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into the service design framework.

Thepoint 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, whiotusd 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 frameworkwhich aims at designingservice forthe NGCDansk VegetariskoFening assisting

them in getting Danish consumers to eat less mta,thesis explorehow service designers can take
responsibility for this aspect of designing, and what value this mag boi 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 ceativity. The branebriented approach directly affects the decisioraking 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 ithhportance of considering the clients goals, strategy, brand and
resources in order to design services that a more reabstitfeasible, than currently.

The following hypothesis of this proposgmhiradigmshift then becomes that this will make servidesign

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

KEYWORDService design, brandingservalue, design tools, user experienbeand experiencestrategy,
expeientiality.
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1. INTRODUCTION

When working on past service design projeths, designed servicasften barely made sense for naes

they neither looked like the visual profile of the client noeng designed so it would make sense for the

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

thinking aboutwhenthe clientwould look at theservice propsal.The services neither considered the

brand experience the client pursued nor their resources to provide #md when asking my peers to
include this and arguing whywlas metwithd G KS Of ASy i R2Say Qi 1y2¢6 oKI G
when designig serviceswhich 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 thertlie

¢KS aSyidSyO0S aidKI (Qaabgupadpecss diflde praettdelating ta bugiredss Styategy, I A R
marketing and implementation consideratiorgsthe real world beyond the service itseNo matter my

argument, this was discardeds i is ot seen as a part of service desigihisis degpite the fact, that

service design shares tools with especially marketingade no sens& me, as what | saw as the results

were unfeasible and unrealistic sernatbat would never be implemented in thgient organization.

DifferentfromY I y& 2F Y& YI aiSNRa LISS MdEuSedYigtead hodllaINR dzy R A &
bachelotsin leisure management, which includes learning about strategy, designing and orchestrating

events, studying consumer behaviarchmarketing etc.

As suchl was constantly baffled by where the borders of service desigplaced, and why the process of
designing services is so ugEmtric as it is and does not see the service in a broader context, which meant
thatwhatwasdesf SR L 2F0Sy al g +a dzyNBlIfAAaGAOZ coudb AL &1
is just to cover a need with users and that was that.

Therefore, | wondered how make service designers look beyond #egviceecosystenandinclude
consideration®f the clienf@ ecosystem, and thus think more of services as traditional progiesigned
FYR LINBY2GSR (2 ¥FA jandiesdbirced,tarid 8s/siich drge designiera th desigidmgidr
feasible and strategically usefdrsices, that would be more realistic to be expected to be implemented
But how can considerations of who the client is bbstimplemented into service design?

| thought back to what | studieat my bachelor, and what would be most useful in servicegleshe

Business strategy was missing from the service design process, but also an understanding of the importance
of visual identity this led me to branding, as visual identity is the semiotic connection to the added brand
value which is a part of diffentiation strategy.

So rmaybe the client does not know what they want from a servieé,they probably have a strategy to

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

differentiate themselves fronthe market competition

Instead of usingthia Sy 1 Sy 0S 2F Gl KS Of A Sy iasaBRegyrading d@dgumetiof 2 6 ¢ K |
how outsiders do not understantie approach and value skrvice design, proposelookingat it the other

way around and askgthe client who they want to beSimply make it our jolas service designets find

out what the client ward, and make sure our services align with their strategy to get thjest as we do

with service users

What f we make our jolio look beyond the serge and view ifrom a broader perspectiveWould this not

lead tothe design of services more realistic and feasible services when the client is taken more into
consideratior?
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1.2LEARNING OBJECTIVES

The goal of this thesis is to demonstrate that the belstated learning objectives have been accomplished.
The official learning objectives of thisl a i @Boydndin Service Systems Designs are defined by Aalborg
University,and theseare accompanied bygrsonal learningbjectives defined based on personal interest.

1.2.10FFICIAL LEARNING OBJECTIVES

KNOWLEDGE:

- Understand useoriented methods and the way this knowledge can be used to approach, seganeint

profile users in order to define value anddiness proposition in a design project

- Understanathe characteristics of services and the way theyaganized developed and represented

- Has knowledge about methodological approaches to the analysis and interpretation of users, as well as
aboutmai K2Ra& FyR (22fa&a (2 &adzZlR2 NI dzZASNBQ LI NGAOALN GA
- 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 estapksiifications and success
criteria.

- Has high capability tanalyzeand address relevant conditions for the interaction between users and the
service, taking into account technologies, users and context of use

- Understands and applies experieaadateR | 4 LJSOGa 2F aASNWAOSa GKIG Oy
co-creation of a service

COMPETENCIES:

- Understand and lale to applyappropriate methods foorganizingunctional as well as experiential

aspects of design

- Understand strategigrganizdion and business related aspects of service design and is able to evaluate
their relevance in complearganizations

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

1.2.2PERSONAL LEARNING OBJECTIVES
- Show the ability of critical thinking to develop new knowledge
- Be able to apply both strategy, marketjramd service design tools and models in new corgext
- Expand on my knowledge of brandimgpractice.
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1.3READING GUIDE
Thisthesis is structured as follows;

Firstly the motivation and background for the thesisreppresentedin the introduction

In the secondpart of the thesisa 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.

Thethird part provides the methodological fodation of the thesisand overall considerations of the
approach to research and reflections on the overall validity and reliability.

Next, the case is presentadthe fourth part. This serveas the foundation othe practical explorations
used to answethe brief and research questioAs such this part presents the practical work of the thesis,
and therefore focges more on fulfilling the design brief, and less will be presectatterninghe overall
academic research question.

The attention then turndack to the academic research questions in the fifth part, where the discussion is
presented which presents thought on how, or if, thigoroachwas successful in implementing branding

into service design practicgvhat value this brings and what affe¢tss has in the service design

community.

Lastly the conclusion follows as pastxof the thesis, whicltoncludes on the academic research questions
and the results from the brandirgriented approach to serviogesign andffers some ideas for further
research stemming from the work with this approach to service design.

12
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PART TWO

LITERATURE
REVIEW
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2. LITERALRE REVIEW

The introduction provided the motivational foundation of the thesis, and this review of relevant literature
will now provide the theoretical foundation

This part ains to give a presentation of the service design disci@mevell asvhat branding is and then
comparethe similaritiesbetween the twg and how they overlapin theoryas well as ifpractice.

This then leads tthe argumentand hypothesi®f why brandingcan or shouldpe better integrated into
the service design framewaork

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

2.1SERVICE DESIGN

Services have existed sirtbe beginning of social aggregations (Morelli, de Gétaed Simeone, 2031
¢CKS GSNY WaSNBAOS RSaA3IyQ K2gSOSNI A& || GSN¥Y adasSvyy
became apparent that services had a role as a financial activity (ibid.)}c&3begn to be viewed as
something that could be sold like a product, although the design of servicessdlitfar that of product
design

In the Goods Dominant Logic, theoducerdesigrs physical products, and the consumer is the passive end
destinationbuying the given products to utilizbeir functionality (Vargo & Lusch, 2004). In Service
Dominant Logic, instead of purchasing a physicat@oduct, the servicethe intangible productis co
createdwith the consumer, rather thafor them (Morelli, de Gétzen & Simeone, 202and as such the
value of what is purchased is instead defined bydkpectations of thaiser(ibid.), though the usedoes

not have full control over the outcom@echmann,2012).

¢tKS RSTAYAGAZ2Y 27F 4 KI (Buchiras RIIpOSISiniton, ke theNpEddudeg” t A G SN
value,can be difficult to definein comparison tatraditional, tangible products\{argo & Lusch, 2d).

Services aramainly ddined asmmaterial and subjectivegnd awidesprealRS FAYAGA2YyY Kl a 06SS
GKFG OFyQl FlLtf 2y @2dzNJ ¥SSiGé 6a2NAGT = HAnnood

However research has provided insight into how services can be definethér terms of characteristics,
20KSNJ GKIY ;WAYYFOGSNRIEAGEQ

The IHIP paradigm describes four key characteristics of se(Moeslli, de Gétzepand Simeone, 202 1pf
which immateriality is the firstharacteristic

Aservice cannot be physically touched, but thare certain components oa service that can. Morellile

Gotzen and Simeone2021) use the examples of schools to explain this.

The core value of schooling is knowledtparing bdzi G 2 LINE @SR 2 Fi Q VR 6P SRNEBSA 4 K |
students, a tangible aspect is needed. Books, computers, paper, pencils, ahditables are important

material components of the knowledge production process (ibithus services are nagntirely intangible,

but require physical components to be produced.

¢tKS aSO2yR OKINIOGSNRAGAO 2reaningtatsénlicestare hdtadly RA IY A &
subjective to the consumer. The service also depends on the service provider (their mood, their

competence, their stres level at the given timetc.)(ibid.). A service caas suchever be considered fully
heterogeneousdespitestriving to always provide the consumer with the same service expergune¢o

the human aspect of service production (Bechmann, 2012)

The third characteristiof i KS L1 Lt LJ N} RAIY Aad (K MoréliKde Bdtz0OnI&S NA & G A «
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Simeone, 202)1 Aservice can be separated from neither consumer nor service provider, as services are
produced and consumed simultaneoudBefin 2018. The consumer is therefore keyttte value creation
of a service, without which there would be no need for the given service.

LastyGi KS LI Lt LI NY¥RAIY LINBaSyida WLISNRAMOI, deiGhtiet @an@ | &
Morelli, 2021), which refers to the fact that serviseannot be storedasa traditional, physical product can
The supply and demand must be synchronizeenin, 2018

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

common comparison with services.

