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Chapter 2 presents the thesis' theoretical f
demic research question. The foundation is L
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exploring the curriemthybreicd rv ehail c laen dmaerl kugt .
nudging subsection reNects on it as a techni
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theme, the formulation of the academic resec
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Chapter 3 reNects on design methodol ogy and

t heoretical foundation for the design proces
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beginning to tchheapetnedr. wHaclh esluabbor ate on t he
tation for using them, nAnndings and concl ude

sign process. During the design process, a r
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each-chalpter, i1indicating process transitions
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Chapter 5 intrdadducensi ttahtel opnrso jreecgtar di ng encou
out si de t8hescporpoej,ecntet hod selection and other
chapter wil/| di scuss design process aspects,
upon future research directions that coul d i
concept. Learning goals and objectives that
project are also covered and reNected upon c
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Chapter 6 wil!| conclude the thesis project,
search question, and highlight how these nAnc
eas such as sustainability, electric vehicle adoption, circular consumption, and nudging
mechani sms in designing services. The concl L
vice concept, presenting how tphe bd elnutairem ac
problem statement.
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1.1 Project context;

1. 2. Focus area;

1.3 Di scovered and used abbreviations.
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Before delving into the proposed theme deepe
that reNect global, European and Danish autc
powered vehicles. It was discovered that the
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As presented by researchers, 5 | argest Eur or
sales, predicting that Germany wi || become ¢
cause of the introduced incentives and har st
(Wagner, 2021Zpr)es elmteed edlgouwr e ( Figure 2) show
bet ween 2019 and 2027, the gl obal mar ket for
and might reach a gl obal mar ket size of 803
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dollars)
1 000
802.81
800
5
=
= 600
%]
=]
5
=1
2 400
3
e
200 162.34
0
2019 2027
Sources Additional Information:
Bloomberg; Valuates Reports Worldwide; Valuates Reports; as of 2020
@ Statista 2021
Figure 2. Graph representing an estimate that fro
cles wild.l increase almost 5 times (Wag
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Besides car sales, an increasing number of g
European countries also show the surge of el
demand to charge them (Figure 3), (Wagner,b 2z

Number of public electric vehicle charging stations in Europe from 2010 to 2020
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Figure 3. Graph reNecting on a period from 2010 t

publicly accessible electric charging stati
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to greenhouse emissions. Therefore, the adorg

one way to meet the emission reduction goal s
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el ecpawer ed vehicles instead of traditional
achieve the goal set by European Uni on. Ho we
dency of EV and PHEV sal es' gradual growth i
mentioned CO2 emissions goal by 2030.
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need for the market to adjust. New emerging
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turers' Association has introduced fundament
bet ween the European automotive industry's &
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I n the Danish mar ket context, an increase |ir
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ModelHt hg competence to simulate, visualise a
fore all data is actHebei bbmpe{dhc¥i sbodebearih
potential futures; (5Hc oSnmekeateo lathar § aern dd g erhe
toryrcotion processes; (6) Working across d
ing |l ogical architecture by identifying or &
problems and creative asotlifiintgi eosmpEedenOren or
mi ne solutions across distinct | ogical domai
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Service design is perceived, by some, as t he
i nteractions for customers and at the same t
i's Nexible and responsive (Kol ko, 2015). Son
design area mainly (Nisula, 2012), where oth
combining el ements not only from the design
management disciplines (Moritz, 2005; Reason
tool s,-ceonmaed principles and capability to s
service design has the potential to assist ¢
Ci | 'y -omedthieo-d@mandncbevel ( Meroni et al ., 2
gr e the wheels of <coll aborative environme
ch el s, spur creativity during ideation an
h a brand identity and design superior cCcus
Re rch by Steen et al. (2011) al so demonst
toroi te to competitive advantage for busi nes

w - 9 0 QD
o ®© O S
cC 9 ® S O»

De
nes

n has the capability to inspire soci al
s and industri al processes. It plays an i
more sustainably, especiaé¢tyvidewpoionit sShsma
tion represents the heart of the Circul ar Ec
uctud i Il ity as |l ong as possi bl e bwsa mpdsxsomerndas
Desi gn, as od vpmagbldemci pl i ne, can be used as
sary innovation that the Circular Economy de
humarl ated constraints when it comes to i mp]|
signers are more and more involved in devisi
exampl e, EVs and the need for people to quic
green gas emissions in the transportation se
Inet work of actors who produce, deliver and
temM]Ceschin & Gaziulusoy, 2016, p . 131) .

n
«
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ibtTIJtbgbrLbduséegtrIbTStTadLgt

Electric vehicles are seen as a more innovat
emi ssions created by conventional means of t
traditional vehicles running on combustion e
Hybrid Electrical ones seems to be the solut
ments that are going for in the near future,
adoption transition. During our desk and nel
barriers identined by us are mainly related
nomi c, and social factors.

zTpL8jtURUTTIDTSTdbuUELtdLtTSURTPGLL
Electric vehicl EBiatctaer peelfa@adt yi ¢ BE&/Ii cl es) o
plugin hybrid electric vehicles) dependent ¢

gri d. Il n both cases, the energy is stored 1ir
like traditiomMahteehat!|l esmpu€EV®n engine verl
trol-kasned fuels to run. Still, the consumed
vehicles are also powered by the electrical
Environment Agency, 2016) . EVs do not gener ¢
whil e driving, but they need to be charged f
power grid is obtained is also an i mportant
footprint of an EV user. To reduce this foot
renewabl e energy sources (wind, solar, hydr c

to power the grid.

teLUS] gtrObgl FLODLS] TLIRZTIDTST] ThpJ

The adoption of EVs is considered by many cc
nghting the current climate change. Unfortur
this direction at the same pace. Several ene
count eadsh ccoorutneexrty. The policies should prim
vel opment and i mprovement of charging infras
deductions, and governmental subsidies for g
2017) .

Demand for EVs is dimepelrgeptientetl bhemeopl
are clear benents to owning an EV (Rezvani e
with combustion vehicles, a | onger charging
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ne charge, travel behaviours, the econor
affecting the rate ofTadopoli ogi odl E¥dvV 4
s are danmptliemeausldy in thHBuprotdecprononeobf
and performance issues are stild]l barrier
(Broadbent et al ., 2018). Poor 1 mpl ement
stakeholders | imit the advancement of «cf
ted requirements, helping with their exr
of the most compelling barriers is the
ated with EVs might be the strongest ene
aten et al ., 2007).
|l iterature review revealed no speciAc r &
tion of EVs. 't i s not possible to cl ass
i mportant . I f such rankings were possik
barriers to be addressed hArst®toospur E
Economic conditions and resource avail
ng the possibility of addressing al/l t he
mprobable that the EVs mar ket wil/l evol v
rnments and industry stakehol ders (Tal €

cdTbbtdlLidriubgtr i HGL@ESHFHEE T uET

European Union has policies and progr ams
able mobility and particularly electric
d to be the natwural transition towards s
by the EU for a long time and one of tF
cts of transportaACBA, i2020) . MEwWdrR rt I5d @d
rts are made for the diffusions of EVs &
at 1.5% of the t ¢Hrad matairen sofl dEIi enc tEruir o
pea®vé&nvioew of Project PROMETEUS from th
ugh Synergistic Cooper d&tpi Rrédga20Aitih)e. hiEx a mg

ent ®WatpeoptosedEWGJoal s regarding greener 1
eved.

he | iterature review shows, the charging
of the existing electric vehicles are F
ncements in the way EVs charge are const
g a plugin cable are piloted or have alr
charging stations for | ight electric vVve
|l ess Charging Standar-dyuytomdt pdostapeonal
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t hedcaodratteries are just swapped in INdLs t hal
To Launch Power Swap Station 2.0, n.d.). Thi
will onl y ipnopsriotvieonEVand provi d# me ks epgp or t
process of lIac gthier icrognicmmge .year s, this will al
scenarios for the charging networks and hel g
demand (McCollum e2030.dec@8dd)i sThe RBO6&28€een

which major investments need to be made to
(Statharas et al ., 2019).

ETZAdLTSTEUDDLgDDbBTALUATSggETATTES(
Policymaking should be approached nrstly frc
| arge scale adoption of EVs. Several objecti
l ysing behaviour and combining it with exter
motivation to EV adoption (Carolin et al ., =
i ng the B usotuorrmeery in owning, | easing or rent

Intermediate objectives that need to be met along the journey to (large-
scale) EV adoption

| am aware of The vehicle | want one — it
EVs, my
knowledge is
accurate & |
perceive them

| can afford an The charging
EV,and | infrastructure
perceive it as & experience
good value for is adequate for
money my needs

functionality is desirable,
and and | can
experience is imagine
adequate for myself using /
my needs owning one

as viable

Figure 6. Il lustration showing intermediate objec
ney (Carolin et al ., 2020) .
It i s Iimportant that all opportunities are T
(1A war eness andbd&tnto wd cerdsggeemer s and car Neets r
sary knowledge about EVs. They need to know
model s, where they canrlbaa ealc g wsisrueeds farnodm,w hcea s
tional i nformaFionancifahdekdedowes 2)ncl ude t he
running and total costs of ownership, existi
the vehicle depreciation. People have the te
guiring an EV rather than on the | ong term |
di mensions need to b@harmdgiemg i in:for Tahwetc uecetdy rtéos
charge the car is probably one of the most ¢
tial to have access to a charging point at c
and thirdly on a national | evelVeahiaalgded nat tirnif
ut eCshcaring time, battery performance in the
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main barriers agaCossumbmbd¥s Atdtpptsidase( R tI t u
key aspect in spurring adoption. Symbolic at
meaning and value of a car, affective attit.
i ngs of ownership and instrumental attitudes
vehicle are such exampl es.

7TSERFbLTS

The I nternational Panel on CIl lwmartmei nQh ainng et hcec
climate system is unequivocal, with many of
over decades to millennia: warming of the at
snow and ice, rising sea | evels and increasi
eB(lI PCC, 2014, p. 188). Achieving a sustaina
cial aspect for many countries and cities gl
portant negative i mpact on the environment (
being devel oped at a more accelerated rate ¢
adoption by end consumers also in Denmark i s
automobile market due to a wait and see att.i
peoB@l @erception of clean energy technologi e:
lour or habit, It 1 s i mportamaktongl parooesasdi
product and service design and delivery stre
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|l f we are to search the term nudge i n the di
touch or gentle push (Oxford dictionary, 201
cal institutions have t#Hebepporounitn tbeshe
achieving a mutual and desired benent for bc
she | ives. Of cour se, results are otherwise
injunctions (Haug et al ., 2014) .

Richard Thaler and Cass Sunsteilmanyiradpaetinefc

the choice architegtbedavhatural neasppedplice at
forbidding any options or signi Ai(alnhtallye rc hean ¢
al ., 2008, p . 6) . Nudging mechani sms have be
age Iits power in ordlededmmskiiomgu em oec@tsiee ed e rt
expanding online environment, nudging plays
Ilpersonal i sed rieFcoor mneexnadveptlieonspl at f orms are in
are presented, or information is provided,
made by a consumer. From an individual persg
encing a®caresmaeiromg pr oc eas Nnuarge dal lbechavi out
ics (Leonard et al., 2008).

Nuding as a concept implies different tool s

hanced diecit Boonhsforcing certdf{fRAhaluéercoetesalupog
pp. -4338) .

Understanding the psychol ogi cal phenomena at
i nNuence® waypbdfe making decisions, is how a
create a choice environment. Il n this choice
towards taking a decision that 1s considerec
A common scenario found in the I|iterature ex
school cafeteria. I n this scenario, the goal
result in the students eating healthier fooc
From the physical environment, nudging becar
online space. Di fferent authors (Mirsch et &
et al ., 2016d)i guistead tnhued gtienrgm t hat r el ates to
an applicati on ®t hcahtoiicneNu eTnhcee gao aus eorf t he spe
navigate a user to a predenned, desired opt.i
ginning, we gave an example of nudging the ¢
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aut hor considers it to be a means to explici
avail able options to c Hhoiodsien §f( rGourdadesam ted sader
2019) .

Opposed to how authorities try to handl e bet
someone that tries to use nudging should be

aligned with the | ong term objectives of the
2014). A nudge shall alwayed pbpeopd et luwtee d ca
their own bi¢Thaiereeests., 2008, p. 6).

When wusing nudging, transparency is key. The

duct the intended behaviour al out come of t he
(Wenar , 2017)IPdekicci biuwHitdhheciimpglei es t hat the
ing should never use a nudge that i s i mpossi
person affected by i1it. Thaler and Sunstein e
designed and used for those in need of gui de
structions fordtheednes waat ©Wonbe hel ped.
CFbTEDULS

The key principle of nudging is in direct <cc
wor ks and what stimulates it to someti mes me
Specialists have identined two | evels on whi
and a reNective one. Automatic thinking reqt
on previous experiences, has preset biases ¢
When the brain takes time to rationally r eNE®€
uate asituation and then react, we talk about reNective thinking. Snce the latest de -

mand s, a | arger amounitn onfie cehnaenrigsym aanldw aoyusr | bouoi
much energy as possible, the brain wil!/l mo st
the day. Il n their paper, Sunstein and Thaler
someone, by making a deci si on, HRtochuel ds ictounaptrioon

where someone goes for a decision from whict
with the cost onlRisiltastaetri oinns ttihmaet.# aSuescuoankdivy o r

nnd yourself in, and you |l ack thedlteaoperisénce
uations where no i mmedi ate f efsdbaak iiomnsr dmal
which you are unaccustomed, and it is hard t

perience or anything relevant (Thaler et al

Automatic thinking is wusually what results i
reNect andihdngitdémmageahsave bounded rationa
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therefore make biased decisions that somet ir

esit(Rainford et al., 20211, p 2). People tend
pealing than | ong term ones, even though t he
greater. Due to individual bias, people wildl
ti meldefi@aul tii Bestuchmgexi sts because they wil!/
mon setting, and in part, they want things t
They assume that whoever designs a solution
part in |l ess time for assessment, and theref
et al ., 2008).
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Designers are meant to nnd ways of designing

only to create desirable solutions. The publ
service design on a | arger and | arger scale
Council, 2014).

Service design uses methods and tools that ¢

the public welfare s ySsetrevm.c el td eissi gsnt ihpeul | past etdo
prove services to make them more useful, use
well as effective for or gadiisaitploinmsar y,t it e

nelf(dMoritz, 2009, p. 6).

People using the service are the most i mport
signing the service (Fullerton, 20099 . The f
points where the user interacts with the des
ence how a user wil/ behave and the outcome
the outcome of the servicenanddeaddwasmdes raaldu
process might be the solution to -FinfNuutence tF
century designers should shift their focus

€
forming experiences IYou wasrergi \aen dp do @mina alall L
change their attitude towards something, but
havi(o@irr!l in, 2012, p. 428).

Design has been always inNuencing people. At
ience of refocusing their skills and met hod s
human behaviour. This allows them to not onl
derstand the reasoning behind a decision. TF
centred focus, and i f merged with the | earni
baseuadfgi ng, this can only bring the best ou
tion that 1 mplies also more responsibility f

(Gal braith, 2013).

AgbprLéegtregbL]j steThbbgbzT8&gs8dtadgbs
Learnings of human psychology have been usec
neld of service design winubhogitngr.echmesmg idtyha

vice design | it efdaetsuirgen, fwe nsnude ftae snhagbnl | ef &bee hean
ti dDns
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A tool kit consisting of a set of cards, cont
W &

about di fferent situations of human | i ves

tainable behaviour by Dan Locktibasi §or wielamyg

| ntTeamtd i ts purpose is to spur designers to

a person through the way a person naturally
|l ot on automatic thBi mkitngaanadachowngeamldder e ac
played with, to obtain an intended behaviour
nect people emotionally through their behavi

(Gal braith, 2013).

A solution for desi gdh esguwss ttai nanbNiuleintcye itsh ep ruesse
Tt

Lilley and her coll eagues in their paper.
three steps (1) through a script and behavi
cisely guiding the user through a designed
out @utgoal i's to inNuence behaviour through
products and systems holding liability for
From the previously mentioned examples, we
common points, its background already incor
fore the use of nudging Iin service design c
positive outcomes for the users of a servic

At USZRgbTTITFbLS] TS§F&j §

Nudge is used Mobghadieoar-makdongdeprscens in
able manner. This might include subconscious hints, corrections on how we perceive

soci al norms or emphasising specinc choice

ple, 1is to tell people how others are behav

iour .

Example of an experiment: in a neighbourhoo

household energy consumption is in compar.
ple | owering the energy bills. Her elBsoci al

need to be part of the herd, and the way we

to be pabrett toefr thhael f 46¢f Seélhiengepul 200 D).

Anot her experiment focusing on behaviour al

S .

S

C

F

in buffet restaurant s. Here the resul't S howe

was enough to make people discard | ess foo

d

19.5 % during the experiment period (Kall bek
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I n Sweden, a design team from a car company

tion to resemble a piano keyboard. When wal k
woul d play the corresponding note from the ¢
and increased the use of the staircase by mc

fun Theory, 2009).

