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ABSTRACT 
 

 

 

 

 

¢ƘŜ ŀƛƳ ƻŦ ǘƘƛǎ ǘƘŜǎƛǎ ƛǎ ǘƻ ŜȄǇƭƻǊŜ Ƙƻǿ ŎƻƴǎƛŘŜǊŀǘƛƻƴǎ ƻŦ ǘƘŜ ŘŜǎƛƎƴ ŎƭƛŜƴǘΩǎ ōǊŀƴŘ Ŏŀƴ ōŜ ōŜǘǘŜǊ ƛƴǘŜƎǊŀǘŜŘ 

into the service design framework. 

The point of departure is a curiosity of the lack of consideration and research of the design client and 

strategy and hypothesis that the experiential overlap between service design and branding could be a 

useful gateway to implement this into service design, which should deliver more realistic, relevant and 

feasible services that provide equal value for the design client as the end service user.  

By applying branding tools and adapting service design tools to a service design case using the Double 

Diamond framework, which aims at designing a service for the NGO Dansk Vegetarisk Forening assisting 

them in getting Danish consumers to eat less meat, the thesis explores how service designers can take 

responsibility for this aspect of designing, and what value this may bring to designers and clients.  

This approach of branding in service design shows how aiming at generating value for the client and 

aligning the service with their branding strategy means that more restrictions appear in the process, which 

limits ideation creativity. The brand-oriented approach directly affects the decision-making throughout the 

design process.  

In conclusion this thesis proposes a paradigm shift, and who is perceived as users of a design process must 

change, and thus urge designers to see the importance of considering the clients goals, strategy, brand and 

resources in order to design services that a more realistic and feasible, than currently.  

The following hypothesis of this proposed paradigm shift then becomes that this will make service design 

more appealing as a business, thus generating added value for designers and agencies, ie. providing a view, 

or brand, to the business.  

 

 

KEYWORDS: Service design, branding, user value, design tools, user experience, brand experience, strategy, 

experientiality.     
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1. INTRODUCTION 
When working on past service design projects, the designed services often barely made sense for me as 

they neither looked like the visual profile of the client nor were designed so it would make sense for the 

client company to implement and provide the service. This made me somewhat embarrassed when 

thinking about when the client would look at the service proposal. The services neither considered the 

brand experience the client pursued nor their resources to provide this, and when asking my peers to 

include this and arguing why, I was met with άǘƘŜ ŎƭƛŜƴǘ ŘƻŜǎƴΩǘ ƪƴƻǿ ǿƘŀǘ ǘƘŜȅ ǿŀƴǘέ ŦǊƻƳ Ƴȅ ǇŜŜǊǎ 

when designing services, which seemed to be used as an excuse, because we as service designers er experts 

in designing services, and the client must just understand why the service provides value for the user, and 

that was reason enough to pitch the service to the client.  

¢ƘŜ ǎŜƴǘŜƴŎŜ άǘƘŀǘΩǎ ƴƻǘ ƻǳǊ Ƨƻōέ ǿŀǎ ƻŦǘŜƴ ǎŀƛŘ about aspects of the project relating to business strategy, 

marketing, and implementation considerations ς the real world beyond the service itself. No matter my 

argument, this was discarded, as it is not seen as a part of service design. This is despite the fact, that 

service design shares tools with especially marketing. It made no sense to me, as what I saw as the results 

were unfeasible and unrealistic services that would never be implemented in the client organization. 

Different from Ƴŀƴȅ ƻŦ Ƴȅ ƳŀǎǘŜǊΩǎ ǇŜŜǊǎΣ Ƴȅ ōŀŎƪƎǊƻǳƴŘ ƛǎ ƴƻǘ ŘŜǎƛƎƴ-focused. Instead, I hold a 

bachelor's in leisure management, which includes learning about strategy, designing and orchestrating 

events, studying consumer behavior and marketing, etc. 

As such, I was constantly baffled by where the borders of service design are placed, and why the process of 

designing services is so user-centric as it is and does not see the service in a broader context, which meant 

that what was desigƴŜŘ L ƻŦǘŜƴ ǎŀǿ ŀǎ ǳƴǊŜŀƭƛǎǘƛŎΣ ōǳǘ ƛǘ ǿŀǎ άƴƻǘ ƻǳǊ Ƨƻōέ ǘƻ ƳŀƪŜ ǘƘŜƳ ǊŜŀƭƛǎǘƛŎ ς our job 

is just to cover a need with users and that was that.  

Therefore, I wondered how to make service designers look beyond the service ecosystem and include 

considerations of the clientΩs ecosystem, and thus think more of services as traditional products, designed 

ŀƴŘ ǇǊƻƳƻǘŜŘ ǘƻ Ŧƛǘ ǘƘŜ ŎƭƛŜƴǘΩǎ ƎƻŀƭǎΣ ōǊŀƴŘ, and resources, and as such urge designers to design more 

feasible and strategically useful services, that would be more realistic to be expected to be implemented. 

But how can considerations of who the client is best be implemented into service design?  

I thought back to what I studied at my bachelor, and what would be most useful in service design; the 

Business strategy was missing from the service design process, but also an understanding of the importance 

of visual identity ς this led me to branding, as visual identity is the semiotic connection to the added brand 

value which is a part of differentiation strategy.  

So maybe the client does not know what they want from a service, but they probably have a strategy to 

achieve their organizational goals and consider how they are perceived in their given market to 

differentiate themselves from the market competition.  

Instead of using this ǎŜƴǘŜƴŎŜ ƻŦ άǘƘŜ ŎƭƛŜƴǘ ŘƻŜǎƴΩǘ ƪƴƻǿ ǿƘŀǘ ǘƘŜȅ ǿŀƴǘέ as a degrading argument for 

how outsiders do not understand the approach and value of service design, I propose looking at it the other 

way around and asking the client who they want to be. Simply make it our job as service designers to find 

out what the client wants, and make sure our services align with their strategy to get there, just as we do 

with service users. 

What if we make our job to look beyond the service and view it from a broader perspective? Would this not 

lead to the design of services more realistic and feasible services when the client is taken more into 

consideration? 
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1.2 LEARNING OBJECTIVES 
The goal of this thesis is to demonstrate that the below-stated learning objectives have been accomplished.  

The official learning objectives of this ƳŀǎǘŜǊΩǎ program in Service Systems Designs are defined by Aalborg 

University, and these are accompanied by personal learning objectives defined based on personal interest.  

 

1.2.1 OFFICIAL LEARNING OBJECTIVES 
KNOWLEDGE: 

- Understand user-oriented methods and the way this knowledge can be used to approach, segment, and 

profile users in order to define value and business proposition in a design project. 

- Understand the characteristics of services and the way they are organized, developed and represented 

- Has knowledge about methodological approaches to the analysis and interpretation of users, as well as 

about meǘƘƻŘǎ ŀƴŘ ǘƻƻƭǎ ǘƻ ǎǳǇǇƻǊǘ ǳǎŜǊǎΩ ǇŀǊǘƛŎƛǇŀǘƛƻƴ. 

- Understand and is able to critically reflect upon theories on innovation and business models. 

SKILLS: 

- Able to apply user and market research and segmentation methods to establish specifications and success 

criteria. 

- Has high capability to analyze and address relevant conditions for the interaction between users and the 

service, taking into account technologies, users and context of use. 

- Understands and applies experience-relateŘ ŀǎǇŜŎǘǎ ƻŦ ǎŜǊǾƛŎŜǎ ǘƘŀǘ Ŏŀƴ ǎǳǇǇƻǊǘ ǳǎŜǊǎΩ ǇŀǊǘƛŎƛǇŀǘƛƻƴ ŀƴŘ 

co-creation of a service. 

COMPETENCIES: 

- Understand and able to apply appropriate methods for organizing functional as well as experiential 

aspects of design. 

- Understand strategic, organization and business related aspects of service design and is able to evaluate  

their relevance in complex organizations. 

- Can independently initiate and implement discipline specific and interdisciplinary cooperation and assume 

professional responsibility. 

 

1.2.2 PERSONAL LEARNING OBJECTIVES 
- Show the ability of critical thinking to develop new knowledge. 

- Be able to apply both strategy, marketing, and service design tools and models in new contexts.  

- Expand on my knowledge of branding in practice. 
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1.3 READING GUIDE 
This thesis is structured as follows;  

Firstly the motivation and background for the thesis were presented in the introduction. 

In the second part of the thesis, a literature review is presented. This chapter serves to introduce you, the 

reader, to the theoretical foundation of the thesis, which concludes with a presentation of the thesis brief 

and research question. 

The third part provides the methodological foundation of the thesis and overall considerations of the 

approach to research and reflections on the overall validity and reliability.  

Next, the case is presented in the fourth part. This serves as the foundation of the practical explorations 

used to answer the brief and research question. As such this part presents the practical work of the thesis, 

and therefore focuses more on fulfilling the design brief, and less will be presented concerning the overall 

academic research question. 

The attention then turns back to the academic research questions in the fifth part, where the discussion is 

presented which presents thought on how, or if, this approach was successful in implementing branding 

into service design practice, what value this brings and what affects this has in the service design 

community.  

Lastly, the conclusion follows as part six of the thesis, which concludes on the academic research questions 

and the results from the branding-oriented approach to service design and offers some ideas for further 

research stemming from the work with this approach to service design.  
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2. LITERATURE REVIEW 
The introduction provided the motivational foundation of the thesis, and this review of relevant literature 

will now provide the theoretical foundation. 

This part aims to give a presentation of the service design discipline as well as what branding is and then 

compare the similarities between the two, and how they overlap - in theory as well as in practice.  

This then leads to the argument and hypothesis of why branding can, or should, be better integrated into 

the service design framework.  

In the end, the brief and research question of the thesis are presented. 

 

2.1 SERVICE DESIGN 
Services have existed since the beginning of social aggregations (Morelli, de Götzen, and Simeone, 2021). 

¢ƘŜ ǘŜǊƳ ΨǎŜǊǾƛŎŜ ŘŜǎƛƎƴΩ ƘƻǿŜǾŜǊ ƛǎ ŀ ǘŜǊƳ ǎǘŜƳƳƛƴƎ ŦǊƻƳ ƳŀǊƪŜǘƛƴƎ ƭƛǘŜǊŀǘǳǊŜ ŦǊƻƳ ŀ ǘƛƳŜ ǿƘŜƴ ƛǘ 

became apparent that services had a role as a financial activity (ibid.). Services began to be viewed as 

something that could be sold like a product, although the design of services differs from that of product 

design; 

In the Goods Dominant Logic, the producer designs physical products, and the consumer is the passive end-

destination buying the given products to utilize their functionality (Vargo & Lusch, 2004). In Service-

Dominant Logic, instead of purchasing a physical end-product, the service, the intangible product, is co-

created with the consumer, rather than for them (Morelli, de Götzen & Simeone, 2021), and as such the 

value of what is purchased is instead defined by the expectations of the user (ibid.), though the user does 

not have full control over the outcome (Bechmann,2012). 

¢ƘŜ ŘŜŦƛƴƛǘƛƻƴ ƻŦ ǿƘŀǘ ΨǎŜǊǾƛŎŜΩ ŘƛŦŦŜǊǎ ƛƴ ƭƛǘŜǊŀǘǳǊŜ (Buchanan, 2001), as its definition, like the produced 

value, can be difficult to define, in comparison to traditional, tangible products (Vargo & Lusch, 2004). 

Services are mainly defined as immaterial and subjective, and a widespread ŘŜŦƛƴƛǘƛƻƴ Ƙŀǎ ōŜŜƴ άŜǾŜǊȅǘƘƛƴƎ 

ǘƘŀǘ ŎŀƴΩǘ Ŧŀƭƭ ƻƴ ȅƻǳǊ ŦŜŜǘέ όaƻǊƛǘȊΣ нллфύ.  

However, research has provided insight into how services can be defined in other terms of characteristics, 

ƻǘƘŜǊ ǘƘŀƴ ΨƛƳƳŀǘŜǊƛŀƭƛǘȅΩ;  

The IHIP paradigm describes four key characteristics of services (Morelli, de Götzen, and Simeone, 2021), of 

which immateriality is the first characteristic. 

A service cannot be physically touched, but there are certain components of a service that can. Morelli, de 

Götzen, and Simeone (2021) use the examples of schools to explain this.  

The core value of schooling is knowledge sharing, bǳǘ ǘƻ ǇǊƻǾƛŘŜ ǘƘƛǎ ΨǎŜǊǾƛŎŜ ƻŦ ƪƴƻǿƭŜŘƎŜ ǎƘŀǊƛƴƎΩ ǘƻ 

students, a tangible aspect is needed. Books, computers, paper, pencils, chairs, and tables are important 

material components of the knowledge production process (ibid.). Thus, services are not entirely intangible, 

but require physical components to be produced.  

¢ƘŜ ǎŜŎƻƴŘ ŎƘŀǊŀŎǘŜǊƛǎǘƛŎ ƻŦ ǘƘŜ LILt ǇŀǊŀŘƛƎƳ ƛǎ ΨƘŜǘŜǊƻƎŜƴŜƛǘȅΩΣ meaning that services are not only 

subjective to the consumer. The service also depends on the service provider (their mood, their 

competence, their stress level at the given time, etc.) (ibid.). A service can as such never be considered fully 

heterogeneous, despite striving to always provide the consumer with the same service experience due to 

the human aspect of service production (Bechmann, 2012). 

The third characteristic of ǘƘŜ LILt ǇŀǊŀŘƛƎƳ ƛǎ ǘƘŜ ŎƘŀǊŀŎǘŜǊƛǎǘƛŎ ƻŦ ΨƛƴǎŜǇŀǊŀōƛƭƛǘȅΩ όMorelli, de Götzen & 
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Simeone, 2021); A service can be separated from neither consumer nor service provider, as services are 

produced and consumed simultaneously (Penin, 2018). The consumer is therefore key to the value creation 

of a service, without which there would be no need for the given service.  

Lastly, ǘƘŜ LILt ǇŀǊŀŘƛƎƳ ǇǊŜǎŜƴǘǎ ΨǇŜǊƛǎƘŀōƛƭƛǘȅΩ ŀǎ ǘƘŜ ŦƻǳǊǘƘ ǎŜǊǾƛŎŜ ŎƘŀǊŀŎǘŜǊƛǎǘƛŎ όMorelli, de Götzen and 

Morelli, 2021), which refers to the fact that services cannot be stored, as a traditional, physical product can. 

The supply and demand must be synchronized (Penin, 2018). 

The characteristics of the IHIP paradigm show that there is more to services than intangibility and the 

common comparison with services. 

.ŀǎŜŘ ƻƴ ǘƘŜ ŀōƻǾŜ ƛǘ Ƴǳǎǘ ōŜ ŀǎǎǳƳŜŘ ǘƘŀǘ ǘƘŜ ŘŜŦƛƴƛǘƛƻƴ ƻŦ ǎŜǊǾƛŎŜǎ ŀǎ ΨŜǾŜǊȅǘƘƛƴƎ ǘƘŀǘ ŎŀƴΩǘ Ŧŀƭƭ ƻƴ ȅƻǳǊ 

feet, is an unfaceted description of services, and as such this thesis instead adopts the definition of services 

ŀǎ ΨŜȄǇŜǊƛŜƴŎŜǎ ǘƘŀǘ ƘŀǇǇŜƴ ƻǾŜǊ ǘƛƳŜΩ (Polaine, Løvlie, and Reason, 2013), which puts the service 

encounter (which includes the aspect of the service user) at the center. 

This definition also affects the description of the recipient of the service or product.  When related to 

services the term ΨǳǎŜǊΩ is used, implying active participation. Concerning branding in this literature review, 

ǘƘŜ ǘŜǊƳ ΨŎƻƴǎǳƳŜǊǎΩ ƛǎ ǳǎŜŘΣ ƛƳǇƭȅƛƴƎ ŀ ǇŀǎǎƛǾŜ recipient role than co-creational. 