.FaSR 2y GKS o2@S Al Ydzaad 0SS lFaadzySR GKIFIG GKS RS
feet, is anunfaceteddescription of servicg andas suctthis thesis instead adopthe definition ofservices

a4 WSELISNASYyOSa (P#aing Ldlkesini BRa50n22013)NwhichipitsSthe service
encounter(whichincludes the aspect of the service ugarthe center

Thisdefinition alsoaffectsthe description of the recipieraf the service or product. When related to

services the term¥ dzaisusERimplying active participatiorConcernindranding in this literature review,

0§KS GSN)Y WwWO2y adzy S NE QrechpientrdigituRrcberehtoall @ Ay 3 | LI aaA @S

2.1.1DESIGNING SERVICES

The importance of including the aspect of therviceusers experience in definingeivices is, that services
are cocreated with theuser(Morelli, de G6tzen & Simeone, 2021; Bechmann, 2012)

As suchriput from the user about theiexpectations and need is key to providingaod service
experiencethat lives up to the us@ expectations, therefore satisfying the ugeolaine, Lavlie & Reason,
2013 Bechmann, 2012

This, in opposition to tangible products, means that value is instead determined lgé¢inéMorelli, de
Gotzen & Simeone, 202 ocreate the expected value for theser, expectations of theisermust be met
andthoseexpectations are based on past exjenceswith a similar service or companfie. the service
providen (WislerPoulsen, 2015Clatworthy, 2019

A negative, or disappointing previous experience with the brand that provides the service, or just a similar
service, will therefore havenconsciously, molded what is expected of the ser{icatworthy, 2019;
Hansen, 208). Therefore expectations of a given serviaee subjective to the specifiaser, andwhen a
service lives up to these expectations based on previous experiencessiveggand them,this is what
creates the value, that thaseris looking for from a service

As suchbesidesnablinga needed task for thaser, valuefor the useralso lies irmeetingthe expected
experience of the service

As humans we experience holistically (Wisteulsen, 2015), meaning that each touchpoint users meet is
perceived as one experience and not a series of shorter ¢izga. service tde a gooduserexperience,

the serviceanusttherefore be wellorchestraed meaning that service designers look at aligning each step
and ouchpoint to ceate the most intuitive and comfortable user experience (Stickdorn & Schneider,
2019)

However, srvice design is often described as a holistic discipline (\WRslalsen, R15), meaning that
service designeralsounderstand the individual service in a larger context (Stick@o8cthneider, 2019).
Designing servicdstherefore a process going through stages of research, ideadioth orchestration of
touchpointsand ecosy®em understandingto design the best holistiaserexperienceand 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 fram@tarkdorn & Schneider, 2019).
This framework can vary 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 problermat hand, to ideation, testingand implementation of the designed servidieid.).

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 feedbdaelstarg (bid.).

It is thereforeimportant to not view the process of designing sergiae astringent, stepby-step process,

but asan open process of iterations based on research insights and testing (ibid.; BechmannTB64@&)
iterations allow degjners to go backnd forth in the procesand 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 $tickdorn & Schneider, 2019

Moreover,service defgn is a crosslisciplinary approach, born from other disciplines; marketing, branding,
operations management, customer senjiaad the like (Stickdorn et. al., 2018).

Because of this, designing services means making use of tools of different oridifferémt stages of the
design process.

Like the noHinear process, there is néne way(bf approaching the design of a service, but rather a
Wi22ft 02EQ A abid). BHe tobld afe ftanmdn® usdditdSmap insights from the research process
or create an overview of the service that is being desigh&tyte, 2008. Most tools are used to clarify this
with the user in mindo design the best possible service that lives ugh®mexpectation of the userRenin,
2018. Service designerdten create personas based on user research, user stories to explore their
possible thoughts and feelings whatteractingwith the serviceor narrate their needor problem previous

to the service user journey to explore eadtepof the service the usezncounters and service blueprint
which helsto zoom in and out on both service details and the larger system needed to provide the service
for the most holistic user experienc8t{ckdorn & Schneider, 2019

Thoughwhattools arepreferred and used must be argued to be based on the subjectivity of the given
service designer or design teathcan therefore be argued that service design is a eesgtive and visual
discipline, and the toolare chosento focusmainly, or perhaps dg, on the user experience in connection
with the designed service.

t NEBOA2dzat e WSELISNASYOSQ 461a | 62NR NBFSNNAYy3I (2
interactions can be memorable experiences (Pine & Gilmore, 20i1igh is a mantra foservice designers

to work from¢ the good, usefcentric service experience is what service designers dtrivendare experts
at.

2.1.2VISUALIZATION IN SERVICE DESIGN

Visualization is a key aspect of the service design process (Stickdorn2&t1a}.,

Throughout the different phases of the chosen service design framework, different tools are used to create
anoverview, mapand merge insights from research, ideate, prototyaed represent (ibig. The tools

used to design services often origiedrom other disciplines such as marketing, product desaga

graphic design (Stickdorn et.al., 2083ostack, 1982

Internally they are used to ensure a usgmteredapproach by using, for example, personas, user stpries

and journey maps, and/org)y SN> 4 S Sy 3l 3SYSyd I yR GCodwewlhnd pain2y T2 NJ
points Stickdorn & Schneider, 2018though this is not specifieifithe engagement is targeted at internal
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or external use (Christoffersen, 2020).
Other tools are more intendefbr the practical, engineering aspect of service design, used to test and align
touchpoints, such as blueprints apdototypes Stickdorn & Schneider, 2019; Shostack, 3982

However there are no rules for when, or which, tools are to be used in the procassaMmo, 20008

The finished services are often given names and a visualdablguidelines for how the finished visual
RS&aA3dIy R2S8&a y20 SEA&GT odziz tA1S GKS OK2A0S 2F G2
The tools areleemednecessary to support creativity in the design prog@sve & Jones, 2014

2.2BRANDING

LY mdocn ¢KS 'YSNROIY al NJ S anyame, terinasBrO dybbllo2dgsigR &F A Y S
a combination of them, intended to identify the go@a&l services of one seller or group of sellers and to
differentiate them from those of competitor 6 Y2 if SNE Hnno0 @

By tis definition a brandis to be understood aa strategic tool of differentiation in the marketplacgesed

to reach the company goah(dersen et. al., 2005

t NE@A2dzat e GKS YI NJ SiLX @Qwiddut dkckined dafditferetifite thepBYIASINRA O L.
of the given productrom each othet(Hansen, 208). Consumers would purchase what they needed where

it was available, givetmat they could afford it (ibid.).

But as the marketplace got more competitive due to innovation and globalizatmnsgren, 2017; Fletcher

et. al., 2013, the need for immaterial added valte generic goodbecame needed for differentiation in

the eyesof the consumer in order to win market shargg&\ndersen et. al., 2035

Branding ighe immaterial valughat can be added to a product, company, organizatmmeven a person

Ol FyaSys HamMcO® LG Aa | YSIya 2consand crehte gudaner y SY 2
loyalty (ibid.; Andersen et. al., 20}5

Branding exists in the intersection between the proposition made by the company, organizatioerson,

FYR GKS Odzadi2YSNRa LISNOSLIIA2Y dhedahpardy,amlin thifch®> HA MY
the service providerthe brand is the promise of what is to coméaen interacting with them.

For the consumerthe brand is basedrotheir pastexperiencesandinteractionswith 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 thestored with negative connotationbased orthat negative experience

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

et. al., 202).

¢tKA&a OFy Ffa2 06S NBFSNNBR (tathdcansuin&sSis netovhdhey iR fad | LIQ A
experience (Hansen, 261Gonzale®t. al, 2016). Therefor¢ghe 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).

Contraryto this, positive interactiongnd customer satfaction will provide ayoodexperienceand positive
connotations towardshe brand, which can lead to brand loyalty (consumers coming back and choosing the
specific brand over others providing similar products or servidesigen, 208; Guan et. al., 20)2and
Word-of-Mouth marketing Andersen et. al., 201%milansky, 2018

Therefore customer satisfaction is key to a brgrahd 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 ithe business strateggs a means
for differentiating from similar organizations, companies products (Motta-Filho & Roto, 201;8Andersen
et. al., 2015%.

Branding, in short, ia strategized consumer experience to generate added immaterial @aldeustomer
loyalty.

2.2.1BRANDING IS A STRATEGY

All organizations and corporations hawar should havestrategies Andersen et. al., 20)% a set of
0§SOKYAIldzSa F2NJ dzy RSNARGIFYRAY 3 (KS Y Nitit (ibidy R Ay Tt d:
Barringer & Ireland, 2026

Because the market is now more open than ever due to technabijinovation and globalization,
O2yadzySNAR y2 f2y3aSNI 2yfteée NBIFOK T2 NdndeSenétfah g5 (G KS f
Consumersionot2 dza i 61 yi WYAT]1 QX (GKSe 41yl YAMHaInseANBY | O
2016). Becausef this, organizations must differentiate from each otlggind a way to promise more than

the given product or service, or suggestively make consumers believe that there is a reason to buy their
WYAE1Q 20SNI 20KSNJ LINPRAZOSNBRQ YAt ®

To overcome this, landing is a strategy tmfluence the astoY S N & R&kiDd prokeddrhiliastides &

Ratcliff, 2013.

In theory, businesses operast three strategiclevels:
The corporate level, the business lewaid the functional levelXndersen et. al., 2035

Fig. 1: Three levels of strategy.
SourceAndersen et. al.2015 own adption; miro.com
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Theoreticallythis means, that different decisions are made at different levels withiorganization

At the corporate level is the top managemefihis is where decisi@on the overall objective of the
organizationare made, whichaffect the entire organization. It is theorized that decissonade hereare
planned for &-5 yeartimeline (Andersen et. al., 2015)

The business level ishere midlevelmanagersare placed
Decisions here are said be plannedl-2 years into the futurdibid.).

At the functional levelthe lowest level of supervisotsy R~ WT f 2 aréNglaged. N S NA Q
At this bvel decisions arenademore frequentlyto complete dayto-day tasksaandare said to havean
effectupto a year into the futureor as short as a dayb(d.).

Decisions made to create or maintain a brarahtherefore be argued to lie within the top level of strategic
decisionmaking,asthe top managementiecidesthe overall strategyor positioning the company as

desired within the given markeinfluencingthe actions and decision of the subsequent ley®lstta-Filho

and Roto, 2018)

It is therefore at the top level the values of the company, the desired bramediecided upon, which then
influences the decision on the lower levals they must align their tasks and make decisions based on how
to achievethe overall objective set in place by the top layer of strategémagement

As such anding may also be used as an internal tool witlirorganization ansen, 208; Zuckerman,

1999.

Theobjectiveof what experience the organizatiorantsto providetheir customers can bappliedas

internal guidelines of employdeehavior as well ait serves as guidelines for decisioraking on the

middle and lower levalof the strategic levels presented in figut@resented abovéibid.).