At uSZRngTJTFbLZSIATéFVIQ

esign youUr systd&m to eng
1TMake igeveasyhe Iittl 8MghsOAEL e®r make them emo
can sway us towards pricecCriaesdt jtnoa ttihge a g rblechcakvti coru r
make us postponel i mporPantdm@eWiishohgtent Tool kit

3/People tend to rely @Hriin® Ngefigsyjone mechanism

option, so makel it thehadVesoil Ogutospiidiepn@wareness.
(Irrational Designers 1d9 @ Satl mupeus) tthaty sacitli va
tute oflBDasngn, Behavi oSuoCigalpeeds imental representa
Tools to understand an?dCtiinOI\Pu’Te(nmchee909@c5i$sMadnteau
mak i g IChanging Human Behavior to
ease: The | mportance of Ta

5TWe are |less benevol eh{ O°HFPGRE to careless and
antisoci al behaviour, and mor e

selish when we feel webldhe ddeméideation and rer
that no one isfTwatchi ngXtonrnalfkkershar sbarriers
(

i

Krukow and Andreas JeSstpedrigngdps, that make the 1 og
nudgeyou. com) a desired attivity difncul

(Stephen dDeasiegn narhd sBehavi

71To encourage one behaVidhkoBrt ke lets oW School
over another, emphasi 22¢° Yi'tNs? la %o cHeaStiedg? St rategi
gains rather than its Sa®lociated | osses

Artefadt NGkou PiAapt yi ngher
Behavioural Economics 8lReduwee ¢ dgmpdde xnistdyg e
chology to the)Design 9Sd9ensSs shoul d reduce tech

~—~

complexity for the wuser, t
~ . evel o men of objects, an
9 Drlaw attention to ang ralg tJ )
. - - eS| ni encoun ers, sys
sensible InpehghWibour sof g Ng y
Communitations
or member slcofmmuimeé t ya me _
: (Sill,e Krukow and Andreas
in order to make ecol ogical behaV|our
: i nhudge you
soci al norm that consumer s II

ISP

dopt spoaontaneously
CentinealDyse Strati@rgéeqrue in their

Nudg&ew Incentives for Ecological Be -
aviour) (Gal braith, 2013

—~

=y
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both its good and possible bad parts. Reduci

ple to waste their money and time is easy (£
Il n the times we |ive in, many i mportant r eas
tal environments. When we talk about digital
think mainly abrotudr ftdee)Ulbdauaswese tBhibse hiasv-wh a
iour. The structure and wor kNow of an applic
deci-mabnng in ways the designer never intend
anal yses all the possible consequences (Schr

1) Define the goal

= E-commerce (increase sales)
* Online tax claims (increase honesty)
» Crowdfunding (increase pledges)

/

4) Test the nudge 2) Understand the users
* Select the experimental design * Understand the decision process
* Track behavior + Understand the users’ goals
* A/Borsplit testing + Determine the heuristics and biases
. that might be at play

\ 3) Design the nudge

Select a suitable intervention to change
a behavior (to use or counter-biases)

* Develop designs and interventions

* Implement the designs

Figure 7. 1T ustration presenting the cyclic desi
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The chapter introduces the Framework for I nr
a basis structure for our design process. Pr
Di amond desi ghhenepédddiod oglyan in advance and
Naws in the process or underestimates that v
Throughout the project, most wor kNow princicrgf
also based on the framewor k, hel ping the tect
to working separately.

This chapter is divi-dleaptienrtso: t he foll owing s
3. 1. Doubl e Diamond,;

3. 2. Framework for I nnovation;

3.3. Overview of the design process.
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The Framework for I nnovation has evolved fro
has been created to visually represent the s
view of the design process itself (Design Ca
sign process representation, Doubl e Diamond

have 4 design phases and represent an overvi

DISCOVER DEFINE DEVELOP DELIVER

Figure 8. Modi ned visual representation of the Doub

Each diamond has two phases: (1) divergent t
(2) cormMvepgestnting a focused action on the
(representing the design process beginning)

(convergent) phases. The bridge between the
mar ked by a milestone, representing the proc
knowl edge about the problem(s) and its denn
(divergent) and Deliver (convergent) phases,
ideate, create and test the solution that i s
Council, 2019b) .
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Framewor k for l nnovation introduces addi ti on
bl e Diamond model add nemphasiss gan tphreo cresrs ap )
ENGAGEMENT

‘Connecting the dots and building relationships
between different citizens, stakeholders and partners

DESIGN
PRINCIPLES

1. Be People Centred
2. Communicate (Visually & Inclusively)
3. Collaborate & Co-Create
4. lterate, Iterate, lterate

!
CHALLENGE
A
\
METHODS
N BANK )/
N\
N /
AN 7
~ 7
Explore, Shape, Build
\\ //
LEADERSHIP
Creating the conditions that allow innovation,
including culture change, skills and mindset
Figure 9. Modi ned visual representation of Fr ame:
steps, iteration and reNection cycl
The framework introduces core princi-ples the
solving processes$len¢dalr géspeopseant swith un
er; (2) CommunicateHyicmatl éy shar imgltulse vaea ty

knowl edge with the usecrseldpfedpo€elk| abowar & ai
to achieve a common goal Hande64rpsltoereanegegdit
ing on the work done and i mproving it. The f
for method cat egoHmesatoidesn :me(aln)t Hxoplddrsecover

needs and oppor Hmeti hoes ;f¢R)pShapeyping, ins
tion andtEhnBuyiuled to raise ideas, plans ant

motes cr daulitngr ¢ Hefy ¢wmdkd egs i nto account | ec
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engagement. The previously mentioned concept

the innovation process (Design Council, 2016¢
Il n this project, the framework was used as a
phases, (2) agree on a need to reNect and re
set a vision that the nnal outcome of the pr
users and is perceived as | eading in compar:.
considered the framework to be promoting val
vice design discipline, making it easier to
posed principles.

However, the Framework for | dQroesattii ogqy & ecureto
of sUuma&ks g us question I f the proposed | eac
the most important to us when considering de
Bank categorisation seemed to be irrelevant
na.l process phase categorisation, maki ng us
t ual approach.
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[ Expert interview
| Data gathering
| Nudging research

O OtecpgbpLgRTTItTALgTEgBLLE]

As mentioned previously, the Framework for |
view of ®Whermpmrcejsesct( Fi gure 10)

February March April May
|

DISCOVER DEFINE

DEVELOP DELIVER

Final service concept

arget audience Ideation

Business Canvas Model |

Interviews - first wave Personas First service concept
. Stakeholders value map |
| Literature review | Journey mapping Pretotype | ) . |
) . . . ) _ Service architecture map
| Research question I First written draft Prototype | |
| Project context | Interviews - second wave Testing | Journe}/ map |
| Service safari | Scenarios Critical reflection on solution | Blueprint |
| | Discussion |
Figure 10. 'l lustration showi ndgd umsheals enett hhroadusg h nt he
At the beginning of the project, there was ¢
should be based on, which was especially 1 mg

| owed the | nnowatcioorne fptPainmecywoprokelse nr st and C
andcceate (Desi grmlw@o hmwiel dez0 Hd®a) to conduct

more emphasis on qualitative rather than que
comes to academic and theor ésttiacnadi nrge soena rtchhe t
ders ofmaositanafs the research and analysis was
It was seen as a good practice to discover t
coll eagues while at the same time doing our

pare the knowledge of other researchers witht
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ot her design stages were selected while adva

strategic decision that we took while planni
acknowl edge that our project was not based o
us to explore what the nnal result of the pr

met hods at the beginning of the process was
row our perspective on the project.
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Ot7iUbygtbdFeT

This section of the thesis reNects on the de
case study. The presented activities al so r e
and problem statement were explored and addr

Il n this section, the previously presented Dc
ci |, 2019a) is used to present the design pr
The casf prtaucdess was divided into 4 phases.

erfymostly dedicated to relggaatheh.edl n ntsh g hben mw

mari sed and converted into synthesised knowl
t hroughout the design process. The Devel opme
coming up with ideas that would address the
phase, was used to develop the selected sol L

probl ems discovered during testing activitie

Each previously I|Iisted phase has its subcharpg
mentation, nAndings and insights. Therefore,
into the f-ohdmptwemg: sub

4. 1. Di scover phase;

4. 2. Denne phase;

4. 3. Devel op phase;

4. 4. Deliver phase.
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diOt=LbéTpgbtrZLuUb{

The Anrst phase of the design process was bas

(@)

principles (Design Council, 2019a). The rese
step of the design process that helped us to
while refraining from stereotypes and assump
topi c. By being aware of our biases, i mmersi
gai nidnegptihn knowl edge was seen as a -gwarect a
of the matter. Being familiar with the conte
with our target audi ence andmoutnidveartsitoannsd arneds e
haviours (Stickdorn et al., 2018).

The -chudbpter was divided into separate sectio
4. 1. 1:NeAomoark Mappi ng;

4. 1. 2. Exploring vehicle obtaining services

4. 1. 3 Coll ectfiopgnvemisc wetbwaaer ©nl i ne Survey
4. 1. 4. |l nterviewing vehicle users and indust
4. 1.5 Concluding Discover phase.
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At the beginning of the research phase, we I
and information when it comes to the automot
publishers and their interests, we have real
ent functions revolving around the car purct

overview of the di scovered actors and their

actors network map (Morelli & Tollestrup, 2C
at the working topic from another viewpoint
be even considered to be related to the prot
(ServicebDesignTool s.org, n.d.).

zgadLTae

The AMdtowor k Mapping process was started by
noting their main functions in the networKk.
ries. With tors categorised, we have deci c
from the st ehol ders mapping method, acknov

al so meant

a
a
t create an overview (Stickdorn
pl ace stakeh
e
h
t

| der s Teisnstedn i 3mipsberphaaridgatt ek d yaeyresr s :
al ., 2018). In this way, we he
ir functions and placed them ir
our project.

(Stickdorn
actors by t
in regards

ULSétLs]b
During the mapping process, we have categori

categori-esve(lprBHEnNni slagvelnsgr ga&ni sSataitens; ( 3
related manufacturers or businesses and (4)

o ® -+ O O X O

11). Throughout the mapping process, we have
organi sations are taking part in EV/PHEV adoc
rope. By identifying theid® damtceaxtonswe elgavdai
the i mpression that most of the | isted Euror
encing our service directly, rather than proc
and regul ations.

St alteevel organisations were considered to be
ing down actors and their most i mportant fur

that a created service woWHB dfaveave $$®e coxmipd tyi
ulations and subsidiaries as an opportunity
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Di scovered dEM/oORBEM orreltehteed manufilazt @egery or
had a broad range of functions: from EV/ PHE\
EV/ PHEVs. These mapped out actors and their
there i s a | ar ger enleatwsod ka otfo rbsu samde scseal s bet
sure that the EV/PHEV industry is growing ar

European Council for Automotive R&D
The European Association European Environment Agency
for Electromobility gathers data and assess EV/PHEV polution
European Automobile

Manufacturers Association
Danish Goverment
EV/PHEV charging EV/PHEV car manufacturers regulation, laws, subsidiaries
manufacturing, selling EV/PHEVs

The European Climate Research Alliance
advocates for sustainability and environment

Automotive trade associations

and European
brand dealer councils

equipment manufacturers
providing tools for EV/PHEVs

The network of European cities

PP d regions cooperating for
" Municipalities an
EV/PHEV car dealerships . P: . innovative transport solutions
B g infrastructure, regulations
selling and consulting on EV/PHEVs

B Y (= el it s Essential actors
servicing EV/PHEVs Charging network service EV/PHEV infrastructure planners
installing networks, charging planning and designing Renewable Energy companies
Companies recycling EV/PHEV components provide sustainable energy
taking part in EV/PHEV's sustainability circle
IT infrastructure developers
creating vehicles-related software
Dansk Elbil Alliance FDM (Danish vehicle association)
lobbying for EV/PHEV representing Danish drivers
Car-sharing companies
rents EV/PHEVs
EV/PHEV ambassadors
Car-renting companies advocating for EV/PHEVs
rents EV/PHEVs Leasing companies
leasing EV/PHEVs
Banks e Media outlets
giving loans for EV/PHEV purchases |"5“"?"5e Gl 2D informing, disinforming,
providing car insurance i FelENlE el advocating on EV/PHEVS

Other actors

Agenda

- Actor - Important actors layer . - EU-level organizations ‘ - EV/PHEV-related manufacturers ;

or businesses f u n C t | 0 n

@ - Essential actors layer - Other actors layer ‘ - State-level organizations - Upcoming/existing car owners smal |l er e

Figure 11. Vi s tNeltiwoatki ama po fusAkadt dro present and
actors ®n akuroonpwd i ve i ndustry.

The upcoming/existing car ownhers category he
bet ween various car owners. The most I mport e
standing how actors could have different rol
thermore, the created distinctions were seer
and its segments forming.

7TSERFbLLTS

Actors Network map was used to categorise ar
to discovered actors. During the process, ac
| evel s of perceived i mportance. The method v
since it was hard to establish a research di

the industry and what inNuence they coul d me
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4.1.2. Exploring vehicle obtaining services using Service Safaris

Service safari was wused to discover existing
and gat-handnesgsperiences (Design Council, 201
from Actors Network Mapping, it was decided
ing or upcoming EV/PHEV owners to purchase &
physical <c¢closure of car dealerships in Denme
deal erships and other vehicle providing ser.\v
insights also helped us to identify what mak
wi der range of services that offer various E
(i bid.).

zgadLTeé

For each service safari, the method has beer
steps taken, commentary on explored service

(Lewi s, 20198 . eEplcbhr aeromcwas done separatel
safari has ensurmfexdpdrhiadn aess evmarcenemrst 1 dentic
ent shared insights while forming a coll ecti
(Design Counci |, 2015) . Even though the sepe
portant, the common agreement for safar:i goe
sary to ensure that the safari evaluation pr
(Johnson, 2020) . Safar.i documenting process

pretations how users would use the service i
and (2) our e xtpieméa ewnsceerss adkurinirrsg t he safaris

ULS&LST b

Whil e searching and deciding what services ¢
cided t set research scope on organizati ons
acquire an EV/PHEV as a regular customer . O
service types and form an i mpression of what
whil e searching for an EV/ PHEV owning optior

As the safaris were meant to explore service
area, all chosen companies were: (1) operat.i
(3) had a somewhat of online experience incc
selling journeys.

To go through service safaris completely, WwWEe
that were offering vehicles. Because of the

| east one service safari entirely-, we have ¢

purchasing and purchasing phases of the safe
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and researched. However, they were not as <c¢
were able to go through without nnally c¢ommi
=bLEJOEE

Throughout our search for actors offering al
we have found a service that offers car owne
Dribe.dk is a service that each month char ge
a car subscription fee that i s based on the
vehicle "VW up!" cost 3499dkk per month (Dr
cei ve: (1)a "daily car"; (2) access to "spec
hicle ownership covered; (4) participate in
of the service's features free of 4marge anc
have perks (ibid.). Dri be. dk seemed to e a
vehicle ownership Nexibility a

b
nd vehicle owr
ered fast, transparent and with the | eas

Service Saflari: Dribe.dk

Membership and subscription-based car rental service offering EV/PHEV/ICEVs in Denmark U S e Z-i om m
Objective: What services and processes exist to acquire a EV/PHEV in Denmark? f unctil on t o S €
Goal: understand how service works, research as further as possible without starting subscription. smal l er el ement

User: person with driving license and interest to have a daily EV/PHEV.

Documentation perspective: High-level, basic customer journey:

Gelting acquainted with the service, benefils Being convinced Lo try the service and download app
Website Website + i0S/Android system

Be introduced to service Browse through Consider subscription, Download & install
concept, benefits, rules showcased vehicles car payment and package owioad & nstallapp
i . ar | St uired to use

and car subscription charged

Regislering. providing information & hooking vehicle Acquiring vehicle
Mobhile Application Mobile Application + Dealership
Provide basic user Accept rules, Browse and reserve car Be guided how to
information identification for a selected date pick-up vehicle
I can be |b hosen car gets reserved for Ve flow is done
lone G t 2 hour i
&) Can be picked-up after 14 days ! e
&) Can only choose from 3 "free” days
Agenda
Safari phase Gelting =...> Touchpoint Websit Safari step Love point 1 Service has <. Pain point  #) Canbe <.>
ebsite
Figure 12. Service Safari steps and positive/ negat.
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Most of the s
site is used
where users ¢
user journey,
driving it, h
Dribe. dk del.
ence with eve
| ated activit
exempt from v
vider is resp
Whil e expl ori
were making o
presented by
made through
service, ma Kk i
wel | devel ope
swer ed, nabl
(4) Service's
transparent ;
ship and car
had an early
The user's <c¢h
whil e deci din
l'y sever al st
On the other
that might be
tions had to
hal f a year e
necessary to
service scena
phone applica
ordering 1 tup
of fer deliver
physical | oca
before acquir

ervice's onboarding takes pl ace
as an introductory and infor mat
asne rl voigc e na n du sdee Isred £td sert viomes . L
users enter the service's phys
aving it parked, serviced or re€
vers value to its customers by
rything included. --BBwn esrtsalritp nrge -&
ies are taken care of. For exar
hicl e t arxeltatoend opr mdehsese sO wanse rts

=)

sible for covering and managi

ng Dribe.dk, we have noted dowr
ur onboarding journey positive:
the service itself, making it e
the user jJjourney,; (2) Dribe. dk
ng it easier to decide if the s
d FAQ secti-nal ahedegmesti ohstWwe
ing the user to better know rul
car park was accessible withot
(5) Dribe.dk had a detailed br e
subscription; (6) While registe
checkpoint to ensure that wuser
osen car would be reserved for
g Its subscription; (8) The ser
eps of the service where the ht

hand, we realised that the ser.\
considered to be negative: (1)
be paid separately, making the
ven i f the wuser iIs not subscridct
have a mobile appli datsieolnf for t
ri os; -i(n3)t oRd dhies tsryasttieam weaarsd all s

tion; (4) The chipsead twahildl a awe
(d5a)t eT hhea dp iac kn a rurpo,w (t6i)meS efrrva ncee pd
y to the requested | ocation, fc
tions; (B) stUaer Mbhygs ctomdiumspaeagt i
i ng the vehicle.
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As we were taking our nrst safari steps in I

that, at nrst, it was confusing to understar
bership and car subscription cost. That myst
ed mmapage, where everything has been explain
While reNecting on what could be i mproved ir
of our pain points might be connected to the
nerships with other services and organisatioc
ships work, we have decided to avoid assuminr
i mproved. Thus, we considered that the servi
er to have the whole onboarding process on t
phone application. Such 1T mprovemen seemed t
partnering with car or insurance companies.
Through the service safari, we have started
ed by partnerships with other services. Thi s

ering that only European car manufacturers v
i nto consideration the fact thatelaared rfourmarn
ties were included in the package. As a restu
sel Wehsasxt st akehol ders are necesdAanrg doer Dri b
ready for such car owinership service provi de

Dri be.dk has been considered the most progr e
paring it t-loi ottdckrsermbweil oavs .