 

2.1.1 DESIGNING SERVICES 
The importance of including the aspect of the service user's experience in defining Ψǎervices is, that services 

are co-created with the user (Morelli, de Götzen & Simeone, 2021; Bechmann, 2012).  

As such input from the user about their expectations and need is key to providing a good service 

experience that lives up to the userΩs expectations, therefore satisfying the user (Polaine, Løvlie & Reason, 

2013; Bechmann, 2012). 

This, in opposition to tangible products, means that value is instead determined by the user (Morelli, de 

Götzen & Simeone, 2021). To create the expected value for the user, expectations of the user must be met, 

and those expectations are based on past experiences with a similar service or company, (ie. the service 

provider) (Wisler-Poulsen, 2015; Clatworthy, 2019).  

A negative, or disappointing previous experience with the brand that provides the service, or just a similar 

service, will therefore have unconsciously, molded what is expected of the service (Clatworthy, 2019; 

Hansen, 2016). Therefore, expectations of a given service are subjective to the specific user, and when a 

service lives up to these expectations based on previous experiences or goes beyond them, this is what 

creates the value, that the user is looking for from a service. 

As such, besides enabling a needed task for the user, value for the user also lies in meeting the expected 

experience of the service.  

As humans we experience holistically (Wisler-Poulsen, 2015), meaning that each touchpoint users meet is 

perceived as one experience and not a series of shorter ones. For a service to be a good user experience, 

the services must therefore be well-orchestrated meaning that service designers look at aligning each step 

and touchpoint to create the most intuitive and comfortable user experience (Stickdorn & Schneider, 

2019).   

However, service design is often described as a holistic discipline (Wisler-Poulsen, 2015), meaning that 

service designers also understand the individual service in a larger context (Stickdorn & Schneider, 2019). 

Designing services is therefore a process going through stages of research, ideation, and orchestration of 

touchpoints and ecosystem understanding, to design the best holistic user experience and take into 

account all that is needed to provide the designed experience (ibid.).  
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The work of designing services is often structured using a chosen framework (Stickdorn & Schneider, 2019). 

This framework can vary in the number of phases and the names of these, but the basic idea is the same; 

the framework visualizes the phases of divergent and convergent thinking, starting from research and 

framing the problem at hand, to ideation, testing, and implementation of the designed service (ibid.).  

The frameworks depict the service design process as linear, but designers often iterate back and forth 

between phases depending on what the research shows and feedback on testing (ibid.).  

It is therefore important to not view the process of designing services as a stringent, step-by-step process, 

but as an open process of iterations based on research insights and testing (ibid.; Bechmann, 2012). These 

iterations allow designers to go back and forth in the process and change direction based on the discovered 

data, to ensure that the service properly covers a user need, without which the service has no reason for 

existence (Stickdorn & Schneider, 2019).  

Moreover, service design is a cross-disciplinary approach, born from other disciplines; marketing, branding, 

operations management, customer service, and the like (Stickdorn et. al., 2018). 

Because of this, designing services means making use of tools of different origins, in different stages of the 

design process.  

Like the non-linear process, there is no Ψone wayΩ of approaching the design of a service, but rather a 

ΨǘƻƻƭōƻȄΩ ƛǎ ŀǾŀƛƭŀōƭŜ ǘƻ ǳǎŜ όibid.). The tools are commonly used to map insights from the research process 

or create an overview of the service that is being designed (Whyte, 2008). Most tools are used to clarify this 

with the user in mind to design the best possible service that lives up to the expectation of the user (Penin, 

2018). Service designers often create personas based on user research, user stories to explore their 

possible thoughts and feelings when interacting with the service or narrate their needs or problem previous 

to the service, user journey to explore each step of the service the user encounters, and service blueprint 

which helps to zoom in and out on both service details and the larger system needed to provide the service 

for the most holistic user experience (Stickdorn & Schneider, 2019).  

Though what tools are preferred and used must be argued to be based on the subjectivity of the given 

service designer or design team. It can therefore be argued that service design is a very creative and visual 

discipline, and the tools are chosen to focus mainly, or perhaps only, on the user experience in connection 

with the designed service. 

tǊŜǾƛƻǳǎƭȅ ΨŜȄǇŜǊƛŜƴŎŜΩ ǿŀǎ ŀ ǿƻǊŘ ǊŜŦŜǊǊƛƴƎ ǘƻ ǘƘŜ ŜƴǘŜǊǘŀƛƴƳŜƴǘ ōǳǎƛƴŜǎǎΣ ōǳǘ ŜǾŜƴ ǘƘŜ Ƴƻǎǘ ƳǳƴŘŀƴŜ 

interactions can be memorable experiences (Pine & Gilmore, 2011), which is a mantra for service designers 

to work from ς the good, user-centric service experience is what service designers strive for and are experts 

at.  

2.1.2 VISUALIZATION IN SERVICE DESIGN 
Visualization is a key aspect of the service design process (Stickdorn et. al., 2018).  

Throughout the different phases of the chosen service design framework, different tools are used to create 

an overview, map, and merge insights from research, ideate, prototype, and represent (ibid.). The tools 

used to design services often originate from other disciplines such as marketing, product design, and 

graphic design (Stickdorn et.al., 2018; Shostack, 1982). 

 

Internally they are used to ensure a user-centered approach by using, for example, personas, user stories, 

and journey maps, and/or gŜƴŜǊŀǘŜ ŜƴƎŀƎŜƳŜƴǘ ŀƴŘ ŎƻƳǇŀǎǎƛƻƴ ŦƻǊ ǘƘŜ ǳǎŜǊΩǎ Ǉƻƛƴǘ-of-view and pain 

points (Stickdorn & Schneider, 2019) ς though this is not specified if the engagement is targeted at internal 



17 
Diana R. L. Christoffersen                     Aalborg University, Copenhagen                    Master thesis                 

or external use (Christoffersen, 2020).  

Other tools are more intended for the practical, engineering aspect of service design, used to test and align 

touchpoints, such as blueprints and prototypes (Stickdorn & Schneider, 2019; Shostack, 1982). 

However, there are no rules for when, or which, tools are to be used in the process (Ainamo, 20008).  

The finished services are often given names and a visual look, but guidelines for how the finished visual 

ŘŜǎƛƎƴ ŘƻŜǎ ƴƻǘ ŜȄƛǎǘΣ ōǳǘΣ ƭƛƪŜ ǘƘŜ ŎƘƻƛŎŜ ƻŦ ǘƻƻƭǎΣ ŀ ƳŀǘǘŜǊ ƻŦ ǘƘŜ ŘŜǎƛƎƴŜǊΩǎΣ ƻǊ ŘŜǎƛƎƴ ǘŜŀƳΩǎΣ ǇǊŜǊƻƎŀǘƛǾŜΦ 

The tools are deemed necessary to support creativity in the design process (Dove & Jones, 2014).  

 

2.2 BRANDING  
Lƴ мфсл ¢ƘŜ !ƳŜǊƛŎŀƴ aŀǊƪŜǘƛƴƎ !ǎǎƻŎƛŀǘƛƻƴ ŘŜŦƛƴŜŘ ōǊŀƴŘƛƴƎ ŀǎ άa name, term, sign, symbol or design, or 

a combination of them, intended to identify the goods and services of one seller or group of sellers and to 

differentiate them from those of competitorέ όYƻǘƭŜǊΣ нллоύΦ 

By this definition, a brand is to be understood as a strategic tool of differentiation in the marketplace, used 

to reach the company goal (Andersen et. al., 2015).  

tǊŜǾƛƻǳǎƭȅ ǘƘŜ ƳŀǊƪŜǘǇƭŀŎŜ ǿŀǎ Ŧǳƭƭ ƻŦ ΨƎŜƴŜǊƛŎ ǇǊƻŘǳŎǘǎΩ, without much need to differentiate the providers 

of the given product from each other (Hansen, 2016). Consumers would purchase what they needed where 

it was available, given that they could afford it (ibid.). 

But as the marketplace got more competitive due to innovation and globalization (Forsgren, 2017; Fletcher 

et. al., 2013), the need for immaterial added value to generic goods became needed for differentiation in 

the eyes of the consumer, in order to win market shares (Andersen et. al., 2015).  

Branding is the immaterial value that can be added to a product, company, organization, or even a person 

όIŀƴǎŜƴΣ нлмсύΦ Lǘ ƛǎ ŀ ƳŜŀƴǎ ƻŦ ΨǎǘŀƎƛƴƎΩ ŀƴ ŜƳƻǘƛƻƴŀƭ ŎƻƴƴŜŎǘƛƻƴ ǿƛǘƘ ǘƘŜ consumer to create customer 

loyalty (ibid.; Andersen et. al., 2015).  

Branding exists in the intersection between the proposition made by the company, organization, or person, 

ŀƴŘ ǘƘŜ ŎǳǎǘƻƳŜǊΩǎ ǇŜǊŎŜǇǘƛƻƴ όCƛƭƘƻ ϧ wƻǘƻΣ нлмуύΦ CƻǊ ǘƘŜ ōǊŀƴŘŜŘ ǇŀǊǘΣ the company, and in this case 

the service provider, the brand is the promise of what is to come when interacting with them.  

For the consumer, the brand is based on their past experiences and interactions with the given company 

(ibid.), just as expectations of services are.  

A brand may promise a certain experience, but if this is not fulfilled, and the interaction is disappointing for 

the consumer, the brand is then stored with negative connotations based on that negative experience, 

which is usually not going to want the customer to revisit but instead spend their money elsewhere (Guan 

et. al., 2021).  

¢Ƙƛǎ Ŏŀƴ ŀƭǎƻ ōŜ ǊŜŦŜǊǊŜŘ ǘƻ ŀǎ ǘƘŜ ΨōǊŀƴŘ ƎŀǇΩ ƛŦ ǿƘŀǘ ƛǎ ǇǊƻƳƛǎŜŘ to the consumers is not what they in fact 

experience (Hansen, 2016; Gonzales et. al., 2016). Therefore the values of the organization must be 

properly imbedded in all touchpoints that the consumers come into contact with to uphold the desired 

brand (Roscam, 2010). 

Contrary to this, positive interactions and customer satisfaction will provide a good experience and positive 

connotations towards the brand, which can lead to brand loyalty (consumers coming back and choosing the 

specific brand over others providing similar products or services (Hansen, 2016; Guan et. al., 2012) and 

ΨWord-of-Mouth marketing (Andersen et. al., 2015; Smilansky, 2018).  

Therefore, customer satisfaction is key to a brand, and satisfying a customer depends on subjective 

expectations based on previous expectations and what the organization promises.  
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As mentioned, a good brand experience can generate free promotion through consumer 

recommendations, but the brand itself is a marketing tool integrated into the business strategy as a means 

for differentiating from similar organizations, companies, or products (Motta-Filho & Roto, 2018; Andersen 

et. al., 2015). 

Branding, in short, is a strategized consumer experience to generate added immaterial value and customer 

loyalty.  

 

2.2.1 BRANDING IS A STRATEGY 
All organizations and corporations have, or should have, strategies (Andersen et. al., 2015) ς a set of 

ǘŜŎƘƴƛǉǳŜǎ ŦƻǊ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ǘƘŜ ƳŀǊƪŜǘ ŀƴŘ ƛƴŦƭǳŜƴŎƛƴƎ ǘƘŜ ƎƛǾŜƴ ŎƻƳǇŀƴȅΩǎ Ǉƻǎƛǘƛƻƴ within it (ibid., 

Barringer & Ireland, 2016).  

Because the market is now more open than ever due to technological innovation and globalization, 

ŎƻƴǎǳƳŜǊǎ ƴƻ ƭƻƴƎŜǊ ƻƴƭȅ ǊŜŀŎƘ ŦƻǊ ǎŜǘǘƭƛƴƎ ǘƘŜ ƭƻǿŜǎǘ ƴŜŜŘ ƛƴ aŀǎƭƻǿΩǎ ǇȅǊŀƳƛŘ όAndersen et. al., 2015). 

Consumers do not Ƨǳǎǘ ǿŀƴǘ ΨƳƛƭƪΩΣ ǘƘŜȅ ǿŀƴǘ Ƴƛƭƪ ŦǊƻƳ ŀ ŎŜǊǘŀƛƴ ŀǊŜŀ ƻǊ ŀ ǎǇŜŎƛŦƛŎ ǇǊƻŘǳŎŜǊ όHansen, 

2016).  Because of this, organizations must differentiate from each other ς find a way to promise more than 

the given product or service, or suggestively make consumers believe that there is a reason to buy their 

ΨƳƛƭƪΩ ƻǾŜǊ ƻǘƘŜǊ ǇǊƻŘǳŎŜǊǎΩ ƳƛƭƪΦ  

To overcome this, branding is a strategy to influence the custoƳŜǊΩǎ ŘŜŎƛǎƛƻƴ-making process (Philiastides & 

Ratcliff, 2013).  

In theory, businesses operate at three strategic levels:  

The corporate level, the business level, and the functional level (Andersen et. al., 2015).  

 
 

Fig. 1: Three levels of strategy. 

Source: Andersen et. al., 2015; own adaption; miro.com 



19 
Diana R. L. Christoffersen                     Aalborg University, Copenhagen                    Master thesis                 

Theoretically, this means, that different decisions are made at different levels within an organization; 

At the corporate level is the top management. This is where decisions on the overall objective of the 

organization are made, which affect the entire organization. It is theorized that decisions made here are 

planned for a 2-5 year timeline (Andersen et. al., 2015). 

The business level is where mid-level managers are placed.  

Decisions here are said to be planned 1-2 years into the future (ibid.). 

At the functional level, the lowest level of supervisors ŀƴŘ ΨŦƭƻƻǊ ǿƻǊƪŜǊǎΩ are placed.  

At this level, decisions are made more frequently to complete day-to-day tasks and are said to have an 

effect up to a year into the future or as short as a day (ibid.).   

Decisions made to create or maintain a brand can therefore be argued to lie within the top level of strategic 

decision-making, as the top management decides the overall strategy for positioning the company as 

desired within the given market, influencing the actions and decision of the subsequent levels (Motta-Filho 

and Roto, 2018).  

It is therefore at the top level the values of the company, the desired brand, are decided upon, which then 

influences the decision on the lower levels as they must align their tasks and make decisions based on how 

to achieve the overall objective set in place by the top layer of strategic management. 

As such branding may also be used as an internal tool within an organization (Hansen, 2016; Zuckerman, 

1999).  

The objective of what experience the organization wants to provide their customers can be applied as 

internal guidelines of employee behavior, as well as it serves as guidelines for decision-making on the 

middle and lower levels of the strategic levels presented in figure 1 presented above (ibid.).  

Therefore, a brand is not only a strategic tool for external communication but can help streamline internal 

behavior and decision-making. The use of branding semiotics within the organization therefore can also 

create an ǳƴŘŜǊǎǘƻƻŘ ƛƴǘŜǊƴŀƭ ƛŘŜƴǘƛǘȅ ƻŦ άǿƘƻ ǿŜ ŀǊŜ ŀs an ƻǊƎŀƴƛȊŀǘƛƻƴέ and assist to create a sense of 

unity within the employees within the organization (King, Clemens & Fry, 2011). 

 

2.2.2 SEMIOTICS 
Semiotics is the visual representation of the brand that provokes the unconscious brand connotations in 

the minds of both consumers and employees (Guibourgé, 2020). It is the visual trademark of the brand 

(Neumeier, 2005). 

Semiotics is the study of signs and symbols and their deeper meaning (Hansen, 2016). Regarding branding, 

this refers to the name and logo (colors and symbols), which becomes the visual dimension of the added 

value of the brand (Andersen et. al., 2015). Semiotics is an important aspect for building awareness of the 

brand in consumers and building brand loyalty (Oswald, 2007). 

