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Interview Guide  
 

 
Research Topic:​ Domain of Branding within Deloitte 
 
Main Research Question: 
How can branding can be embedded in the DNA of Deloitte Digital? 
 
Sub-questions: 
[1] How is the way of working in Deloitte Digital? 
[2] How did Deloitte Digital start getting into the branding domain? 
[3] How is the situation of branding within the organization at the moment? 
[4] What is the vision on branding for the future? 
 
Checklist for Start 

● Clock for checking the time  
● Recorder 
● Pen and notebook 
● Interview guide 

 
Introductory Script 

● Introduction of the researcher, introduction of the interview and where it will be used 
● Introduction of the topic   
● Informing about the timespan 
● Informing the participant about the recording and ask for the permission 
● If you have any questions feel free to ask, if you don't understand anything. Also, please keep in mind that 

there is no right or wrong answers and we really appreciate your input. 
 
 
Subtopic 1:  
Understanding the way of working in Deloitte Digital 
Opening question: 
Can you tell me about the start of Deloitte Digital? 
Follow ups/probes: 

- How is Deloitte Digital organized? 
- Can you tell me about the team a little bit? 
- Can you mention what kind of clients/projects is the Digital team work on? 
- How does the assignment get to you?  
- How do you assign teams?  
- How can you define the way of working within Deloitte Digital?  
- What kind of tools/methods/methodologies are used in Deloitte Digital? 
- How do you think that Deloitte Digital are different than the competitors? 

 
Subtopic 2:  
Exploring Deloitte Digitals position within the domain of branding 
Opening question: 
How did Deloitte Digital decide on providing services from branding perspective? 
Follow ups/probes: 

- What was the trigger behind this decision? 
- Who took the decision regarding expanding to this domain? 
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Interview Transcript 
Interviewer: Pervin Celik 
Interviewee: Matthe Stet 
 
Pervin: Can you tell me about the start of Deloitte Digital as an entity? 
 
Matthe: Ooh that is a good question! Because I am only here for about 5 months. So Deloitte Digital started 
I think in the Netherlands 4 years ago. And before that, you had a lot of digital disciplines spreaded out in 
technology consulting. So it was inspired by our US colleagues to have a digital department within Deloitte. 
So what happened in a certain time Steven Ward as well as Marc van Liempd asked other people to come 
together, came up with the idea to set up a Deloitte Digital in the Netherlands as well. It started as a very 
small service line where people from technology merged into a team. That’s where it all started. In the 
beginning they had a very technical approach. At a certain moment, also designers came in. And then I 
think Deborah Schrijver came in as one of the first as a designer and that was totally new for Deloitte. 
Because we saw that, Imagine, Deliver and Run the future, that’s our big promise, especially ‘run’ and 
‘deliver’ part that was in our capability but the ‘imagine’ part was not. So at a certain moment, we decided 
to hire also designers which are especially in the imagine part. Explore through design thinking, how to 
create a digital service. Then growth and growth and growth until where we are now. And I think all over 
the world we sometimes collaborate but there is sort of an overall vision on what Deloitte Digital should be. 
And I think we are right now, stand alone Deloitte Digital, 100 people in the Netherlands. We are closely 
collaborating with friends from customer solutions, which are our sales force department, they also do a 
little bit of digital services but they are like sort of side service line. Globally I think there are slightly more 
than 10000 people working in Deloitte Digital in the overall globe. 6 7 offices in the US and a couple in 
Oceania and Australia.  
 
Pervin: Alright! And how is Deloitte Digital organized?  
 