VizTbgoeE

Whil e choosing companies to explore, GoMor e.
continue the service safari with, especially
As GoMore.dk offers several services, we hay
We saw | easing to be in thaesedkndare dwernevrehi [
-ti me car purchase approaches. GoMore.dk | ea
ership process, making it possible to | ease
| eased car, the user pays monthly payment (€
(e.g. 540dtkikme acnadr orneecei ving (e. g. 15000dkk)
600dkk) . I n return, the user gets: (1) Liabi
i ng and (3) -$heraebhistgatowcbh GoMore. dk use
viBeperks are paid with a monthly fee (GoMor
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Go Mo
of t
me mb
Cros
ot he
cess
we b s

Go Mo
appl
Wh e n
a Go
as ki

cl e

re.dk was providing several services anc
hem for thei-shawinndetnleéht| dased car with
ers), this fact has encouraged us to exf¢
sover between EMWMhRHEWGgl esaesiving eassn d How g a a
r argument to explore GoMore.dk was t he
i bl ee xapnldaiwvedd | easing process tH®at was d
It e.

re.dk onboarded its users online, whethe
ication. I n the online envseowvwimeatactuiseli
ordering a car for |l easing, most of 't he
More.dk ageqwnip giavingoaafclarowroviding peé

ng for a credit history. The interactior
vironment when retrieving the ordered vehicl

t

o GoMore.dk (Figure 13)

Service Safari: GoMore.dk

Subscription-based car leasing service offering EV/PHEV/ICEVs in Denmark Us e ziom m
Objective: What services and processes exist to acquire a EV/PHEV in Denmark? f unct | on t o S e
Goal: understand how service works, research as further as possible without starting subscription. smal l er el ement

User: person with driving license and interest to have a daily EV/PHEV.

Documentation perspective: High-level, basic customer journey:

Getting acquainted with the service, benefits Ordering vehicle

Website Website or via phone call

tis included in

Be introduced to service Browse showcased Select extras, fill-up Agree with terms and
concept, benefits, rules vehicles and select car application form conditions, send order

Ordering vehicle

Phane Call

Eligibility check by the GoMore's partner Retrievine vehicle

Email Pick-up location

1) r,l.,.u_\lw-l‘m has to be signed
digitally

GoMore agent call Be approved by Agree with contract Pick-up a vehicle
back for confirmation service's partner and insurance terms after partner delivers it
2 re u st £ [ | 'I:w‘i‘ is ordered from dealer only afte

ql Cannot be delivered to home
Agenda
Safari phase Getting <...> Touchpoint Webeiie Safari step Love point [ Service has <..> Pain point ) Canbe <.
Figure 13. Service Safar.i steps and positivel/lnega
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GoMore.dk delivers value to its customers by

cesharing. As Service's Communication Manage
money to be saved by exchanging ownership wi
|l osing value on the car and the risk of | arcg
GoMore, service and insurance are always 1inc
ment" (Hougaard, 2020).

Whil e exploring GoMore.dk, we have collectec
the service more appealing and motivating tc
ney explained; (2) GoMore.dk had a brief anc
osition & benents; (3) Service had awell-covered FAQ section, answering many our

qguestions as i f we were users; (4b)haarmwgi ce cC
t hat were mean to benent the user | easing a
i ng and inspectioni wiamhomudgibet eiged ocggde mgnt ;
a transparent price presentation for i1ts <car
I's included in the | easing agreemewmpg ;wi(t8h Se
cal l to connrm the send request; (9) For s
guiring a negative RKI conhAnrmation from the
be signed digitally.
Whil e noting down the positive service's att
tive one (1) Service's car descriptions he
choosing step unnecessardulpy |l pracli oggad;r eEne n\
extra services had an additional mont hly f ee
sever al dayp dmo tfloe | mlwaced order ; (4) Custon
be done before moving forward with the | easi
be provided to GoMore. dk's partner; (7)) The
ter all the paperwork was done; -u(p8)daltte ;wa(s9 )r
Ordered vehicles were not eligible for home
Browsing GoMore.dk, we appreciated the servi
upcoming customers. However, acknowledging t
| easing partners that did all the paperworKk
was more inNuential: GoMore.dk or its partne
| easing services (ALD Automotive, n.d.).

Whil e considering how GoModebeki mpessed pBreowc
the only thing that occurred to us was the f
activities taken care of for GoMore.dk itsel
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Throughout the GoMore.dk service safari, we
tion: "Was GoMore.dk gi virnegl attesd ptaarstknse rtso aa v
sponsibilities owpadity pamgtamerzatorontshirreduir e
sponsi ble for certain areas for other reason

GoMore. dk's value proposition model seemed
i ng while comparing it with other explored c
experiences.

EJbRUOETS

With being aware of the organizations that g

it was decided to also |l ook at the businesse
ucts for towdi hgondakstarwas a popular EV prc
West, making the company' s appearance a sigr
i ndustry (Teece, 2018) . 't i s knownnd)ororsel |
Model -8n@inid

Tesla was seen as a relevant EV car manuf act
the car manufacturer directly sells the car s
avoidpahtyddeal ership involvement (Tesla, 2C¢C

egul ar customer interested in owning a Te

- >

e s webshop. Il n the car ownership journe
n eps are in the physical environment wkt
| a'" supsdati gital ecosystem (Figure 14). Al Il ot |
n
h

TQ un
n
—

n
c
—
jah}

nce or scheduling saeservecdingi aal eownie

er via Tesla's website or a mobile applice
|l a''s EV purchasing experience delivers ex
ut omakers. Since Tesla is selling it
es money by avoiding deal erships and the
il on, the company offers its car i1 nsurance

the ability to exchange the previolu

—

- < O un
>
a8}
a8}

=
o
-
=~
®
-
a

Whil e conducting service safari on Tesl a, Wwe

poi nt that previously reviewed services hao

new ones: (1) Tesla was highlighting the pos

dri ve,; (2) As ot her -ctowe rsedr WiAQe ss,e citti omad wa tv

videos for each product; (3) EV package spec

TESLA was offering their own, exclusive i nsu
53
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possible online; (6) There was availability
User account was automatically created after
was indicated to take around 24 hours; (9) £
i ng, owning were in the digital Tesl a-' s pl at
i n for purchased product's price reduction;
ered to requested | ocati ocnoun(tlr2y) vleehsilcal ewasse rc
i ncluding roadside assistance; (13) Had a pl
were accessible via TESLA app.
Service Safari: Tesla.dk
Car manufacturer selling its EV only via its website .
Us e ziom m
Objective: What is the customer journey of purchasing an EV/PHEV directly from manufacturer in Denmark? f unct | on t o s e
Goal: understand how service works, research as further as possible without starting subscription. S ma | | er e | ement
User: person with driving license and interest to have a daily EV/PHEV.
Documentation perspective: High-level, basic customer journey:
Getting acquainted with the products. practices Ordering vehicle
Wehsite Wehsite
Select vehlcle and Providing payment details Waiting for car delivery
and pIaCing order
|. r| Tak round s for the
Receiving and owning a vehicle
Wehsite + Vehicle Vehicle
Getting vehicle Vehicle owmng and
delivered servicing
|.| 1 be delivered to requeste |b[“T|n|m our
.lHT ve to bring identification documents |b Includes de assistanc
Agenda
Safari phase Gelling <...> Touchpoint Website Safari step Love point 1y Service has <. Pain point #) Canbe <.>
Figure 14. Visualised service safar.i steps and posi
l a.com WBelehmopg!| e purchasing journey.
With many | ove points discovered, we al so he
most 1 mportant pain point was that (1) wvehioc
than half a year to be delivered. Other thar
that could've been easily solved: (2) Listec
making it hard to imagine how the car inside
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t hipradr ty' s website and the

ument upon reclaiming the vehicle.
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To cl t he
tions, it was
i ndustry
was a great
(Vol kswalg.e)n,amd dnowadays

guestions ¢
t hat

os e spectrum of
deci ded

t han

comp
to inve

for mor e sever a

choice as it was

fact

t hat Tesl a r

noti ced &

ort sect
re was @
ti

ne

of me
E\

St anc

nil i
SSi

< -5 O©O —+ < -

nd
d
it
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her Wi
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wer erl ookeoc

D

to be innovat.i

nsiderin
S purcheas
ait nepdo ri tnannotv aatri eo r

ner al mar ket ' s

i ons <co

Tesl a

ompil ed, hav

coul d be

w e
referr

angwniypgsop-hat
stigate a car r
I decades
company

and s

a wi t h

i ncrepowegeidt sarang

model s (Vol kswagen, 2017).

Vol kswagen wa se ssteeelnl iasshead wednduf acturer of in
gine cars selling its productitcon vDuae ctaor dea
Vol kswageennt ry into the EV/PHEV mar ket with i
be aware of how the traditional automaker i s
while trying to seldl Its new |l ine of innovat
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Throughout the safari, 1t was discovered the
branded vehicle mainly takes place in a phys
partnering with Vol ksawa g eenv e(nV alhkosuvwgahg evo,l krs.wda.
website \Vbiusiittder § toovn Vol kswagen model , visi:
car dealerships (Figure 15).

Service Safari: VW.dk

Car manufacturer promoting EV/PHEV/ICEVs via website and selling them in the dealerships. Us e ziom m

Objective: What is the customer journey of purchasing an EV/PHEV directly from manufacturer in Denmark? functi on t o S e
Goal: understand how service works, research as further as possible without starting subscription. S ma | | er e | ement
User: person with driving license and interest to have a daily EV/PHEV.

Documentation perspective: High-level, basic customer journey:

Getting acquainted with the vehicles Choosing the desired vehicle and booking meeting at the dealership

Website Website
o ffered product. Select vehicle and view Customize the package Book a meeting with
EOVESTereCiprotucie its presentation that vehicle comes with sales consultant
5 We as a lo | Hig to plan o to und y tet the scheduled

o Me cor

scheduled in the deal

Agenda
Safari phase Gelling <...> Touchpoint Website Safari step Love point 1y Service has <> Pain point &) Canbe<..>
Figure 15. Visualised service safar. steps and po.

Vol kswagen.@kvebbsesheppurchasing journey

Making the physical purchasing journey steps
cesses such as-upenmvieciahgo pxPlkirngnced by arrt
required | ocation. On the other hand, Vol kswv
Vol kswagen | D, enabling its customers to prc

mation, get relevant deals and have their ca
(Vol kswadgepn, n. d.
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Al
cCo
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we
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t h
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Th
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re
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Co

an
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sides providing a vehicle, Vol kswagen of f e

'"s vehicle ownership journey. By purchasir
res that taxes awmdklathdr fwelsi alre dvarkiemg c a
i p's staff. I n addition, Vol kswagen al so c
crease the car owning experience: (1) roac
) service and repair subscription; (4) ext
20)

il e exploring what Vol kswagen has to offer
ver al | ove points that were seen as benenc
| kswagen had detailed vehicle and package

alership'"s representative was possible to

I ps were offering their hreellpatteod tpaakpeesr wcoarrke
g purchaser's journey; (4)Vol kswagen offer
I ve.

though it was noticed that throughout our

untered while browsing, understanding the

understand what are the possibilities in

bsite had a | ot of information scattered,

| kswagen car purchases were not possi bl e c
s Ilimted to only "building a car", bookir
S of the Vol kswagen's onboarding, pur chas
cted to dealerships; (5) I't was confusing

sired car from the car's manufacturer; (6)
de was hard to understand while acknowl edc
rough the deal ership; (8) Vol kswagen car ¢
|l tant meeting was only possible in the dec
e most confusing part of the exploration v
g process, campaigns and understanding whe
rer's website. Even more, Vol kswagen had n
gions, making some of the campaigns avail s
rk amwdrwiacg e. g. Vol kswagen Go availabl e i

mparing Vol kswagen with other explored bus
ufacturer istaking adifferent approach than otherswhen it comesto sellingonline

d empower
journey

i ng ¢
coul d

us t-venevisc avi @ it imomse. sEhifs asp
be addressed; however, witt
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Sever
keep
performance or because of slow adaptation of
purchasing journey be di-ddealrernshifp oo iae ntread i

7TSE8RFbLLTS

ach is performing poorer than cempared

ce and tot al customer journey digitali s
essity.

a l guestions have arisen throughout 't he
customers dependent on the physical en\v

After exploring businesses that were offerir
Dri bldshdkrt or | ong ter mHI emgithgr, m (120 a GiorMi@ r &n
sharing; Hp3er nlaenselnat. dokwineé mm loeadiomg; H4) Vol k:
per manent owning and | easing; we not-ed down
hand experiences that a regular user might €
nesses had an online presence and platfor ms
to use or start their -perehasi hguraepear &r n¢
More.dk and Tesla.dk were seen as more i nnov
cused more on adding additional -dealvercehiop f €
sales model . Explored companies had differen
uni que from each other. Noticing how differe
cesses are, we have raised sever al guestions
businesses are based on concepts where partr
to ensure car sales to regular customers. Th
business context of EV/PHEV adoption, car de
keepers that currefdtity edhidst ate the mar ket
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T 0Z 0 Ot7TRRgédui@]trHYT & BIRGL AR i DH ¢
As we were in the middle of tHSe& arresuegarLdghph e
houheas drafted an online surVay etdo shei sahame
platform Linkedln (Linkedln Corporation, n. c
initial purpose of the survey was to gather
chasing from international respondents that
not initially plan to have Bnpankthee sutwhey¢
i ng adthedsirgeni ng the survey seemed benenci al t
met hod triangul ati on. Data gathered by condd
us t o have a mor ec hseocpkh iosnt iocuart endn dcirnogsss. Besi d
online survey draft, we became more aware of
tion designing and our subjectivity on gat he
zgadLTe

The drafted survey was designed to be explor
national vehicle owners and focused on discc
purchasing behaviour and (3) attitude on EVSs
more qualitative rather than Muaumestiadnyewer
opeennded, making the sur veyenhdaevde qounel syt iao nhsa ntdr
predenned answers to help categorise responc
tional i nput (Toepoel, 2016). While consider
ones and their formatting rather than remove
For exampl dWolulnd tyemu rodt her continue to buy

erships or would an online car deal ership me
and purioeadfalv? suggested a-reilimpleidiniadesnd oat
you feel comfortable to only buy through t he

deal ership would dFem meeprowiong HRRedyBast i e
have relied (20I6éoppel 21) g iWhdaes qfucers tli aoyncsu tt

(only the relevant ones!), What form the que
-ended) , ... How to sequeémeares d Bl JgaaNesdti iomge dr
the method of designing suggestions, the nev

spondents would only go through gqliesdegmears- r e
tation was bas8 ds ecnt itchnes spurrevseeynt ed t o the r e
previously aesdved egued oisens (Figure 16).
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"About habits and behaviour" survey scheme

I
l |

Owning a Not owning
car a car
—_— —_—
Asking Asking car Do research Go directly to car Asking Asking car Do research o directly to car
friends, family dealership online brand's website friends, family dealership online brand's website
Car dealership
experience
e Online
searching
—
Online
experience
Let's imagine

you are buying a
car

|

Dealerships vs.
searching online

Legend |
= ey flow Choolsing a Choosli ngan
elements sical car online car i
— %?;ierslhip de;lemhip U S € Z__Iom m
——— SA— function to s
———— _ smal |l er el emen
Survey element's connection with a following l
element
About Electric
& Hybrid cars
Almost
done!
Figure 16. The scheme used {80 rsetsrpaotnedgeinstes awmid |s h

throughdsseovoteiyons depending on their giv

ULSetLsS] b
The survey had 27 online responde#ted aftApglpenc
data showed that the majority of respondent s

bly | arge group of participants were from tfF
tralia. That made us acknowledge that the nr
not necessarily precise or true-hfadf tolietbha&ni

participants owned EV or PHEV (48.1% / 13 r€
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wning di
ar type
hared from
nline purch
ated that t
pondents) i
he car deal
tead of rel

own

n —+~ n O O u O O

i nfor mat.

on

esel

or petrol engine cars (44. 4% |/
ership divide to be benencial toc
both sides. 60% (15 respondents)
asing experience by searching on
hey would go directly to the bra
ndicated that tWweykeos!| dr adkr écf
ership (4% / 1 respondent ). It
ying upon or asking others, the
on the internet (Figure 17).

Based on your previous vehicle acquisition experience - if you would need to buy another car

- where would you start?

25 responses

17.