According to Ferdinand de Saussure (in Hansen, 2016), a pioneer in modern semiotics (Deng, 2009), the 

semiotic sign has two parts; the visual expression and the intended meaning ς but the relation between 

these two is arbitrary (Deng, 2009), in that there is not necessarily a connection between the visual 

expression and the intended meaning (Hansen, 2016). This connection is learned (ibid). The two semiotic 

aspects can be complete oxymoronic counterparts, but the meaning is learned through marketing and 

personal experiences (interactions) with the company (ibid.; Oswald, 2007). 
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The brand itself can try to nudge the decoding in a certain way, but never fully control it (Hansen, 2016).  

¢Ƙƛǎ Ŏŀƴ ōŜ ŘŜǎŎǊƛōŜŘ ǳǎƛƴƎ ǘƘŜ ǘƘŜƻǊȅ ƻŦ ΨŀŘƧǳǎǘŜŘ ŜǘƘƻǎΩΤ  

 

 

 

 

! ŎƻƴǎǳƳŜǊ ōŜƎƛƴǎ ǿƛǘƘ ŀ Ψpreliminary ŜǘƘƻǎΩ ς the current perception of the brand based on previous 

interactions (ibid.). When the consumer comes in direct contact with the brand, either through marketing 

or the use of their products or services, then this encounter can either confirm the preliminary ethos or the 

encounter can affect this, nudging it in a positive or negative direction (ibid.).  

If the ethos is affected through the brand encounter, the ethos is then adjusted, producing a new 

preliminary ethos, that can, again, either be affected positively or negatively during a new encounter.  

This shows how the brand can only somewhat affect the brand perception, and mainly so during the 

encounter, underpinning the importance of a positive consumer experience.  

In this manner, the semiotic aspect of branding also shows the intersection between psychology and 

business, regarding the inherent biases of all humans and the heuristic shortcuts of our minds (Bazerman & 

Moore, 2013). Consumers always have reasons to choose and act as they do but are not always conscious 

of why, in the same way, consumers may choose one brand over another, without consciously realizing 

why ςthis is the goal of branding. To differentiate through a controlled customer experience (Motta-Filho, 

2017).  

However, the above theory of adjusted ethos is missing some nuances as it does not take into account that 

negative experiences weigh heavier than positive ones, and negative brand perception is, therefore, harder 

to affect than a positive one and perhaps needs more than one encounter to make up for a negative 

experience (Taylor & Burns, 2022) ǿƘƛŎƘ ƳŜŀƴǎ ǘƘŀǘ ŀ ōŀŘ ōǊŀƴŘ ŜȄǇŜǊƛŜƴŎŜ ƳŜŀƴǎ ƘŀǊŘŜǊ ǿƻǊƪ ǘƻ ΨƳŀƪŜ 

ǳǇ ŦƻǊΩ ǘƻ ǇŜǊǎǳŀŘŜ ŀ ŎƻƴǎǳƳŜǊ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ǿŀȅ. 

The adjusted ethos theory also does not take into account that a bad user experience also means that the 

given consumer may not want to make use of the brandΩs products or service again, leaving the consumers 

with a permanent negative perception of the brand that the brand does not have a chance to adjust and 

thereby loses market share.  

Fig. 2: Ethos in change 

Source: Hansen, 2016; own adaption; miro.com 
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In any case, positive or negative, the semiotic representation of the brand subconsciously awakens the 

ethos of the brand in consumers before actual contact.  

  

2.2.3 BRANDING, PERSONAL STAGING, AND STORYTELLING 
Branding also plays another role with consumers ς personal staging using certain brands to represent 

oneself (Jamal & Goode, 2001). 

To ŜȄǇƭŀƛƴ ǘƘƛǎΣ DƻŦŦƳŀƴƴΩǎ dramaturgical model of social life can be used;  

Imagine a theater stage. The setting is meticulously prepared, and all actors are portraying a part. For the 

show to be a convincing experience the actors wear costumes and use props, which is the result of 

backstage planning where the audience is not allowed in (Hansen, 2016).   

The backstage is where the actors apply their makeup, rehearse their lines, lights and sound is tested, etc., 

for getting ready to provide the audience with the expected experience during the show (ibid.). 

This theatrical analogy can be transferred to ǇŜƻǇƭŜΩǎ ǇǊƛǾŀǘŜ ŀƴŘ ǇǳōƭƛŎ appearances;   

In the backstage consumers are private and alone and free to be who and how they would like to be, their 

ΨǊŜŀƭΩ ǎŜƭŦΣ but it is also where they get ready to appear in public and social contexts, having to live up to the 

expectations of others and themselves ς ǘƘŜƛǊ ΨƛŘŜŀƭΩ ǎŜƭŦΦ  

Lƴ DƻŦŦƳŀƴƴΩǎ ǘƘŜƻǊȅ, the ideal self is a staging made to control otherǎΩ impression of oneself (ibid.)Φ LǘΩǎ ŀ 

social façade controlled through clothing and accessories ς from certain, carefully chosen brands. Thus, any 

public appearance becomes a role consumers play in creating and maintaining their chosen narrative of 

themselves.  

Therefore, not only do organizations or companies stage themselves to be perceived a certain way; 

consumers do this as well.  

This means, that besides needing to feel a sense of familiarity with an NGO, the target group must also 

want to publicly associate with the brand to want to interact with the organization.  

DƻƛƴƎ ōŀŎƪ ǘƻ DƻŦŦƳŀƴƴΩǎ ŘǊŀƳŀǘǳǊƎƛŎŀƭ ǘƘŜƻǊȅΣ ǘƘŜ analogy of life as divided into different types of stages 

(front and backstage), this also means that the consumer is, in this theory, the actor ς the main character of 

their own lives, which they try to portray a certain way to the audience ς their surroundings (Miller, 2017). 

Therefore, a central approach to generating a brand is storytelling (ibid.; Fog, Budtz & Yakaboylu, 2004).   

Storytelling is not about telling the story of the company appealingly - LǘΩǎ ŀōƻǳǘ ǘŜƭƭƛƴƎ ŀ ǎǘƻǊȅ that the 

consumers can see themselves partaking in (Miller, 2017).  

Whereas branding is the core identity an organization wants to have to differentiate itself coming from the 

corporate strategic level, storytelling is a strategic communication tool at the operational level (fig. 1).  

The brand comes to life on the operational level through storytelling ς describing the brand values through 

engaging stories to differentiate itself from competitors in an increasingly transparent market (storytelling 

book). In short a way of engaging consumers through pathos (feelings) rather than logos (logic) (Hansen, 

2016). 

Storytelling is a means of communicating the values defined at the corporate strategic level through a 

story, which means that the core, the brand values, may stay the same, but the narrative, the story, can 

slightly change, but will always strive to communicate the values of the brand for the consumers to mirror 

themselves in (Hansen, 2016). In this way, ǘƘŜ ōǊŀƴŘ ƛǎ ǘƘŜ άŎƻǊŜ ǎǘƻǊȅέ όFog, Budtz & Yakaboylu, 2004) and 

storytelling is the sense-making tool identifying both ambition and challenge as is traditional in telling any 

story, and therefore easy for the consumers to unconsciously decode (Miller, 2017). It is therefore also 
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important to tell a simple story, for clear communication, for the story not to drown in unnecessary noise 

and it will become more difficult to influence consumers' bias towards the brand (ibid.).  

As mentioned, branding can also be used as an internal communication tool, which storytelling can also 

contribute to (ibid.). The key is still to keep the story simple and clear, so the audience (employees as well 

as consumers) always can see how to add themselves into the narrative of the brand (ibid.).  

 

2.2.4 BRANDING AND NGOs 
An important perspective of branding to cover in this thesis is branding in relation to NGOs, as the later 

case is based on such an organization.  

The little research done on how branding affects NGOs shows, that the brand of an NGO is connected to its 

performance regarding its capabilities to achieve its goals (do Paco, Rodrigues & Rodrigues, 2014; Huang & 

Ku, 2016). 

The number of NGOs has grown in later years (do Paco, Rodrigues & Rodrigues, 2014), and as in the 

corporate sector, branding is needed to differentiate NGOs from the competition to win the needed share 

of donations from consumers (ibid.).  

Therefore, an NGO needs a positive brand to persuade donations to the given NGO rather than the 

competition, and a positive brand is said to be based on the NGO's efficiency and achieving its objectives, 

as mentioned. 

Donations can either be in way of money (monetary donation) or volunteering (donation of time) (ibid.). 

Brand awareness with consumers as well as brand affinity too is key aspects of the decision-making process 

of consumers. This means that one, consumers must be aware of the brand, and second, consumers must 

feel a sense of belonging or alignment with their own values with the NGO to be willing to donate (ibid.; 

Huang & Ku, 2016). 

Branding is as such argued to be the most valuable asset for an NGO (do Paco, Rodrigues & Rodrigues, 

2014).  

 

2.3 CONNECTING SERVICE DESIGN AND BRANDING  
As mentioned, service design is a user-centric discipline, but the borders the service design community has 

set for itself often lead to creative, but unrealistic services.  

!ǎ ŀƴ ŜȄŀƳǇƭŜΣ ƛƴ ǘƘŜ ŎŜƴǘǊŀƭ ōƻƻƪ ƻƴ ǎŜǊǾƛŎŜŘ ŘŜǎƛƎƴΣ ά{ŜǊǾƛŎŜ 5ŜǎƛƎƴ ¢ƘƛƴƪƛƴƎέ ōȅ {ǘƛŎƪŘƻǊƴ ŀƴŘ 

Schneider (2019) the first phase of the double diamond framework for the service design process is 

described as follows:  

Although service design aims to put the customer at the centre of its processes, the process 

seldom start with the customer. The first task of a service designer is to understand the 

culture and goals of the company providing a service. Do they understand what service 

design thinking is? Is the company prepared for such a process? Since a service design process 

commonly involves co-creativity, it is important to agree on the extent to which the service 

designer has sovereignty within the creative process. Furthermore, the process starts by 

identifying the problem a service designer should work on; this problem is usually an 

organizational one or is initially viewed from the organizational perspective. It is important to 

ǳƴŘŜǊǎǘŀƴŘ ǘƘŜ ŎƻƳǇŀƴȅΩǎ Ǉƻƛƴǘ ƻŦ ǾƛŜǿ ƻƴ ŀ ŎŜǊǘŀƛƴ ǇǊƻōƭŜƳΣ ŀƴŘ ƛƴ ŦŀŎǘ ƛt could be argued 
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ǘƘŀǘ ƳǳŎƘ ƻŦ ŀ ǎŜǊǾƛŎŜ ŘŜǎƛƎƴŜǊΩǎ ǊƻƭŜ ƛǎ ƛƴ ŀǊǘƛŎǳƭŀǘƛƴƎ ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴ's problem from the 

perspective of the customer. The second task is not finding a solution, but instead identifying 

the real problem. Gaining a clear understanding of the situation from the perspective of the 

current and potential customers of a certain service is crucial for successful service design. 

(Stickdorn and Schneider, 2019:128). 

In this quote, the authors begin by stating that even though service design takes a user-centered approach, 

the process must begin by understanding the client's business. But, instead of approaching this need for 

information about the client with how service designers can ask about this given company, the authors 

question if the client is ready for the service design process and what this may entail. This leaves the 

responsibility to the client, about being open to how service designers work, and not about the need for 

designers to understand the company and how the service benefits them, and if the service correlates with 

who the client wants to be as a company ς their brand and brand values.  

Further, the quote is very quick to jump back to the user-centered focus. Not much consideration is given 

to the importance of getting to know the client. From this quote, it could be argued that service design is all 

about what a service can do for the user ς not what a service can do for the client. 

In continuation of the quote aboveΣ ǘƘŜ ŎƻǳƴǘŜǊǇŀǊǘ ƻŦ ǘƘŜ ōƻƻƪ ŀōƻǾŜΣ ǘƘŜ ά{ŜǊǾƛŎŜ 5ŜǎƛƎƴ 5ƻƛƴƎέ ōƻƻƪ 

ό{ǘƛŎƪŘƻǊƴ ŜǘΦ ŀƭΦ нлмуύ ōŜƎƛƴǎ ƛǘǎ ǾŜǊȅ ŦƛǊǎǘ ŎƘŀǇǘŜǊ ǿƛǘƘ ǘƘŜ ƘŜŀŘƭƛƴŜ ά²Ƙŀǘ Řƻ ŎǳǎǘƻƳŜǊǎ ǿŀƴǘΚέΦ !ƎŀƛƴΣ 

the focus is on the user of a service from the beginning, and the starting point is not the client company.  

In the same way, the Design Council, which presented the popular Double Diamond framework, describes 

ǘƘŜ ŦƛǊǎǘ ǎǘŀƎŜ ŀǎ ŦƻǊ άǉǳŜǎǘƛƻƴƛƴƎ ǘƘŜ ŎƘŀƭƭŜƴƎŜ ŀƴŘ ǉǳƛŎƪƭȅ ƭŜŀŘǎ ǘƻ ǊŜǎŜŀǊŎƘ ǘƻ ƛŘŜƴǘƛŦȅ ǳǎŜǊ ƴŜŜŘǎέΦ όBall, 

2019). 

Again, not much is said about researching the client company or their needs. 

 

Emphasis on the client organization, brand, or strategy, is close to not included at all in key service design 

literature. It could be argued that service design is more integrated into the two lower levels of strategic 

management (fig. 1) than branding, which is more integrated into the two higher levels of strategic 

management. This because service design could be argued to focus more on the details and touchpoints of 

a service), to design the best possible solution and service experience rather than how this service is 

strategically useful in the market or aligns with the desired brand experience. 

The focus of service design is so much on the user experience alone, and not on who provides the service; 

What is designed only looks into how the services cover needs and generate value for the user and not the 

client. Almost all commonly used tools in service design regard user research, user empathy, user 

engagement, and user value. As such service design does not connect with the top level of strategic 

management, and thereby considers the client in the larger perspective of their market and brand 

differentiation strategy, which means that the service design process often misses how the service 

generates value for the client as well ς without which it can be argued that the client does not have 

incitement for implementing the service. If it is not a strategically useful service aligning with the client's 

objectives and desired brand, it would not be feasible for them to consider it. As such the current borders 

ƻŦ ǎŜǊǾƛŎŜ ŘŜǎƛƎƴ Ŧŀƭƭ ǎƘƻǊǘΦ /ŀƭƭƛƴƎ ǎŜǊǾƛŎŜ ŘŜǎƛƎƴ ŀ ΨƘƻƭƛǎǘƛŎ ŀǇǇǊƻŀŎƘΩ Ŏŀƴ ǘƘŜǊŜŦƻǊŜ ōŜ ŘƛǎŎǳǎǎŜŘΣ ŀǎ ǘƘŜ 

service may zoom in and out on how the service provides a good user experience, but designers do not take 

into account the client and market that the service will be provided by and operate within, respectfully.  

This is curious as service design already shares tools with, for example, marketing, including branding, but 

the service design community has, at some point, decided upon where the border of service design goes, 
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and how far it can reach into other disciplines. As such the community has also decided that it is common 

ǘƘŀǘ ΨǘƘŜ ŎƭƛŜƴǘ ŘƻŜǎƴΩǘ ƪƴƻǿ ǿƘŀǘ ǘƘŜȅ ǿŀƴǘΩ ǿƘŜƴ ŘŜǎƛƎners do not ask, or research the client's 

perspective thoroughly enough to have the right to use this sentence.   

Both services and branding are intangible, and the value exists in the minds of the consumers. Though both 

include some tangibility; Whereas services have tangible aspects as described using the IHIP paradigm, 

branding instead has a visual aspect in terms of name, logo, and colors. Key to both is the consumer 

experience for creating value, or added value, to services and brands, respectfully.  