Matthe: Mmmh, so if you go top down, the strong way, I think we are organized, maybe I can show you a 
small scheme… Oohh there it is. So this is the overview of Deloitte Digital right now. (Figure below). So 
Deloitte is a company that is owned by partners. And Steven Ward is our sponsor so he is the leader of 
Deloitte Digital. Together with Kasia, she is the service line leader but in the end S.Ward is responsible. We 
have 3 competencies. First one is advisory and design and where I am in the design team. But it is based 
on the strategy. We have an engineering competency where we have engineers and developers. And we 
have a supporting operational team for instance recruitment but also communication team. So Deloitte 
Digital is a matrix organisation. So next to the 3 competencies, we also have guilds which are online with 
the global guilds. So you can be a designer but also have interest in digital marketing, or content or 
commerce or mobile or IoT. What is also in this picture that there is also a third angle which is the 
industries. So we have FSI which is financial services like banks, insurances which is led by daan van eijck. 
We have customer and industrial products which is retail, consumer brands but also companies like DSM. 
This is led by Remco… .We have the public sector which is sponsored by …. …. Public sector is government, 
government organizations, museums and organizations like UVV that are close to the government.  



 
 
And lastly TMT, which is telecom and media this is led by Marc van Liempd. So there are 3 ways to look at 
Deloitte Digital from an organizational point of view. Industries, competencies and guilds.  
 
Pervin: Okay clear! So can you tell me more about the team maybe? 
 
Matthe; Is it specifically the design team or …?  
 
Pervin: The Digital team in general like both advisory and design  
 
Matthe: So, I think if you look at the team we have 5 species. First of all strategists as advisors. In the 
strategic advisory part they have a broad background. Could be like you, from TU Delft. A lot of people 
from TU Delft here. That is a strong background. There is also a lot of people from marketing and 
communication background. A lot of people worked for an agency before. I think hmmm.. And there are 
most aligned with consulting that we know from Deloitte. So they advise clients about digital strategy, 
digital transformation and as well as program leadership. So they are mostly deployed in the client, helping 
them for a longer time while making a digital transformation to help company with setting up a team or 
digital capabilities. Second group is I think the service designers which also have a really strong 
background in mostly industrial design but also psychology. They are focusing a lot on the user and 
helping clients becoming more consumer focused rather than the other way around while creating persona 
mapping, service safaris, trying to map the customer journey. So thats changing the way company works in 
the back stage. The way company operates these days is changing these days because of becoming more 
customer centric and work in a more agile way. So thats what service designers do. Then we have the UX 
designers who are focusing on the touch point itself and creating a user experience for that. But also, 
which is kind of new for us is doing user testing a lot. So see how things work, how certain technologies 
work, for instance eye-tracking, user interviews based on what we created. For instance service designers 
focus more on research in front and UX designers do research after things designed. Then we have the 
visual designers; you can split them up in two groups. So you have the UI designers who design interfaces 



and a group that focuses on more the brand design which is translating the brand into design online. Last 
group is motion designers. So also split up in 2; interface animations and UI animations; so how an 
interface behaves from a motion perspective but also creating case movies and content movies. So thats 
sort of advisory and design team. Then you see, the capabilities within the team strongly follow the 
industries or the guilds. So we have a lot of couple of advisors strongly focused on mobile for instance.  
 
Pervin: A question just popped in my mind; for example now we have these 4 guilds, do you envision that 
guilds are changing over time as well? Because I can imagine there was no IoT guild 15 years ago. 
 
Matthe: So recently, based on client demand and also from trend perspective, there is a new guild, which is 
broader than Digital, it is the AI guild and it is over arching. So other service lines in Deloitte can participate. 
So I think there will be more guilds and they will be broader than Deloitte Digital. Because then it will fit in 
all our capabilities as well. 
 
Pervin: So for example blockchain becoming a guild?  
 
Matthe: I think there is already a blockchain guild, I am not sure… but we have a center for blockchain 
which is not a guild but more of an expertise center. You can call these guys to get more information about 
how to apply it in your business. 
 
Pervin: Okay. If I get back to the guide, if we look at the projects, what kind of projects/clients are we 
working with/for?  
 