Pi e

Figure

champi showisngnpaowi ¢hpgntwoul d

@ Ask friends, family, co-workers
@ Ask car dealership

& Do a search onling

@ Go directly to car brand's website

start

bs§ZFdtIpbTStbgbzZTsegsdbtadlLudréTsbrLegbgeteiubt &
dLgtbt! bbdtpgLLeRgTUEI FEDLES] tbdAdgZ

The survey h
end answer s.
starting the
website. By

their feelin
website. I nt
in their pur
that they ne
state at the

ad several s
This survey
research
giving them
gs of being
erestingly,
chasing jour
eded to do f
car deal ers

ir

ets of
design
journey

guestions 't he
approach has
by Wi siting

specinc additional c
we l | informed after

only 2 (33.3%) part.i
ney, while the other
urther research afte
hip amongst the 6 re€
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keywolf d s s tirdaitleadp pi@iniptreeds Sweed most popul ar ar
respondents (8 selected keywords from 6 part
ing wor d¥ osnndihendisitttedi sianibgt i Mvet eécl ess popul
(4 selected keywords from 6 gardteidc iquarsttd )o.n, E
ticipants also shared their thoughts on thei
pants have pointed out that <car salespeople

knowl edge about the car. Further on, it was
mani pul ation from car salespeople was preser
and ethics. On the other hand, one person st
rience was informative. 't was noticed that

sidered purchasing vehicl es f& owre bhcsairt edse aw eerres
more prone to associate car deal erships witdt
ones (Figure 18).

What feedback do you have on car dealerships?

b responses

| bought a Tesla. | don't think I will ever by from a dealership again

Salespeople need to more information about the vehicle - i.e. transmission type, winterized features, etc.
Customer satisfaction should come before commission. Pressuring someone to buy a car on the spot when
they aren’t ready may lead to the wrong purchase. | would say its unethical to try to manipulate someone into
taking on the max debt they are allowed.

Learn your product. Electric cars need you to learn before you try to sell them.
Informative

Was not a dealer but a display show room. No commision, just information

Figure 18. Screensh@xpehowinetg @padt iopi mpamins on p
from car deal erships.

»UbdtLteétLZi8dbtrbL8ZFdtrTTsrTbgubeLts] T8I ToSuUALTS 1
Looking at Arrepyptonadre namst e hat e@ segaesthi ons, it

that a majority of participants felt opti mis
ble (48. 1% / 13 respondents) during the onli

for cars online with positive rather than ne
6 2



describimenWairsedi:stinalléd ap pilavienteed el ect ed
from 27

ti mes

on |

participants of the survey (Fi

How did (would) the online search make you feel? Choose all that apply.

27 responses

Comfortable
Confident
Excited
Satisfied
Trusting
Optimistic
Confused
Frustrated
Disappointed
Pressured

Figure

I n
experien
ence to

ticipant
and con
was hel
hicles
campai
wer e
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EVs.

roi
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t
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t

n
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es wer

website
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wer e ra
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0

19.
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—13 (43.19%)
—3 (29.6%)
—10 (37%)
—6 (22.2%)
—1 (3.7%)
—19(70.4%)

—2 (7.4%)

—2 (7.4%)
—1 (3.7%)

—0{0%)

15 20

A screenshot of

wards an onl i

a
ne

bar grrhpbl i agent br
search for cars.

i son with the input from respondent
es, it seemed that some respondent s
e more online rather than physical,
i ndi cat edelt htaed siemfreahmagi d mromrlairne
Sever al participants have pointed
ng them to nnd a variety of indepen
ey were interested in fhlivlee tn emaigni
However, respondents were al so poc
providing enough informatd.i onl i ne
wl e dgeFfacm omanrcwefda ootr u rseorl sd espe.:
asked what websi participants w
identi nedve h(plad g esar( enagn.uf aecd lua .easm,
forums specialising in car expertis
g. FacebooMH, npYuotu thuabse )a. | sRoe sipnodnidceartse d
y using websites from only
prone to y approach

websi categories.
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car s,
t es
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br

one

r el on an t o

t e
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bELS]ThgbZzZTseégsadabtadTrLSujLtsgraLgebrfFzeTSES]

Wh i

t hat

wo u
gas
wi t
hic
not
pot
ot h
Ity
dea
spo
pr e
cho
wh e

e asking participants to iIimagine their u
70. 4% (19 respondents) of them would cft
d consider buying a PHEV and only 11. 1%
|l i nbaeerdi nmehicl e. Participants also pr oy
most of the arguments Dbei ngpocwenrterde dv ea-r C
es. Several respondents mentioned that t
ready for electric cars. Some stated t hs

ential and indicated that EVs are seeming
ers said that they were inclined to consi

- S5 —

r

c o mf

oo

ar

i a

O O T 0 0 «Q

d

omf

ared feadti veness in the |l ong term. For mo:
(85. 2% / 23 respondents) was more i mpor
dents) while choosing a car. The obvi ous
sion that the majority of pareftepanve t
ce rather than sti dkibnrgantdo aonnde ncoatr | noaonkuif
e. Participants have also shared thought
ortable while purchasing a vehicle. To c
deal ership reviews and reputation to be
ortable while purchasing a car. Others s
woul d make them more comfortab#eppurchas

or mance and i-wosr lcdbssest tiinngg waesalal so menti on

technol ogical specincations about wvehioc

ertain testing environments that might not

»UbdLedbAEaBE ST ZFbelLiubLs]jrtuteubtrdlLbTF] LtUTZL"
ZFbelLubLs]jtuteubtT TSERLS ]

63% (17 respondents) indicated that they wou
deal ership, while the remaining 37% (10 resrtg
purchase a car via an online car dealership.
spondents, keeping in mind that previously d
feelings and feedback associated with the on
Respondents have given us t heeinrderde abtispolnlionng by
guestion. People that chose a physical deal e
a car before seeing or test driving it. It w
with a real human being can help to discover
purchasing process is safer and can hold a c
penings. When asked what it would take for t
online instead of purchasing it physically,
and reputation of the dealer would be an i mg

6 4



driving was also indicated as needed and off
ships was mentioned to motivate the choice.
ships as a medium to purchase a vehicle have

proach could help them with avoiding the pos
ni cal knowl edge someti mes might be | imited i
tioned that the online purchasing experience
chasing experience.

bELS]TbgbZTs8egsdbtUETFAdtTdLgLtb Tt EETRRgE]T gt TJI

A majority of participants, 66.7% (18 respon

wel | informed about electric and hybrid car s
have stated that they are feeling well i nfor
they feel somewhat informed and 7.4% (2 respg
feel informed about EVs & PHEVs at all (Figu

With the discussions going on about electric & hybrid cars, how informed do you feel about
those car categories?

27 responses

20
15
10
5
0
1 2 3
Figure 20. Bar graph showing respondent s’ opi ni
comes to electric and hybrid vehicl ¢
This has |l ed us to the iIimpression that a maj

conndent about their knowledge of EV/PHEVs.

cles and hybrids seemed to be apoie@at of dea et

on the topic. It appeared that a | ot- of resrtg

future choice, while PHEVs were seen as a ¢tr
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its time and not-epmeviemdg Be IE&sas Howetver , i

in some places, the infrastructure for EVs i
i's stildl not fully wutilized yet.
7TSERFbLLTS

The conducted survey proved to be wuseful for
ing company into research, we have enhanced
a |l ot of data. The received iIinput helped us
gl obal community of car owners while the maj
be at | east well i nf-oematdedntbpecEY &edhBHWHE\
sights suggesting that the majority of car ¢
than visiting dealerships for information bt
online even though they were not fully sati s
physical <car deal erships either. Another di s
mati on on EV/PHEVs had to be highly critical
that some car salespeople had little knowl ec

facturers were not al waymselpatoeed dd atga ctolmatecwo
scribe t He cvenhiccallesper f or ibagchay usha gue.r mial e dea yi
made us take into acd&oun(tl)asaptetcittsu doef ocnu sttrounse
behaviour on researching online, but purchas
ical throughout thevehicle pur chasing journey.
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were not only industry experts but also user
tering their services.

ULSéLsS] b

Throughout the analysis of interviews, we hea
transcribed during interviews with upcoming
related stakehol d#&r g epmce sa nmuwartii oviep alBiyt y evi e\

interviews, we have decided to synthesize tr
ring i1nsights arned actreeda tcel ucsatteergsor(yFi gur e 21)

Attitude (x12) - First-wave interview synthesis

Need (x7) - Stakeholder-related Dealership-related

Problem (x9) - First-wave interview synthesis

First-wave interview synthesis First-y ynthesis
Idea (xd) - EV/PHEV-related services It could be that collaborations Not all dealerships are Some.users ha.ve gieat
sometimes use nudging to between dealerships, nterested in selling EV/PHEVs experiences with car
maintain/establish a healthier organizations and so on, help or advocating for EV/PHEV dealerships
Environment (x16) - EV/PHEV using environment, to have the DK industry related services:
o flourishing - gets less income from
maintenance; e
hesis - gets lower price marging
» . ) . from selling
Municipalities are invested to First-wave interview synthesis o First-wave interview synthesis
have as much charging points

Stakeholders (e.g. corporates)
have deals with
autodealerships

Often car dealership
representatives are the ones
who inform users about cars,
G One of the most important maintenance and so on.

car purchasing touchpoints

are dealerships

installed as possible

Goverment's support for EV/ First-wave interview synthesis o G
PHEV adoption is necessary Pushback against EV/PHEV Consideration
for tipping point ushback agains s By : . :
ARl exists. One of the reasons - Dealerships are seen as the First-wave interview synthesis
G EVs bring less (= f':” fexperts rotev;hnm F:pl WIllhgo Test driving is often an
other stakeholders in industry =17 €D (FEENE G0 UIAE important touchpoint of car
thinking about buying a car. . .
purchasing experience
s Could we add another
) First-wave interview synthesis “expert” to "buying a car o
Automative industry's ) customer journey?
stakeholders categorise Dealerships's role is not } ) ) )
. . i T . . . First-wave intervi ynthesis
timelines as: pre-corona, crucial in car purchasing Consideration E
during corona and post experience. For some, human interaction
EaraniE; o ybe an Al Qbot :h?t while purchasing a car is
o Itis being challenged by 9'_-“""'!9 people in the right necessary
manufacturers and other direction
stakeholders. Thus, the role is
F nterview syntl slowly diminishing. B ) ) m
Public domain is lagging o '
behind the private sector in ICE vs. PHEV/EV: benefits and
regards to EV/PHEV, downsides should be clearly First-wave interview synthesis
infrastructure related to it; listed down . .
o o Purchasmg PHEV/EV is more

expensive than purchasing ICE

ynthesis

The goverment/municipalities

can be more interested in the U S e Z'i Oom m o
public sector’s EV/PHEV fleet f unec t | on t 0 see
development rather than First-wave interview synthesis
private’s; smal |l er el ement s i

0 Some ICE car owners would

transition to PHEVs first
before purchasing EV. o

Figure 21. A screenshot from Adobe XD board t hat
to create an overview of insights gathered fro
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The synthesised insights were related to the
problems, ideas and environment. We have dec
sights to high ivwalti dahtee d eassesawrmepht i ons and ne
category.

The envi-rehameed category was clustering insi
understanding of the existing EV/PHEV market
1 EViRrHBY ed services sometimes already use
heal t hier EV/PHEV using the environment by ¢
ting the EV/ PHEV ecosystem;

2. Traditiondlolean sdealuenathi ps the traditiol
However, it is being challenged by manufact
erships and shopping sites such as DBA. dk. T

3. Gl obally and in Denmark, the PHEV/EV owni
devel oped but evolving gradually as new ser\v
new standards.

For an -Aetatedecluster, we have assigned i ns:s
statements and expressed opinions from the
Denmar k:

1. Test driving i s an i mportant touchpoint c
2 . Some | CE car owners consider a transitior

Some upcoming EV/PHEV owners think that i

car . That I s why they want a home charging ¢
Cluster with insights assigned to Problem ce
possi ble negative i mpact on EV/ PHEV adoptior
1. Some upcoming EV/PHEV owners do not have

PHEVs, charging;

2. Potential or upcoming EV/PHEV users ofter
rect i nformation in regards to purchasing,
3. Not all dealerships are interested in sel
services due to loss of pront:
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Another cluster titled Need was arraying a ¢

upcoming EV/PHEV owners needs that are i mpor
car in Denmark:

1. Of t en, human i nteraction (with car deal er
2. Car type purchases are often connected wi
3. 1t is crucial to have a charging point ei
| deae®l ated insights originated from stakehol
sised observations from al/l held interviews:
1. Car 1is not only seen as transport to get
tai nment , status, hobbies or a statement,;

2 . | CE vs PHEV/ EV: benents and downsides shec
3. It could be that <coll aborations between ¢

the DK industry Nourishing

With the insights prioritised from each gr ot
woul d be putting more focus on during the re

AFEBTSERFbLLTS

The nrst robadedf Dareiryhews helped us to for
of the Danish EV/PHEV market, while internat
pare theioreE¥YtBRHEYXxperiences coming from Car
gat hered wuserreleaxtpeedr iiennscieght s wer e synthesi ze
| owi ng categori es: environment, attitude, pr

had 3 most iIimportant insights highlighted as
research process.
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3. A part of Danish society and

t ween

Figure
press their wi

Invitation to interview about hybrid and
electrical cars
Hellogh,

We are master students from Aalborg University studying Service System Design.
We are kindly requesting your participation in aur interview for our master thesis research.

Qur thesis is titled: “Designing a service that attracts people towards more sustainable
choices: A case to support the adoption of EV / Plug-In Hybrid Electric vehicles”.

The intention of the thesis is to develop a service solution that attracts people 1o adopt
hybrid and electrical cars.

We consider you as an important stakeholder in our research area. Your participation in this
interview is of great importance in ensuring the development of a high-guality service
solution.

The interview will take around 20 to 30 minutes, in a casual conversation over the phone or
video call depending on your preference.

With your consent, we will set up a virtual meeting that fits your time and schedule. During
the meeting, we will introduce you to our research and its goal.

*Skal udfyldes

It

Please enter your email on the below text box and we will contact youm] *

Dit svar

@ Dette spergemal skal besvares

For any inquiries - contact us viz email

= jstask19@student sau.dk
= ygtan] §@student. zzu.dk

Thank you for taking the time to read our proposal and hope we will hear back from you.

Thrilled to mest youd
Julius Staskunas & Vietor Stan

S

AALBORG UNIVERSITY

S regul at c
EVs and PHEVs, t heir di fferences,
structur e

Us e ziomm
functi on
mal | er el
to greet

22. l nvitation form used
|1

t

espe

0o S e
ement

part a

i ngness t o -wawe iocfi piantee ri i eowsr
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To our envetabmdntl uster, we had identined e
to have a better understanding of the cont ex
purchasing in DenmarKk:

1. Thehasedomar ket for EV/PHEVs is starting t
as the | CEVs' used car mar ket ;

2 . Regul ations and rules for EV/PHEVs are be
existing owners stressed:;

3. It takes time for some EV/PHEVs to arri ve
ther wait or buy from car deal erships abroac
dl e man.

Attitedated insights cluster shows that so0me
ent motivations when it comes to purchasing

1. | f someone has knowledge about cars, they
full EV, especially now that their range has
facturer s;

2 . Not everyone cares for sustainability or

tions for purchasing EV/PHEV. Technol ogi cal

gains are often seen as the primary argument
3. People expect EVs to be the future of ver
opment .

The second round of interviewprbasehpgbbi g mt
that need to be addressed while ensuring t he
1. Peopl e who are purchasing EV/PHEVs due toc
regul ation changes and other factors (i .e. C
PHEV;

2Manufacturers and car deal ershipsrefaeadmi s
facts that often do not |ive up in reality;

3. The EV/ PHEV public parking and charging e
more people are getting EV/ PHEVs.
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Fol
sig
env

neeldat ed cl uster has uncovered additiona

ough a car purchasing journey. 't was di s
It is Iimportant to have an ability to tra
Existing state's |l egislation and rules on

e concise manner ;

For peopl e whwalaue iptugmd a(sii.ngg. hEg/hPHEVS)

pping from abroad), the purchasing exper.i
n it comes to saving money, transferring
erview participants gave atdstieonaly meopc
t hat :

Il n some situations, EV range restrictions
icle driving experience better in compar:.
For online car purchasinggnridier skl damr spismh
kages that would make the online purchasi

Fetri mer sgevV/ PHEV drivers, the car testing e

e more time to get used to the driving ex
| owi ng otulmel Anmgeter vi ew anal ysi sr opurnodc e sns-, al
hts were placed in the same | ist of insig
i ronment , attitude, needs, probl ems, and

AFETSERFDLTS

The
i st
EV/
one

7T8

He l
hol
t wo
tio
sid
gar

second r ebuansde do fi nraenrivsihe ws has i ntroduced
ing insight categories. As the second wayv
PHEV owners, the gathered insights were n
or several EV/ PHEV per househol d.
ERFbLTS
d interviews were used to systematically
der s’ needs, relations, attitudes, and pr
interview conducting rounds, we were abl
nal and Danish participants representing
es. I n the Arst round, we interviewed sta
dl ess of their |iving location. With mor e
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Throughout the initial di sdepehy kpoavs edgwe at
the automotive industry and the Danish autor

|l ndustry and mar ket res-tetwbrWwamapepdnhgy ©&G&r K
and Online Expert interview methods. Using t
were able to compare, reNect and validate oL
perts and a represenBatinse iftruda moa . g dwe rt ih@e Mt
nréesand knowl edge Hnmdautvadomansmemper specti ves,

| ems when It came to owning an EV or PHEV. E
i nput from online surveys and online user ir
suméirossi ces when reNecting and sharing ideas
ownership experiences. Our used approach al s
our upcoming methods requiring further input
S umdér s

Due to the pandemic, the Discovery phase has
in digital, online environments. Neverthel es
conducted research in an online environment
pact whi |l e -dgeaitrhi nugh deerr sitmandi ng of t Ken ptuotp.i ¢
With the newly discovered insights and expl c

thesize the knowledge and use other methods
use.
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After conducting initial research in the Defr
sised and reconsidered with the current prot
2019a) . I n the design process, the Denne pheaea

i Hgreating an overview of tHhemeohoedsteidsdal i
and clustered gathered data enabled us to na
i nsights throughout the design process (Stic
sear ch syntehveasliusatanodn rheel ped us +rded mttiefdy upsrea
i ssues and narrow down our focus area. By ti
us®Br needs, we have reNected on and adjusted
more thorough.

ne-<chkapter was divided into the following
Considering target audience and creat
Mapping vehicle purchasing journeys;
Developingevahed!|l dsewn&cesehapi os;
Concluding Denne phase;

NN N NN,
N NN DN DN DS
N WN R

Redenning problem statement.
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We have started the Denne phase by developir
represent user types who are potenti al or e x
were seen as a method to highlight our targe
per sonal traits. Sever al created aushemgpss
and establish a common perception of our tar
zgadlLTe

By acknowledging the fact that wuser personas
processes, we have begun our process by | ook
met hod. According to Bowman (2021), personas
utes closer to marketing than design discipl
mographics rather than psychographics was pr
na creation for design purposes. The idea we
when devel oping a user's persona, usage of ¢
user thinks, but not why the user thinks | ik
derstanding and empathising with the user (E
ously mentioned considerations and relying c
we have decided ouropieesbedasand basedesognour
search dat a. OQur personas have been designec
I ng attributes: (1) Needs; (2) Motivati ons;
(Stickdorn et al ., 2018). To make personas r
study, we have also introduced additional p €
sona's vVvisual representation; (2) Lifestyl e;
Keywords represent persona. To represent t he
we have decided to create 4 personas. Hal f
represent the target audience's extremes, wkl
signed to represent the perceived average us
somewhat radical persona attitudes, we ai mec
were more complicated (Stickdorn et al ., 201
ATédL’QbLb

By Il ooking at the research question, desk r €
respondents, we have begun to consider trait
could i mpact. We have started narrowing dowr
that service's users, most I|ikely, would hav
vehicle in Denmark, at | east from time to ti
pl e were keen on saving money and were mor e
chasing offer rather than being |l oyal to one

siderati ons avhiengnoansepyect , the vehicle cust omi
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as too complicated and a possible I imitatior
|l ed us to a decision that people who were Ve
i sed during the purchasing process were not
was focused around PHEV/EV adoption, it was
t hat are somewhat neutral or positive towaroc
who are against PHEV/EV owning behind our pr

The nrst persona was created to represent a
l arly interested in owning a PHEV or EV vehi
sons (Figure 23).