Both are therefore experience-based, or rather, experience-centric, as both a concerned with creating a 

good experience. Where they differ is that branding is a strategic activity trying to control the experience 

ōŜȅƻƴŘ ƛǘ ōŜƛƴƎ ΨƎƻƻŘΩΣ ōǳǘ ŀƭǎƻ ƎŜƴŜǊŀǘŜ ǎǇŜŎƛŦƛŎ Ŏƻƴƴƻǘŀǘƛƻƴǎ ǿƛǘƘ ǘƘŜ ŎƻƴǎǳƳŜǊǎ ōȅ ŎƻƳƳǳƴƛŎŀǘƛƴƎ ǘƘŜƛǊ 

values in a story, that the consumers want to participate in.  

When a company or organization then provides a given service, that service is tied to the brand in the 

minds of consumers ς ǘƘŜ ǎŜǊǾƛŎŜ ƛǎ ǿƘŜǊŜ ǘƘŜ ōǊŀƴŘ άŎƻƳŜǎ ǘƻ ƭƛŦŜέ όMotta-Filho, 2019). The service is 

where the consumer interacts with the brand, and the experience with the service is stored in the minds of 

consumers as their experience with the given brand. But service design does not regard how, or if, the 

service aligns with the desired brand ς if it portrays the desired experience or if the service as an activity 

aligns with the values of the brand.  

Despite the described overlaps of visualization semiotics are not an integrated part of the service design 

process. When services are designed, they are often given catchy names and a visual identity which are key 

to service representation at the end of the design process. Despite this, service design literature does not 

mention semiotics and how the visual representation invites a heuristic decoding and as such, how the 

chosen visualization either aligns or detaches from the decoding that the client works to create in the 

minds of its audience.   

 

In general, branding is barely mentioned in any literature on service design. 

But when designing a service, it can be argued that it must align with the brand and business strategy, 

because if not, then why should the corporation implement the service? 

Services must generate value for both users and the client equally to be relevant, and align with the client's 

strategy and resources to be realistic and feasible.  

Service designers are trained to design holistic services for the consumer ς seeing the detail of the 

touchpoints as well as the more complex system needed to provide the service, but they are not taught to 

see the bigger picture and considering the service provider - the organization or company who, in the end, 

are the ones implementing and providing the service. 

 

2.3.1 THE BRAND EXPERIENCE MANUAL 
One approach to ƛƴǘŜƎǊŀǘƛƴƎ ōǊŀƴŘƛƴƎ ƛƴǘƻ ǘƘŜ ŘƛǎŎƛǇƭƛƴŜ ƻŦ ǎŜǊǾƛŎŜ ŘŜǎƛƎƴ ƛǎ ǘƘŜ ŎǊŜŀǘƛƻƴ ƻŦ ǘƘŜ Ψ.ǊŀƴŘ 

9ȄǇŜǊƛŜƴŎŜ aŀƴǳŀƭΩΦ  

This experiment that birthed this manual, was based on the assumption taken in this thesis as well, that 

service design can benefit from branding and its link to business strategy (Motta-Filho and Roto, 2018). It 

was argued that branding and services are essentially connected through their common focus on customer 

ŜȄǇŜǊƛŜƴŎŜΣ ŀƴŘ ōȅ ŜȄǇƭƻǊƛƴƎ Ƙƻǿ ǘƻ ŦǳǊǘƘŜǊ ǊŜƭŀǘŜ ǘƘŜ ǘǿƻΣ ǘƘŜ ŎƻƴŎŜǇǘ ƻŦ ǘƘŜ Ψ.ǊŀƴŘ 9ȄǇŜǊƛŜƴŎŜ aŀƴǳŀƭΩ 

came to be. 
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The manual ǿŀǎ ŎǊŜŀǘŜŘ ǘƘǊƻǳƎƘ ŀ ŎŀǎŜ ǎǘǳŘȅ ŀƛƳŜŘ ŀǘ ǎǘǊǳŎǘǳǊƛƴƎ ŀ ǿŀȅ ǘƻ άfacilitate the translation of 

ōǊŀƴŘ ǎǘǊŀǘŜƎȅ ƛƴǘƻ ŎǳǎǘƻƳŜǊ ŜȄǇŜǊƛŜƴŎŜέόMotta-Filho, 2020), as one problem was conceived as the need of 

finding a way to communicate the customer experience that the given brand seeks to provide (ibid.), as 

organizations do not traditionally describe their brand experientially.  

The approach was co-creative sessions with service designers and corporate representatives, discussing 

Ƙƻǿ ǘƻ ǎǇŜŀƪ ǘƘŜ ΨǎŀƳŜ ƭŀƴƎǳŀƎŜΩΦ ¢ƘǊƻǳƎƘ ƛǘŜǊŀǘƛƻƴǎ ŀƴŘ ǘŜǎǘƛƴƎ ǘƘŜ ōǊŀƴŘ ŜȄǇŜǊƛŜƴŎŜ Ƴŀƴǳŀƭ ǿŀǎ 

created as a tool meant to help communicate the brand to service designers (Motta-Filho, 2018).  

This holds three key issues;  

Firstly, the use of the brand experience manual entails a specific (high) level of client involvement.  

Secondly, the manual leaves the responsibility of decoding the brand to the client rather than having the 

service designer approach this from ŀƴ ƻǳǘǎƛŘŜǊΩǎ ǇŜǊǎǇŜŎǘƛǾŜ ŀǎ ǘƘŜȅ ǿƻǳƭŘ ƛn user research.  

And, thirdly, it does not involve the perception of current or past client customers.  

The use of the Brand Experience Manual means that the work falls mainly on the client having to fill out the 

manual, so service designers can use the input in their design process. Inherently this also means that the 

level of client involvement is less a thing to agree on, but specified upfront. This can both mean a more 

clear communication of what is expected of the client upfront, but it can also be argued that it could 

become an inhibition as every client may not be as inclined to set aside the time to fill the manual out 

thoroughly, for it to be useful for service designers. Moreover, the testing and use of the manual already 

showed that, because organizations do not experientially express their brand, they can have a difficult time 

filling out the manual, as their perspective of brand and customer experience remains different from that 

of service designers.  

In regards to responsibility, using the braƴŘ ŜȄǇŜǊƛŜƴŎŜ Ƴŀƴǳŀƭ ŀƭǎƻ ƳŜŀƴǎ ǘƘŀǘ ƛǘΩǎ ǘƘŜ ŎƭƛŜƴǘΩǎ 

responsibility to clearly and usefully communicate their brand. The responsibility, at this stage, is not yet 

that of the service designers, they have hired to design for their brand.  

And lastly, explƻǊƛƴƎ ǘƘŜ ōǊŀƴŘ ƻƴƭȅ ŦǊƻƳ ǘƘŜ ŎƭƛŜƴǘΩǎ ǇŜǊǎǇŜŎǘƛǾŜ Ƴŀȅ ƴƻǘ ōŜ ǎǳŦŦƛŎƛŜƴǘΤ  

As the brand is subconsciously stored in the minds of consumers, it could be argued that their views and 

past experiences with the brand are important input as well, when exploring a brand.  

Asking the client about their brand should rather be seen as exploring the brand proposition (how they 

want to be perceived) but not the brand itself (how they, in fact, are perceived).  

Arguing that the client can fully clarify their brand, when brands are stored in past experiences of 

consumers, is counter-intuitive, and reflections upon using the Brand Experience Manual have shown that 

even with this tool at hand, companies still struggle to communicate their brand experientially.  

 

2.4 INTEGRATING BRANDING IN SERVICE DESIGN ς IN PRACTICE  
The approach to service design can appear very self-serving and self-involved. Not looking outwards 

beyond the borders of the service ecosystem and exploring what the services designed can affect a brand 

(positively or negatively). Service design is focused on co-creating value with users, and argues how this is a 

creative discipline far different from the creation and promotion of products, that it has become 

disconnected from business logic of feasibility and strategy. Curiously as both branding and services have 

the design of experiences at the core.  

{ƻ ŘƻŜǎ ǘƘŜ ŎƭƛŜƴǘ ǊŜŀƭƭȅ άƴƻǘ ƪƴƻǿ ǿƘŀǘ ǘƘŜȅ ǿŀƴǘέΣ ƻǊ ŀǊŜ ŘŜǎƛƎƴŜǊǎ ƴƻǘ ƳŀƪƛƴƎ ŀƴ ŜŦŦƻǊǘ ǘƻ ŀsk, as this is 

ǎŜŜƴ ŀǎ άƴƻǘ ǘƘŜƛǊ ƧƻōέΚ  
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The client might not know exactly what they want a service to do, but they do usually know what they want 

to offer their customers, and brand experience they strive for their client to connect with their brand. 

Therefore, the fault may lie with the service designers ŀƴŘ ǘƘŜ ǎŜǊǾƛŎŜ ŘŜǎƛƎƴ ŎƻƳƳǳƴƛǘȅΩǎ acceptance of 

where the border of service design lie.  

²Ƙȅ ƛǎ ƛǘ ƴƻǘ ǘƘŜ ǎŜǊǾƛŎŜ ŘŜǎƛƎƴŜǊǎΩ Ƨƻō ǘƻ ŘŜǎƛƎƴ ǎŜǊǾƛŎŜs that are holistic in terms of users, but also for the 

client? Why do service designers cut off their work, when it glides into a grey zone of company business 

strategy concerning the service? Why is it not the job of service designers to follow through in the 

corporate aspects when designing services? And why is it not important to get to know the client just as 

much as the subsequent service customers?  

To resolve both of these common sentences, designers could take it upon themselves to explore the 

company more thoroughly and include this knowledge and considerations in the design process for more 

feasible and realistic services as the outcome.  

Service design is undeniably attached to marketing and business strategy already in terms of tools, and as 

both branding and service design is experience-based but has only chosen to adapt tools the designers find 

relevant. 

.ǳǘ ŀǎ ǎŜǊǾƛŎŜ ŘŜǎƛƎƴ ƛǎ ŀƴ ΨƻǇŜƴ ǘƻƻƭōƻȄΩ ƛǘ ŎƻǳƭŘ ōŜ ŀǊƎǳŜŘ ǘƘŀǘ ƻǘƘŜǊ ǘƻƻƭǎ Ƴŀȅ ōŜ ǊŜƭŜǾŀƴǘ ƛƴ ǘƘŜ ŘŜǎƛƎƴ 

process to expand the role and competencies of service designers.  

A service may have no reason for existence without generating value for the users, but the service also has 

no reason to be implemented and provided by the client company or organization if it does not generate 

value for them as well. As branding and service design already share the experiential aspect as well as tools 

to design this, it can therefore be hypothesized that branding can provide this needed expansion of service 

design practice.  

TƘƛǎ ǘƘŜǎƛǎ ǇǊƻǇƻǎŜǎ ŀƴ ƛƴǘŜƎǊŀǘŜŘ ŀǇǇǊƻŀŎƘ ǘƻ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ŀ ǎŜǊǾƛŎŜ ŎƭƛŜƴǘΩǎ ōǊŀƴŘ and integrating this 

into the process of designing services with the hypothesis of this leading to better quality services as they 

would be more realistic, and feasible by adding a larger perspective to the process.  

 

2.5 BRIEF AND RESEARCH QUESTION 
Based on the theoretical presentation in the literature review above, this thesis works from the below-

stated brief and research question.  

The brief refers to the full thesis, whereas the research question relates to the case, that is to be presented 

in the coming section:  

 

 
Fig. 3: Research question and design brief 

Source: own adaption; miro.com 
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3. METHODOLOGY 
In this part, the overall methodological theory and considerations made to answer the research question 

and design brief of the thesis are presented.  

More in-depth considerations and explanations beyond these will be presented in connection with the 

specific methods or tools in the sections throughout the thesis, when relevant. 

 

3.1 RESEARCH APPROACH 
The method of this thesis is to use the service design framework and process to exercise how to implement 

branding into this using a design case, and by doing so attempt to live up to the design brief and answer the 

academic research question. The project works from a deductive approach meaning that the research 

question was made based on existing assumptions, and the goal is therefore to confirm or deny that 

branding can be a valuable tool in service design practice. 

As the literature review above noted, there is not much literature and research on how to connect branding 

and service design, and even less about doing so in practice.  Therefore, this is unchartered territory, and 

this thesis must be seen as an experiment, and the results must as such be seen as indicative rather than 

absolute facts.  

To explore how to bridge these two areas of branding and service design, the approach of this project is to 

both apply models and theories already within the toolbox or service design, as well as investigate if, or 

how, models and theories beyond the realm of service design could be useful within this context.  

The tools already used within service design will on occasion be applied to the case differently from the 

common use.  This means that models or tools may be used in a different way than first intended (what is 

seen as the correct use), but this is not the same as meaning that they have been misunderstood or used 

wrongly. It means that a different point-of-view is applied to confirm or deny that this approach is useful in 

incorporating branding into service design in practice, and to do so, the tools are themselves explored to 

see if they can be useful in a different context.   

The conclusion of the thesis must therefore be perceived as overall reflections of the approach, as a larger 

study, and more examples and testing is needed to properly define the validity and value of the approach.  

 

3.2 VALIDITY AND RELIABILITY  
There are a few overall considerations to point out previous to beginning the case and practical work of the 

thesis; 

First of all, the coming case aims to design a service for Dansk Vegetarisk Forening (Danish Vegetarian 

Association) who works to promote the plant-based diet in Denmark.  

I myself is a vegetarian and because this is a solo thesis and not a group project, it has not been possible to 

discuss and reflect on the research approach, especially the questions asked in the survey and interviews 

with a group or others understanding the aim and approach of the thesis.  

Therefore, it must be assumed to be possible that my bias, own values, and opinions towards a certain 

choice of diet, have played a part in the questions asked.  

It is important to understand own limitations and understandings in this regard, as it may affect the results 

of the research (Abnor & Bjerke, 2014). 

However, actions have been taken to overcome this issue, by having others read through the survey and 

interview guides on beforehand. But because outsiders are not intrinsically a part of this project, they have 
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not fully been understanding of the aim of the project and relevance of these research activities, and 

therefore validity issues of the planned questions would be hard to truly find, and therefore the issue 

stands. 

Secondly, it has been a challenge to find respondents for interviews, which means the result of the research 

can be skewed to reality. It was a goal to have a large number than possible for the thesis to be reliable, but 

this has not been possible in the available timespan. Therefore the data collected in the case, upon which 

design decisions have been made must also be seen as indicative, as the case does not have the desired 

level of reliability.  

Thirdly, it is important to keep in mind throughout the thesis that the case is just that ς a case.  

The case is used to exercise a bigger issue of investigating how to better incorporate branding 

considerations into service design practice and framework. Therefore, the case research results, as well as 

the thesis conclusions must be seen as tentative results in any case, which should be further tested. This is 

to state that the case research result is less important to the bigger aim of this thesis but to also state that 

the thesis results regarding branding in service design must be all seen as tentative, as one thesis and 

research cycle cannot be seen as valid proof. The thesis is a suggestion of an approach that should be 

further tested to be sure of the results and value for clients and in service design.  

However, the results of ǘƘƛǎ ǘƘŜǎƛǎΩ ŎŀǎŜ research will be viewed as true to reality to design a service suggest 

changes to the service design practice, and answer the brief and research question. Decisions are therefore 

made throughout the case as if the collected data were reliable and valid, if not the case could not move 

on. But attention has been paid to the number of respondents.  

Fourthly, and lastly, ethical considerations must be made; the names, ages, and, cities of residence of 

respondents will not be disclosed in this thesis, to keep respondents fully anonymous. This is only known by 

the author.  

 

3.3 INTERVIEW METHODOLOGY 
Interviews are communication with structure and purpose of exploring the world through the point of view 

of the respondents (Kvale & Brinkmann, 2014).  