Matthe: Deloitte has overall bigger clients, the crown jewels of the Dutch industry are the main focus. So 
lets say that’s up to 100 companies in the Netherlands. So Deloitte is a professional service company from 
all services we offer, we have a strong relationship with these companies already. That’s how our business 
is done most of the time. So within design agency, clients call you for a pitch, that is not regularly happen 
here. Here is, new businesses are created by the relationships we have. So our focus is mainly focused on 
the major accounts we have that are for instance DSM is one of them or Jumbo. So we have a really strong 
focus and maybe go for other businesses. So what kind of work we do from Deloitte Digital is quite broad. 
The projects we want to do, our favorites are digital transformation projects. So we do not like to do 
necessarily marketing operations or only IoT. The things we like to most is major transformation where 
companies have digital in their core. So that could result in what we did in PGGM, where we tried to 
educate and implement also a new way of working from the decision on technology to the new way of 
working in the organization and even to redesign the touch points like the website or other digital services. 
Broader scale services from start to end, like where organizational change and design come together. So 
overall, the dream projects are where we bring everything together. Because that’s what make Deloitte 
different than most of our competitors, that we offer a broad range of services; from human capital to 
creating models to technology implementations to branding. So what we definitely would like to do most is 
bringing everything together.  
 
Pervin: Then I believe that client come with a problem and then here it is reframed and….. 
 
Matthe: No, not necessarily. They most of the time have a problem or a challenge. But most of the time we 
discover the challenges together with the clients. So sometimes clients just do not know. So they are 
struggling with how things go really rapidly in the digital age and want our advice on how to improve. And 
then that is also strongly connected to our strategic capabilities. We try to help these companies to find the 
best way for them to move forward. And that’s where the project starts. For example; for PGGM the 



question was how can we become more customer focused. That is obviously a really broad question. Then 
we thought with them how to do that, how to make it happen? Then all kind of projects appeared. So this is 
most of the time how it ideally goes. And of course sometimes we are asked to for a challenge or a 
problem, that is also quite common.  
 
Pervin: But since you mentioned about the client relationships are really important, I believe they have the 
faith in you when you are saying this what you asked for but this is what you actually need.  
 
Matthe: Yeah exactly. And yeah of course there are other consulting companies. Ofcourse we share the 
clients. Also Deloitte is an audit company and you are not allowed to work for every organization in the 
Netherlands. So for example if you are audit for Ahold, then you are not allowed to consult them which is a 
really really big problem here. In my first months I noticed that we have no go areas. Once in a while there 
is a carousel in the Netherlands where we share the clients as ‘Big 4’. At a certain moment, we were audit 
partner of Ahold and after 5 years we rolled off. And we rolled in our consulting services.  
 
Pervin: Interesting. Really clear how things work. But actually how does the assignment get to you?  
 
Matthe: Ahh that’s an interesting question. Deloitte is a very network, decentralised organization. Also very 
entrepreneurial. I can only talk from a personal perspective. So it is important that you have the right 
network of people that have good client relationships to be on the right projects. It is also really important 
that people actually understand what you can do, what your capabilities are. I tried to position myself within 
brand design expertise. If people know you and if they see a project at a client -which is most likely that a 
partner or manager- then they call you. And you go there to talk. So thats how it normally works. So it is 
really network based and it is always the matter to match the right capabilities with the right client. Thats 
our biggest challenge. So Deloitte is a very big organization so if I have a challenge at a client that I work 
for, how companies are organized or maybe a team change, or about the operating model, then I need to 
find the right person from the human capital that can help me. That is one of the bigger challenges, to be 
connected to the right people. I think if we think from the design perspective, that is also our ambition to 
find more client ourselves. So build up even stronger relationships with the clients that we already have to 
show our capabilities. Because in the end, 4 years is not a really long time to have a design team. So every 
client that I step in, like yesterday in DSM, the yare totally surprised that we offer design.  
 
Pervin: So Deloitte Digital wants to put itself on top of clients minds that if when they have a design 
challenge, then Deloitte Digital is the place to go? 
 