Therefore a brand is not onlya strategic toofor externalcommunication butan helpstreamlineinternal
behavioranddecisionmaking The use of branding semiotics within the organization therefore can also
createadzy RSNEG22R Ay idSNYI fsa2REy dyMindl ais@ideto/cieate A segsof I NB |
unity within the employees within the organizatioKifg, Clemens & Fry, 2011

2.22 SEMIOTICS

Semioticdsthe visual representation of the brariiat provokesthe unconscioudrandconnotatiorsin
the minds ofboth consumersand employeeqGuibourgé2020). It isthe visual trademark of the brand
(Neumeier, 2005).

Semioticssthe study of signs and symbols and their deeper meaning (Hansen, Zeg@ydingbranding
thisrefers tothe nameandlogo (colors and symbolsyhich becomeshe visual dimension of thadded
value of the brand (Andersen et. al., 201S¢miotics is aimmportant aspect for building awareness of the
brand in consumers and buitdybrand loyalty(Oswald, 2007).

According to Ferdinand de Saussure (in Hanserg)2@Ipioneer in modern semiotics (Deng, 2009), the
semiotic sign has two parts; the visual eegsion and the intended meanimgut 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,620This connection is learned (ibid). The semiotic
aspectscan be complet@xymoronic counterparts, but the meaning is learned through marketing and
personal experiences (interdgons) with the companyilfid.; Oswald, 2007

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



The brand itself can try to nudge the decoding in a certain way, butrriialig control it Hansen, 208).
tKAad OFly 06S RSaAONAROSR dzaaAy3d GKS GKS2NER 2F Wl R2dadl

Fig.2: Ethos irchange
SourceHansen, 208; own adaption; miro.com

I 02y adzy SN prSidinagya U k@ Burreint pesieeption of the brandasedon previous
interactions(ibid.). When the consuer comes in direct contact with the brand, either through marketing
or the use of their product®r servicesthen this encounter can either confirm the preliminary ethos or the
encounter can affect thisyjudgingit in a positive or negative direction (ibid.).

If the ethos is affected through the brand encounter, the ethos is then adjusted, producing a new
preliminaryethos, that can, again, either be affected positively or rigly 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 mamer, the semiotic aspect of branding also shows the intersection between psychology and
businessregardingthe inherent biases of all humans and the heuristic shortcuts of our mBagefman &
Moore, 2013. Consumerslways have reasons to choose and adhay do but are not always conscious
of why, in the same wayconsumers may choose one brand over another, without consciously realizing
why cthis is the goal of branding o differentiate through a controlled customer experience (Mdiitho,
2017).

However,the abovetheory of adjusted ethoss missing some nuances as it does not take into account that
negative experiences weigh heavier thaositive ones, and negative brand perceptiostierefore,harder

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

experience {aylor & Burns, 209 KA OK YSI ya GKFG | 6F R 0NFYR SELISNR
dzLJ F2NXR G2 LISNBEdzZF RS . O2yadzYSNJ 6KS O2YLl yeQa gl @&
The adjusted ethos theory also does not take into agddhat a bad user experience also means that the

given consumer may not want to make use of the b@mitoducts or service again, leaving the consumers

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

thereby loses market share.
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In any casepositive or negativethe semioticrepresentationof the brand subconsciously awakens the
ethos of the brand in consumebgfore actual contact

2.23 BRANDING, PERSONAL STAGNIGSTORYTELLING

Branding also plays another role with consumergersonal staging using certain brands to represent
oneself(Jamal & Goode, 2001

ToSELX I Ay ( K Aranmaturiéammibaélof/sycialditan be usep

Imagine a theater stag&.he setting isneticulouslyprepared and all actors are portraying a palfor the
showto be a convincing experience the actersar costumes and use propshich is the result of
backstageplanningwhere the audiencés not allowedin (Hansen, 208).

The kackstage is wherthe actors apply their makeup, rehearse their lines, lights and sound is tetted
for getting ready to provide the audience with the expected experience during the Gba).

This theatrical analogy can be transferred it 2 LJf S Q& LINJagéaiaesl Yy R LJdzo f A O

In the backstageconsumers ar@rivate and alone anftee tobe who and how they would like to be, their

WNEB I budit isiafsd \ilhare they get ready to appear in public and social contexts, having to live up to the
expectations of othes and themselvesi KSA NJ WARSIFf Q &St T

Ly D27¥FTYI,hyiteal sdlf K § gaiBPg made to control otaépression of oneselffid)® L G Q& |
social fagcade controlled through clothing and accessariesm certain carefully chosebrands. Thus, any

public appearance becomes a role consumers playeatng and maintaiiing their chosemarrativeof

themselves

Therefore not onlydo organizations or companies stage themseliebe perceived a certain way
consumers do this as wel

This means, that besides needing to feel a serigamiliarity with an NGO, the target group must also
want to publicly associate with the brand want tointeract with the organization.

D2Ay3a o6F O] (G2 D27TTFY!l yyyamogyRiNdaydivilekid Hifteterdt typekob2ads = { K
(front and backstage), this also means that the consumer is, in this theory, thecatmain character of

their own lives, which they try to portray a certain way to the audieqt®eir surroundingsNliller, 2017%.

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

Storytelling is noaibouttelling the story of the compangppealingy-L ( Q& | 0 2 dziithafitBef t A y 3 |
consumers can see themselves partakingMillér, 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 toolebiterational level (fidgL).

The brand comgto life on the operational level through storytellimgdescribing the brand values through
engaging stories to differentiate itself from competitors in an increasingly transparent market (storytelling
book).In short a way of engaging consumérsoughpathos (feelings) rather than logos (logic) (Hansen,

2016).

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

story, which means that the core, the brand vedyumay 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 inHlansen, 2016In thiswayli KS 6 N} Y R A & Fdi,KB6dtz & Gakayl, 2604 ahdNE ¢ 0
storytelling is the sensmaking tool identifying both ambition and challenge as is traditional in telling any
story, and therefore easy for the consumers to unconsciously dedddler, 2017. It is therefore also
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important to tell a simge story, for clear communicatiofor the storynot to drown inunnecessaryoise
and it will become more difficult to influence consumedsms towards the brand (ibid.).

As mentioned, branding can also be used as an internal communication tool, wingteling canalso
contributeto (ibid.). The key is still to keep the story simple and clear, so the aud{enggloyees as well
as consumersilwayscan see how to add themselves into the narrative of the brand (ibid.).

2.2.4 RANDING 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 researcldone on how brandingffects NGOs shows, that the brand of an NGO is connectigsl to
performanceregardingits capabilitiesto achiee its goals (do Paco, Rodrigues & Rodrigues, 2014; Huang &
Ku, 2016).

The number of NGOs has grown in later yedosRaco, Rodrigues & Rodrigues, 2054d as in the

corporate sectorbranding is needed to dédrentiate NGOs from the competition to win the needed share
of donations from consumers (ibid.).

Therefore, an NGO need positive brand to persuade donations to the given NGO rather than the
competition, and a positive brand is said to be based or\B&s efficiency and achievinigs 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 affinitystkey aspects of the decisianaking 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 witieir own valueswith the NGO to be willing to donate (ibid.;

Huang & Ku, 2016).

Branding is asuch argued to be the most valuable asset for an Nd&dPéco, Rodrigues & Rodrigues,
2014).

2.3CONNECTING SERVICE DESIGN AND BRANDING

As mentioned, service design is a usentric disciplinebut the borders the service design community has
set for itselfoften lead to creative, but unrealistic services.

la Ly SEFYLXSZ Ay GKS OSyidNIft o6221 2y aSNWBAOSR
Schneider (2019) the first phase of the double diamond framework for the service design process is
described as follows:

pul;

Although service design aims to fihe 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? ke company prepared for such a process? Since a service design process
commonly involves eoreativity, 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
dzy RSNB Gl YR GKS O2YLIl yeQa LRAY(Otedddb&agletl 2y
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perspective of the customer. The second task is not finding a solution, but instead identifying

the real problem. Gaining a clear understandafighe 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 desigs takseicentered approach,
the process must begin by understanding the cliebtisiness. But, instead of approaching this nésd
information about the client with how service designers can ask about this given company, the authors
guestion if the cliat is ready for the service design process and what this may entail. This leaves the
responsibility to the client, about being openhow service designers worland not about the need for
designers to understand the company and how the service benbfitmt and if the service correlates with
who the client wants to be as a compattheir brand and brand values.

Further, the quote is very quick to jump back to the usentered focus. Not muclkionsiderationis given

to the importance of getting to knowthe client.From this quote, itould be argued that service design is all
about what a service can do for the usgnot what a service can do for the client.

In continuation of thequote above G KS O2dzy 6 SNLJ NIi 2F GKS o2 2]22029S
O{GAO1TR2NY Si® Ffd wnmyo o0S3IAya Alda OSNE FTANRG OK
the focus is on the user of a service from the beginning, and the starting point is not the client company.

In the same waythe Design Coutii¢ which presented the popular Double Diamond framewadkscribes

GKS FANRG adFr3S +ra F2Nl aljdSadAiazyAiya GKS Oweulf t Sy3s
2019.

Again, not much is sa@bout researching the client company or theieeds.

Emphasis on the client organization, bramad strategy is close to not included at all in key servitasign
literature. It could be argued that service design is more integratéal tine two lower levels of strategic
management (fig. 1) than branding, which is more integrategd the two higher levels of strategic
management. This becauservice desigrould be arguedo focus moreon the details and touchpointef

a service)to design the best passible solution and service experigatieer than how this service is
strategicallyuseful in the markeor aligns with the desired brand experience

The focuf service desigis so much on the user experiengi®ne and not on who prodes 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
engagementand user valueAssuchservice design does nobnnect withthe top level of strategic
management, and thereby considers the client in the larger perspective of their market and brand
differentiation strategywhich means that the service design process oftesseshow the sevice

generates value for the client as welvithout which it can be argued that the client e®not have

incitement for implementing the service. If it is not a strategically useful service aligning with thésclient
objectives and desired brand,would not be feasible for therto consider it. As such the current borders
2F aASNIBAOS RSaAdy Flrtt akKz2NIe® /ItftAy3ad aSNBAOS
service may zoom in and out on how the service provides a good user exqeeririt 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 shtagds with, for example, marketing, including branding, but
the servce design community has, at some point, decided upon where the border of service design goes,

pul;
(s}
QX
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and how far it can reach into other disciplinéss such the community has also decided that it is common
GKIFIG WGKS Of ASyid R2Say QinhersdymiaskgoKresaarch theSchestg | vy 1 Q 6K S
perspective thoroughly enough to have the right to use this sentence.

