz Funetiond Mocue Listings, I
System Functonsl Recuements Anlysis,
UL Aty Diagrnts,
Usage Scenarics
First System Relesse 2 ompom  ozunons
8.5Profe General Management Viodule 7 o ooz Amos, Jss
6.1 Admin Authertication Module 0 omus spamn Amos Jess
8.1 Influencer Proile Nanagement Mcdule 7 s ommm 8.5 Profie Generl Management Mol Kaushi, Roy
8.2Brand Profile Management Module 7 e smn 8.5 Profie General Managament Module Kaushi, Roy
A Discovery Dashboard Module 7 oneias  9r2am0n & ‘B';".‘::az';yzﬂ‘wfz";gmm",m"::‘“ MichelleDavd
A2 Search and Fiering Module 7 SNE01 9202073 T e o Michelle Dava
‘Second System Release " 9/25/2023  10/812023
8.4 Socal Media Management Module 1 s 10mn0z 51 nfuencer roie Nanagement Motuie Amos
C.1 Reviews Manzgemant Modulz W e 020z B David
.2 User Insights Management Nodule W opy2m t0/mmen B Infuencer Prefile Wanagament Modde, Kaushik

B.2 Brand Profi Management Iodule

Figure 9.1 - Final Project Gantt Chart

Please refer to the original provided in a separate folder for the Final Project Gantt Chart.
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