Matthe: Yeah, that’s the movement that we are in right now. And it is also for us interesting, the people 
within Deloitte that sell the most of the projects are partners, that we need to put something in the pocket 
of the client to give them and sell our design capabilities.  
 
Pervin: I guess that’s the reality.. 
 
Mathe: It is the reality. 
 
Pervin: Let’s say a partner called you and the project got to you and you have the assignment. Then how 
do you formulate it? And then how do you assign the teams?  
 
Matthe: Yeah there are couple of scenarios: So either they ask me to bring certain capabilities, called by 
someone like ‘Hey we have a nice opportunity at DSM, and I need 2 service designers 1 UX designers 



because we will create blablabla. So I deliver the capacity. The other one is like ‘Hey I have a nice 
opportunity for you, I am not an expert please call the client and try to find out whether you can help him.’ 
Then I go to the client mostly with the partner or sometimes with someone from the team that has certain 
knowledge regarding a company, industry or design discipline. Then what could as well that there is an 
assignment and I am the assignment manager or I ask somebody who is going to be the assignment 
manager. And sometimes we propose to the clients more proactively. -Off the record-  So it is either 
capacity based or pro actively or opportunity based. 
 
Pervin: Okay thanks, really clear. How do you define the way of working in general?  
 
Matthe: In general, so just like the other companies which has design focus, there can be two ways. One is 
classic waterfall approach. So you define the project step by step. Lets say a research phase and definition 
phase, Oh maybe I have a slide for you. Thats also what we do. 
26:11 
Our approach; so most of the time we start with visioning so how do we support what we develop with a 
vision or a strategy for the project, then we dive into discovery in which we discover the context of the 
project and definition, so there for example we define the brand, create the personas, of course its 
behaviours and needs. Then we go to definition; so most of the time we create a concept and design but of 
course also evaluation whether it is feasible, if its desirable. Then we go to execution and follow up. If we 
go visioning then we do trend forecasting, context analysis, stakeholder interviews, do of course design 
research and etc. Then in the discovery, desk and field research, user journeys etc. Definition is more 
experience storytelling, user requirements, brand strategy, concept tuning and maybe even some low 
fidelity wireframing. In the execution, prototype, testing and etc and the follow up is like how is it going, 
does it fit the strategy etc. So this is sort of the list of what we deliver. 



 
 
Pervin: This actually covered my next question! So, how do you think that Deloitte Digital is different from 
the rest of the competitors?  
 
Matthe: Ah thats actually a good question. Maybe it is good to show you another slide deck. So we call 
ourselves a new creative digital consultancy. So what happened is agencies like Fabrique or Achtung 
starting to do a lot more consultancy. Because in the end the world is changing, there are more capabilities 



needed to deliver design and digital products. Because the time when called it having ‘the big idea’ 
-advertising agencies find this big creative idea- but that is not enough anymore. You need analytics, you 
need organizational change to do capability building companies. So Design agencies started to be more 
consultants while Deloitte thought ‘hey maybe it is good to be a bit more creative-. Consulting is advising 
but it is not tangible. And there was a need that you don’t stop at the powerpoint presentation  but really 
show something that you advise. And there it all started. What makes us slightly different from the others is 
we combine both. So we have embedded creative department in a consulting environment. That makes us 
unique. If you look at our direct competitors like PWC, EY, at least in the Netherlands we are the only one 
embedded internal design department within the organization. That is a differentiation. If you look at our 
competitors from an agency perspective, then we offer more strategic services than them and also deeper. 
If you look at how we collaborate with Monitor Deloitte, which is very strong in business consulting, I think 
that is not something an agency can do. So that is a differentiator too. And if you look at our direct 
competitors, Deloitte is the one focused on the innovation the most that also sets us apart from McKinsey & 
Company or other design/consulting boutiques. Our positioning is mainly on new technologies like AI and 
Blockchain. So that is strongly embedded in our proposition. If you look at our proposition, Imagine Deliver 
Run, you can see that advertising agencies are the best at imagining something and having creative ideas. 
There are a lot of digital agencies do execution very well like Media Monks. They are mostly here (showing 
the slide) creating assets. You have a lot of platform providers like Salesforce or colleagues but they do not 
deliver the creative part. Yes so we cover all the steps and thats sort of one stop shop.  
 