Both services and branding aigangible and the value exists in the minds of the consum@&rugh both
includesometangibility; Whereas services have tangible aspgext described using the IHIP paradjgm

branding instead has a visual aspect in teoghname, logpand colorsKey toboth isthe consumer

experiencefor creaingvalue or added valugto services and brands, respectfully.

Both aretherefore experiencebased,or rather, experienceentric, as both a concerned with creating a

good experience. Where they differ is that brandis@istrategic activity trying to control the experience
0Se2yR Al o0SAy3 WIA22RQX odzi Ff&az2 3ASYSNIGS &LISOATA
values in a story, that the consumers want to participate in.

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

minds of consumergi KS & SNIIA OS A a ¢ KS NBlotta-Kilgo, 019ITheRerviced YSa G 2
where the consumer interacts with the brand, and the experience with the seis/gtered in the minds of
consumers as their experience with the given braBgt service design does not regard how, or if, the

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

aligns with thevalues of the brand.

Despitethe described overlapsf visualizatiorsemiotics are not an integrated part of the service design
processWhen services are designed, they are often given catchy nantea wisual identity which are key
to service represetation at the end of thedesign process. Despite this, service design literature does not
mention semioticand how the visual representation invites a heuristic decodingj as such, how the
chosen visualization either aligns or detaches from the decdtiiaigthe client works to createn the

minds of its audience.

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

But when designing a servicecdan be argued that inust align with the brand and business strategy
becausdf not, then why should the corporation implement the service?

Servicesnust generate value for both users and the clieguallyto berelevant, andalign with the cliers
strategy and resources to be realistic diedsible.

Service designeme trained to design holistic services for the consurgeeeing the detail of the
touchpoints as well as the more complex system needed to provide the sdoviciey arenot taughtto
see the bigger picturand consideringhe serviceprovider- the organizationor companywho, in the end
are the ones implementing and providing the service

2.3.1THE BRAND EXPERIENCE MANUAL

One approacio A Y 4 SANI Ay 3 OoONIYRAY3I Ayild2 GKS RAZAOALI AyS 2
9ELISNASYOS alydzd f Qo

Thisexperiment that birthed this manual, was basathe assumption tagnin this thesis as well, that

service design can benefit from branding arsdink to business strategy (Mottgilho and Roto, 2018). It

was argued that branding and services are essentially connected through their common focus on customer
SELISNASYOSs: YR 06& SELX 2NAYy3 K2g (2 TFTAdNODE&SAF WBIF & O
came to be.
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Themanudg & ONBIF SR GKNRBdAK | Ol &S fakiliiateR@ transtatiofdt I G &
ONJ YR &GN S3e& Ay Weta-Blbea2D2D)y &S Nde freblels Was Soyicéied as the need of
finding a way to commmicate the customer experience that the given brand seeks to provide (ibid.), as
organizatiors do not traditionally describe their brand experientially.

The approach was ecreative sessions with service designers and corporate representatives, discussing

K2g G2 aLlsSI|{ GKS walyYS €l y3dzZa 3SQd ¢KNRBdZAK AGSNI (A
created as a tool meant to help communicate the brand to service designers {Hitta 2018).

This holds three key issues;

Firstly, the use of the brandkperience manual entails a specffiegh)level of client involvement.

Secondlythe manual leaves the responsibility of decoding the brand to the dl&her than haingthe

service designer approach tfieml y 2 dzi & A RSN a LIS NiusdSréséakcdS a G KSe@&
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 tipaii 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 alsodpeedrthat it could

become a inhibitionas every client may not be as inclined to set aside the time to fill the manual out
thoroughly, for it tobe useful for service designers. Moreover, the testing and use of the manual already
showed that, because orgizations do not exgrientially express their brandhey 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, usingthe gft&® SELISNA Sy OS Yl ydzZl t a2 YSIya i
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.

Andlastly,ex@ NAy3 GKS oNlYyR 2yfe& FTNRY GKS Of ASyiQa LISNE
As the brand is subconsciously stored in the minds of consumers, it could be argued that theandew

past experiences with the brarate important input as well, when explorirgbrand.

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, whanands are stored in past experiences of

consumers, is countentuitive, and reflections upon using the Brand Experience Manuas slaown that

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

2.4INTEGRATING BRANDING IN SERVICEQAEFIRNCTICE

The approach to service design can appear verysalfing and selinvolved. Not looking outwards

beyond the borders of the service ecosystand exploring what the services designed affiecta brand

(positively or negativelyBervice design is focused onaeating value with usergnd argeshow this is a

creative discipline far different from the creation and promotion of products, ithiahs become

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

the design of experiences at the core.

285a 0GKS OfASyld NBlIffe ay2i 1y26 oKIskasihic®&e o1y
Fad ay20 GKSANI 2206 K
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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 withthe service designedss Y R 1 KS & SN A OSacde@andody O2YY
where the border of service design lie.

2 Ke Aa AlG y20 GKS &S NIAsihat arR Bolsticihye@ridbfQserd, dud alsh Briie S a A 3
client? Why do service designers cut off their work, when it glides into a grey zone of company business
strategyconcerninghe service? Why is it not the job of service designers to follow through in the

corporate aspectsvhen designingervices? And whyis 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 dmmations 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 experiebaesed but ha only chosen to adapt tools the designers find
relevant.

.dzi ra aSNBAOS RSaAdy Aa Ly W28y G22t02EQ Al O2d:
process to expand the role and competencies of service designers.

A service may have meason for existence without generating value for the users, but the service also has

no reasorto beimplemented and provided by the client company or organization if it does not generate

value for them as well. As branding and service design already Bt@experiential aspect as well as ol

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

TKA& GKSaAa LINRPLR&aSa Iy AydSaNI G§SR lahdidhegdtirgiis G 2 dzy F
into the process of designing services with the hypothesis of this leading to better quality services as they
would be morerealistic and feasible by adding a larger perspective to the pracess

2.5BRIEF AND RESEARCH QUESTION
Based o 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 comng section:

Fig.3: Research question and design brief
Soure: own adaption; miro.com
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PART THREE

METHODOLOGY
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3. METHODOLOGY

In this part the overall methodologicaheory and considerations made to answer the research question
anddesignbrief of the thesisare presented.

More indepth considerations and explanations beyond these will be presented in connection with the
specific methods or tools in the sections throughthe thesis when relevant.

3.1RESEARCH A®RCH

The method of this thesis is to use the service design framework and process to exercise how to implement
branding into this usga design case, and by doingattempt to live up tothe designbrief andanswer the
academic research question. The project works from a deductive approach meaning that the research
guestion was made based on existing assumptions, and the goal is therefore to confirm or deny that
branding can be a valuable tool inrgiee design practice.

As the literature review above noted, there is not muitdrature and researclon how to connect branding
and service design, and even less about doing so in practice. Therefore, this is unchartered territory, and
this thesis musbe seen as an experimerdnd the results must as such be seen as indicative ratlaer
absolute facts.

Toexplore how to bridge these two area$branding and service desigtine approach of this project is to
both apply models and theoriedready wihin the toolbox or service design, as well as investigfaor

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 occasiapbpéed to the casdifferently from the
common use This means that models or toofsy be used in a different way than first intend@ehat is
seen as the correct usd)ut thisisnot the same aseaningthat they have been misunderstood or used
wrongly. It means that a ifferent point-of-view is applied t@onfirm or deny that this approach is useful in
incorporating branding into service design in practi@ed to do so, the tools are themselves explored to
see if they can be useful in a different context.

The conclusin of the thesismust therefore be perceived as overall reflectimi the approach, as a larger
study, and more examplemnd testings needed toproperly define the validitand valueof the approach.

3.2VALIDITEND RELIABILITY

Thereare a few overd considerations to point oyprevious to beginning the case and practical work of the
thesis

First of allthe coming case aigto designa service for Dansk Vegetarisk Forening (Danish Vegetarian
Association) who works to promote the plabased diet in Denmark.

I myself isa vegetarian and because this is a solo thesis and not a group project, it has not been possible to
discuss and reflct on the researchpproach especially the questions askedtliw survey and interviews
with a group or others understanding the aand approaclof the thesis

Therefore it must beassumed to bgossible that my bigoown valuesand opiniondowardsa certain
choice ofdiet, have played a part in the questions asked.

It is important to understand own limitations and understandings in this regard, as iaffetthe results
of the research (Abnor & Bjerke, 2014).

However, actions have beaakento overcome this issue, by having others read through the survey and
interview guiden beforehand Butbecause outsiders are not intrinsically a part of this project, theeye
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not fully beenunderstandng ofthe aim of the project andelevance othese research activities, and
therefore validity issues of the planned questiomsuld 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 skewe 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 timespdrerefore the data collected in the case, upon which
design decisions have been made must also be aséndicative, as the case does not have the desired

level of reliability.

Thirdly, it is important to keep in mind throughottte thesis that the case is just thata case.

The case is used to exercebigger issue of investigating how to better émporate branding

considerations into service design practice and framewbhlerefore 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 cae 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 theasuiggestion of an approac¢hat shouldbe

further testedto be sure of the results and value for clients amdervice design

Howeverthe resultsof it KA & (i Kr&saakchvall bOVedwedl as trie realityto design a serviceuggest
changes to the service desigractice andanswer the brief andesearchquestion.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 attertion has been paid to the number of respondents.

Fourthly, and lastly, ethical consideratismust be madethe names, agesand, citiesof residence of
respondents will not be disclosed in this thesis, to keep respondents fully anonyifinsigssonly known by
the author.