The interview conducted for this thesis were all structured using interview guides. The use of an interview 

guide enables a consistent and sensible line of questioning and helps to cover all central themes keep the 

aim of the interview, as all questions have been prepared on beforehand (Larsen & Vejleskov, 2006) and as 

such ensure that the purpose of each interview was fulfilled.  

All interviews are therefore considered semi-structured interviews, as the interview guide ensures that 

questions are framed and aimed properly with open-ended questions up front, but in the given interview 

situation it is possible to ask for clarification or elaborations from the respondent (ibid.).  

All interviews were conducted via video calls or by phone, and all respondents gave their acceptance of 

recording the conversations. Only having notes or transcriptions of interviews leaves out details of body 

language and other expressions such as hesitations, pauses, etc. (Larsen & Vejleskov, 2006; Kvale & 

Brinkmann, 2014), and as such the recordings are useful as proof of the data and data collection and ensure 

that other have the opportunity to check the reliability of the empirical data used in the case, from these 

interviews.  

A disadvantage of such a qualitative interview is, that it can often be difficult for the interviewer to not let 

own opinions or biases be known or ask leading questions which was a large concern for this project, as 
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explained in the section above (Larsen & Vejleskov, 2006).  

Even the slightest rephrasing of questions can quickly change the answer of the respondent, which is why 

the quality of qualitative interviews can often be questioned (Kvale & Brinkmann, 2014), as it hurts the 

overall reliability of the interview results (ibid.). Leading questions are often missed, or asked unreflectively 

as follow-ups, but can also be quite useful in confirming interpretations of answers, to ensure the decoding 

is not based on the biases of the interviewer (ibid.), and therefore, the use of leading questions is an 

opening for the ƛƴǘŜǊǾƛŜǿŜǊΩǎ bias but should not be devalued altogether. 

All the interviews have been video recorded with the consent of each respondent, which has been added in 

appendix 4 as a source for the empirical data references in the casework. 

 

3.4 CHOICE OF SERVICE DESIGN FRAMEWORK  
In service design, it is common to structure the design process using a design framework.  

These frameworks can look different but often consists of three to seven phases, presenting the shifting 

divergent and convergent thinking throughout the process, though the names of these phases can vary 

(Stickorn & Schneider, 2019). 

¢ƘŜ ŀŎǘ ƻŦ ΨŘŜǎƛƎƴƛƴƎΩ ƛǎ ǳƴŘŜǊǎǘƻƻŘ ŀǎ ŀ ǇǊƻŎŜǎǎ όYƻŎƘŀƴƻǿǎƪŀΣ DŀƎƭƛŀǊŘƛ, and Ball, 2022), and using a 

framework for structuring the process helps to decode the different steps, making them visual and 

therefore more tangible to work with (ibid.).  

Using a specific framework to structure design work, is also said to allow a greater level of conscious 

reflection on the process, as it is important to learn from the research and adapt (Stickdorn and Schneider, 

2019). The frameworks also help to keep the bigger picture in mind, when working on design details for a 

holistic service, as service designers work in a very complex context of collaborators, specialists, and 

stakeholders (ibid; Kochanowska, Gagliardi and Ball, 2022).  

Visually the frameworks represent service design as a linear process (Stickdorn & Schneider, 2019). The 

visual depiction does not present important iterations common to the process, and therefore it is 

important to underline that service design is an iterative process of learning and adapting, both concerning 

research and framing the problem statement, as well as editing and adapting the service solution and 

proposal after test runs (ibid.; Drew, 2019).  

Due to the linearity of the visual framework presentation, it is important for designers to remember that 

the framework is a visual simplification of the design process, and not a step-by-step guide (Kochanowska, 

Gagliardi, and Ball, 2022). 

This also means that using a framework to present the coming design case, means that this thesis will also 

present the case as linear when it was not due to iterations and adaptions along the way. These iterations 

and adaptions are not clear in the coming sections, as they are presented linearly in the given phases and 

not presented in the thesis in the actual order it may have been done, to avoid a messy written project and 

lack of internal validity and understanding of the project. 

 

3.4.1 THE DOUBLE DIAMOND 
The casework presented in this thesis is structured using the Double Diamond model presented by the 

Design Council (Ball, 2019).  

This framework is made up of four phases; Ψ5ƛǎŎƻǾŜǊΩΣ Ψ5ŜŦƛƴŜΣ Ψ5ŜǾŜƭƻǇΩ ŀƴŘ Ψ5ŜƭƛǾŜǊΩΦ  
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The different phases represent the different stages of the design process, as well as they, represent the 

different stages of design thinking, shifting between divergent and convergent thinking (Design Council, 

2019).  

One criticism of the Double Diamond model is that it visually makes the service design process look 

straightforward (Drew, 2019). As mentioned above, service design is not a linear process, but includes 

iterations when needed, which the Design Council also urges (Design council, 2019) as illustrated using the 

arrows in figure 4. As such the work in this thesis will also be presented linearly, and thus does not explicitly 

resent how the different phases and insights have influenced each other. 

The choice of using this specific framework is based on the fact that this is the most popular service design 

framework (Stickdorn & Schneider, 2019) which can be applied to most projects (Gustafsson, 2019), and as 

the brief relates to how branding may be better incorporated into service design framework, it was 

deemed most reasonable to use this specific framework.  

 

3.4.1.1 Discover 

¢ƘŜ ŦƛǊǎǘ ǇƘŀǎŜΣ Ψ5ƛǎŎƻǾŜǊΩΣ ƛǎ ŦƻǊ ŜȄǇƭƻǊŀǘƛƻƴ ό{ǘƛŎƪŘƻǊƴ ŀƴŘ {ŎƘŜƛŘŜǊΣ нлмфύ ǿƛǘƘ ŀ ŘƛǾŜǊƎŜƴǘ ǘƘƛƴƪƛƴƎ 

approach (Design Council, 2019).  

The design phase begins with the task of exploring what the client company would like from a service and 

aligning expectations of the level of cooperation with the company in the design process (Stickdorn and 

Schneider, 2019). The client often also provides a problem area to work with.  

The second task is then to define this issue in a way that the solution may be service-based, which means 

taking the perspective of the consumers, researching them, their pain points, and their daily life in 

relevance to the given problem area (ibid.). 

The third task is the visualization of these insights (ibid). Service design is a very visual discipline, as 

mentioned in the literature review, and visualization helps make insights more tangible and simplify 

complex contexts for a better sense of the problem and communication within the design team (bid.; 

Whyte, 2008).  

Fig. 4: The Double Diamond 

Source: Design council, 2019; own adaption; miro.com 

 

https://www.designcouncil.org.uk/news-opinion/double-diamond-15-years
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3.4.1.2 Define 

Lƴ ǘƘŜ ǎŜŎƻƴŘ ǇƘŀǎŜΣ Ψ5ŜŦƛƴŜΩΣ ǘƘŜ thinking turns convergent (Design Council, 2019).  

This phase is for making sense of the insights gathered in the first phase, and aligning the need of users and 

the provided problem area (Stickdorn & Schneider, 2019). 

As mentioned, service design takes an iterative approach to the process, and most iterations are said to be 

done between these first two stages of exploring and defining the key issue (Bechmann, 2012).  

3.4.1.3 Develop 
Lƴ ǘƘŜ ǘƘƛǊŘ ǇƘŀǎŜΣ Ψ5ŜǾŜƭƻǇΩΣ the design thinking turns divergent once again (Design Council, 2019). At this 

stage, enough research and iterations have been done between the first two stages, and now the time has 

come to ideate on how to resolve the issue at hand while covering the needs of the users of the coming 

service (Stickdorn & Schneider, 2019).  

This means open ideation, often through creative exercises to find potential service solutions (ibid.).  

3.4.1.34 Deliver 
Lƴ ǘƘŜ ŦƻǳǊǘƘ ŀƴŘ ƭŀǎǘ ǇƘŀǎŜΣ Ψ5ŜƭƛǾŜǊΩ, the focus turns to the client and the organizational resources and 

change needed to implement the service (Stickdorn & Schneider, 2019).  

A finished and consistent service concept must thus be presented to the client, for them to want to make 

this change (ibid.). At this stage, the service must have been tested and the designer able to communicate 

the value of it ς for both service users and clients (Stickdorn et. al., 2018). 
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4. THE CASE 
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In this part of the thesis, the casework begins.  

In the beginning, the focus will change to revolve more around the client, Dansk Vegetarisk Forening, which 

will be presented in the coming sections. The work presented in the different phases focuses mainly on 

answering the brief and following the design framework to produce a service for the client. In the 

summaries, reflections regarding the work of the phases in connection to the overall research question are 

added.  

Following the case, the focus turns to how the case has assisted in answering the research question.  

 

As mentioned in section 3.2 of the methodology part, the case results are to be seen as tentative, and as a 

άŎƭŜŀƴ canvasέ for investigating how to integrate branding into service design, which is held as more 

important than the validity and reliability of the case itself. It must be seen as an example of the service 

design process and indicative of need of more research. 
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4.1 PHASE 1  - DISCOVER 
This part begins the casework of the thesis.  

Following is a presentation of the client, initial desktop research, and visualizations of these insights.  

Moving forward the focus thus now turns to the case company and the practical work of the service design 

and the implementation of branding.  

 

4.1.1 CASE INTRODUCTION 
The case this thesis is about to embark on is a case of designing a service for Dansk Vegetarisk Forening ς 

an NGO working to promote a fully plant-based diet and how this benefits the human body, animals, and 

the current climate change crisis (vegetarisk.dk3, ND.). 

As presented, this design case takes a different approach, due to a wonder of why strategy is not more 

integrated into service design, as that branding is the gateway to implement this, due to its experiential 

core which it shares with service design. Throughout the case tools from branding will be used to analyze 

the client organization and visualize these insights, as is common in user research in service design, while 

also applying more traditional service design tools to reǎŜŀǊŎƘΣ ŀƴŀƭȅȊŜ ŀƴŘ ǾƛǎǳŀƭƛȊŜ ǘƘŜ ǳǎŜǊΩǎ Ǉƻƛƴǘ-of-

view. The coming part, therefore, is mainly practical and less theoretical, turning the attention to fulfilling 

the design brief, but each phase comes to a close in a summary, which mainly sums up the work and 

insights from the completed phase, but also presents some reflections on the approach and use of branding 

in service design, and thus offering some thoughts on the work in relevance to the academic research 

question.  

Following next is a presentation of different types of diets, to avoid confusion during the case, as it revolves 

around the choice of diet and the personal reasons and values behind this.  

Then the case itself begins, with the initial desktop research.   
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4.1.2 CLARIFICATION OF DIETS 
To avoid confusion, a clarification of different diets mentioned in the research of the following case is 

necessary, as there is often confusion regarding what the different dietary choices entail, or do not entail: 

4.1.2.1 FOOD GROUPS 
Firstly, wƘŜƴ ǘƘŜ ŎƻƴŎŜǇǘ ƻŦ ΨŦƻƻŘ ƎǊƻǳǇǎΩ ƛǎ ƳŜƴǘƛƻƴŜŘΣ ǘƘƛǎ ƛǎ ƳŜŀƴǘ ŀǎ ŀ ŘƛǾƛǎƛƻƴ ƻŦ ŦƻƻŘ ƛƴǘƻ ƎǊƻǳǇǎ ƭƛƪŜ 

ΨŦǊǳƛǘǎΩΣ ΨǾŜƎŜǘŀōƭŜǎΩΣ ΨŘŀƛǊȅΩΣ ΨƭŜƎǳƳŜǎΩΣ ΨŎƘƛŎƪŜƴ ƳŜŀǘΩΣ ΨǇƻǊƪΩΣ ΨŦƛǎƘΩ ŜǘŎΦ  

This is to have a specific term to reference dietary choices differently than the overall name of a diet like 

ΨǾŜƎŜǘŀǊƛŀƴΩΦ   

CǳǊǘƘŜǊ ǿƘŜƴ ƳŜƴǘƛƻƴƛƴƎ ΨŀƴƛƳŀƭ ǇǊƻŘǳŎǘǎΩ ǘƘƛǎ ǊŜƎŀǊŘǎ ŀƭƭ ŦƻƻŘ ǇǊƻŘǳŎǘǎ ǘƘŀǘ ƛƴŎƭǳŘŜ ǘƘƛƴƎǎ ǎǘŜƳƳƛƴƎ 

from animals. This means meat (including fish meat) as well as milk, eggs, and other byproducts from 

animals.  

 

The table below visually shows what the different dietary choices entail or not. A description of each 

follows next. 

 

 

 

4.1.2.2 CARNIVORES (MEAT EATERS) 
Carnivores consume both plants and animal products, and predominantly strive to gain protein from animal 

meat, and less so from plants (de Boer & Aiking, 2022). 

Though some carnivores may have sorted out certain products due to allergies, or perhaps, the choice of 

following a certain dietary plan like the KISS or LCHF diets, which each includes different philosophies of 

Fig. 5: Table of diets 

Source: thebitingtruth.com, 2021; own adaption 
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how much to consume of different food groups, at what times a day, etc., as it includes a philosophy of 

optimal health or/and weight loss (Bugge, 2015). 

4.1.2.3 VEGETARIAN 
A vegetarian diet means consuming plants, dairy, and eggs, but not any animal meat, including not eating 

fish (Hargreaves et. al., 2021).  

There are several sub-categories of the vegetarian diet (ibid.); 

 

4.1.2.3.1 LACTO-OVO VEGETARIAN  

In this diet, no meat is consumed, including not consuming fish meat or caviar. Dairy, as well as eggs, are 

still included in the diet. 

Lacto-vegetarianism: This variation also excludes meat and seafood, but also does not eat eggs or products 

that include eggs (ibid.). 

4.1.2.3.2 OVO-VEGETARIAN 

This variation excludes meat and seafood from the diet as well. However in this diet eggs are included, but 

dairy is not (ibid.).   

 

4.1.2.4 PESCETARIAN  
Pescetarianism is a variation of vegetarianism. In a pescetarian diet, meat and poultry are still excluded, but 

fish is included. Often this diet also includes both eggs and dairy, but this is a subjective choice, as with 

vegetarianism (Lai, 2010ύΦ ¢ƘŜ ŦƛǊǎǘ ǇŀǊǘ ƻŦ ǘƘŜ ǿƻǊŘΣ ΨǇŜǎŎŜΩΣ ƻǊƛƎƛƴates from the Italian language, and 

ƳŜŀƴǎ ΨŦƛǎƘΩ όMerriam-Webster, ND.).  

The choice of consuming eggs or dairy can vary (Lai, 2010). 

4.1.2.5 PLANTBASED DIET 
The plant-based is a more radical diet than vegetarianism, as this diet means excluding all animal products. 

¢Ƙƛǎ ŘƛŜǘ ƛǎ ƻŦǘŜƴ ǊŜŦŜǊǊŜŘ ǘƻ ŀǎ ΨǾŜƎŀƴƛǎƳΩΣ ōǳǘ ƛƴ ǘƘƛǎ ǘƘŜǎƛǎΣ ǘƘŜ ǘǿƻ ŎƻƴŎŜǇǘǎ ŀǊŜ ŘƛǾƛŘŜŘ ŀǎ ǾŜƎŀƴƛǎƳ ŀƭǎƻ 

describes a lifestyle choice that goes beyond dietary restrictions (Giraud, 2021).  

4.1.2.6 VEGANISM: 
Veganism is often used inǘŜǊŎƘŀƴƎŜŀōƭȅ ǿƛǘƘ ΨǇƭŀƴǘ-ōŀǎŜŘΩ ǿƘŜƴ ǊŜŦŜǊǊƛƴƎ ǘƻ ŦƻƻŘΣ ŀǎ ǘƘŜ ǘŜǊƳ ΨǾŜƎŀƴΩ Ŏŀƴ 

be used to describe both diet alone or a more holistic lifestyle, but here a distinction is made for clear 

clarification (ibid.). 