Pervin: How do you think that the management consultants imagine?  
 
Matthe: They are most of the time fairly early in the train so, a big retailer for example heyy we want to start 
a new business, most likely they are hired. Because they have a lot of future ideas and how to deliver them 
but mostly business based. So I think the 2 people I sent you, Fred and Joep they are the ones being fairly 
early on the train and early on advising clients about digital but from a business/management consulting 
point of view.  
 
Pervin: That is interesting 
 
Matthe: So mostly thats where the big decisions come from. Of course the management of the company 
decides but for example Joep and Fred are the ones advising them. So management consulting is advising 
the management of the company 
 
Pervin: So maybe not that much in the operational level..?  
 
Matthe: No no.. 
 
Pervin: So for examples the management consulting advises that you need to become more customer 
centric and provide more customer centric services, then the company goes to another agency to create 
these services. 
 
Matthe: Yes, exactly.  
 
Pervin: Okay that’s really clear. So the next topic that I want to touch upon Deloitte Digital in the domain of 
branding. To start with, how did Deloitte Digital started providing branding services? 
 



Matthe: I think to be honest it came a bit with me. So for branding, if you look abroad, our US colleagues 
has been offering brand related services a lot especially digital branding. It is also the matter of what is 
branding. I think in the Netherlands, it was something that was not part of our offerings. Happens here and 
there but not was not really a core service. I, myself, found that is missing in Deloitte. Not to be arrogant but 
we want to bring the soul and a bit more emotion to the products that we create. Because Deloitte is of 
course really innovation and technology driven it is also very business driven. But here and there is always 
more emotion in what we do or how we behave or how we advise. So that is how it started. Branding is 
part of the marketing guild. Currently we have 3 or 4 projects running which are branding focused. But 
there is also brand related services we offer outside of Deloitte Digital. Especially in the brand portfolio 
management. That is how to organize your sub-brands and your products and services within them. But 
that is almost more business consulting rather than branding.  
 
Pervin: So that was then the trigger how it started. It came as a demand from the clients or also can you say 
from the market push..? 
 
Matthe: No no, if you look at the projects that currently being done, there are most of the time 
opportunities for branding. So it is not really a market demand. Because a lot of the clients do not know 
that we offer services regarding branding as well like I told you as well as design capabilities. But we like to 
embed branding more into our service offering. So if you want to create a new service, we would like to 
think from the brands perspective as well. That is happening now more and more often. 
 
Pervin: Who initiated this idea? I mean who proposed hiring you?  
 
Matthe: Good question. So there were art directors before me, creative directors. They focused more on 
the execution more than I do. I do also a lot execution but also brand as a advisory part of it and that is kind 
of new.  
 
Pervin: Alright. But they notices that there is a ….. 
 
Matthe: So it all started with couple of people that know a lot about branding and Joey is also one of them. 
And Joey is also eventually the guy who brought me in.  
 
Pervin: Okay so I was wondering, when you stepped into this environment what were the first highlighting 
insights that you noticed? Regarding branding mostly. 
 
Matthe: What is nice to see that people see the added value. Because in the end, bringing emotion, 
personality and uniqueness into the work we do makes our work more aligned with what we do for clients. 
So thats positive. And it also makes it very tangible. Also, the clients that Deloitte Digital usually work with 
have marketing or communication background. So it aligns with the people we work for and it makes our 
work tangibly better. 
 
Pervin: Also bringing the meaning I guess.. 
 