Madeline Jensen
Status: Married
Kids: 2

Living location: Naerum (suburban area)

Transportation: ICEV (SUV)

Goal: Avoid changing preferred driving habits

Needs Motivation

1. Car with long rangse; 1. Get a good package deal, rather than be
2. Spacious car for family needs; brand loyal;

3. Ability to customize vehicle 2. Reduce costs for fuelling.

before receiving it;
4. Avoid range anxiety at all costs.

Problems/concerns Challanges
1. Legislations for ICEV becoming 1. Information accessibility in regards to EV;
hasher; 2. Avoiding misinformation about EV.

2. ICEV costs related to revisions/
reparations are high;
3. Visiting repair shops frequently.

Purchasing experience
Keywords Purchasing a PHEY with the offer she got
#FamilyOriented #NotTechSavvy from her work place, sponsored by the

#5earchingFamiliarity #0ldFashioned dealership.

Figure 23. MBd pler senademe@emesents vehicle ow
purchasing hybrid or electric v



The second persona was representing a group
being nrst movers whil-awaote Bboess &Ni bwnbebr
er al (Figure 24).

Philip Anker
Status: Married
Kids: 3

Living location: Husumn (city area)
Transportation: ICEV, BV
Goal: To be a first mover and benefit from it

Needs Motivation

1. Has to be perfect larger family; 1. Be maore sustainable;

2. Test drive several cars; 2. Save money on the long term;
3. Consult with car a related-specialist; 3. Create less noise pollution;

4. Have a charging station at home; 4. Be an example for others.

5. Access to public charging;
6. Reassurance on purchase.
Challanges
1. Address and change driving habits;

Problems/concerns 2. Collect trustworthy and critical reflections
1. Lack of knowledge on EV charging' about capabilities of EV.

2. Installing home charging takes time;
3. Has no charging option at work;
4, Mistrust high-value online purchases.

Purchasing experience

Keywords Experience in buying ICEV and EV in
#Role model #First timer dealership. For EV, waited 11 months to
#ChangeEnthusiast #Trend rider receive the car (due to extra battery option).

Figure 24. 8PlpierispnAnkers devel oped to present con
Arst movers kachdiyibe nefittshe
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The third created persona was portraying EV
mobility and better vehicle owning experienc

Adira Rashidi
Status: Married
Kids: 1

Living location: Lyngby (suburbs)
Transportation: Bike, 2x EVs

Goal: Have green and reliable transportaion

Needs Motivation

1. Charging station at home; 1. Be environmentally friendly;

2. Ability to charge with green energy; 2. Reduce pollution in daily and long driving;
3. Have good delivery experiences; 3. Drive pleasantly and silently.

4, Trustworthy, EV-related information.

Challanges
Problems/concerns 1. Depreciation of EV price in short period;
1. Avoid charging-related issues, 2. Being concernad about range anxiety while
especially during long distance trips. driving an older, second hand EV.

Purchasing experience

Keywords Has previous experience in buying first a
#ExperiencedEVOwner #CarEnthusiast  second hand EV from a dealership, new Tesla
#EnvironmentallyAware online purchasing experience for second car.

Figure 25. BAdperas dRma hriedgr esents Danes considerin
due to environmentradl aatnedd sruesatsaodmsa.bi | i t vy
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The | ast, fourth persona was created to show
pl e that are not necessarily considering own
shared commuting or other services (Figure 2
Mark Prin Suparat
Status: Singe
Kids: 0
Living location: Vesterport (city centre)
Transportation: Public transport, car-sharing
Goal: Commute as sustainable as possible
Needs Moaotivation
1. Easily accessible transportation/car; 1. Own a car not just for having a way to go
2. Be flexible depending on car needs;  from A to B but also as an entertainment;
3. Leave as 2 low as possible carbon 2. Take advantage of charging station
footprint on the environment; installed near home, use green electricity.
Problems/concerns Challanges
1. Long waiting time for a car to be 1. Purchasing an EV is more costly compared
deliverad,; to ICEV,
2. Inability to own a private charging 2. Lack of parking availability near home.
station;
3. Dealership salesman interaction
does not look appealing;
4. Increasing rate of EVs comparing to
available charging/parking spots.
Purchasing experience
Keywords No purchasing experience. Has a perception
#TechSavvy #EfficiencyOriented that car salesman are pushy. Thinks that cars
#5elfAware #5SustainablilyFocused can be purchased solely online
Figure 26. Mal® kp&@rsoan&Suexaempl i nes consumers who &
about owning an el eckshaciwnwghsefregi bes asdndrcarn
The | isted personas meant to repre8@ermstegi-dent
ment s. However, the created personas were no
enBerepresentation. This decision was made
during the Devel op Bp haosnec,e pctr era tgehd sheer vtiacreg et
ferent or more denned target audience, forci
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Having a denned and identined target audienc
process. Created criteria for the target auc
participants has |l ed us to the persona devel
were designed to represend ddemeretl e.ctWidt b aeg g
na having its own needs, problems, motivatic
ler to understand and emphasize with potential users of the upcoming service. Per -

sonfhsaits were taken into consideration whil

narios and the service concept.
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With personas denned, we continued the Denhne
chasing paths that research participants hawv
search. The mapped journeys -sweartee nveeahnitc |teo prue
i ng steps (Stickdorn et al ., 2018) - eM&pping
vi sual represent atfioamnefyst hetchetlt pmer ¢$ o s ho\
were i nNuenchHmnregiccuset gpnuerrcshasi ng experiences.
was a great medium for assigning probl ems ar
down into smaller steps i f necessar
tributed to the scenari o devel opmen
and how each of them could be percei

zgarTe

(Stickec
showir

o]
us be more thoughtful about how each step coc
y
t
' d throc

< -
D

Cust omer s vehicle purchasing journeys were
the discovery phase. The gathered data from
basis for the journey mapping. To similarly
neys, a systematic mapping practice was usec
mapping began by selecting the persona, its
journey. With parameters set, steps taken by
experience were identined and | isted. The I
i ng the journey and its continuity. Each ste
i ng the mediums that a persona was interactd.i
With a customer journey mapped out, discover
to individual steps of the journey (Stickdor
ney was divided into stages, making the jour
I nterpret (Stickdorn et al ., 2018) .

ATs§dLgbLb

ReNecting on our gathered desk and nel d dat e
possible journey variations that can be take
paying a subscription fee) a vehicle. There
journeys have a |l ot of wvariations: (1) Ther e
nies and some of them have their own, slight
purchasing/obtaining can be done through wvar
a manufacturer, purchasing from a car dealer
pur chasi ng -pfarrotny as etrhviircde; (3) Status of purc
and used vehicle has several different steps

chasing Nows.
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Being aware that vehicle purchasing/ obtainir

the previously Iisted factors, i1t was deci de
OQur approach has aimed to showcase existing
ered research on vehicle manufacturers, deal

identify necessary purchasing journey steps
of vi ew.

7Fob-p@WAGTFLbygbTOTFODSITPTZLTbLEURTPIGLELEERGT ZF

The Arst customer purchasing journey was maf

|l ine Jensen persona. The persona representec
a new car while not knowing a | ot about vehi
cle, Madeline wanted to avoid investing a |c

gat hered research to maxi mum Uuss ep uricth axaisn gd ejc
ney around the -porbhwbeedoél acptug vehicle. F
an | CEV purchasing journey has enabled us toc
t hat were found during the Discover phase (F
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Current-state customer journey: physical vehicle purchasing from a car dealership

Context: Madeline's needs a new vehicle. Even though she does not know much about cars, she is not afraid to put some effort to get one, a PHEV;

G"_GT
Goal: Purchase a new vehicle that fits Madeline's needs without putting to much effort to it;

Documentation perspective: High-level, basic customer journey that looks into research, purchasing and owning stages that are connected with seller:

Customer journcy
Researching

Stages

Touchpoints Internet websites, magazines Internet websites Friends, relatives, social media Internet websites, magazines Internet websites Email, phone
——_—— — = = [ _ - = —

Customers Read blogs and other media Browse for cars on manufacturer’s/ | Asking other people for | Comparing cars, prices, Scheduling visit to |

actions platforms related to cars dealership websites; advice related to cars; ] offers and choosing | dealership J

Positive/pain
points

Agenda
Safari phase Researching Touchpointis) Vebsite Usual or optional "~ Optional wser ) Positive point 1l Senvicebas<.>  Negative point &) Canbe <..>
b user actions |_ action
Deciding on purchase Purchasing
Dealership Salesman Vehicle, salesman Vehicle, salesman Vehicle, salesman, Phone, bank representative  Salesman, paperwork Salesman, insurance

add-on catalogue

company, paperwork

Speaking with Inspecting selected Taking vehicle(s) for I Customising vehicle, | Informing bank Signing purchase
salesman wehicle model a test drive | selecting add-ons J about the purchase

Visiting dealership

Getting insurance

15 and
are

types (e.g.

Us e ziomm
function to se

smal |l er el ement
Owning
Salesman Dealership, email, phone  Dealership, salesman, vehicle Salesman Dealzrship
[R;i\:&cha_rging_soljon Waiting for delvery, o _ |_Gi\‘;gfe:cba;to_| [ _ ._ _ _ 0
L_ recommendation | tracking it : R lsalesperson after time Visiting service paint |
Figure 27. Made®Bi ne+si earn e Ic updrognemra j ourney repre

ing of a vehicle from a car deal er shi
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The second customer purchasing journey was n
persona represented progressive vehicle owne
try new purchasing journeys were addressing
chasing experiences. Before purchasing an E\
the EV models and knew about barriers that E
mapped journey was presenting the process of
factmirwebshop and | ooking more into positive
EV purchasing and ownership experiences (Fic

<
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Current-state customer journey: electric vehicle purchasing, from manufacturer's website

Context: Adira has decided to purchase an EV through webshop. As Adira is somewhat experienced with vehicle purchasing, she is not really familiar with EV purchasing online;

Goal: Purchase new EV that fits Adira's expectations - good purchasing and delivery experience while prioritising her EV need - long-distance driving with less charging stops;
Documentation perspective: High-level, basic customer journey that looks into research, purchasing and owning stages that are connected with seller:

Cuslomer journey

Stages
Touchpoints
Customer

actions

Positive/pain
points

Agenda

Safari phase

Internet, phone,

Internet websites, magazines

Read blogs and other media

platforms related to cars

r enthusiasts have no issues
information ab

ey are more aware of

‘ormational channels, terms

cars

and so on.

ne people are negatively
2d towards PHEV/EV

before doing research

Researching

Deciding on purchase

sales representative

Confirming the request

with salesman

‘Website, sales representative

Receiving charging solution
recommendation

Fi

Vehicle, sales representative

Taking vehicle(s) for a

test drive & inspection

'l Test drives are oft

not showca:
driving exp:

ent:
hways

Touchpoint(s)

le in several

and cold weather.

Some people would

NOT e hase a car

gur e

r test

Website, email, phone

Tracking manufacturing
| and delivery process

28

5, warm

Researching

Internet websites, magazines Internet websites

Internet websites

Friends, relatives, social media

—_——— = — — _ — = = = =
Browse for cars on manufacturer’s Asking other people for | I . . | Comparing cars, prices,
- | e Reading car reviews .
websites; advice related to cars; J offers and choosing
—_— e — — — - R U p—— |

&) Manufacturers are r &) Some 0l is

providing the cusi speal criteria
doing res

iman
ion while purcha caris
ary
Wehbsite Usual or optional

\lp Service has <_.>

optionalmer ) L
VBT positveain

user actions

Purchasing

Website, customer service Website, customer service Website Phone, bank representative

Informing bank
about the purchase

| [ Customising EV selecting
J L add-ons, package |

Placing vehicle

Contacting CS,
| reading FAQ section

order online

some upcom (e Along-lasting
warranty is an
important as,

of the car purchase

.l Vehicle add-ons and
package variety are
often confusing
people

4| For
EV
ability to
ahl
real- ]
purchasing a vehicle
is very important

A sales representati
ry if vehicl
ing process is

' |b Some peopl
not afraid to
purchase second-
hand as long
as the 1
warranty for it

2 (re

lot of complex add-ons)

Us e ziomm
function to se
smal |l er el ement

Owning
Sales representative, vehicle  Website, sales reprentative Manufacturer's servicing partner
- | Lenvingibaring o |
Receiving vehicle | teedback Visiting service paint |
BAdp eefds cRmashimdte customer journey repres

of a vehicle

Manufacturer's webshap,

phone, sales representative

Registering fora

test drive

Negative point #) Conbe <.>

Sales representative,
paperwork

Getting insurance

f Momead srhaorpuf act ur er

89



The
ney
purc
purc
own i

Thro
was

poin
poin

o X 9 O
- o -5 o o &

3

®
S@ 5 u " aQ

—

Gat

o
—
T —+ =

s hi
t he
d e mi
rega

onl
t he
nol o

dati o

ad the same

>S5 T 5 S5O
Q 9 9

hout the el
unted that
With the
were neces

~~ ~ O
nw 0w O «Q

e were 11 man

S websh

~—+

ur er
vehicle comp
I steps. The
asing an EV
ehicle's man
nal user act
mer through
ioned in the
webshop's cus

n

o]

O O < T o

for EV'
informed and
ered input
hem were po
experience
I nternet wh
c) and (3)
rding EV was
ck of reliabl
ne vehicle pu
often experie
gy and | ong v

w OO u un -

Q S -

By mapping online

poss
comp
what

i ble to compa
are the journ
ot her det ai

usrtraetnet el ect r i

4

e

c vehicle

j ou

sing journey. Th
se), (2) Decpurnaogaoea) pufThaBer ¢pasi ng
-p(uar fcthears e) had di

ctri

Adir a

ma j

S

eys

S

=

(0]
ary

(0} Q

~—+

c o

- 5 O O O —

O S —+ c o 0 S X<

- Q n o

omer

(@]
D > —
O o 9 S Qo

nw " O

>

fferences

c vehi

purchasing from
rney states
e previously

C

e pu

t hat wer e
menti oneoc

when it cam

rchase frc

S persona would be ir

ity of
for th

user
rney.
and
r act
(1)
i ng

- 5 =

i ne
I vV e
uppo
i ng
ed f

search
showi
pcomi
me t o
pr etsoe
The
rrmat i
ng pr
ones |
e del

o o o 9 C

physic
scover

hel ped

mor e

e

t
[

a

at we

Y
h

r
S
0]

5 S

t

5 T O o W 9
® O — S5 »n d® O

c
—

Of—l'

r

g

g9
Vv

ouch
pur c

i O

i d
d

® »n o~ n

ci
de
mo
c ha
cl e
or
luti
EV

espo
t ha
EV
ehic

points bei
hasing |

@)
—

ns for th
es previ
riving, r

o
m — M

were either

ng an EV c

l i very prc

tly i dent

ng exper

rchasi ng
n

&

u
e g FA£
n were he
wner ship.

adi

ndents tur
t: (1) EV
owners wer
| e pur chas

npt eart st ovne sw hweerr es uap

a
e
t

r
n
C

e

I
d
0
m

emali
wh e
ess

phys
ry t

cur
use
und
port

ning 13 peé
n it came
was not ic
i cal pur ctl
i mes wer e

rent state
r actions
erstand be
ant for or

90



7TSERFbLLTS
Mapping vehicle purchasing journeys from t he
overviews of 2 purchasing journeys that were

sonas. The physical vehicle purchasing from
the more traditional purchasing experience.

| ating with t hdMadckdleicte dJ @eresesm.naMadel i ne' s n
goal s were taken into consideration while ic¢c
optional wuser actions and selecting what pos
ot hHed ectric vehicle purchasi nff hfer gno uar nreayn ufa:
focusing on representing |l eading EV manufact
purchasing experiences. For this journey, pr
ed by the Adira Rashidi persona, which had i
i n the purchasing journey. With mapped exi st
to assign and nnd research insights while he
which the insight is placed.
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Previously described persona and journey mafg
search data into tangible and visual out come
anal ysis and strengthen bonds between dennec
ences, -sctuartreenuser scenarios were introduced.
connect and adjust participants' experience
personas and vehicle purchasing journeys (Li
to brieNy describe how purchasing experience
customer's side within the environment where
cle (The I nteraction Design Foundati on, 2020C
persona's journey were important since only
journeys visually mapped out. Therefore, <cre
detail was seen as a good method to use wher
search nndings and describing how peopl e ar e
(Stickdorn et al , 2018)
zgdrTe
Scenarios represented brief user vehicle pur
mented to the previously designed persona pr
have highlighted each persona's motivations
tion of vehicle purchasing task (Scenari o Me
scenari os' structure was based on reNecting
tent, (3) action and (4) resolution (ibid.).
ATs§dLgbtb
Relying on research participants' shared exrg
nles, 4 EV purchasing scenarios were writter
t hat were written in a way to share as much
purchasing experiences as possible.