Veganism is the term describing a more holistic lifestyle, which entails a larger level of consideration in 

regards to consumerism; here animal products are also excluded in all other areas - for example, vegans do 

not purchase products made of leather (ibid.). It is a lifestyle, rather than only a dietary choice.  

4.1.2.7 FLEXITARIAN:  
Flexitarianism has become increasingly popular in later years (Wohl, 2019). With this diet there are no 

absolute exclusions, as this group eats both meat, dairy, eggs, or, at times, all plant-based, and when to eat 

following which diet is a subjective choice, which can be made for different reasons resembling vegetarians 

or vegans (health, animal rights or climate change) (Green et, al., 2022).  
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4.1.3 RESEARCHING THE DESIGN CLIENT 
This paragraph presents the preliminary desktop research done on Dansk Vegetarisk Forening prior to the 

exploratory client interview with them, next.  

It was deemed important to gain information on the organization as well as explore the current value 

proposition and touchpoints as an outsider, before meeting with the client to not become biased from 

interview insights and opinions. 

The below paragraphs of this section present the overall, firsthand perception of DVF, their touchpoints, 

value proposition, as well as an approach to discover possible pain points, which could be relevant to 

explore further in the interview and subsequent survey.  

Of course, some prior knowledge and perception could not be avoided, as the researcher/author of the 

project was familiar with DVF on beforehand, which can be argued to skew the focus of opinion and what 

was looked at; 

 

4.1.3.1 DESKTOP RESEARCH 
Dansk Vegetarisk Forening, which moving forward will often be abbreviated as Ψ5±CΩ, is a Danish member-

based organization (NGO) for everyone ǿƘƻ άǎǳǇǇƻǊǘǎ ǘƘŜ Ǉƭŀƴǘ-ōŀǎŜŘ ƭƛŦŜǎǘȅƭŜέ όvegetarisk.dk, ND.). They 

work to promote the benefits of eating vegetarian and plant-based (vegetarisk.dk3, ND.). They do so 

through research and knowledge sharing, political influence, and cooperation with different actors from 

both the private and public sectors (ibid.). The association was founded in 1896 and has thus existed since 

ōŜŦƻǊŜ ǘƘŜ ǘŜǊƳǎ ΨǾŜƎŜǘŀǊƛŀƴΩ ƻǊ ΨǾŜƎŀƴΩ ǿŜǊŜ ǿƛŘŜǎǇǊŜŀŘ όƛōƛŘΦύΦ 

However today these terms are well known across the world, and the plant-based community, as well as 

the interest in this, is (Curtain & Grafenauer, 2019). 

DVF also operates as an open association, that private people can become members of (vegetarisk.dk6, 

ND.), and through a subscription, members gain access to certain benefits, which will be described further 

in section 4.1.5 on άŎǳǊǊŜƴǘ ǾŀƭǳŜ ǇǊƻǇƻǎƛǘƛƻƴέΦ  

DVF is ŀƭǎƻ ŀ ƳŜƳōŜǊ ƻŦ ǘƘŜ άƴŜǘǿƻǊƪ ŦƻǊ ǘƘŜ ŦǳǘǳǊŜΩǎ Ǉƭŀƴǘ-based proteins of Denmarkέ όǾŜƎŜǘŀǊƛǎƪΦŘƪ4, 

ND.), which is a project with the aim of strengthening the coherency between actors in the food industry 

(from agriculture to finished food product producents, and advancement the development of organic plant 

proteins in Danish food (vegetarisk.dk5, ND.).  

 

Even with some knowledge of DVF, their work, and organization on beforehand, it can be difficult to 

understand from their website and social media communication, what they do in practice as most 

descriptions are vague, and there are many different pages on the website, which can be unmanageable 

and confusion for outsiders to navigate (Hunt, 2011). 

From an E-business perspective, the sole purpose of a website should be to deliver propositions to the 

target group (ibid.). The core of the website proposition should be to communicate: άThis is how what we 

do addresses your needέΦ όƛōƛŘΦύΦ  

A website must quickly show the user that they have come to the right place, and keep their attention 

(ibid.), which can be discussed if the website on DVF has mastered this.  

When loƻƪƛƴƎ ǳƴŘŜǊ ǘƘŜ ǘŀō ά5Ŝǘ ƎǄǊ Ǿƛέ όƛƴ English: έWƘŀǘ ǿŜ ŘƻέύΣ ƴƛƴŜ ƳƻǊŜ ǎǳō-pages are presented  

about different aspects ƻŦ 5±CΩǎ ǿƻǊƪΣ spanning from political influence to efforts for children and youths  

(vegetarisk.dk, ND.).  
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When looking at these pages, some description of what they do is very vague, and not easy for a layman to 

translate into specific actions. Neither do the pages refer onwards to other pages with specific examples of 

the different areas of action presented on each of the nine pages.  

It can be assumed that the webpage was built by someone with great understanding of DVF, but less on 

how to create value for their members or how to attract future members, and as such the website was not 

built specifically for this as Hunt (2011) argues websites should be, for the website to be effective in 

assisting to achieve goals. And as the website several places try to persuade the website visitor to become a 

member (vegetarisk.dk, ND.), it can be assumed that this was supposed to be the goal of the website, 

which the rest of the site does not assist in achieving due to the overload of information and subpages.   

Overall, even when actively researching DVF, one may end up with more questions than previously to 

visiting the site. The structure of the website is not designed intuitively for an outside audience and leaves 

one overwhelmed with information and somewhat confused. 

Based on what was presented in the literature review about telling a concise and clear story in the 

ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ communication, the website and social media are not helpful to the brand of DVF.  

The organization is drowning itself in noise, as seen from the outside perspective, which means it becomes 

harder for their audience to align themselves with their organization and brand, which means it is harder to 

convert the audience to members pr be successful in promoting their work and core values.  

As for values, last year the secretary general of DVF, Rune-Christoffer Dragsdahl appeared on Danish 

television, where he pŀǊǘƛŎƛǇŀǘŜŘ ƛƴ ŀ ŘƛǎŎǳǎǎƛƻƴ ƻƴ ǘƘŜ ǎƘƻǿ άDƻΩ !ŦǘŜƴ 5ŀƴƳŀǊƪέ όFacebook.com, 2021). 

¢ƘŜ ŎƻƴǎŎƛƻǳǎ ŎƘƻƛŎŜ ƻŦ ŀ ŎŜǊǘŀƛƴ ŘƛŜǘ Ŏŀƴ ƻŦǘŜƴ ƭŜŀŘ ǘƻ ǊŜŦƭŜŎǘƛƴƎ ƻƴ ōƻǘƘ ƻǿƴ ŀƴŘ ƻǘƘŜǊǎΩ ŘƛŜǘŀǊȅ ŎƘƻƛŎŜs 

(Rosenfeld, 2019)., especially because when choosing to follow a diet outside the norm, one is often asked 

why one would choose to cut out meat and/or other dietary food groups (Vandermoere et. al., 2019). 

Rune-Christoffer argued that this choice, whether it is made based on an ideological foundation of global 

warming, animal rights, or health concerns, has created a divide between people of different dietary groups 

(Facebook.com, 2021). Labeling food as being vegetarian or vegan can therefore mean that the food is for 

ΨǎƻƳŜƻƴŜ ŜƭǎŜΩ ǘƘŀƴ ǘƘŜ carnivores, keeping them away from eating more plant-based, he explained, as the 

labels create an understanding of vegetarian food is only for vegetarians, or vegan food is for the vegans. 

Rune-/ƘǊƛǎǘƻŦŦŜǊ ŦǳǊǘƘŜǊ ŀǊƎǳŜŘ ǘƘŀǘ ŦƻƻŘ ǎƘƻǳƭŘ ƴƻǘ ōŜ ǎŜŜƴ ŀǎ ŀ ǇŀǊǘ ƻŦ ǎƻƳŜƻƴŜΩǎ identity as it is, as he 

ǿƻǊŘŜŘ ƛǘΣ άƧǳǎǘ ŦƻƻŘέ όibid.). 

¢Ƙƛǎ ŎƻǳƭŘ ƳŜŀƴ ǘƘŀǘ ŦƻƻŘ ƭŀōŜƭŜŘ ΨǾŜƎŜǘŀǊƛŀƴΩ ƛǎ ƻƴƭȅ ŦƻǊ ǾŜƎŜǘŀǊƛŀƴǎΣ ŀƴŘ ΨǾŜƎŀƴΩ ŦƻƻŘ ƛǎ ŦƻǊ ǾŜƎŀƴǎΦ Lǘ ƛǎ ƴƻ 

longer a criterion for describing a diet or contents of a food dish, but who people are. And therefore, this 

may have become an inhibition for more carnivores to feel comfortable exploring the world of plant-based 

food. 

 

This will be researched more in the second phase of the Double Diamond framework which more takes the 

point-of-view of the DVF audience when researching possible target groups and current members. As the 

literature review stated, branding is a way of differentiating in the market by clearly communicating the 

ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ǾŀƭǳŜǎ, for the audience to be able to place themselves in the portrayed narrative. Therefore, 

this labeling and self-perception through the choice of diet may affect their relationship to Dansk 

±ŜƎŜǘŀǊƛǎƪ CƻǊŜƴƛƴƎ ŀƴŘ ǘƘǳǎ ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ŀōƛƭƛǘȅ ǘƻ ŀǘǘǊŀŎǘ ŀǘǘŜƴǘƛƻƴΦ 
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4.1.4 INTERVIEW WITH DVF 
To get to know the design client better, an interview was set ǳǇ ǿƛǘƘ ŀ ƳŀƴŀƎŜǊ ƻŦ ǘƘŜ ΨǇƭŀƴǘ-based 

ƪƴƻǿƭŜŘƎŜ ŎŜƴǘŜǊΩ ς a part of DVF established in 2020 in cooperation with Økologisk Landforening, which is 

a platform for research projects, knowledge sharing, and testing regarding the conversion, or transition, to 

organic and plant-based foods and produce (Vegetarisk.dk2, ND.).  

The interview aimed at gaining more insights into DVF as an organization ς their resources, goals, and 

projects. The interview also focuses on how they view themselves, in terms of branding and their desired 

brand, and if, or how, they work consciously with branding.  

This was deemed necessary for getting to know the current strategy of the client, and thus being able to 

consider this in the design process. 

As mentioned in paragraph 3.3 on ethical and methodological considerations of the project, the interview 

was conducted as a semi-structured interview using an interview guide to ensure that all of the above-

presented themes were explored. 

The interview can be categorized as ŀƴ ΨŜƭƛǘŜ ƛƴǘŜǊǾƛŜǿΩΣ ŀǎ ǘƘŜ ǊŜǎǇƻƴŘŜƴǘ ǿŀǎ ƛƴ ŀ Ǉƻǎƛǘƛƻƴ ƻŦ ǇƻǿŜǊ ǿƛǘƘ 

much knowledge of the given subject (Kvale & Brinkmann, 2014), which includes a certain level of 

knowledge of the subject in the interviewer as well, to master the professional language and understand 

certain concepts (ibid), and thus be able to ask useful and relevant questions, why the previous knowledge 

of DVF and different diets, in this case, can be seen as an advantage.  

The following subparagraphs present the most important insights from the interview relevant to the case. 

All the below presented empirical data, if not otherwise referenced, comes from this interview respondent. 

The interview guide can be found in appendix 1 and the recorded interview can be found through the link 

in appendix 4. 

 

4.1.4.1 BASIS OF EXISTENCE AND AIM OF THE ORGANIZATION 
The respondent from DVF describes their basis of existence as their members ς they are the ones DVF 

works for, but also the main source of income for the organization through donations and memberships. In 

general, they do not have the largest economy due to this mainstream of revenue, and as such their 

current activities are often created in collaboration with others, and this way they can afford to do their 

events, campaigns, etc. 

Their overall objective is to promote the benefits of the vegetarian diet and to do so, DVF has six key focus 

ŀǊŜŀǎΣ ƻǊ άƭŜƎǎ ƻŦ ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴέ ŀǎ ǘhe respondents describe them;  

Political influencing: Creation of concrete political proposals, campaigning for the opportunity to choose a 

plant-based option in all kitchens ƛƴ ǘƘŜ ǇǳōƭƛŎ ǎŜŎǘƻǊΣ ƛƴŦƭǳŜƴŎƛƴƎ ŀǳǘƘƻǊƛǘƛŜǎ ǘƻ ŜŘƛǘ ǘƘŜ ƻŦŦƛŎƛŀƭ ΨƪƻǎǘǊňŘΩ όƛƴ 

9ƴƎƭƛǎƘΥ ƴǳǘǊƛǘƛƻƴŀƭ ŀŘǾƛŎŜύ ǘƻ ōŜ ΨƎǊŜŜƴŜǊΩ etc.  

Cooperations with the business sector: Counseling producents, retail chains, and food services in regards 

to plant-based food developing and expanding on the range of plant-based products, creating and hosting 

ŜǾŜƴǘǎ ƭƛƪŜ Ψ±ŜƎƎƛŜ ²ƻǊƭŘΩ ŀƴŘ ƘƻƭŘing lectures on plant-based food for at, for example, agricultural 

schools.  

Research and data creation: Enlightening about nutrition, health, climate, sustainability, and ethics on the 

treatment of animals. Dialogue with professionals and researchers on the need for converting our 

agriculture and life to be more sustainable and its effect on the climate and environment.  



42 
Diana R. L. Christoffersen                     Aalborg University, Copenhagen                    Master thesis                 

Education of professionals: Inspiration for, and continued education for, kitchen workers and nutritional 

professionals as well as establishing transversal partnerships to promote continuing education of both 

kitchen workers and nutritional professionals.  

Initiatives for children and youths: Counseling and helping parents in regards to having a vegan option for 

their children in daycare institutions, workshops at schools, and creating pamphlets on a vegetarian and 

vegan diet for pregnant or nursing women, infants and toddlers. 

Growing communities (meetings, events, and celebrations): Celebrating vegetarian and vegan 

holidays/anniversaries, arranging events for children, youths, and the elderly, arranging lectures, social 

ŀŎǘƛǾƛǘƛŜǎ ƭƛƪŜ bŜǿ ¸ŜŀǊΩǎ ƭǳƴŎƘΣ ǎǳƳƳŜǊ ǇŀǊǘƛŜǎΣ /ƘǊƛǎǘƳŀǎ ǇŀǊǘƛŜǎ, and the like. 

DVF perceive themselves as a ΨǳƴƛƻƴΩΣ ǘƘŀǘ ƘŜƭǇs their members fight their battles in regards to the right to 

plant-based food in the workplace cantina, hospitals, etc.  

Another focus for DVF this year is to increase their number of members. 

Referring this to the three strategic levels, it can be assumed that the overall aim of promoting the plant-

based diet is a decision made at the corporate level, whereas the goal of onboarding new members is a 

decision worked on at the business level, and the day-to-day activities are planned to work towards the 

business goal which assists in meeting the overall aim of the organization. 

 

4.1.4.2 THEIR MEMBERS AND TARGET GROUP 
DVF experiences a wide range of ages in their members but does find that younger people are easieǊ ǘƻ ΨƎŜǘ 

ǘƘǊƻǳƎƘ ǘƻΩ ǘƘŀƴ older groups. The respondent postulates that the older people are, the more they have set 

habits, and they are harder to change.  

DVF has had a steady number of members for the past few years but knows that they usually acquire 

members mostly when doing events, and due to Covid-19 that has not been possible, and therefore they 

expect their number of members to have been steady, instead of rising as it was previous to the Covid-19 

pandemic. They believe that the personal encounter with people is key to people signing up, and therefore 

doing events with people in person, rather than having to rely on campaigning on their online existence, is 

key.  