Matthe: Absolutely. 
 
Pervin: If you look at the situation now, how would you think that Deloitte Digital is evolving regarding 
branding?  
 



Matthe: So a lot of things need to happen in the near future. I have a couple of tracks. One of the tracks is 
working closer with the service design team. Because they are very much user focused which I call outside 
in, when it comes to branding most of time I think inside out. So what is the purpose of your company, what 
kind of personality do you have as a company, what are your values. I want to bring those together with the 
needs of the user. Because in the end I think when they come together there is the real magic happening. 
So thats one track; to align service design and branding. The other track is, service design is strong in 
Deloitte because it is a lot about consulting and advising clients. But I would like to do more. And I think we 
have already quite some opportunities of which we can help the clients with their purpose and do more 
brand strategic work along the way. So currently we have couple of assignments running that goes very 
well. But I would like to help more clients in finding the right purpose, setting down the right tone etc etc for 
them. So we can also create better services for them. Third track is to help designers not only service 
designers but overall to make better informed decisions in the projects that create. So it is educating 
people internally.  
 
Pervin: What is your vision in branding?  
 
Matthe: I will come from a perspective which is more aligned with the clients we have. So if you look at the 
trends in branding maybe it is better to come up with an example, if you look at Nationale Nederland which 
is an insurance company and you sell a commodity product, so it is an insurance nobody cares. How could 
you be relevant for your clients, how to build a preference for Nationale Nederland is very difficult. So in 
the past you had the advertisements. I think we are moving to a direction with the brand becoming more 
connected and always on. So what for instance Nationale Nederland trying to do is picking a domain, like 
well-being, which is strongly connected to insurances and try to deliver the services with the purpose of 
keeping the clients healthy. I think that is a way to be a connected brand for instance by creating an app for 
your clients to help them to become more healthy. So that is a strong belief of NN is that they are fol all 
inclusive audiences and as well as well being is a really strong pillar in their brand. So because of that they 
come up with the services that are always connected to their clients. Not only with an advertising or an app 
but being a truly connected brand where you have strong relationships with your clients. So yeah 
connected brands are important in branding and I think digital services help a lot and make that 
opportunity.  
 
Pervin: And that is your vision on branding? Connecting brands to the users? 
 
Matthe: Yeah yeah..  I have a slide for that too.. 
 
Matthe: If you look at the classical sales funnel, it is awareness, discovery, evaluation, intent and purchase. 
And there is a part missing (pointing out the part after the purchase). When you use a service, there I think 
it is most important to use branding.  
 
Pervin: So after the purchase?  
 
Matthe: Yes because everything is a service these days. So if it is a service then that is the right moment to 
stick out as a brand. That is also where a lot of our clients struggle. So for instance, RTL Videoland, they are 
quite successful -not as successful as Netflix- But a lot of people subscribe because it is 2 weeks of free 
subscription. But after that period a lot of people offboard, slightly less people later . But the question is 
how do you stay relevant for your customer as Videoland? And that’s also showing the right content, 
showing the right behavior to your client. Because that is the most important part where brand can make a 
difference. By being a nice personality, by being relevant all the time, by having a purpose where you 



strongly believe in. Because these guys, they are the only platform producing content in Dutch. Nobody 
does that. What I dont understand is why dont they leverage more.  
 
Pervin: Okay I was also wondering about the tools and methods that you use.  
 