3.3INTERVIEW METHODOLOGY

Interviews arecommunication with structure athpurposeof exploring the world through the point of view
of the respondentgKvale & Brinkmann, 2014)

The interview conducted for this thesis wenéstructuredusinginterview guide. The use of an interview
guide enablsa consistentand sensible line ajuestioning andhelpsto cover all central themekeepthe
aimof the interview, as all questions have been prepared on beforehbadséns Vejleska, 2006)and as
such ensure that the purpose of each interview was fulfilled

All interviews are thereforeonsidered semstructured interviews, as thimterview guideensures that
guestions are framed and aimed properly with opemded questions up franbut in the given interview
situation it is possible to ask for clarification or elaborations from the respondent (ibid.)

All interviews were conducted via video catsby phone and all respondents gave their acceptance of
recording the conversatian Only having notes otranscriptionsof interviews leaves out details of body
language and other expressiosischas hesitations, pausgetc. (arsenk Vejleskov, 2006 Kvalet
Brinkmann, 201} and as such the recordings are usefsiproof of thedataand 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 interviewet et
own opinions or biases deown orask leading questionshich was a large concern for this project, as
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explained in the section abovkdrsen& Vejleskov, 2006).

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

the quality of qualitative interviews can often be questioned (Kvale & Brinkmann, 284 #)hurts the

overall reliability of the interview results (ibidl)eading questions are often missed, or asked unreflectively
asfollow-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 (ibidr)d herefore,the use of leading questions an

opening for thek y (i S NIblaShintShiRigot be devaluedaltogether.

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

3.4CHOICE (BFERVIABEESIGN FRAMEWORK

In service desig it is common tostructure the design process usinglesign framework.

These frameworksan lookdifferent but often consistf three to severphases presenting the shifting
divergent and convergent thinking throughout the procghsughthe nanesof these phases can vary
(Stickorn & Schneider, 2019).

¢KS OG0 2F WRSaAIYAYIQ A& dzy RS, MidBal2622))add utinghINE OS a &
frameworkfor structuringthe processhelps todecoce the different steps, making thewisualand

therefore more tangibléo 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 andd€chnei
2019).The frameworkslso 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, spemialists
stakeholdes (ibid; Kochanowska, Gagliamhd Ball, 2022).

Visually the frameworkeepresentservice design as a linear proceStigkdorn & Schneider, 2019 he

visual depiction does not present important iteratioc@mmon to the processand therefore it is

important to underline that servie design is an iterative process of learning and adapting, tarkcerning
research and framing the problem statemeas well as editing and adapting the service solution and
proposal after test runsi§id.; Drew, 2019

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

the framework is a visual simplification of the design process, and not ebgtefep guide (Kochanowska,
Gagliardiand Ball, 2022).

This also means that using a framework to presha 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 preskmeadly in thegiven 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.

3.4.1THE DOUBLE DIAMOND
The casework presented in this thesis is stinwed using the Double Diamond model presented by the
Design Counc{Ball, 2019)

This framework is made up of four phas#ss A & 02 SN W5STAY ST W5S@St2LIQ |
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Fig.4: The Double Diamond
Soure: Desigreouncil 2019 own adaption; miro.com

The different phasesepresentthe different stages of theesignprocess as well as theyepresent the

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

2019.

One criticism of the Double Diamond model is that it visually makes the service design process look
straightforward Drew,2019. As mentionedabove service design is not a linear process, but includes
iterations when needegdwhich the Design Council also urges (Design council, 2019) as #ldsisig the
arrowsin figure4. Assuch the work in this thesis will also be presented linearly, and thus does not explicitly
resent how the different phases and insights have influeresch other.

The choice of using this specific framework is basetheract that this is the most popular service design
framework Gtickdorn & Schneider, 20@hichcan be appliedo most projects (Gustafsson, 201@)nd as
the brief relates to how branding may be better incorporated into service design frameworks it wa
deemed most reasonable to use this specific framework

3.4.1.1Discover

¢KS FTANRG LIKF&ASST W5A3020SNN: Aa FT2N) SELX 2N> GAz2Y
approach Design Council, 2019

The design phase begins with the task of exploring what the client company wouftblike service and
aligning expectations of the level of cooperation with the company in the design process (Stickdorn and
Schneider, 2019). The client often also providgsoblem aeato work with.

The second task is then to define this issue in a way that the solutiotbessrvicebased whichmeans
taking the perspective of theonsumersresearching them, their pain poin@nd their daily life in
relevanceto the given problem area (ibid.).

The third task ishe visualization of these insights (ibid). Service design is a very visual dis@pline
mentioned in the literature reviewand visualization helmake insights more tangible and simplify
complex contextsdr a better sense of the problem and communication within the design tdads (

Whyte, 2008.
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https://www.designcouncil.org.uk/news-opinion/double-diamond-15-years

3.4.1.2Define

Ly (KS &S502 R thikrgit8rEconvéerderm Regigh Council, 2019

Thisphaseis for making sense of the insights gathered in the filgtse and aligning the need of users and
the provided problem areéSickdorn & Schneider, 2019).

As mentioned, service design takes an iterative approach to the process, and most iteratioaisl &oehe
done between these first two stages of exploring and defining the key iBaeh(hann, 2012

3.4.1.3Develop

Ly GKS KA NR thedediga tRiakingtarsilideSyens dni@ AgairDesign Council, 20).9At this
stage enough research ahiterations hae 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 Gtickdorn & Schneider, 2019

This means open ideation, oftenrthugh creative exercises to find potential service solutidnisl j.

3.4.1.34Deliver
Ly GKS F2dzNIi K | yitie fotus tlirds tothé klian anttheWsshizakiatia néddurces and
change needetb implement the servicg€Stickdorn &Schneider, 2019

Afinished and consistent service concept mifis be presented to the clienfor them to want to make
this changdibid.). At this stagethe service must have been tested and the designer able to communicate
the value of it¢ for both service users and clies(Stickdorn et. al., 2018
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PART FOUR

THE CASE
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In this part of the thesighe casework begins.

In the beginningthe focus will change to revolve more around the client, Dansk Vegetarisk Forening, which
will be presented in the coming sectioffe work presented in the different phases feesimainly o

answering the brief and following the design framework to progl a service for the client. In the
summariesreflections regarding the work of the phases in connection to the overall resegaeestionare

added.

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

As mentioned in sectio.2 of the methodologypart, the caseesultsareto be seen as tentative, and as a
& Ot Guhvas for investigating how to integrate brandirigto service desigrwhichis held as more
important than the validity and reliability ahe case itself. It must be seen as an example of the service
design procesand indicativeof needof more research
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4.1 PHASE 1DISCOVER

Thispart begins the casework of the thesis.

Following is a presentation of ttedient, initialdesktop researchand visualizations of tteeinsights.

Moving forward the focus thus now turns to the case company and the practical work of the servige desi
and the implementation of branding

4.1.1CASE INTRODUCTION

The case this thesis is about to embark on is a case of designing a service for Dansk Vegetarisk Forening
an NGO working to promote a fully plaipased diet and how this benefits the human body, animals, and

the current climate changerisis yegetarisk.dk 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 shres 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 designtools ® @+ NOKX Fy Il f &1 S | yRf-OA adz 2
view. The coming parttherefore,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 thadvork

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
guestion

Following next is a presentation of different types of diets, to avoid confusion during the case, as it revolves
aroundthe choice of diet andhe personal reasons and values behind this.
Then the case itself begins, with the initial desktop research.
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4.12 CLARIFICATION OF DIETS

Toavoid confusion, a clarification of different diets mentioned in the reseafthe following case is
necessary, as there is often confusion regarding what the different dietary choices entail, or do not entail:

4.12.1 FOOMROUPS

Firsty, W Sy G KS 02y OSLIi 2F WF22R 3INRdzZIAQ A& YSYyidAz2ySR:
WFNHZA GaQsr Ww@gS3ISihlof SaQsy WRIANEQS Wi S3dzySaQs WOKAO
This is to have a specific term to reference dietary cd®differently than the overall name of a diet like
WHFSIASHFNRF YQO

CdZNIIKSNJ 6 KSYy YSyYyiGA2yAy3d WIEYyAYIf LINRPRddzOGAQ GKAAa NB
from animals. This means meat (including fish meat) as well as nik.aegl otherbyproducts from

animals.

The table below visually showshat the different dietary choices entail or not. A description of each
follows next.

CARNIVORE (MEAT EATERS)
PESCETRIAN
LACTO-OVO VEGETARIAN

LACTO VEGETARIAN
OVO VEGETARIAN
VEGAN

miro

Fig.5: Table of diets
Soure: thebitingtruth.com, 2021own adaption

4.12.2 CARNIVORES (MEATERS)

Carnivorexonsume both plants and animal prodecind predominantly strive to gain protein from animal
meat, and less so from plants (de Boer & Aiking, 2022).

Though somearnivoresmay have sorted out certain products due to allergies, or peshée choice of
following a certain dietary plan like the KISS or LCHE, gilbich each includes different philosophies of
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how much to consume of different food groups, at what times a @&y, as it includes a philosophy of
optimal health or/and weighloss(Bugge, 2016

4.12.3 VEGETARIAN

A vegetarian diet means consuming plants, dand eggs, but not any animal meat, including not eating
fish Hargreaves et. al., 2021

There are severaub-categories of the vegetarian diébid.);

4.12.3.1 LACTOVO VEGETARIAN

In thisdiet, no meat is consumed, including not consuming fish meat or caviar. Dairy, as well as eggs, are
still included in the diet

Lactovegetarianism: This variation also excludes meat and seafood, but asmatoeat egg or products

that include eggsitgid.).

4.12.3.2 OVOVEGETARIAN
This variation excludes meat and seafood from the diet as well. However in this diet eggs are included, but
dairy is not ipid.).

4.12.4 PESCETARIAN

Pescetarianism is a variation of wtgrianism. In a pescetarian djeheat and poultry are still excluded, but

fish is included. Often this diet also includes both eggs and dairy, but tssiigective choice, as with
vegetarianisml(ai, 2010 ® ¢ KS FANAR G LI NI ate@sFromittie Kalian 2ahgRage, ahtlJS 4 OS Q>
YSI ya MefignaMéterpND.