The respondent did not know a lot about the current demographic of their members but compared this to 

their Facebook following.  

(Their Facebook-following is 39 thousand users (Facebook.com3, ND.), whereas their members are 

estimated at 4000 (google.com, ND.) thus this is, methodologically speaking, a curious comparison to make, 

as the demography can differ exponentially between the two numbers). 

They state that most of their audience are simply looking for inspiration and positive experiences with 

plant-based food.  

 

4.1.4.3 DVF AND THEIR BRAND. 
Despite ΨƻƴƭȅΩ ōŜƛƴƎ ǾŜƎŜǘŀǊƛŀƴΣ 5±C is very reflective about never mentioning eggs or dairy when they 

communicate outwards. Even though they get comments about not doing enough, they stand by the name 

of Dansk Vegetarisk Forening (In English: Danish Vegetarian Association).  

Though the name has changed a few times in their 125 years of existence, they have sometimes thought of 

changing it to something that does not include ΨǾŜƎŜǘŀǊƛŀƴΩΣ ǇŜǊƘŀǇǎ ǎƻƳŜǘƘƛƴƎ ŀōƻǳǘ ΨǇƭŀƴǘ-ōŀǎŜŘΩ 

instead, but has always stood their ground regarding their name.  
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As for how they communicate with their audience, DVF is conscious about how they are perceived through 

their communication, and therefore always strive for pleasant, reasonable, and factual wording and 

communication, and often meet internally to discuss what or how they communicate outwards.  

As the respondent words it, they want to be the pragmatic voice within the plant-ōŀǎŜŘ ƳƻǾŜƳŜƴǘΦ LǘΩǎ ŀƭƭ 

about knowledge, not disruption.  

They do not want to be embossing or harassing, but embracing of all who are making just the slightest 

difference ς ŦƛǘǘƛƴƎƭȅ ǘƘŜƛǊ Ƴƻǘǘƻ ƛǎ άIǾŜǊǘ ƎǊǄƴǘ ƳňƭǘƛŘ ǘŋƭƭŜǊά όƛƴ 9ƴƎƭƛǎƘΥ ά9ǾŜǊȅ ƎǊŜŜƴ ƳŜŀƭ ŎƻǳƴǘǎέύΦ 

As a whole DVF does not think of themselves as a brand or work on their branding as such. But in context to 

asking about branding, the respondent mentions that they are quite fond of their logo and try to add it 

everywhere possible.  

They do however consider how they are perceived by current and possible cooperators ς and find that their 

name sometimes acts as a hindrance to making other organizations or companies want to enter into a 

collaboration. In addition, DVF also finds that their vegan audience perceives ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴ ŀǎ ƴƻǘ ΨŘƻƛƴƎ 

ŜƴƻǳƎƘΩ ǘƻ ǇǊƻƳƻǘŜ ǘƘŜ Ǉƭŀnt-ōŀǎŜŘ ŘƛŜǘΣ ŀǎ 5±C ƛǎ ΨƻƴƭȅΩ ǾŜƎŜǘŀǊƛŀƴΣ ǎƻ ŘŜǎǇƛǘŜ 5±C ƴŜǾŜǊ ǇǊƻƳƻǘƛƴƎ ŜƎƎǎ 

or dairy, their name still creates a strong stand in the community and affects how they, and their work, are 

seen by their audience. 

 

4.1.5 CURRENT VALUE PROPOSITION 
When private citizens become paying members of DVF, they gain access to certain benefits, and before 

moving on to defining and designing a service for DVF, it is deemed important to have an overview of what 

the current value proposition is to know how, or if, they generate value for their target groups ς and if this 

correlates with the need of the target group, which will be explored in the second phase of the double 

diamond service design process. This exploration also helps to gain insight into what does or does not work 

in the value proposition, which could generate ideas of what could be used or strengthened through the 

service.  

The below overview is a summary of insights from their website (vegetarisk.dk6, ND.) as well as from the 

interview; 

- Members can make use of discount codes for restaurants, events hosted by DVF, shops, online 

shops, and discounts on their own merchandise. These codes can be found in the DVF app. This 

app, however, is barely mentioned anywhere and only the codes for physical shops are ready to 

use, and the codes for online shops, members must email DVF to get, and thus wait for a response 

before being able to use the discount code, they paid to get access for through their membership. 

- The events hosted by DVF can be found iƴ ǘƘŜ ŎŀƭŜƴŘŀǊ ƻƴ ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ǿŜōǎƛǘŜ όǿƘƛŎƘ ƛǎ ƴƻǘ 

easily found), but it does not have more than a few events planned each month if any.  

- Members are given the opportunity to vote at the general assembly, which means having a voice in 

who is a member of the DVF board.  

- Members can also become volunteers and take an active part in local activities hosted by DVF. 

- MŜƳōŜǊǎ ǊŜŎŜƛǾŜ ǘƘŜ ƳŜƳōŜǊǎƘƛǇ ƳŀƎŀȊƛƴŜ Ψ±ŜƎŜǘŀǊƛǎƪΗΩ όƛƴ 9ƴƎƭƛǎƘΥ Ψ±ŜƎŜǘŀǊƛŀƴΗΩύΣ ǿƘƛŎƘ ǇǊƻǾƛŘŜǎ 

insight into the work DVF does or aims to do, interviews, and articles on sustainability, health, and 

animal rights.  

- tŀȅƛƴƎ ƳŜƳōŜǊǎ ŀǊŜ ŀƭǎƻ ǇǊƻǾƛŘŜŘ ǘƘŜ ƻǇǇƻǊǘǳƴƛǘȅ ǘƻ Ψstrengthen ǘƘŜ ŎƻǊŜ ǘŀǎƪǎΩ ōȅ ƎƛǾƛƴƎ ǘƘŜƛǊ 

own input (vegetarisk.dk6, ND).  
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An important aspect to be explored in the define phase is therefore whether the membership provides 

enough personal value for private people to want to become members if current members make use of 

these benefits and which benefits are valued and used the most.  

 

4.1.6 CURRENT KEY CHANNELS AND TOUCHPOINTS 
¢ƻ ōŜǘǘŜǊ ǳƴŘŜǊǎǘŀƴŘ ǿƘŜǊŜ ŀ ǎŜǊǾƛŎŜ Ƴŀȅ Ŧƛǘ ƛƴǘƻ ǘƘŜ ŎƭƛŜƴǘΩǎ ǎǘǊŀǘŜƎȅ ŀƴŘ ǊŜǎƻǳǊŎŜǎΣ ōŜƭƻǿ the current key 

touchpoints and channels of DVF are presented.  

This is an analysis rarely seen in service design projects, as designers often focus on the touchpoints of the 

given service and less on how this may fit into the current channels. This is deemed a necessary exploration 

to do, as DVF, as stated, has low resources to implement something new. As such it is important to note 

these current channels, as a service may have to fit into these, to hold implementation costs to a minimum, 

as well as serves as an ŀƴŀƭȅǎƛǎ ƻŦ ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ŎǳǊǊŜƴǘ ǎǘǊŀǘŜƎȅ ƻŦ ŎƻƴƴŜŎǘƛƴƎ ǿƛǘƘ ƛǘǎ ŀǳŘƛŜƴŎŜ. 

Lastly, this can also help discover if the current channels and touchpoints are efficient from a user point of 

view. 

 

Through the primary research conducted for this thesis, it is apparent that currently, DVF has six key 

channels and/or touchpoints that their members and target group interact with the most frequently:  

1. Facebook: DVF is active on Facebook, posting and often communicating in a factual, but often in a 

humorous manner, about their work and the benefits (and disadvantages) of the plant-based diet.  

 

2. Instagram: Instagram is also a frequently used media by the association. On Instagram, the 

association is slightly more active (posting more often), but usually, the posts are identical to those 

on Facebook (showing that they do not adapt their communication to the different age groups 

using Instagram versus Facebook), despite the engagement being higher on Facebook.  

 

3. Campaigns: From time to time DVF collaborates on campaigns with other organizations, 

companies, or even government institutions. With their pragmatic approach they, in this way, work 

to promote the plant-based diet and by doing so also spread awareness about their association. 

 

4. Events: DVF organize different types of events (often suing volunteers to do so), and the 

interviewee from DVF stressed that this is an important channel for DVF, as they find the personal 

meeting is key to onboarding new members. 

 

5. The official website: DVF also has an official website, vegetarisk.dk. On this page people can sign up 

to become members and/or donate, read about the work the association does, the research they 

are involved with, buy DVF merchandise, etc. The page also contains a calendar showing upcoming 

events ς though this is quite empty of events, and some months only contain events only for 

people who are already members of the association.  

 

6. The app: DVF has also developed an ŀǇǇ άaƛǘ 5±CέΦ IŜǊŜ ǇŜƻǇƭŜ Ŏŀƴ ǎƛƎƴ ǳǇ ǘƻ ōŜŎƻƳŜ ƳŜƳōŜǊǎΣ 

and after becoming a member (no matter where they signed up) the membership card is found in 

this app. Besides the membership card, discount codes available to members can also be found in 

this app. Though not all discount codes are readily available, for some codes members must write 
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an email to get access to. And lastly, the app contains information about the association, their 

work, etc. ς the same information found on the website.  

 

4.1.7 STAKEHOLDER MAP  
{ǘŀƪŜƘƻƭŘŜǊ ƳŀǇǎ ŀǊŜ ŀ ƪƛƴŘ ƻŦ ΨǎȅǎǘŜƳ ƳŀǇǎΩ ǿƘƛŎƘ ƛƭƭǳǎǘǊŀǘŜǎ ǎǘŀƪŜƘƻƭŘŜǊ άƛƴǾƻƭǾŜŘέ όStickdorn et. al., 

2018).  

In service design, this means the stakeholders involved in creating the service experience (ibid.), but the 

tool is also used in business strategy, where it instead regards stakeholders in the context of the 

organization (Andersen et. al., 2015), and not ΨonlyΩ a given service or product.  

In this case, the stakeholder map is made to visualize the context of the organization, applying the strategic 

(brand) approach to this service design process, to map out insights from the desktop research and 

interview as is common in serviced design (Giordano et. al., 2018). As such the tool is used in a service 

design manner, but with a different and broader scope. Using the stakeholder map more strategically than 

is common in service design is deemed helpful in helping the service designer is seeing the context in which 

the client exists, rather than the service alone.  As such it can help design a more realistic service, as 

understanding current partners and collaborators create an idea of who could be useful, or are missing, in 

the network for providing the subsequent, and thus keeping the use of DVF resources to a minimum. 

 

 

 

 

 

 
The stakeholder map above in figure 6 is designed as follows:  

DVF is placed at the center in the darkest green color. Second is the medium green color showing the 

primary stakeholders of DVF. And thirdly, the lightest green in the outermost realm is the external 

Fig.6: DVF stakeholder map 

 Source: own adaption; miro.com 
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stakeholders that DVF often work with.  

The map also visually shows how DVF is largely reliant on external partners. As the interview with DVF 

stated, DVF do not have the largest budget as they are an NGO with memberships as the main revenue 

stream. The map visually shows this in way of the low number of internal stakeholders, and the larger outer 

network needed for DVF to do their work, collaborations, promotional campaigns, political influence, 

marketing, etc. 
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4.1.8 SUMMARY OF THE DISCOVER PHASE 
This first design phase of the double diamond framework has provided the initial insights into the client ς 

how they see themselves, want to be perceived, their goal, pain points, and resources, especially;  

Dansk Vegetarisk Forening (DVF) is a member-based organization, with the overall aim of promoting the 

plant-based diet. Currently, they are focusing on how to onboard new members as their number of 

members has been steady curing Covid-19. 

In the interview, it was stated that DVF knows that their most efficient times of onboarding new members 

is by personal contact at events. Even so, their online calendar is quite empty, and the few existing events 

in the calendar are for current members.  

Through the desktop research, it was also found that the general secretary of DVF in a TV interview stated 

that labeling food has become a divider between dietary groups. Food is not simply a meal but is perceived 

as intended for specific people. In addition, DVF also stated in the interview, that they are concerned if 

their name is a hindrance for onboarding new members, ŀƴŘ ΨƎŜǘǘƛƴƎ ǘƘǊƻǳƎƘ ǘƻ ǇŜƻǇƭŜΩ ǿƘŜƴ ǇǊƻƳƻǘƛƴƎ 

the plant-ōŀǎŜŘ ŘƛŜǘΣ ŀǎ ǘƘŜȅ ƘŀǾŜ ΨǾŜƎŜǘŀǊƛŀƴΩ ƛƴ ǘƘŜƛǊ ƴŀƳŜΣ ŀƴŘ ǘƘƛǎ is concerned is they are perceived as 

ΨŦƻǊ ǾŜƎŜǘŀǊƛŀƴǎΩΣ ǊŜƳƻǾƛƴƎ ƛƴǘŜǊŜǎǘ ŦǊƻƳ ƻǘƘŜǊ ŘƛŜǘŀǊȅ ƎǊƻǳǇǎΦ As such the inherent biases toward, and 

between, different diets can be a hindrance for DVF to onboard new members, as they may appeal more to 

some dietary groups than others.  

Their current value proposition is also interesting to explore through the eyes of a subsequent target group, 

as to understand if this generates enough value or is a hindrance for new members as well.  

The different key touchpoints of DVF have been outlined, which sparked interest in both the website with 

an abundance of information, as well as a mostly empty app.  

Overall, the desktop research and interview have provided the impression of DVF that they are quite 

competent and experts in their field, but might not see how, or if, they appeal to their audience as they do 

not work with the organization as a brand, and the website design is not user-friendly. It seems that DVF 

are experts in their field of work, but less so in how to appeal to their audience and lack an understanding 

ƻŦ ǘƘŜ ŀǳŘƛŜƴŎŜΩǎ Ǉƻƛƴǘ ƻŦ ǾƛŜǿΦ   

The coming phase will now begin to analyze these insights more in-depth as well as research the point of 

view of the possible target groups, in order to define how a service can cover a need with the different 

dietary groups and how the service may work with the brand of DVF simultaneously.  

 

4.1.8.1 PHASE REFLECTIONS 
As to implementing branding into the service design framework, this initial phase looks similar to a 

traditional service design approach. However, the approach can be argued to have made some slight 

changes to the scope;  

For example, it can be argued that the interview with the client included some different questions in the 

interview guide, as to explore the client in a wider context than what they would like to gain from a service. 

Instead, the questions assist in exploring the client's resources, how they perceive themselves, how they 

would like to be perceived, or if, or how, they work to establish themselves as a brand. This was deemed 

necessary, as to implement branding into service design, the desired brand needed to be explored first, as 

to compare this to the actual brand in the minds of their audience and current users, and thus be able to 

analyze how the service could align with this as to provide the experientially desired experience. 
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It can also be noted that the Ψ5iscoverΩ phase maiƴƭȅ ǊŜǎŜŀǊŎƘŜǎ ǘƘŜ ŎƭƛŜƴǘΣ ŀǎ ǘƘŜȅ ŀǊŜ ǘƘƛǎ ŎŀǎŜΩǎ άǇƻƛƴǘ ƻŦ 

ŘŜǇŀǊǘǳǊŜέ ǊŀǘƘŜǊ ǘƘŀƴ ǘǳǊƴƛƴƎ ǘƘŜ ŀǘǘŜƴǘƛƻƴ ŘƛǊŜŎǘƭȅ ǘƻ ǇƻǎǎƛōƭŜ ǳǎŜǊ ƎǊƻǳǇǎ because it is deemed 

ƛƳǇƻǊǘŀƴǘ ǘƻ ǳƴŘŜǊǎǘŀƴŘ ǘƘŜ ŎƭƛŜƴǘ ŦƛǊǎǘΣ ŀƴŘ ǘƘŜƴ ŀŘŘ ƻƴ ǘƘŜ ŀǎǇŜŎǘ ƻŦ ǘƘŜ ǳǎŜǊǎΩ Ǉƻƛƴǘ ƻŦ ǾƛŜǿ, for the 

service to be realistic and feasible for the client.  