Matthe: I can show you another presentation. Do you know the brand onion? It starts all with the 
manifestation of your brand. Outside part of the onion. Like this is what appears to you, the color,smell, 
look an etc. So that makes this carpet shop a totally different one than this one. Brand personality, which is 
more if your brand was a person what kind of person would it be, how does he behave. You ofcourse have 
the brand personality types by Aaker, she researched a lot. Then you have the values, what you stand for 
what you believe in. Of course they are layered. And the essence of the brand -what you strongly believe 
in, almost your tagline- So for example for BMW, it could be felt in everything they do. Also HEMA. What I 
also use mostly is the brand key. I used it recently for a new proposition of Deloitte to get the model of 
Design by Unilever​, I dont know if you are familiar with it… It is a model from Unilever where the brand 
onion goes from inside out. This is more from outside in. So you start with your audience and your 
competitive environment, what is the most important insight for your product, and goes more to the core of 
the service and build up to an essence. And ofcourse brand positioning, how to be relevant for your target 
group and how to distinct from your competitors. What is your identity; together that makes a positioning 
that are all the models that I use along the way. Brand portfolio, so if you look at ABN Amro, now you see 
that they have services 100% ABN Amro, they have also crown jewels like related brands and also seperate 
brands like Tikkie. So these are all brands from ABN but they are used in a different way. Most of the time, 
you see that double diamond we use quite often, it happens we define the brand or get insights regarding 
the brand and then design then the execution. So that is sort of quick definition models. So I use the brand 
definition models like brand onion, brand house or the brand key. Also a lot of models to help for 
positioning, competitor scan, trend mapping. I think also, how to translate your brand into a design very 
simple like for example moodboard. I can show you an example. 

 



 
So for example I am creating this proposition which we call Analytics Fastline, for our colleagues from 
analytics management. They have a new service, sort of a design sprint but for analytics. So they offer to 
push your analytics maturity in your organization within 6 months. That costs a million and they earn a 
million for you, so that’s neutral. Where we start is to define what are the root strengths, so industry 
knowledge, framework they use. We also look at the competitive environment to big 4 but also to 
accenture. What is the most important insight, what are the benefits, and this is done in 1 month. So this is a 
very strong values and ambitious, visionary. Reasons to believe is, why should you believe in us, who is our 
audience and and how can it be translated into a design. So not only colors and graphic but also how we 
do the training for example. So this is a very quick example. So this is really strongly on graphic design but 
hopefully service would improve with how the brand behaves.  
 
Pervin: Okay, really interesting. 
Matthe: I have another thing to show you. Funny tool. So what we did here is with the people from PGGM, 
to walk them through dilemmas, over 45 dilemmas. Idealistic or realistic. All kinds of terms. Also from the 
visual perspective. And we mapped the outcome. (Showing the picture) 
 
Pervin: So you did it in order to understand what the employees think if their brand.  
 
Matthe: Yeah I did it on purpose on what should it be. But this a very inside out way of doing it. It is not a 
very research based approach but helps me to understand. Also helps me to understand the preferences. 
Because it is quite clear, for example from a visual perspective, really feminine, strong colors etc. If you 
look at the final design (showing the final design)  
So we really used their opinion.  
 
Pervin: My next question is how do you evaluate the awareness and the knowledge of employees 
regarding branding.  
 
Matthe: We have a long way to go. Here in our team people are aware but also because, we share 
knowledge. But if you look at the broader Deloitte, people are just not aware what is it or what can you do . 
They also have different perspective. I had quite an argument with the partner, where we did sort of a 
competitor scan. And I approached from a brand perspective and he approached it from business 
perspective. So we were just not aligned in why are we doing this, how should it be resolved. So we have a 
challenge there in educating people.  
 
Pervin: I was also going to ask how is the connection with the other parts of the organization?  
 
Matthe: They know we do it. For ex: Analytics Fast Line. Someone called me saying heyy I herd you know 
something about branding can you help me. But ofcourse in our office we have 100 collagues so yeah we 
have to make them aware.  
 
Pervin: What are the struggles that you encounter within Deloitte? 
 
Matthe: I think there are forces that are making other things more important. Ofcourse thats also why you 
are here. Often project are mainly technology, or advisory oriented. And there is a not always room for 
branding. Then branding becomes a side business. So at a certain moment, you come on board say 
something nice but yeah… So the focus is on other topics more and branding is a side business like a show 
pony. I think we are also working for a lot of clients who have a strong brand where it is not needed. But 



then it is important to understand their brand is about and how to use it. For me personally, I would like to 
advise clients about that more often. Of course there is also, Deloitte is not on top of the mind when it 
comes to branding, use of a brand and also design.  
 