ZUBJIRES T Og SR ILZHOBRIBLFDELUDBLS] Tt ZgbLgseéy

Madel ine has noticed that for the past 2 yeec
hicl e. Her 8 years old car kept breaking dov
poll ution tax has kept going up. After discl
she needed a new family car that could accon
some time and money in the | ong term. After

the year and visiting manufacturers' website
ready for an electric vehicle. Her family"'s

wi se, but Madeline was unwilling to change F
avoid the range anxiety. Not to mention that
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routine where she refuell ed, washed the car

Madel ine was working for a | arge scale coc
fers from car dealerships that had a col |l &

o >
-

ne took the opportunity and visited the cas
ver al PHEV and | CEV types. Since Madeline
d had put only a little of her effort intoc

he salesman's expertise. By telling the

(‘Dr—f

family activities, be reliable and have
of fered a brand new PHEV. After inspectd.i
a quick talk with her husband, Madeline
save money in the |l ong ter m, plus PHEV ov

- T T Q O O 9 un
Q —~ ~

O O 5 O ©9 S S O

r to I CEV owning experience which made Mac

>

ter cont a
at Madel

deline -to
nt hs. Af t

ting her bank, si g
e had t do was to -wpait Sandeget
kgarpdecar package herH4wai ti ng
mont hs, Madel i e got contact
I n the ext 5 months and not 4 &
d ti me nd being contacted by tF
e vehicle. After driving the car
I e

t

ning her purct

37
o v =
® O S5 O
-
N

=}
D

g th car
the re t
picked up t
Madel i e
charge

n
d
back to th
n
a

®»Q S5 —+ O O
o T S -

ues

o)
—

i sed that she needed to put son
aking care of

> 9 T O

D
o un o

r garage. After
al esman about her PHEV owning €
take i ount that she needed extra wor Kk

hicl e t home.

»LLRLEZT S EhOPEIRBRGIZFDELUBLS] Tt ZgbLgs e

© [(e]

After owning a few years old I CEV, Phil i h ¢
EV. Philip had few friends who drove EVs anc
views and watching videos about EVs' performn
considerate about this family's and other's
come a role model. Not to mention that he we
vanced and more pleasant to drive vehicle. £
this network, Philip Anally found a vehicle
good driving range per charge and was <cheape
Philip reassured himself about higlrecvei @ie swt
soueghHtter EV and compared it with a few othe
him get a hold of.
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The problem was that the vehicle was not up
ported with the help of a dealership. To Phi
he was used to talking to car salespeopl e ar
doing things solely online. Unfortunately, F
ure and order his vehicle via an online plat
i mporting the EV. During the connguration, F
be interacted with, making the process for F
some questions answered, he contacted custon
swered about conndent vehicle setting choice
he noticed that the website showed slightly
what he had calculated and was told by the s
Philip even more sceptical about vehicle pur
tion with the manufacturer's customer suppor
factors changed the vehicle's performance be
By taking into consideration that Philip was
wel I, he spoke with the salesman about <charc
es to ensure that his expectations and cal ct
Philip also got informed that he would have
cle due to his specinc -wamge |l leatctoemmy up ad k aoqe
After connrming the EV purchase and waiting
|l ivered to a Danish car deal ership. On hi s &
signed the ownership paper wor k, inspected tF
purchasing process, making him satisned witdt
During his early days of EV ownership, Phil i
to charging the vehicle every few days. Ho we
positive opinions about EV ownership with tF
ELEDUT %UbL KBEMPrGIGHhELRIGSTUZ Fh 8 L UbLES] Tt ZgbL g8 ey
Adira and her husband havheanpdr eevM otuos | cyh abnogueg htt
viously owned I CEV vehicle. The coupl e was ¢
ownership and saw a great opportunity to bec
ter a while, Adira has decided that she neec
time to purchase a brand new EV sinkandhe |
EV. Buying a new EV was backed by the fact t
battery pack to the vehicle, making her thir
ety.

As Adira was quite experienced with EV ownir
EV models, it was quite easy for her to comg
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what model she needed. As Adira was conndent
to order the car online through a manufactur
e |l ess time and be simpl e
online and took the car
res would perform in real
asing steps online, the v
a would be waiting for 6

experience will ta
booked a test driwv
and its extra feat
the necessary purc
Il ndicated that Adi
weeks, Adira has r
mont hs due to the

bl e with her choic
her .

>0 C© O X

=

ceived an email i nforming
|l obal COVI D19 pandemic. /
, the fact Hdhiad rmetr wmasdédt

O Q o

stead, Adira took it as an opportunity to
[ her husband were aware that EVs we
al grid to sustain charging infrastruct.?é
a green power supply (solar panels) at
cle charginghausd hehar ginmg ad tl eetdi am. Afte
y purchasing steps |ike informing the bar

[ %

I

I

d

I

o >S5
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QD
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al paperwork, Adira was nnally abl e t
on
ms e
ma

y as a means of transportation to get
ves during the pandemic. Driving a ne
e Adira |l ess restrai-dedthnwcehargpsg K

> —+ O

v el

—
—
QD

ng around Denmark, Adira has discovVve

small er and undiscovered cities for charging

Adira was aware that charging does not take
v

al so served as a time out from driving.

ZUDET »D LS TAFZGBPHPEZEROTEEDELUBLES] Tt ZgbLgseéy
As recent sustainabl e st uddceerss iraus ad leq u tMatr H
bon footprint and the existing environment al
media advocating for green change, he saw hi
mar k. Living in the city centre, Mar k rarel.y
shared transportation. Due to the new job tF
around Denmar k, Mar k needed to get a car. As
i nfrastructure were developed well enough tc
seemed | i ke a good time and nnanepiodll uitnwenst n

| odg st ance travelling.

Mar k felt conndent about EVs, mainly- because

sharing services before. As Mark started res
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would |Ii ke to drive based on his previou
i ng a vehicle for permanent owning IS no
hel ped him experience different EVs ever
Mar k was overrated. He saw it as a | imit
vanced EVs every few years that could he
footprint. Since Mark was a digital nat.i
services online, without | eaving the hou
The re, Mark was searching for websho
a need to travel to a dealership and kee
poss e When it came to Mark and his ¢
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>
< 9 T T »n <

av salesmen who were ofte perceil
pr

o
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i's ¢
Af r
ran d

hour of
i ving e

After Anding an EV that matched

gers, Mark scheduled a test driwv
test drive, Mark inspected the ¢
hi ghway driving as well . After a
paring it with his previous EV d
his needs As Mark visited the o

o —~ =

r

S5 9 O =

-

X
nline web

— = =+ o

w ®© ® T

ed

re
oV
d
pe
s h

tomi sation options for the offered EVs, mak

overthink EV about the customisation. Aft
steps, Mark placed an-handeEVf odorl|l ¢hei ngxa
cause Mar k was pthranhda svierhg cd esede®endot t he

did not own a garage and had difnculties

er
$

- M =~ -

Q) =S ~ ™

C

€

Ve
month and nnalised his purchase and owner shi

i n

S

cided to buy a charging station subscriptior

out his EV owning experience.
7TS88RFbLLTS
Relying on r es Baxrpcehr i peanrcteisc,i pdeenstks r esear ch

nl es, the method was wused to include r ema
to represent ea®Bhstdengyetdhpér $ocased on th

an

i n
e

[
'

vehicle purchasiBgpeMadehi seedlansenwas meant
standard PHEV purchasindepohrneyeai ¢tshouPhidli
scenari o described how a persona was pur chas
a |l ocal dealership while experiencing iIssues
Adira ®Rapbrdbna was representing an EV ent ht
a setvamd EV and has decided to purchase anot
of Mark Prin Suparat has denned an alternat.

seceénadhd EV from a webshop and using already
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accommodati@® oleadrigcilreg needs. The met hod denne

ing experiences. It also kickstarted the i de
how previously described vehicle purchasing
signed with a new service concept. The scene
with Develop phase, showcasing the plausi bl €
state experiences that customers took whil e
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e was mainly used to anal yse,
to tangible and renned synt hes
s during ideation.

erations about the target audi
prohnles should have and what
t. After dtmadkygrnonwgndeseax gdr ipe
put from suri4yer siomtasr wieeg s cdr
Xi sting and upcoming Danish P}
described attributes were use

rios. After analysing-gatherec
g and previously mentioned sur
rneys were mapped. Both journe

ad i mygr ¢haesipreg spmal and chronol

be done for purchasindgd a vehi

|l ayers, showing purchasing st
ts. With persona pronles denne
s of research data were put tc
iouBl pudedasi hgd spor gonaenti or
ions, problems and chall enges
orporating real purchasing exfg

ts gathered from the Discover.y
of analysis and allocating dur
oard. Listing out synthesised
ion process planned to take pl
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The previously presented initial probl em st eé
hel p change peopl es' perception towards EV/ T
nned Discover and Denne phases.

The problem statement has been redenned to t
service that nudges Danish consumers towar ds
foll owing problem statement i1introduces nudgi
and sets the scope for one type of vehicle t
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After creating an overview of nndings and r e

i shing the Denne phase, the following proces
dress ®hea eeredessr. D&8Bv @lucp opleasveas t o i deate, te
promising solutions designed to chall enge th
2019b) . I n this project, the Bewelocpe sphavdhe rr

di vergent thinking wabdeaeidohorpiaei 6i api sgl a
I ng.

To make the process of ideation controlled a
(1) -iRreati on was meant for nAnding and prepar.|
met hods that would be used to generathe i deas

i deating solutions that addressed the probl e
search datagemeramnigngdeiat was agreed to come
sketches. (3) These rough sket®hésawebel chagl

related questions, helping to decide if the
ther time investment. Wi th several i deas sel
ther, adding more details and depth (Stickdc
With another round of concept deselection, &
decide on what solution the service wild/l be
typing was used for minimising risk and unce
vel opment . Having prototyping at the beginni
us to i dent Bf y mpewtaeantviacseect s quilc kfleya, sir-e c
bility in reality and create a shared under s
et al., 2018). Early concept prototyping hel

woul d be ddeeptbpéd mddress the problem state

The Devedhgptsaurb was split into the following
4. 3. 1. Preparingowomi § ®gaeetoinomws t h

4. 3. 2. Using 10 plus 10 for service concept
4. 3. 3. Reviewing, selecting and merging i deas
Vi ce,;

4. 3. 4. I ni ti al service concept pretotyping;
4. 3.5. Creati mdg psreatvatcyepec;oncept

4. 3. 6. Using pretotype to communicate, exploc
4. 3. 7. DetBelcomcphas @n.
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The Devel opment phaiséde siHiaown md d Wihe vead pused
to systematically prepare for an upcoming 1IG¢cC
sights and user scenarios from previous desi
erate questions. Rai sed questions focused or
addressedBcussamer ost athe pwrckradsi ng experien
zgadlLTe

THow mi gPiiswa systematic preparation method
steps: research and insights allocating, exe
tioning it andes&irngngnsdobubbbem raising que
research and insights allocating step was me
user stories and remaining insights on the s
knowl edge step focused on inspecting each us
questioning step was the core of tHtowethod.
mi ght{ iswent ence basis to provoke t hsotugthd sv & -0 w.
hicle purchasing experiences or creating a r

Sorting questions to clusters was the | ast s
formed clusters, depending on topics that qt
al ., 2018) .

CFA&TSg

Duri niHotwh eni d igtuewset i on f or mati on process, 59

and assigned to 11 clusters. Each cluster he
revolved around similar topics. For showcasi

cluster were mentioned.
V@®ASTAgrtadLygr ZTbwW@RPpHABREGHT TITAAX

HHow might we make people think about purc
deci sion?

HHow might we present EV in a much favour a

HHow mi ght we preisweinng tthabiEtVs as a positi v

i fe?
V@@@bgbbtdLygrsg]judLpgOEREGBYIDITAAT TREGDDLL L Z.

HHow might we (re)design a vehicle purchas

tomer f eel pressured while browsing/ purcha

HHow mi ght we present the advantages of EV
no-heslthvvy customer s?
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HHow might we enforce the perception that
forward and safer?

HHow mi ght we make the user feel a higher
action when purchasing online and EV?

HHow might we interest/convert customers t
ence instead of a traditional physical one
OVZUubdsSgbTtTFZTRhJRE T JE §ERFELIEHPD X

--How might we incorporate or partner up ou

l utions for a complete EV user experience
for the consumer ?

HHow might we introduce new business appro

V@QORRGS] gradLygtrEeEFbDysdteJuURPEREFLAFBTEGRT RL A
u

HHow mi ght we present ourselves as better
parison to car dealerships?
HHow might we simplify the whole car purch

HHow might we of f er -dae pntolr eo rntbad d rodiendg aenxdp d rni
testing f orownresrts? i me EV

V@O UdgThbadbIE LA REGDHS TOBRFBLAGTRF AL TS X

HHow might we create a service that is tra
it ?

HHow mi ght we ensure the i|iBtesgrict ycafti bact
actual | ife usage?

HHow mi ght we derxepdeirett an o ih eppeeropd et i on i nst ¢
deal erships?

DHS] U] grZTAdgS AWERFAAGHOIRSIbbX

HHow mi ght we ensure that customers are fe
related purchasing processes?

the customer i s
i onal i nfor mati on

HHow mi ght we ensure that

while being offered addit

HHow mi ght we pre
t

are the customers for th
when it comes el i
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HHow mi ght we convince-smevoyl e@rt ltatn s&mre an d tv
ar e Isnmpaceishi ps

HHow mi ght we nudge people to jump straigh
transition?

HHow mi ght we nudge Danis-haodnEVm@rs to bu
VR@@DbTeEeFegrgtadbutTIgudFbgbMERFHRHHUETTJt LbdtL
HHow mi ght we rethink the teBaridngvsegviexe
HHow mi ght we suggest thacknsdyosdems i oo oéa

HHow mi ght we encourage/develop an EV/ PHEV
public spaces?

VPOZTRGDbT Adé » DABRFFEBGD b X

HHave a platform/ community where people co
focused on EV/PHEV adopti on, encouraging t
community for the | ocal communi ty?

HHow mi ght we enable existing EV/PHEV owne
future/ existing newcomer s?

HHow might we connect catresmvtivugi asts with
D@@@bgbbtisdetLspTRPOFERFLIYGODFERLETBFGEATbD X

HHow might we raise awareness for the gove

hi gher tax deductions and incentives for E
EV mar ket and network charging infrastruct
HHow might we incorporate public charging

so that people could rely on one platform

al admi n

HHow might we coll aborate wi |l oc
the upcomin

It
parking and charging spots fo

7TS88RFbLLTS

Previously |isted 31 questions and other, nc
preparation and another data interpretation
knowl edge throughout the design process. Dur
some concept ideas were already starting to
were meant to be used in the upcoming 10 pl L
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The primary ideation process was done during
Using gathered knowl edHjeew amidg pgrueevs toi.uosil sy, rtahies
met Bodpur pose was to generate ideas in vario
sented visually (Stickdorn et al ., 2018) .

zgadlLTe

10 plus 10 was primarily meant for teams; hc
ed, the method turned out to be working nne
i deation method was modi ned, 10 plus 10 exec
phases. The nrst step was a silent individus
whil e aiming to come up with 10 concept sket
the board, a joint review session s airde-d wk
as was carried out. After that, a second sil
participant chose 2 of their proposed ideas
or additions to them, trying to add depth toc
the selected ideas, another review session v
sion, -tcnepethiindeas and possible execution sce
4 i deas challenged for the near future.
CFdeTSg

Relying on the reldewrmhd®§fumedteisoss an2d0 rough
sketches were ideated (Figure 29).

—

ater on, from the ideated pool of ideas, 4
O represent possible service concepts that
ehicles in Denmar k.