Another example of the effects of this approach is the stakeholder map is used in this first phase, which is 

often used later in the process but is in this case used in the discovery as a visual tool to create an overview 

of the context the client operates within, rather than a tool for visualizing the needed stakeholders to 

provide a service. As such the tool is instead used to look beyond the borders of the current service design 

approach, to ensure that the subsequent design service is realistic to implement in this context, as well as it 

helps to visualize and consider the resources possibly available to DVF, as they are an NGO with the 

minimal financial flow. The use of the stakeholder map is not directly related to branding, but can be seen 

as a side effect, as it is used, to sum up insights from the client interview, where the client was more 

thoroughly investigated than is taught in service design practice.  

This approach and insights are hypothesized to be valuable in the further design process, as it serves as a 

guideline for what the client needs, thus restricting the creativity of the service and affecting the decision-

making, which the coming phases will confirm or deny. 
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4.2 PHASE 2 ς DEFINE 
This second phase serves to define the issue that the subsequent service should be designed to solve. The 

first phase included overall research on diet, identity, and DVF as a brand and organization, and this phase 

beings to analyze these insights through chosen theories and models to experientially explore the brand of 

DVF and compare this to the actual brand in the minds of their audience. 

This phase further looks into the stated issue of diet and identity as stated by Rune-Christoffer Dragsdahl to 

ǳƴŘŜǊǎǘŀƴŘ ǘƘƛǎ ƛǎǎǳŜ ŦŀŎƛƴƎ 5±CΣ ŀƴŘ ǘƘŜǊŜŦƻǊŜ ŀƭǎƻ ŘƛŦŦŜǊŜƴǘ ŘƛŜǘŀǊȅ ƎǊƻǳǇǎΩ ǇŜǊŎŜǇǘƛƻƴs of DVF. 

Further, the attention also turns to the audience of DVF to narrow down a target group and explore their 

needs and pain point, so the service can be designed to align with the brand strategy, goal, and resources 

of DVF as well as the need of the users for the most relevant service for users and proper relevance and 

feasibility for the client. 
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4.2.1 DIET AND IDENTITY 
As service designers cannot be experts in all areas, more research on diet and self-perception was deemed 

necessary. This paragraph serves to both understand groups following different diets (the users), as well as 

it helps to understand the obstacles that Dansk Vegetarisk Forening faces, as well as the subsequent service 

users. 

Therefore this section serves to explore and explain how choice of diet can be a symptom of a larger 

ideological belief. 

There are several reasons why people choose to cut meat from their diets, or even all animal products 

entirely (Rosenfeld, Rothberger & Tomiyama, 2019). The three most popular ones are climate change, 

animal rights, and personal health (Giraud, 2021; Rosenfeld, 2019).   

Identity is generally viewed as an important factor concerning food choice, especially today, as consumers 

are freer to choose their own lifestyle, and less bound by traditions, and as such the choice of diet is often 

used a social marker (Snejder & Molder, 2009). 

Consumption and food choice are a part of constructing one's own lifestyle (ibid.). therefore, ideological 

choice of diet often becomes a factor in ƻƴŜΩǎ ƛƳŀƎŜ ǿƘƛŎƘ Ǉƭŀȅǎ ƛƴǘƻ Ƙƻǿ ƻǘƘŜǊǎ ǾƛŜǿ ǇŜƻǇƭŜ ƭƛǾƛƴƎ ōȅ ǘƘƛǎ 

dietary choice (Greenebaum, 2012).  

People are thus labeled by their diet (ibid.ύ ŀǎ άǾŜƎŀƴǎέ ƻǊ άǾŜƎŜǘŀǊƛŀƴǎέ ŜǘŎΦΣ ŀƴŘ [ƛƴŘŜƳŀƴƴ ŀƴŘ {ǘŀǊƪ 

όмфффΤ нлллύ Ǉƻƛƴǘ ƻǳǘ ǘƘŀǘ ǘƘŜǎŜ ƭŀōŜƭǎ Ƴŀȅ ōŜ ƭƛƴƪŜŘ ǘƻ ŀ ŎƻƴǎŎƛƻǳǎ ŜȄǇǊŜǎǎƛƻƴ ƻŦ ƻƴŜΩǎ ǇŜǊǎƻƴŀƭ ƛŘŜƴǘƛǘȅ 

ς a marker of not only how others see them, but also an ideological standard they hold themselves to and 

see themselves through. Eating behaviors are simply intertwined with shaping personal identity and how 

people communicate about themselves to others (Rosenfeld, 2019).  

Division not only exists between carnivores and people living off more plant-based diets but also between 

vegans and vegetarians (ibid.). There is a difference in how vegans and vegetarians view themselves as well 

as each other (Rosenfeld, 2019) as they perceive themselves as following diets of two ideological levels, and 

vegans are also more strongly motivated by a cause bigger than themselves, and the motivation is regarded 

lower in vegetarians (ibid.; Giraud, 2021). 

Research also shows that vegans, for example, feel that their dietary choice is a larger part of their personal 

identity than vegetarians do (Rosenfeld, 2019), and vegans also believe that they are perceived more 

negatively and have lower public regard than vegetarians ς which vegetarians recognize and concur (ibid.). 

The same research shows, that vegans and vegetarians do not perceive themselves as one large plant-

based group, but rather as two very specific groups, and that they also believe to be perceived as such by 

carnivores (ibid.). 

Research explains identity as άŀ ǎƻŎƛŀƭƛȊŜŘ ǎŜƴǎŜ ƻŦ ƛƴŘƛǾƛŘǳŀƭƛǘȅΣ ŀƴ ƛƴǘŜǊƴŀƭ ƻǊƎŀƴƛȊŀǘƛƻƴ ƻŦ self-perception 

ŎƻƴŎŜǊƴƛƴƎ ƻƴŜΩǎ ǊŜƭŀǘƛƻƴǎƘƛǇ ǘƻ ǎƻŎƛŀƭ ŎŀǘŜƎƻǊƛŜǎΣ ǘƘŀǘ ŀƭǎƻ ƛƴŎƻǊǇƻǊŀǘŜǎ ǾƛŜǿǎ ƻŦ ǘƘŜ ǎŜƭŦ-perceived to be 

held by others. Identity is constituted relationally, through involvement withτand incorporation ofτ

ǎƛƎƴƛŦƛŎŀƴǘ ƻǘƘŜǊǎ ŀƴŘ ƛƴǘŜƎǊŀǘƛƻƴ ƛƴǘƻ ŎƻƳƳǳƴƛǘƛŜǎέ ό9ǇǎǘŜƛƴΣ мфутύΦ Group categorization and following 

norms are therefore a large part of self-identification (Turner et. al., 1987). 

By this definition being vegan or vegetarian means self-identifying as a result of being able to mirror oneself 

in other of the same core beliefs. As such, there is a sense of belonging within a group through this 

personal dietary choice 

¢ƘŜǊŜŦƻǊŜ ǘƘŜǊŜ ƴƻǘ ƻƴƭȅ ŜȄƛǎǘǎ ŀƴ Ψǳǎ ǾǎΦ ǘƘŜƳΩ ŦŜŜƭing between carnivores and vegans or vegetarians, but 

also between vegans and vegetarians themselves, as their beliefs are similar, but differ in strictness and a 

motivation to live by an ideological diet (Snejder & Molder, 2009).  
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Based on the above it is important to not co-categorize vegans and vegetarians in the coming research and 

be conscious of the distinction between the self-perception and perception between these different plant-

based groups, as well as provide an understanding of the importance oŦ Ƙƻǿ ǘƻ ŎǊŜŀǘŜ ǘƘŜ ΨǎŜƴǎŜ ƻŦ 

ōŜƭƻƴƎƛƴƎΩ ŀǎ ǎǘŀǘŜŘ ƛƴ ǘƘŜ ƭƛǘŜǊŀǘǳǊŜ ǊŜǾƛŜǿ.  

This paragraph further concurs with the statement of Rune-Christoffer Dragsdahl from DVF, showing that 

choice of diet is somewhat connected to both identities as well as how one is perceived by others of 

different ideological beliefs and diets.  

 

In connection to the literature review as well, this can be assumed to mean that the motivation can 

correlate with personal values which is the gateway for NGOs branding strategies. Based on this short 

literature review on diet and identity, it can be argued that the stricter the diet, the stronger the value of a 

plant-based lifestyle. 

This is visualized in figure 8.  

 

Carnivores eat meat and therefore are not motivated by reasons to eat 

plant-based nor value the larger ideological and social idea behind the 

choice. Therefore, they are based at the bottom of this ΨdiagramΩ. 

Vegans, in turn, are highly motivated to eat plant-based. Enough to so follow 

the strictest diet of the four main diets presented in this case.  

They believe in the ideological foundation of eating plant-based as either 

healthy or serving a higher purpose, meaning that they value the reasons for 

the plant-based diet the strongest. By so, vegans may feel superior to even 

vegetarians, as they follow a less strict diet, and therefore are not as highly 

motivated, and are assumed to value the ideological foundation for a 

completely plant-based diet less than the vegan group.  

Flexitarians are between the vegetarians and the bottom with carnivores, as 

they are more aware of the positive benefits of the plant-based diet, are less 

motivated by the values behind the plant-based lifestyle or need more 

knowledge on the subject. 

 

 

It is important to note, that this is not to say that carnivores or even flexitarians are valueless or 

unmotivated people, but it must simply be assumed that they instead value other things in life, other than 

a diet based on a larger ideology, which is deemed irrelevant in this case.  

 

How to generate a sense of belonging with the NGO DVF must therefore be taken strongly into 

consideration when designing the service later in the design process as these differ greatly between the 

dietary groups, as well as influencing how they view each other through the dietary labels. 

  

Fig. 7: How strongly each group are motivated by the values behind the plantbased diet. 

Source: own adaption; miro.com 



53 
Diana R. L. Christoffersen                     Aalborg University, Copenhagen                    Master thesis                 

4.2.2 COLUMN 5 BRAND STRATEGY TOOLS 
The previous phase served to research the client. Now the time has come to analyze these insights, as 

service designers would also work with insights from user research. This is done by applying tools from the 

Column 5 Brand Strategy toolkit, from which tools can be used to explore how to set words to the 

ŜȄǇŜǊƛŜƴǘƛŀƭƛǘȅ ƻŦ ǘƘŜ ŎƭƛŜƴǘΩǎ ǎǘǊŀǘŜƎȅΣ ŀƴŘ ǘƘǳǎ ƘŜƭǇ ŎǊŜŀǘŜ ŀ ǎŎƻǇŜ ŦƻǊ Ƙƻǿ ǘƘŜ ǎŜǊǾƛŎŜ Ŏŀƴ ǇǊƻǾƛŘŜ ŀ 

service experience aligned with the desired brand experience. 

This analysis is also presumed to be helpful later in the process, as this analysis of the desired brand will 

help shape the questions for the different possible user groups when exploring not only their own needs a 

service could aid, but their current perception of the client, and thus how to experientially and strategically 

align the service with the desired brand experience of DVF 

From the Column 5 Brand strategy toolkit five tools were deemed useful. Some tools were more aimed at 

traditional company marketing and less directly applicable to NGOs. As the literature review also stated, 

some tools from traditional branding and strategy need adapting to NGOs, and as this is not about adapting 

strategy tools to NGOs, this was deemed outside the scope of this thesis, and these tools were excluded to 

focus on tools more applicable to this case.  

However, this is not to say they are not relevant or useful in other cases or can be adapted to be used in 

NGO analysis. 

Four of the brand strategy tools are presented in the coming paragraphs of this phase as well as later in the 

process;  

 

4.2.2.1 THE BRAND HEART 
¢ƘŜ ŦƛǊǎǘ ŀǇǇƭƛŜŘ ǘƻƻƭ ŦǊƻƳ ǘƘŜ .ǊŀƴŘ {ǘǊŀǘŜƎȅ ¢ƻƻƭƪƛǘ ƛǎ ǘƘŜ ŀƴŀƭȅǎƛǎ ƻŦ ǘƘŜ Ψ.ǊŀƴŘ IŜŀǊǘΩΣ ǿƘƛŎƘ ǎŜǊǾŜǎ ǘƻ 

identify the purpose, vision, mission, and values of Dansk Vegetarisk Forening (Column 5, ND.).  

This is used to analyze the brand that DVF desires to build and how they wish to be perceived as an 

organization.  

The brand heart, as presented by Column 5, consist of the mission, vision, values, and purpose (ibid.). 

These are all common ǘƻƻƭǎ ŦƻǊ ŦƻǊƳǳƭŀǘƛƴƎ ΨǿƘƻΩ ŀƴ ƻǊƎŀƴƛȊŀǘƛƻƴ ƻǊ ŎƻƳǇŀƴȅ ƛǎΣ ŀƴŘ ŦƻǊ ŀǊǘƛŎǳƭŀǘƛƴƎ ōƻǘƘ 

expectation, strategy, and differentiation ς internally as well as externally (Andersen et.al., 2015; King, 

Clemens & Fry, 2011) ie. the desired brand. 

In this context, the mission, vision, values, and purpose are useful in the service design process to get to 

know the ŎƭƛŜƴǘΩǎ ōǳǎƛƴŜǎǎ ǎǘǊŀǘŜƎȅ in a deeper way than service designers usually do, as the focus is often 

on user research.  

The brand heart of DVF looks as follows: 
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PURPOSE 

"We work to promote the vegetarian lifestyle and inform about the benefits of cutting down on animal 

products - for animals as well as people for the sake of global sustainability" (https://vegetarisk.dk/mission-

og-vaerdier/). 

 

MISSION 

Enlightening and educating Danes about plant-based diet by being the pragmatic voice within the plant-

based movement for creating a more sustainable future. 

 

VISION 

For everyone to have correct and important knowledge about the benefits of plant-based living, wiping out 

all misconceptions and prejudices about the diet/lifestyle.  

 

VALUES 

1. Be trustworthy: We want to be transparent with our research and data, to ensure trust in our work. 

2. No judgment: Be respectful towards everyone with different dietary choices - We are here to enlighten, 

not judge or admonish. Our communication is always factual and in a sober tone. 

3. Making a difference: Contributing to a more sustainable future. 

4. Value our members. 

5. Integrity: Stay true to our goal and the data we provide, despite the possible risks of a decrease in 

popularity. 

Fig. 8: The brand heart 

Source: Column 5; own adaption; miro.com 

https://vegetarisk.dk/mission-og-vaerdier/
https://vegetarisk.dk/mission-og-vaerdier/
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This tool is more tied to traditional marketing, as it does not explicitly work with the experiential aspect of 

the brand. However, it was useful for analyzing insights from both desktop research and interview with 

DVF, as designers would usually work with user research insights, as it helps to clearly state the foundation 

of the DVF strategy and reason for existence.  

 

4.2.2.2 BRAND MESSAGE 
The second tool of the Brand Strategy Toolkit helps articulate the tagline, value proposition, and messaging 

pillars of the given organization (Column 5, ND.). This, according to Column 5, is a helpful tool to help 

content creators communicate a consistent story.  

This can be very useful in-service design, as this step specifically helps articulate what the organization is 

about and currently offer to their target group ς it helps service designers understand the story the client 

wants to tell.  

 

 

 
 

 

The tag line is the slogan taken from the website, as well as it was mentioned in the interview as an 

example of how DVF wants to be seen as open and inviting for other groups than vegetarians, as their 

overall aim of the organization is to promote the plant-based diet, and therefore any ΨƎǊŜŜƴΩ ƳŜŀƭ Ŏƻǳƴǘǎ 

for them. 

Fig. 9: The brand message 

 Source: Column 5; own adaption; miro.com 




























































































































































































