The choice of consuming eggs or dairy can Maaiy 2010.

4.12.5 PLANTBASED DIET

The plantbased is a more radical diet than vegetarianism, as this diet means excludingral products.

¢CKA&d RASGO Aa 2FGSy NBFSNNBR (2 lFa wgS3AlIyAavYQs odzi
describes a lifestyle choice that goes beyond dietary restric{i@Gsaud, 2021)

4.12.6 VEGANISM

Veganism ioften used it SNOKI y3SI 6d 103 SRW Ko KS¥ NBIFSNNAY I (G2 F22
be used to describe both diet alone or a more holistic lifestyle, but here a distinction is made for clear
clarification (ibid.).

Veganismis the term describing a more hoilistifestyle, which entails a larger level of consideration in

regards to consumerism; heemimal products are also excluded in all other arefas examplevegans do

not purchase products made of leath@pid.). It is a lifestyle, rather than only aedary choice.

4.12.7 FLEXITARIAN

Flexitarianism has become increasingly popular in later y&dohl, 2019. With this diet there are no

absolute exclusionas this group eats both meat, dairy, eggs at times, all planbased, 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 chan@akén et, al., 2022
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4.13 RESEARCHING THE DESIGN CLIENT

This paragraph presents the preliminary desktop research done on Dansk Vegetarisk Forenioeghe
exploratory clientnterview with them next.

It was deemed important to gain information on the organization as well as explore the current value
propositionand touchpoints as an outsiddrsefore meeting with the client to not become biased from
interview insightsand opinions

The below paragraphs of this section prestw overall, firsthand perception @VF their touchpoints,
value proposition, a 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 fanliar with DVF on beforehand, which can be arguedkensthe focus of opinion and what
was looked at;

4.1.3.1 DESKTOP RESEARCH

Dansk Vegetarisk Forening, whitloving forwardwill often be abbreviatecasW 5 ti<Ca&Danisimember
basedorganization (NGOpr everyoneg K 2 @& & dzLJLJ2 i & SIRK $ vegetaisiidk, NG Theyo

work to promote the benefits of eating vegetarian and pldrstsed Yegetarisk.dk ND). They do so

through researcland knowledge sharingpolitical influence, and cooperationwith different actors from

both the private and publisectos (ibid.). The association was founded in 1896 and has thus existed since
0ST2NBE (GKS GSN¥a WwW@S3ISOHINARIFIYQ 2N wgS3lyQ gSNBE 6AR
However today these terms are w&hown across the world, and the plabased community, as wedk

the interest in this, isQurtain &Grafenauey 2019).

DVF also operates as open association, that private people can become membengegetarisk.dk
ND.) and througha subscription members gain access to certain benefits, which will be described further
insection4.1.50na OdzZNNB Yy & @I dzS LINB LR AA(GA2Yy ¢ O

DVFsl t a2 | YSYOSNI 2F (GKS &badpioteMd of Dednddk (1 KBS F il [dMBS 1A
ND.), whichs 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>dkID.).

Even with sme knowledge bDVF, their workand organizatioron beforehandit can be difficult to
understand from their websitand social media communicatipwhat they dan practice as rost
descriptions are vague, and there are many different pages ow#isite, which can be unmanageable
and confusion fooutsidersto navigate Hunt, 201).

From an Ebusiness perspive, the sole purpose of a website should be to deliver propositions to the
target group ibid.). Thecore of the websiteproposition should béo communicate dThis is how what we
do addresses yourneédd 6 A0 ARV P

A website must quickly show the user that they have come to the right place, and keep their attention
(ibid.), which can bediscussedf the website on DVF has mastered this.

Whenl® { Ay 3 dzy RSNJ (i K EnglishdWK ¢ 5 S & S 3 BRI @ RpaggdakePreserdeNS & dzo
about different asped2 ¥ 5 + C §pannigggoNdpditical influence to efforts for childrenna youths
(vegetarisk.dk, ND.
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When looking at these pagesome description of what they do is very vague, and not easyliymaanto
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 waslt by someone with great understanding of DVF, but less on

how to create value for theimembers othow to attract future membersand as such the website was not

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

assisting to achieve goalsnd as the website several placegt persuade the website visitor to become a
member(vegetarisk.dk, ND.k can beassumel that this was supposed to be the goal of thehsite,

which the rest of the site does not assist in achieving due to the overload of informatiosuapdges.

Overall, even when actively researching DVF, one may end up with more questions than previously to
visiting the siteThe structure of the wiasite is not designed intuitivelpr anoutside audience and leaves
one overwhelmed with information and somewhat confused.

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

2 NH | Y A tommunigayiof, dhe websitandsocial mediare not helpful to the brand of DVF.
Theorganizationisdrowningitselfin noise, as senfrom the outside perspective, which mean®ecomes
harder for their audience to align themselves with their organ@atnd brand, which means it is harder to
convert the audience to membe be successful ipromotingtheir work and core values.

As forvalues, st year the secretary general of DVF, R@heistoffer Dragsdahl appeares Danish
television, where hep NII A OA LI 6 SR Ay | RA & Odza a A Fateb@k.com,RE1 a K2 &

tKS O2yalOrz2dzza OK2AOS 2F | OSNIIFAY RASG Oly s2F0GSy
(Rosenfeld, 2019 egecially because when choosing to followiat@utside the norm, one is often asked

why one would choose to cut out meat and/or other dietary food gm{yandermoere et. al., 2019
RuneChristoffer argued that this choice, whether it is made based on an ideological foundation of global
warming, aimal rights or health concerns, has created a divide between people of different dietary groups
(Facebook.com, 2021)abeling food as being vegetarian or vegan thereforemean that the food is for
YazyYS2yS S tanSdkskedpingthein Ev&ifrom eating more planbased he explained, as the

labels create an understandimf vegetarian food is only for vegetarians, or vegan food is for the vegans

Rune/ KNRAG2FFSNI FdzNIKSNJ I NHdzSR G KI (i TWengyRasifikasded R Yy 2 (
G2NRSR AGdbidhedzald F22RE 0

¢tKA&a O2dA R YSIYy GKFIG F22R fF0StSR WPSASGINARALIYQ A&
longer a criterion for describing a diet or contents of a food dish, but who peogledadtherefore, this

may have become an inhibition for mocarnivorego feel comfortableexploringthe world of plantbased

food.

Thiswill be researchednore in the second phase of the Double Diamond framewdrich more takes the
point-of-view of the DVF audience when researching possible target groups and current meb¢ne

literature review stated, branding is a way of differentiating in the marketlégrty communicating the

2NBI yAT I forthe Qutliend@d td baz&bie to place themsss in the portrayed narrative. Therefore,

this labeling and sefberception througtthe choice of diet may affect their relationship to Dansk
+S3SGFNRA] C2NByAy3a YR (Kdza (GKS 2NBFYAT I GA2YyQa |
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414 INTERVIEW WITH DVF

Toget toknowthe design clienbetter, an interviewwas setzLd g A G K | YI ybad3iNI 2F GKS
1y 26t SRIG pdtSYDYVSaddblished in 2020 in cooperation with @kologisk Landforening, which is

a platform for research projects, knowledge shariagd esting regarding the conversion, or transition, to

organic and planbased foods and produc¥égetarisk.dk ND).

Theinterview aimedat gainng more insights into DVF as an organizatidheir resourcesgoals and
projects The interview also focuses on how they view themselveterms of branding and thedesired
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 ihgsible to
consider this in the design process.

As mentioned in paragraph3on ethical and methodological considerations of the project, the interview

was conducted as a sessiiructured interview using an interview guitie ensure that all of the above

presented themes were explored.

The interviewcan be categorizedsl y WSt A4S AYyGSNBASHQ> Fa (GKS NBaLR:
much knowledge Bthe given subject (Kvale & Brinkmann, 2014), which includes a certain level of

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

certain concepts (ibigand thus be able to ask useful and relevant questiarg/ theprevious knowledge

of DVFand different dietsin this casecanbe 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 founal appertix 1 and the recorded interview can be found through the link
in appendix 4.

4.14.1 BASI®F EXISTENCE AND AIM OF THE ORGANIZATION

The respondenfrom DVFdescribes theibasisof existence as their membsc they are the ones DVF
works for, but also the main source of income for the organizatiwough donations and membershigs
general they do not have the largest economy due to this mainstream of revenue, and as such their
current activities are ofte created in collaboration with otherand this way they can afford to do their
events, campaignetc.

Their overall objective is to promote the benefits of the vegetarian diet and to do so, B¢k lkay focus
F NBF &S 2NJ af S$3a i&Tesporidéhts @ebtBbe thedm; | G A2y € | a

Political influencingCreation of concrete political proposals, campaigning for the opportunity to choose a
plant-basedoption in all kitchesA y (G KS LJdzt A O ASO02NE Ay Tt dzSyOAy3a |
9y It AaKY ydziNARGA2@te.f | ROAOSOL (2 06S WINBSYSN
Cooperations with the business sectaCounseling producents, retail chajasd food services in regards

to plant-based food developing and expanding on the range of ghaised productsgreating and hasng
SoSyida tA1S Wz Snglactusson pankbaie fodd yoRt, fdt exdmigle, agricultural

schools.

Research andata creation: Enlightening about nutrition, health, climatsystainability and ethics orthe

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.
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Education of professionaldnspiration for, and continued educatidor, kitchen workers and nutritional
professionals as well as establishing transversal partnershipsomote continuing education of both

kitchen workers and nutritional professionals.

Initiatives for children and youthsCounseling and helping parenin regards to having a vegan option for

their children in daycare institutions, workshops at schpat&l creating pamphlets cavegetarian and

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

Growing communities (meetings, eventand cdebrations). Celebrating vegetariaand vegan
holidays/anniversaries, arranging events for children, youdhs the elderly, arranging lectures, social
FOGABAGASE fA1S bSg , SIHNRA fandyh®lk& & dzYYSNJI LI NGASaEs

DVF perceivéhemselesas allzy A 2 y Q I sthéiknemhber§ fight itlieir battles in regards to the right to
plant-based food in the workplaceanting hospitalsetc.

Another focus for DVF this yeiarto increase their number of members.