<r—0-

The 4 most promising concepts were based on
Hl ntroduction to an interactive EV |ifestyl e

HCol l ecbulvke, EW purchasing agreements with c

HConsulting and taking upcoming EV owners ¢t}
ney,

HCreating a platform that is based on commur
t hat hellpassddbcmddpyl e groups to adopt EV owne

104



second
gained

t he
and

Dur i
SCri

ng
bed

Victor

Rough sketches Selected sketches

|

1
llll,llll,

|

29. A
sketches

Figure
and

screenshot
selecting to

sketching iteration, each
additional depth.
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TEV Ilifestyle platform/digital fwad dmpdatexd s
with the following (Figure 30):

HEV owner would be able to input annual c¢omr
out put running codgteg me staivimatges ; and | ong

HI CEV owners would be able to compare EV owr
stats and be slightly nudged to consider EV

HHave a feature in the form of a questionnai
matched with EV that nts his criteria the be

EV lifestyle platform/digital EV owner would input annual Online tool in the form of
tool for existing and commuting mileage and the questionnaire to identify your
upcoming EV owners service would output running perfect EV

costs estimate and long-term

o savi ngs. 0 0

ICEV owners would be able to
compare data with their
experience and be nudged
towards EVs

Figure 30. A screenshot fromEANdobhé eXDybeampd as i owi
for existing andTiubeao miansg eEWo lowence rfsur t her
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beguta

ICol |l ecbuvk, EW purchasing agTtceoennceenptts hwaidt h nc-
proved with the following ideas (Figure 31):
HManage purchase agreements with the manuf ac
ing EV owners to avoid them;

HAim to reduce initial costs that i's a barri
was bought as a Neet;

HGat her people that show interest in EV fron
and voice unined;

HPropose municipalities to adopt the propose

HHave an online portal where people could st
owni ng EVs.

Gathers people together and Could help smaller city Aim to reduce initial costs
shows interest on EV from administration and that is a barrier and purchase
people around that communities to increase EVs with discounts as if it was
community and better unites adoption towards EV bought as a fleet;

- o [\ o

Collective, in-bulk, EV The service could be run Have an online portal where
purchasing agreements with directly through us or local people can submit their wises
communities administration (we would and interest towards buyin
ying
have better support | guess) an EV

Figure 31. A screenshot fromCaAadblkeebXDebo&NdpshoaoWwk
agreements wi fihdeao mmausnidvelsved further
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IConsulting and takin

n ey a
HUs e

HAs k
gard

d

previous

customer s t o

S

t he f ol

to EV;

g

upcoming EV owners th

|l owing additions to the initial

customer s

=

as ambassadors for ¢

out a form where they

Hl ntroduc-dr EVetsetssi ons
al days;

Hl ntroduce a
wai t for

and
coul

d

Hintroduce di
popul ar EV ownership

10 plus 10: ideas

Have a consultancy where
we help customers to buy
EVs: from the begging to the
end

Figur

e
EV

—>

col |l ectii
sever al

vV e
ot her people to join trh
be placed and vehicle price would becc

gi tal cour
st

10 plus 10: ideas

Walkthrough the process of

purchasing and owning EV

10 plus 10: ideas

Use community/previous
customers to give their
experience on owning and

32. A screenshot

owner s

t hrough

EV

f
t h

t hat would | et t he o

purchasing model whe

ses that wal kthrough
eps.

10 plus 10: ideas 10 plus 10: ideas

Provide a requirements sheet Have EV testings where user
where customer fills out his can have an EV for a day or
vital needs for the EV and two

owning experience

10 plus 10: ideas

Introduce the collective
purchasing idea where
customer can enlist himself
and wait for other people
from his community/region to
be also up for purchasing an

EV to make it cheaper o

romCAdncshé t XDghaaddtakow

e

whiodleea EeW opl uvrecdh af suirntgh ejrc
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The conl€Cepatbhg a platform that is based on
knowl edge sharinfgaskdt ppbebpe QDooapbkyto adopt
was updated with suggestions (Figure 33):
HHave a feature where upcoming EV members cc
bers to see how others are experiencing EV c

HHost/redirect to events where people could

HProvide customers with dscoluhabocami oag pac
are-reVated businesses;

HHave workshops that prepare for EV ownershi

es ]
HI ntroduce montbhasye d omeneutniintgys t o suggest wha
on a |l ocal or a national I evel
10 plus 10: ideas 10 plus 10: ideas 10 plus 10: ideas 10 plus 10: ideas
Have a platform/community Have visits to other EV Have events where people Have workshops on EV
where people could gather members that would show could come-by ant test ownerships, resource saving
into local groups that are their EV, present its usage newest EVs and best practises of using
focused on EV/PHEV facts, show this charging EVs
adoption, station and how the tackles
encouraging to plan, initiate some of the EV-related o o
change as a local community problems
for the local community o o 10 plus 10: ideas 10 plus 10: ideas
Get discounts or Have monthly meetings
collaborations with EV-related where suggestions on what
businesses to make EV could be improved on local or
owning more pleasant and national level would be held
benefitial

Figure 33. A screenshot fromCAdeabeée nyDabpamdfhowi
on community bonding and knolWwhsesddepsbatengrohbhat |
ownerishiem was developed further
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The i deation process was based on research s
Ane phaseldownmi § WEr-weéeati on method. The 10 p
has helped us to come up with 20 rough servi
selected for further development. The foll ov
i deat illomtr ddgction to an interactive EV 1ife
EV ownergl)l elc-bubvk, EW purchasing agieEmed}) s
IConsulting and taking upcoming EV owners th

neilmnd Iidrdelating a platform that is based on c
sharing thatbheeépspaoploeadd gupsiWiot adatpt!| €&s
3, per each concept, el aboration points desc
for the nnal i deation process where one i dee

ther pretotyping.
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After having 4 ideation concepts explored fv
tions, another idea hAltering session took pl
a singular service concept and incorporate t
the design.

zgadlLTe

The taken appriohaedt iwars taa plostthat was not r el
ods but instead taking the already existing
created. The process started by giving anoth
vice concepts and discussing which could be
current Danish EV market. |t was notHiced t he
purchasing EVs as a group of people. Similar
resenting a singular service concept. With &
service should be based on, previously 1 iste
them connected to the fundament al service be
CFA&TSg

During the process, the IAX osldrowiicneg tihdaeta so fufeerre
purchase EVs by purchasing cars in bulk, wit
anidntroduce the collective purchasing idea \

wait for other people from his community/rec
make i tiTAdhedipfefrerent people proposed the ide

mation that the ideation process is taking t
EV purchasing for communities was discussed
previously | isted, suggestions around the se€
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A service that offers users to
purchase EVs by purchasing
cars in bulk, with the
collective purchasing
agreements

The service could be run
directly through us or local
administration (we would
have better support | guess)

Have an online portal where
people can submit their
wises and interest towards
buying an EV

Could help smaller city
administration and
communities to increase
adoption towards EV

Walkthrough the process of
purchasing and owning EV

Figure 34. A
for

+

Introduce the collective
purchasing idea where
customer can enlist himself
and wait for other people
from his community/region
to be also up for purchasing
an EV to make it cheaper

screenshot
ser vi

The service would manage a
purchase agreement with the
manufacturer (or dealerships
- would be nice if we could
skip them)

gathers people together and
shows interest on EV from
people around that
community and better unites
them

Use community/previous
customers to give their
experience on owning and
EV

c e concept

from Adobe
and

Service would reduce initial
costs barriers by getting
discount for " fleet” buy

partner up with chagrin
station solutions to install
for the new owners - get
extra points

Have EV testings where user
can have an EV for a day or
two

XD board

i deas consi

t hat

der ed
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Using the previously generated ideas from tfF
basis was formed by merging two similar i dee
By mergiAnger(d)ce that offers users to purcha
with the collecti vdapadiflendtrsoidnuge ea gtrheee nteon tlse ¢ t
i ng i dea where customer can enlist himsel f &
nity/ region to be also up f ofi dpeuarsc htaosg entgh earn,
basis for the fundamélbalak EYnpgemptchasisndg of one c
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e and a di advantag when it came to | oc
ty purchasing was generally perceived pc
woph. chowever, the concern about <chall e
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ressed. It was argued that for some peopl
lence that often requires a personali sed
manufacturers or dealerships that might
viding an ability for bulk purchases due
S . Respondents have also shared a similar
t should help with purchasing and focus ¢
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ERFbLTS

servimewcionceptexpl anation, wused for the
ved as an additional i deation process t he
e. Contacting potential service users anc
sions has hel p#ad wiedhdkmteisfsye st taen ds enx\pil o& e h
|l d be more feasible in the Dani sh®BEV mar k

ticipants was analysed and used for an urg
adjust the service concept and its writte
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Website site map

3 = Community §
Homepage Offered EVs ¢ News FAQ Contact us
bulk-buys =

+ Company vision « List of car models. + Information about + Webpage intro * Webpage intro » Contact form
* How it works With pictures and current, upcoming * Relevant articles * Question/answer
=« High level overview descriptions and previous * See more sections
of EV model bulk-buys « Contact form
+ Form to register for
the onging bulk buy

Seleeted EV

* EVinformation :
 Assurance points Us e Zl0m m
* Conectorm function to se

smal l er el ement

Figure 35. Theld weibtse trmaporckaigp t o strategise and c
content should be included while designi

@ LY . v v +
G wewekeon tas w o

ElectricCollective.dk Offered EVs Bulk-burys Mews FAQ Contact us Livgin Register

Contact us

Mame Surname

Some questions already have answers

Phone number Be sure to visit our FAQ section

Email address

Contact us directly

Give us a call at: + 45 52

Your guestion
'2 80 55

electriccallective.dk

Arite us an email: infod

Office working Hours
Monday to Friday: 0% - 18
Saturday to Sunday: Closed

Send your request
Purchasing process Legal Company Subscribe to our newsletter, be updated
Join waiting list Return palicy ElectricCollective ApS Ertter your e-mail sddress Submit
Norebrogade 1, 2TV
LS Ry sy -:;.Jmn-.:s.;u ulr.iun-k Follow us on social media
FAQ Terms and Conditions CVR Mo, 35680 f © u in

spship eoncepts o Danish commumities with sustaimatility in mind L2021 ElectricCallective Aps. All rights resered

ElectricCallective | Dringing

Figure 36. UX e mmickru po fliGoad b aftvtedmpsa g e
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+ @ . 4

ElectricCollective.dk Offerad E Sulk-bury v ALY Contact us Loy w

Contact us

MName Surname

Some guestions already have answers
Email address Phone number Be sure to visit our FAQ section

Contact us directly
Give us a call at: + 45 52 72 B0 55
Wit aelectriccollective.dk

Your guestion

an email: in

Office working Hours
Monday to Friday: 0% - 18
Saturday to Sunday: Closed

Send your request

Subscribe to our newsletter, be updated

T

media

Figure 37. Final dBsmgoku@r s§iGiamt adtemsh get e
¢CFdeTSy
Ser Wi cpg ototype resulted in a website with 7

meant to create the i mpression thad walb-ticiyg
site (Figures 38, 39, 40, 41 and 42).
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@ oono x | @ eecticCollective — empower your communiy.. X | 4 - 0O x

(¥ @ wwwelectriccollective.dk/welcome

ElectricCollective.dk Offered EVs Bulk-buys News FAQ Contact us Login

Empowering comipunilies™
lo-allord electric vehicles— -

e -

@ Offering second-hand EVs that are
affordable and are market tested

ﬁ'l Bulk-buying and importing vehicles that
:® are only meeting high quality requirements

g Walking through our customers though a
complete ownership process

Read our success stories

Figure 38. The nArst settihomepfagteh @ rckdaseingiresd e s
|l i sts sevieradneretrs.i ce

@ v x| @ cecccoectie —emponeryou communy.. x | = B =
G @ wwwelectriccollective.dk/welcome w & i
ElectricCollective.dk  Offered Vs Bulkbuys  News — FAQ  Contactus Login

Ensuring transparency in every step

Test drive Pre-purchase EV check Car delivery
2 & 10
. @ :
Q & &
< N &
2 & X
INg < S P
9 IS & 9 >
B & % N £
&~ g o £ o A & o % o
& 69) xQ C,(\ Qb (%/
Y S o
% & £ & %
% © K¢
® Y
2
4 8 o
Carlot formation Fleet quality check in Denmark

Pre-purchase EV check

Before purchasing cars, we require the seller to provide us with vehicle
servicing history and independent test of battery's and vehicle's state.

Figure 39. The second seddcthome padged hpr edseesn tgsn ead swien
of how service wod kperf gmenc tai war.st omer
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@ oerox x 4L - o x
Q@ wwwelectriccollective.dk/ev-models/nissan-leaf-Aze0 % &
ElectricCollective.dk Offered EVs ~ Bulkebuys  News  FAQ  Contactus Login

€ Back to the list

< Nissan Leafl: AZEO > A

Charging time: 3 hours for full charge

\nj Charging socket: Type 2 (Mennekes - IEC 62196)

] Year: from 2015 to 2020

‘= Available packages: Visia, Acenta, N-Connecta

@ Price range: 120000 - 140000kr. (without deduction)
i Safety (Euro NCAP): 5 out of 5 stars

g Drive line: Front-wheel drive

{_Y Body type: Hechbeck with 5 doors

@ Watch reviews on YouTube @ Check efficiency on Electric Vehicle Database Enroll the waitlist for this car

Figure 40. The nrst sEkcwelmagpd @ar isely @& resls evaeithrs ccdl -

tions and offering additional sources f
@ w8 cecuccalectue - emponer your communty + - o x
Q@ wwwelectriccollective.dk/bulk-buys w & i
ElectricCollective.dk Offered EVs Bulk-buys News FAQ Contact us Login

Copenhagen: Sundby e Purchasing in progress U e g sty

ay . . . . Copenhagen: Sundby
Z@ Status: Vehicles undergoing a quality check in Denmark

Q. Participants enrolled in the purchase: 15 Aarhus: Aabyhoj Click to see more information

Q Amount of cars purchased: 17
Naerum Click to see more information

@ Bulk purchase price: 2,235,84%kr.

Give Click to see more information
59 Estimated finishing date: 28/05/2021
See older organised purchases
4

Register for an upcoming bulk-buy

Figure 41. The sBududyvsedprigen bof etNlye presents i nfoc
ing vehicle purchasing

120



@ v x

(¥ @ wwwelectriccollective.dk/stay-updated

ElectricCollective.dk Offered EVs Bulk-buys News FAQ Contact us

New Danish Vehicle Taxes Finally In Place

The agreement reached between the Danish
government ruling parties turn the way
taxation of cars is calculated on its head.
Among other things, tax now increases with
vehicle CO2 emission levels. Although the
tax calculation is generally based on the
previous model, new measures have been
introduced which cause some cars’ taxes to
increase while other cars’ taxes fall in price.

ﬁ Read more on SKAT.dk
ﬁ Read more on Nyhead.dk

See older news
v

Photo: Teodora Malik

Figure 42. One ofiNetvhpea gsee,c tsihoonwsi nogn tthhaet t he websi
news feed that visitors would visit to see if ¢t}
As planned previously, thed paonodptp,e perxepd en tr
benents, enabling visitors to directly cont e
tions that would help the %isitors explore t
7TSERFbLLTS

Choosing to prototype a website that was shc
was aethmeent and alternative way to present
ability to easily share the prototype with t
shared with the participants of research anc
willingness to participate in further projec
2Recorded ®Brwhbkypeough can be accessed via the following

d/ 1YJpWOamoS4YNGIJuFcVUci tJg49yuOS1B/view?2usp=sharing
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The introduced prototype wHAIdeasedvht ¢ eprso mak e
staged service experience that represented &
ticipants with a clickable website mockup, i
woul d help participants better understand tF
more I mmersed while actively interacting wit
The activity was meant to communicate the se€
ditional shortcomi ngs HAbnys idgohctusmeanntdi negigapl auratt aek e
ef Aciency when helping participants under st ¢

al ., 2018).

zgadLTe

The method's goal was to get partakers' reNe
i n a-wbréadl environment while they were interl
(Stickdorn et al ., 2012). I nstead of focusir
ticipants were set to |l earn about the servic
(Stickdorn et al., 2018). Thus, preparation
ments: both parties would have an internet c
site's mockup and the ability to have a vi de
were conducted via video calls and once by n
pant s. During the video calls and | ive meet.
a prototype mockup. Even Though partakers we
mockup freely, 1t was noticed that particiope
they browsed the website. Narrating while pe
hel ped provoke partakers, making them quest.i
cinc scenarios and reNect on what-wwae. uncl ec

¢CFA&TSg

Partakers reNected on a created prototype Wwe
Lighthouse representative focusing business
service's customer and a fellow service desi
tions were focused on different aspects of t
feedback on several service angles [Appendi X

Startup Lighthouse's representative focused
execution and expected outcomes. 't was sugec
digital medium (e.g. upload it to -YouTube) ¢
demand" workshop steaming models that woul d
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e

ople pay for the content presented
more invested and interested in
ensure that hosted workshops ar e
eople into enrolling on a waitir
make people more sceptical t owe
ice's representatives are focuse
r rvaluable insight was related t
w the workshops' effectiveness ¢
hops and adj us them to better 71
that was a potenti al service's
he government al bodi es and ha C
ess The participant has propose
he service concept was Pproposi nc
bon emissions in Denmark's auto
al actor that could help Denmar k
to reduce greenhouse gase by 7¢C
and Utilities, 2019) Besi des t
rvice's guarantee that as a cust
to get the ordere EV. I n additi
i ons once the request to nr ol C
erested to know: i It possi bl
qguitting i1t, and re there an
ting list?
vice designer who participated i
hat the presented service sh | C
e choice onc the customer | p |
ften |l ooking for reviews and car
e planning t use. Therefore, it
e |like Trustpilot (Trustpilot, r
s quality and have it as an addi
t omer s.
h reNection sessions, it was ngc
sed that the service has to del.
t effect-hoety &pnpdamondyl oSuaoaly pe
ion that before the service | aur
s that cohdudr sSaore prodeindi ad Q@3S
could be automated.
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After reviewing the previously Ilisted insigtht
Nections have been used to adjust the servioc
were not taken into account previously.
7T88RFbLTS

The session meant to gather HeNMoantciepns whnltefl
we s imoec kup as a touchpoint representation
pe served as a communication chant®el, hel g
ncept while i ntemlBadtoiurcd pwiitnit .t Hléh roaurgvhi d eh e
e mockup, partakers got introduced to a se
sses. That | eduphgegmesobi baseahdl teWections
mproved or what could be taken into cons
hed po tpheposesrvdi weor kshops and their e
esse Anot her participant has suggestec
itiatives with the service for suprg
addressing the process step when a cLt
d does not know what he can do duri ncgc
d consi dpearitnyg suesriwigc eéeshitrbdat host neut
%
o]
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reviews on service for others to &
nsideration has bBewgurai $sgdanegardior
how to provide a personalised exper
ss occupied with customer ser®ice t as
Nections were |isted down to create insight
coming problems regarding service and its
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me n
m |
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Using synthesised research data from the pre
cused on service concept ideation and renner
process has consisted of the following activ
vice concepts, renning them.