Referring this to the three stratgic 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-agiay activities are planned to work towards the
business goakhich assigin meeting the overall aim of the organization.

4.14.2 THEIR MEMBERS AND TARGET GROUP

DVF experiences a wide range of aigetbeir members butdoesfind that younger people are eadid 2 W3S
i K NP dz3 K olderxg@ups TKe r¢spondent postulates that the oldeeople are the morethey haveset

habits, and they are harder to change.

DVFhashad a steady number of members for the past fg@ars butknows that they usually acquire

members mostly when doing events, and duedovid19 that has not been possible, and therefore they

expect their number of members to have been steady, instead of rasrgwas previous to the Covi®

pandemic They believe that the personahcounterwith people is key to people signing up, and therefore

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

key.

The respondent did not know a lot about tbarrentdemographic of their members but ogaredthis to

their FacebookKollowing.

(Their Facebocfollowing is 39 thousand users (Facebook.goND.), whereas their members are

estimated at 4000google.com, NDthus this is, methodologically speaking, a curious comparison to make,
as thedemography can differ exponentially between the two numbers).

Theystatethat mostof their audienceare simplylooking for inspiration and positive experiences with
plant-based food.

4.14.3DVF AND THEIR BRAND

DespiteW2 y f 8 Q 0 S A y JisvehS&éciive abBut ngvEr nentidhing eggs or dairy when they
communicate outwards. Even though they get commextisutnot doing enough, they stand by the name

of DanskVegetarisk-orening (In English: Danish Vegetarian Association).

Though the name hashanged a few times itheir 125 yearf existence, they have sometimes thought of
changing it to somethinthat does not includé? @S 3AS G NA I y Q> LISNKI-0LBaa SIRY SU KA Y
instead, but has always stood their grourejardingtheir name.
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Asfor how they communicate with their audiencBVF is @anscious about how they are perceived through

their communication, and therefore always strive for pleasant, reasonahle factual wording and

communication, and often meet internally to discuss what owtlthey communicate outwards.

As the respondent words it, they want to be the pragmatic voice within the @lahti SR Y2 @SYSy i @
about knowledge, not disruption.

They do not wahto be embossing or harassing, but embracing of all who are making just the slightest
differencecF A GG Ayt & GKSANI Y2@GdG2 A& al SN INDXFG Ynf dAR

As a wholDVFdoesnot think of themselves as a brand or wak their branding as such. But in context to

asking about branding, the respondent mentions that they are quite fond of kbgwr andtry to add it
everywherepossible.

They do however consider how they are perceived by current and possible cooperatwidind that their

name sometimesictsas a hindrancéo making other organizations or companies want to eritto a

collaboration In addition,DVF also finstthat their vegan audience perceivé KS 2 NBF yAT F GA 2y |
Sy2dzZaAKQ (2 R YARSRS RAKS ZLIIE 5+C Aa WwW2yteQ @S3ASEGl NN
or dairy, their name still creasa strong stand in the community and affects how they, and their work, are

seen by their audience.

4.15 CLIRRENT VALUE PROPOSITION

When privae citizens become paying members of DVF, tij@in access toertain benefits, and before
moving on to defining and designing a service for D\i§gdé@emedimportant to have an overview of what
the current value proposition i® know howor if, they generate value for their target groupsand if this
correlates withthe needof the target group which will be explored in the second phase of the double
diamond service design proce3shis exploration also helps to gain insight into what does or doework

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 welfsigetarisk.dk ND.)as well agrom the
interview;

- Members camtmake use of discourdodesfor restaurants, events hosted by DVF, shops, online
shops and discounts on their own merchandiSéhese codes can be foundtire DVFapp. This
app, however s barely mentioned anywhere and onhe codesfor physi@l shops are ready to
use, andhe codes for online shops, members must email DVF to getftarsivait 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 foufiditi KS OF f SYRIFNJ 2y (GKS 2NAFYyAT
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 meamgghavoice in
who is a membr of the DVF board.
- Members can also become volunteers and takective partin local activities hosted by DVF.
- MSYOSNARA NBOSAGS GKS YSYOSNEKALI YIFIFTAYyS wxS3Si
insight into the work DVF does or aimsdo, interviews and articles on sustainability, hea)téind
animal rights.
tFeAy3 YSYOSNE | NB | f & atrendMenPKk & S@2 KK S B 4J.28 O oz
own input {egetarisk.dk ND.
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An important aspect to be explored in the define phase is therefdretherthe membership provides
enough personal value for private people to want to become members if current members make use of
these benefits and whichenefitsare valued and usedhe most.

4.16 CURRENT KEY CHANNELS AND TOUCHPOINTS

¢2 0SOGSNI dzyRSNEUGIYR S6KSNB | aSNIAOS MYheéurréhtkéy Ay i 2
touchpoints and channels of DVF are presented.

This is an aalysis 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. Taenseda necessary exploration

to do, as DVF, as stated, has low resources to implement something new. Asisliitipdrtant to note

these current channels, as a service may have to fit into these, to hold implementation costs to a minimum
aswellasservesanl yI f @aida 2F GKS 2NBHIFIYyAT FdA2yQa Odz2NNBy il &
Lastly, tliscan also help discover if the current channels and touchpointgfficent from a user point of

view.

Through the primary research conducted for tthissis, it is apparent that currentfipVF has six key
channels and/or touchpoints that their members and target group interact with the most frequently:

1. Facebook: DViB active on Facebook, posting and often communiggin a factual, bubften in a
humorous mamer, about their work andhe benefits (and disadvantages) of the pldrdsed diet.

2. Instagram: Instagram is also a frequently used media by the association. On Instidogram
association is slightly more active (posting more often), but usubtyposts are identical to those
on Facebook (showing that they do not adapt their communication to the different age group
using Instagram versus Facebook), despite the engagement being higher on Facebook.

3. Campaigns: From time to time DVF collaboratesampaigns with other organizations,
companiesor even government institutions. With their pragmatic approach they, in this way, work
to promote the plantbased diet and by doing so also spread awareness about their association.

4. Events: DVF organiziéffdrent 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 offisigbsite, vegetarisk.dk. On this page people can sign up
to become members and/or donate, read about the work the association dioesesearch they
are involved with, buy DVF merchandist. The page also contains a calendar showing upcoming
eventsc though this igjuite empty of events and some months only contain events only for
people who are already members of the association.

6. Theapp: DVF has also developedrahJL) da Al 5+Céd | SNB LIS2L)X S Oty
and after becoming a membé¢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 availidrisome codes members must weit
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an email to get access to. And lasthe app contains information about the association, their
work, etc. ¢ the same information found on the website.

4.1.7 STAKEHOER MAP

{GF1SK2ft RSNJ YI LJA I NB I 1 AYyRGI2(FS kife RSISEKdoREdR: f QP SIFKEA O
2018.

In service desigrthis means the stakeholders involved in creating the service experi#ndg,(but the

tool is also used in business strategy, where it instead regards stakeholders in the context of t
organization(Andersen et. al., 2015), and nénlytx given service or product

In this casethe stakeholder majis made to visualize the context thfe organizationapplying the strateig
(brand)approach to this service design procgssmap outinsights from the desktop research and

interviewas is common in serviced design (Giordano et. al., 2018). As such the tool is used in a service
design maner, but with a different and broader scopdgsing the stakeholder mapore strategicallythan

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 serviedone As such it cahelp desigra more realistic service, as
understanding currenpartners and collaborators create an idea of who could be useful, or are missing, in

the network for providinghe subsequentand thus keemgthe use of DVF resours¢o a minimum.

Fig6: DVF takeholder map
Soure: own adaptionmiro.com

The stakeholder magbove in figure @s designed as follows:
DVF is placed at the center in the darkest green color. Second is the medium green color showing the
primarystakeholdersof DVF. And thirdly, the lightest green in the outermost realthesexternal
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stakeholdesthat DVF often work with.

The map also sually show$ow 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 membersthipsresn revenue
stream. The map visually shows this in way of the low number ofriatstakeholdersandthe larger outer
network needed for DVF to do their work, collaborations, promotional campaigns, political influence,
marketing etc.
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4.18 SUMMAROF THE DISCOVER PHASE
This first design phase of the double diamond frameww& povided theinitial insights into the clieng,
how they see themselves, want to be perceived, their goal, pain pa@intsresources, especially;

Dansk Vegetarisk ForenifiQVF)s a membetbased organizationwith the overall aim of promoting the

plant-based diet Qurrently, they are focusing ohow to onboard new memberas their number of

members habeen steady curing Cowitb.

In the interview it was stated that DVF knows that their most efficiimies of onboarding new members

is by personatontact at events. Even sieir online calendar is quite empty, and the few existing events

in the calendar are for current members.

Through the desktop researgcih was also found that the general secretafyDVHn a TV interview stated

that labeling food has become a divider between dietary graupsod is not simply a meal but is perceived

as intended for specific peoplén addition DVF also stated in the interview, that they are concerned if

their name is a hindrance for onboarding new membersf R Ww3a3SGdGAy 3 GKNRBdIzZAK (2 LIS
theplanto SR RAS(GZ Fa (KSe& KI @S ise@d&melislthbyfale gefreivegas (i K S A
WF2N) gSIASGFNREFYaQ> NBY2JA yAS sushyftie Bkt Hiases m®adhd2 0 K SNJ R
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 b understand if this generates enough value or is a hindrance for new members as well.

The different key touchpoints of DWWavebeen outlined, which sparked interest in both the website with
an abundance of information, as well amostly empty app.

Owerall, the desktop research and interview¥aprovided the impression of DVF that they are quite
competent and experts in their field, but might not see how, or if, they apfuetileir audienceas they do

not work with the organization as a brand, ane twebsite design is not uséiendly. 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
2T 0KS | dZRASYOSQa LRAYyUG 2F OASod

The coming phase will now begin to analyze these itsigiore indepth as well as research the point of
view of the possible target groupis, orderto 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.