Aft
concep
The

Qi
I

D
—
n

el ecting one of the ideated service ¢
was tested and renned throughout pr e
cess stiadretaetd owi tahc tai vpirtey t hat wused sy
"HoWw?Ymieghti omes. 59 questions were gene:
s used in the upcoming ideation met hc
y called 10 plus 10, t lhé&upersetviioonuss lwe rn
i nspiration that hel ped generate ser
i sted questions and problems coul d
ener ated ser viicdee actoinocne pstt a gdee atso, 0 kt hpel ar
a had to be chosen for pretotyping ar
service ideas: "A service that offers us
k, with the collective purchasing agr eeme
dea where customer can enlist hi mse
mmunity/ region t be also up for purchasir
to focus on a solution that would offer r
nts by purchasin

©
—
o ~

q
n
D

o Cc 9 O

— > o u o
—Q@ mo@Q@ £ ®© — c
—
—
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vehicles in bul k.

The initial service concept was pretotyped L
presenting a simplined customer purchasing |
previous research participants. After recei\
vice concept, it was decided to shift focus
| ect ed-hsasenaddorEdd model s. The new service conce
l' y accl ai-maddseebndl es from Germany's and Ne
-hand markets. The service concept has denne
ported vehicles meet servi ce' sreduaatleidt yp rsotba nec
and serve as a guiding service that would pr
formati on, practical knowl edge related to E\

With the proposed solution adjusted, protot
round of comments on a newly redenned servi
was a mockup of the service's website that
vice's concept and provide examples of how

N < OO <«
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environment . Partakers who interacted with t

service concept, shared their insights about
tions for future considerations. Additional
service's concept agai n anrdeldaetteed nti onpei cwsh asth oc
addressed in the near future. Written servioc
understanding of how the service would oper e
service's concept in the upcoming Deliver pt
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After ideating several concepts, pretotyping
the potential service concept, the Deliver p
thinking process. During the Deliver phase,
ed as the solution had to be developed and r
cil, 2019b). Thus, the chapter showcases the
solution, its use cases and the design of th

of t he s odeutiivoenr ab | e sHnaeraen tv itsou ahleilspa tai ornesa d e r
how the solution works and tackle the presen
2019a) .

I n our case, the Deliver PHhaprowotuypmi ngapgr ¢ @
i's considered to be used before I mplementing
proach would reveal additional <challenges f g
to spot issues in the previously designed se€
The sectiomhapfterheaareui vi ded into the foll
4. 4. 1. Detailed explanation of the service ¢
4. 4. 2. Deved obPesi sesyvi WMedel Canvas;

4. 4. 3. Deved ovelduseNeti wer kK Map,;

4. 4. 4. Deved opest cmenvi d@urney Maps;

4. 4.5, Deved oBPledeppreir vi ce

4. 4.6. Concluding Deliver phase.
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ELgtreTohbgtregutrTItadLgtrbgbpLeéegd

The service concept i s based oeensttahbel iisdheead tshee
ondand EV models in bulk, communities in Der
cantly reduced retail prices. The concept wi

in EV addetihomher purchasing costs of EVs ¢

Buying in bulk as a community of private res
t ween community members and help them go tov
vironment. The service wil!/ al so deliver <con
i ssues .-bEW maulkembers will become advocates

ed to driving and raising awareness of the ¢
green gas emissions from the transportation

Eubj gadtuFeérgsed
The service primarily focuses on communiti es

keen or able to spend a | ot of money on EVs
old one or are cofiecimosavahlhagst atnlde elnyng on me |

At the beginning stages, the service is plar
vice customers are expected to be ® olciaderds @ r
recognised by he Danish state.

—

Due to the standardised vehicle purchasing n
interested in car customisation before purct

=]

l uxurious model s or very expensive.

¢cZgbudtTSs§TSTEgR

Only 1 or 2 EV model s wil/ be available to c
of the serviheaend Tehws swicloibndbe i mported from |
many or the Netherl ands. Supportimgfelilrcuélau
i s considered ®ttme nenwilr drome btotd&an®d e bteetd.
EV model s are c-Hepth basedroh, i nhaking i nto a
factor s: mar ket ava-bbgbi prtgetobattédlrythaphc
space, compatibility with Danish®Btrahspettat
ture of charging stations. The number of sel
cided, taking into account a margin number
son wil |l retract his enrol ment. I n this way,
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affected by any unforeseen price changes for

Conducted research shows that some people pr
ing everything by themselcuss ormmdrtankeer Hakang

Is alferdsatppr oach wi l | i mprove the purchasing e
ing him feel mor e wel comed .-b &Pseed | ceo mmuwm tiineds
be invited to participate in a workshop wher

whil e answerifhgeptaronsi padtpresenting EV mod
ing. As experienced with the COVID19 pandemi
are also possible communication mediums. The
fered opportunity wild/l b-purolasedgt bi st gnThe
to join the waiting |Iist for the vehicles wi
wi || be open until a minimum viable number c
vice wil/ i niti-maud yghagidmeg slsi ©theatbud kt i me, ex
grows and more resources are allocated.

The
peri
ic r

ervice concept is expected to be workir

asondsevenloopenelpar ki ng and charging infr
or |lifestyles that do not se

%
nces, especially in the | ocations wher €
o]
f e
asing wild@ allow the new EV owners to ¢
u
o]

S
e
e

moti on m t o be

pur ch

and push a charging infrastructure surge in

areas. Peopl e wildl be able to join collectiywv

available for them.
AgbprLegtrTRSgbbLLZ
The service solution presented by the name ¢
wi || be i mplemented by us, as service desigr
the main stakehdbdervi ok bDWweeser 8t aetup Light

ownership of the provided service solution,
provider .

AgbptréegtrTRSgbbLLZ

1. StartufELieghtrhocC®é | &3 towneerd k dseesrivgnceer and
erator ;

2. Community people i nfcarsd otmed si nusp inrge b dei rsg
purchasing vehicl es;
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3. Deal erships in GerHaarrcy i owmd etrtse t Meatt h earrlea i ¢
whil e purchasing vehicl es;

4 . Partner(s) for HaesbichgqtE¥s thamplwi &hcehecd
ser Wi scegpeci ned requirements;

5. Logi stHaessopamteet hat will take part in E\

6 . |l nsurandaessompanesst hat will provide i nst
customer s;

7. New EMproewniedgiss customers that wil. i nNuen
by sharing their EV ownership experiences, k
8 . Charging séassoonapesvidar swill of fer <cha

ing EV owner s;

9. Muni lgpabki himest representatives that wil|
EV owners by installing more public chargincg
of EVs.

7TSELSLS] TTSRESgTuUSET T+HLSgradTFEeLZTLS A

Besides the physical workshop in which the s
ed to communities, a strong online presence
By havingaasre eandy ne platform, the service w
orders for an EV, nnd all information about
the majoriMypodcessgscenline will enabl e t he
temic approach to heedsssiPngvcdnsagmeeyver al i
and presenting everything in a standardi sed
ser Wi qawal i ty. Md3stf eoadt urhees swirlvli cbee accessi bl
where by the customer visiting the online pl

The majority of respondents pointed out that

cle online due to the inability to test driv
driving of similar car model s will be offere
the test drive, the potenti al customer wil |l
gies, best EV driving practices and wunder st ¢
i nNuenced and required to adapt. For exampl €

take advantage of the regenerativd& krraankgieng t
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capability. Wedaypyul adt ofhepolai 89 for all the

ers a chance to return cars i f they did not
the return policy as a second test drive, gi
purchased vehicle, helping the company showc

through the service.
pTLéetLs]) tdbiétdLTSURTEJURIDBLELEZD

at mo s t C

The conducted research has shown th
chasing experience through traditione
t

cle pur

i ng. Furthermore, research showed hat most
prepared for selling EVs as they are gaining
|l ess servicing and technical mai ntenance. TF
deal erships will not be actively®sduwghmtchaft e

ALSZRL! §é& tMBtFARABISIgbbLES] TOTFDBSIT

Community workshop > Test drive of avail abl €
builbluy > First payment milBesbbobanée paroehd> Cal
formed > Cars are checked, and battery capac
User receive updadt easrriinvalegar@ar ¢« oarcemarchecke
ance after arriving in Denmark > Second payr
designawed!| picaki on for customers > Final d o«

b] FSgsadudrLTstrCtbgDgéedLTs+TstdLgrbgbpt
Agppmgepusdu] §b

The presented service concept will propose t
HConsumers presented with EV offers wil. get
bl e EV ownership options in DenmarKk;

HThe service empowers people to become advooc

HService encourages sustainable cormsanmpt i on
EVs;

HSer Wi cveehicle delivering times are expected
online EV services,;

HThe service wil.l i ntr oduarei eantnedv peirds preoa tei W
purchasing experience in comparison to the t
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HThe online platform-wohé ai giot dle e@seidr @as manm
owners will wvisit to keep up with the pract.i
dates on regulations and so on;

HMunicipalities wildl be informed on the EV i
ter communication with their resi de8ts when
needs for their EVs and infrastructur e;

HThe proposed service will evolve to be a si
with charging services which wil!/ be recomme
cust 8mempent research time on charging servi

HDenmar k heast ablwieshed energy grid infrastruc
of green electricity being delivered to consc
help to reduce the iIimport of petrol fuel s fr

ergy production.
Agbpltgl TbdeéTSLES] b
Al so, t e coercwipde has the following shortcom

HThe service conceptlsusipiiaiboet § en t sotr gprrte.t eTdh ea ss
have to spend resources on correctly communi

thy and benencial service,;
HThe company wil/l not offer a | arge variety
HSome potenti al EV owners might be resilient

customi se them;

HSome people might have a penrdcwetpttiingit acdirante rtst
provide cheaper vehicl es;

HSome of tEhecwsetroomeres mi ght -Bemont hsewai siied
whil e gett-hagdaEV¥Yecond

UTbgbg g s thttTZROFTARRIGSS b
Li ke any other business, the proposed servic

have tried to i1 dentify from the beginning toc
make our proposed service concept completely
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Therefore, we have identined the following g
tried to think about the possible solutions:

Problem #1: Choosing & selling EV model s;
Solution #1: Have only a few brands avail abl
ments we can get with the international auct
Probl em #2: EV customisati on;

Solution #1: Have simple already set package
Problem #3: Rel ations with [ ocal administrat
Solution #1: I't is a signincant advantage tc

have many opening for wus;

Problem #4: Latdk ®fspetcaldeh yl oot enti al cust ol
Solution #1: Advertise and raise the concept
Solution #2: Use municipalities as a trustec
get more EVs to nght pollution and reach t he
Solution #3: Have the service on 3rd party r
for our customer s;

Solution #4: @&ormprueg to stehd osdrhwei exi sting init.
without diesel and petrol cars before 2030;
Probl em #5: How coul d we prevent people fror
money;

Solution #1: There wil./ be a | imited number
pating in multiple bulk buys;

Problem #6: How will we handle a more signifte
buying EVs from us?

Solution #1: 1 f the number of-bpgoplseliamigenre d
the offered numbers of EVs, we wil/| of fer tFr
that community. The possibility wil!@l be pres
ter ElectricCollective does the necessary re€
ner s. Peopl e wildl be notined by email;
Problem #7: What happens in case a person de
Solution #1: He/ shel/ X wil I have to pay some

(e. g. Hao0OuBKKsum to be | ater determined):
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Problem #8: What do we do if a signinhncant nt

ing | ist;

Solution #1: We extend enrol ment time for tfF
|l f the number of participants remains | ow, v
the discount |l evel wildl decrease. I f the rer
ceed with the purchase; otherwise, we cancel
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O° O Ot=gpgBTHFOLEGLLHrEF e gRT 708 p i

The service concept has been also considerec
was I mportant for us to identify and present
~ y = v
zgdLTe
The Business Model Canvas (BMC) is one of tfF
worl d and is used to develop the business mc
tool, and it is composed of 9 elements for v
ar e: Key Partner s, Key Activities, Value Prc
Segment , Key Resources, Channel s, Cost struc
The method has been executed using a BMC ter
vimeattri butes in each of the presented bl oc
@ Key Partners @ Key Activities 9 Value Proposition @ Customer Relationship @ Customer Segments
- Auctioneers (external dealerships) = - EVs second-hand markets research - Affordable EVs - Digital & Physical interactions - Communities of private residents
- Logistic partners - Community workshops - Lower EVs delivery times - Self-Service - People looking for an affordable
- EVs testing partners - EVs driving tests - Engaging communities - Automated notifications in each and sustainable private transportation
- Insurance partners - Communications - A new way of achieving ownership stage of the buying process solution
- Collecting funds for bulk-buys of a vehicle compared to traditional - Customer service - People in need to change an old car
- EVs quality compliance check dealerships experience - People conscious about the environ-
- Education - Aiding in speed up development of ment
EVs infrastructure - People looking for long-term
- Sustaining Denmark's internal transportation savings
energy production and consumption - EV enthusiasts
- Encouraging sustainable consump-
tion
- Service transparency through all
stages
O Key Resources E:) Channels
- Office space - Physical workshops
- Digital presence - Website
- Automations - Phone
- Customer service - Email
- EV models for drive tests - Online marketing
- Bank account - Local radio ads
- Marketing and communication - Flayers .
specialist Us e Zlo0m m
- Second hand EV models .
- Renting location for workshaop, f unc t I on t o S e
test drive and delivery
- EVs transportation S ma I | er e | e men t
- EVs testing
-OCost Structure Revenue Stream

- Costs to buy EVs are variable depending on the selected models and number of
customers in a bulk-buy

- Logistics - variable costs

- Compliance testing of EVs

- Marketing

- Staff

- OPEX ( website hosting, phone subscription etc.)

4 3.
Segment ,

Figure
t omer Key

structures

DEs Bgysedhesasr Mode |
Resources,

- Products sales
- Clients referral for charging stations providers
- Leasing or rental of EVs (possibility in the future)

Key
and

Revenue

&a Cwasd osamtea w sR ed eart i iome

Partner s,
Streams.

Key
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ATsdLgbtLb

Foll owing the suggested support questions (£
BMC templ ate, we have | aid down the el ement s
partners as auctioneers (external deal er shi g
and insurance companies. Thinking about what
our service proposition, we have identined:
hand EVs, organizing the community wor kshops
cations, collectidhgytshe ctherdi hgr tthlee sl Ildk EV
ance and education. To carry out our activit
of hce space, a digital presence, automati on
els for drive tests, bank account, a- market.
hand EV model s, renting | ocation for wor kshec
i ng for EVs

ProposedBscloutei ol

—
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of a
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we wi || i n

e
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our serviec

hicl e
of EVs

| ower EV delivery

comp
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t hroughou

ract W i

Our

t h

: prop
digital

an

ach stage

segment s
ate reside

|l uti on

eopiterimo
We wi | | communi cat e

wor kshops, website,

The | ast t wo
drivers for

the foll owin
wi | | be wvari
buy, |l ogi st

bl ocks

pe

to
p h

of

the costs
g el ement s
abl e depen

C cost s

t h

a k

aim to offer customer ¢
e from other services.
s
t
u

times, community enge
ared o traditional d e
rastructure, encour agi
t all the stages. The
the customers, our rel
osed service solution

d physrcatejnaeramai ed
of the buying process

for which we wild/l del i
nts, people |l ooking foc
ople in need to change
lamg pfoort altlomg savings

these segments throuc
one, emai | , onl i ne mar
the BMC focus on t he

and how our business v
that will i nNuence tF
ding on the sel-ected n
at will al sélabgovaai at

iable, costsfor marketing, staff and general OPEX (e.g. website hosting, phone, sub -

scriptions)

costs.

The

revenue wi l | mai nly
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supported in the future by clients referral
or rental of EVs.

7TSERFbLLTS

The Business Model Canvas helped to emphasi s
key partners, and business values. This grarfrf
brainstorming workshops or business meetings
Collective.dk (Figure 43) is not a dennitive

devel opment or researching different angl es
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Us e ziomm
function to se
smal | er el ement

Figure 44 SSoalkuethioonder s Value Map | ifhkst phelvolodet
relations and value exchanges with t he

7TS88RFbLLTS
The obtained value network map hel ped efnci e
The mapping of the system was done from EI ec

as placement in time the period after the se
be to build upon the existing value network
ecosystem map would include more actors beyc
al so i ntmachhuman anmda ataiche nient er actions (Stick

139