4.1.8.1PHASREFLECTIONS

As to implementing branding into the service design framewthis 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 exampleit can beargued 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 cliswmesouces, how they perceive themselves, how they
would like to be perceivedr if, or how, they work to establish themselves as a brdrtds was deemed
necessary, as to implement branding into service design, the dHsieand 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
analyzehow the service could align with this as to provide the experientially desired experience.
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It can also be noted that th@/iScovefphase maf f @ NBa S| NOKSa (KS Of ASydas | a
RSLI NI dzZNB¢é¢ NI GKSNJ GKIyYy Gdz2NYVAy3 bdecdselitisdedrfed A 2y RA NS
AYLRNIFYyGd (2 dzyRSNRGEFYR GKS Of ASyd TFTANBrIhel yR (KS
service to be realistic and feasible for the client.

Another example of theffectsof this approach ithe 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 aslaaduo create an overview

of the context the client operates within, rather than a tool for visualizing the needed stakeholders to
provide a serviceAs such the tool is instead used to look beyond the borders of the current service design
approach, toensure 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

minimal financial flowThe use of the stakeholder m&pnot directly related to branding, but can be seen

as a side effect, as it is used 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 drgpothesized to be valuable in the further design procasst 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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PHASE TWO
DEFINE
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4.2PHASE @ DEFINE

This secondphaseserves to define the issue that the subsequent service should be desigsetvéThe

first phase included overall research on diet, identtyd DVF as a brand and organizatamd this phase
beings to analyze #se insights through chosen theoriasd modeldo experientially explore the branof

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 byGhistoffe Dragsdahl to

dzy RSNARGI YR GKA& Aa&ddzS FIOAy3a 5+xCI | ySOFOVRSNB T2 NB
Further, the attention also tursto the audience of DVF to narrow down a target graumal explore their

needs and pain point, so the service can be designed to align with the brand strateggnglo@sources

of DVF as well as the need of the users for the most relevant service for users and proper relevance and
feasibility for the clien

50
Diana R. L. Christoffersen Aalborg University, Copenhagen Master thesis



4.2.1DIET AND IDENTITY

As service designers cannot be experts in all areas, more reseadibt@md seHperceptionwas deemed
necessary. This paragraph serves to both understand groups following different diets (the users), as well as
it helps b understand the obstacles that Dansk Vegetarisk Forening,fasesell as the subsequent service
users

Therefore his section serves texplore andexplain how choice of diet cdre a symptom of a larger
ideologicabelief.

There areseveral reasons whyeople choose to cut meat from their diets, or even all animal products

entirely Rosenfeld, Rothberger & Tomiyama, 2IEhe three most popular ones are climate change,

animal rightsand personal healthQiraud, 2021; Rosenfeld, 2019

Identity is gmerally viewed as an important factooncerningood choice, especially today, as consumers

are freer to choosetheir own lifestyle, and less bound by traditigrend as such the choice of diet is often

used a social marker (Snejder & Molder, 2009).

Consumption and food choi@ea part of constructing orie own lifestyle (ibid.). therefore, ideological
choice of diet often becomes afactor2 y SQ&a AYlF IS GKAOK LY IFea Ayidiz2 K2g
dietary choice Greenebaum2012).

Peopk are thus labeled by their dieib{d0 I & a@S3IlFyaé 2N a@S3ISGINRFyaég S
OMPdODPT HAnnLv LRAYG 2dzi GKIG GKSasS flroSfa Yire o608 f
¢ a marker of not only &w others see them, butlso an ideological standard they hold themselves to and

see themselves through. Eatibghaviorsare simply intertwined with shaping personal identity and how

people communicate about themselves to others (Rosenfeld, 2019).

Division not only exists betvan carnivores and people living off more pldratsed diets but also between
vegans and vegetarianiid.). There is a difference in how vegans and vegetarians view themselves as well
as each other (Rosenfeld, 2019) as they perceive themsas/gslowingdiets of two ideological leveland
vegans are also more strongly motivated by a cause bigger than themsahdethe motivation is regarded
lower in vegetarians (ibidGiraud, 202)L

Research also shows that veggias example, feel that their dietgrchoice is a larger part of their personal
identity than vegetarians ddpsenfeld, 2019 and vegans also believe that they are perceived more
negatively and halower public regard than vegetariagsvhich vegetarians recognize and concur (ibid.).
Thesame research shows, that vegans and vegetarians do not perceive themselves as one large plant
based group, but ratheastwo very specific groups, and that they also believbe perceived as such by
carnivores (ibid.).

Researchexplainsdentityasd I a2 OAFf AT SR aSyasS 27F Ay Rélfigeicéptant A (e
O2y OSNYyAy3 2ySQa NBflIUGA2yaKAL] G2 &2 OApkréeiveltoheS 32 NA S
held by others. Identity is constituted relationally, througkotvement witht and incorporation of
AAAYATFAOLIYH 20KSNE | yR Ay (S 3 Sioupkategorizatiriadd fal@viigy dzy A G A
norms are therefore a large part of saifentification (Turner etal., 1987).

By this definition being vegan oegetarian means seiflentifying as a result of being able to mirror oneself

in other of the same core beliefAs suchthere is a sense of belonging within a group through this

personal dietary choice

CKSNBT2NBE (GKSNB y2i 2ifgbétweSricardivibras ahdyegshdzr vegesiarans] HGtS Y Q
also between vegans and vegetarians themselves, as their bateesimilar, but differ in strictness and a
motivation to live by an ideological di€snejder & Molder, 2009)
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Based on the above it isiportant to not cecategorize vegans and vegetarians in the comasgarch and

be conscious of the distinction between the sedfrception and perception between these different plant
based groupsas well as provide an understanding of the importan€e oK 2 4 G2 ONBI 1S GKS
0St2y3Ay3aQ a adlridSR Ay GKS fAGSNY GdzNE NBJGASH

This paragraph further concurs with the statement of R@iwistoffer Dragsdahl from DVF, showing that
choice of diet is somewhat connected to both ideiesstas well as how onis perceived by otherof

different ideological beliefand diets.

In connection to the literature reviews well this can be assumed tmean that the motivation can

correlate with personal values which is the gateway for NGOs branding strategied.dpatkés 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 figug

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. Thereforethey are based at the bottom of thidiagranQ

Vegans, in turn, are highly motivated to eat plaised. Enough to so follow
the strictest diet of the four main diets presented in this case.

They believe in the ideological foundationeafting plantbased as either
healthy or serving a higher purpose, meaning that they value the reasons for
the plantbased diet the strongest. By so, vegans may feel superior to even
vegetarians, as they follow a less strict diet, and therefore are noiggdyh
motivated, andare assumed to value the ideological foundation for a
completely plartbased 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 bktplantbased diet, are less
motivated by the values behind the plafitasedlifestyle orneed more
knowledge on the subject.

Fig.7: How strongly each group are motivated by the values behind the plantbased diet.
Soure: own adaption; miro.com

It is important to note, that this is not to say that carnivores or even flexitaréae valueless or
unmotivated people, buttimust 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.
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4.2.2CA.UMN 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 rese@tib.is dondy applying tools from the

Column 5 Brand Strategy toolkitom which tals can be used to explore how to set words to the
SELISNASYGAIfAGE 2F (GKS OftASyidiQa aidNIdS3es FyR (Kd:
service experience aligned with the desired brand experience.

This analysis is also presumed to ledpful 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 hoexfeerientially and strategically

align the service with the desired brand experience of DVF

From the Column 5 Brand strategy toolkit five tools were deemed us&fuhe toolsvere more aimed at
traditional company marketingndlessdirectly applicable tadNGOs. As the literature review also stated,
some tools from traditional branding and strategy need adapting to NGOs, and @&snbisabout adapting
strategy tools to NGOs, this was deemed outsitescope of this thesisand these tools were excludeal
focus on tools more applicable to this case

However, this is not to say they are not relevant or useful in other casesdrecadapted to be useth
NGO analysis.

Four of the brand strategy tools are presented in the coming paragrafotinis phaseas well as later in the
process

4.2.2.1THE BRAND HEART

¢KS FTANRG FLILIXASR G22f FNRY GKS . NIyR {(NXGS3e ¢2
identify the purpose, vision, missipand values of Dansk Vegetarisk Forerfidglumn5, 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,, ealdigairposeibid.).
Theseareallcomman2 2 f & F2NJ F2N¥dzZ F dAy3d WgK2Q +y 2NBFYAT I
expectation, strategyand differentiationc internally as well as externalbAfdersen et.al., 2015; King,

Clemens & Fry, 20)Ie. the desired brand.

In this context, tle mission, vision, valugand purpose are useful in the service design process to get to
knowtheOf A Sy (i Qa 0 dedaklseSaway thah deivideSI&s@ners usually do, as the focus is often
onuser research.

The brand heart of DVF looks as folsow
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Fig.8: The brand heart
Soure: Column 5; own adaption; miro.com

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 glabiatainability (https://vegetarisk.dk/mission

ogvaerdier)).

MISSION
Enlighteningand educaing Danes about plarbased diet by being the pragmatic voice within the plant
based movemet for creainga more sustainabléuture.

VISION
For everyone to have correct and important knowledge about the benefits of-plased living, wiping out
all misconceptioaand prejudices about the diet/lifestyle.

VALUES
1. Be trustworthy: We wanto be transparent with our research and data, to ensure trust in our work.

2.No judgment: Be respectful towards everyone with different dietary choit®e are here to enlighten,
not judge or admonish. Our communication is always factual and in a smier t

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, degpigpossible riskof adecrease in
popularity.
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https://vegetarisk.dk/mission-og-vaerdier/
https://vegetarisk.dk/mission-og-vaerdier/

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 foanalyzingnsights from both desktop research and interview with

DVF, as designewould usually work withuser research insightss it helgto clearly state the foundation

of the DVF strategy and reason for existence.

4.2.2.2BRAND MESSAGE

The second toobf the Brand Strategy Toolkit helps articulate the tagline, value proposditth messaging
pillarsof the given organizatiorQolumn5, ND). This, according to Column 5, is a helpful tool to help
content creatos communicate a consistent story.

This can be very usefinl-servicedesign, as this step specifically redpticulate what the organization is
about and currently offeto their target groupg it helps service designers understand the story the client
wants to tell.

Fig.9: The brand message
Soure: Column 5; own adaption; miro.com

The tag line ishte 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 pldgsed diet, ad therefore anyVINBE Sy Q Y S|
for them.
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