Pervin: So not like creating the brand but more like brand based consulting?  
 
Matthe: Yeah brand based consulting. But it is also nice he… What I like the most is defining the brand 
rather than understanding it and apply. But thats my personal preference. For example if you take ING, they 
have a strong purpose. Then you have to work with it. But what I like better is to define that purpose 
together with ING. But that is not often you do in the martket... 
 
Pervin: Because the purpose is a long term definition right? 
 
Matthe: Yeah yeah but also once in a while the companies are looking for a new purpose so thats where I 
like to come in. But now it is more about understanding what ING is about and how to apply it or steer, 
create services. 
 
Pervin: And you think Deloitte needs more to do so in order to be on top of the mind? 
 
Matthe: Hmmm mostly cases.. In order to be able to show them what we did, how we did it and how can we 
do it better than others. Cause we offer integrated services. That is the most important thing. As Deloitte, 
we are full with models and approaches and fixed propositions. I would like to have more fixed 
propositions with a clear way of working that helps me. Think of the analytics fast line, it is a clear offering 
from our colleagues. It is fixed, clear. I would like to have that as well.  
 
Pervin: Is there are future vision defined for Deloitte Digital regarding branding or as digital?  
 
Matthe: So what happened for Deloitte Digital is that the overall direction is quite clear. We were having 
conversations with the US creative director a month ago. About our vision on advisory&design, more 
specifically design. So we are creating a new vision for our team within two weeks. And brand is going to 
be strong part of it.  
 
Pervin: Can you already envision what needs to be change regarding that vision? 
 
Matthe: No can’t tell you sorry. That’s it.  
 
Pervin: I think I covered everything. Do you have anything to add questions etc.  
 
Matthe: No I think I told enough and I have to go 
 
Pervin: Alright, thank you! 



Interview Guide Rudy 
 

 
Research Topic:​ Domain of Branding within Deloitte 
 
Main Research Question: 
How can branding can be embedded in the DNA of Deloitte Digital? 
 
Sub-questions: 
[1] How is the way of working in Deloitte Digital? 
[2] How did Deloitte Digital start getting into the branding domain? 
[3] How is the relationship between branding and technology? 
 
Checklist for Start 

● Clock for checking the time  
● Recorder 
● Pen and notebook 
● Interview guide 

 
Introductory Script 

● Introduction of the researcher, introduction of the interview and where it will be used 
● Introduction of the topic   
● Informing about the timespan 
● Informing the participant about the recording and ask for the permission 
● If you have any questions feel free to ask, if you don't understand anything. Also, please keep in mind that 

there is no right or wrong answers and we really appreciate your input. 
 
 
Subtopic 1:  
Understanding the way of working in Deloitte Digital 
Opening question: 
Can you tell me about Deloitte Digital a bit? 
Follow ups/probes: 

- How is it started? 
- How is it evolved? 
- Your role / interests  
- Your involvement with branding 
- Your involvement with technology 

 
Subtopic 2:  
Exploring Deloitte Digitals position within the domain of branding 
Opening question: 
How did Deloitte Digital decide on providing services from branding perspective? 
Follow ups/probes: 

- What was the trigger behind this decision? 
- What does branding mean to you? 
- If we look at the situation now, how would you think that Deloitte Digital is evolving regarding branding since 

you joined? 
- How would you evaluate the awareness and knowledge of employees regarding the branding? 
- What are the current struggles that you notice in Deloitte Digital regarding branding?  
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- Branding and service design 
 
Subtopic 3:  
Branding and Technology relationship 
Opening question: 
What do you think about the relationship between branding and technology? 
Follow ups/probes: 

- How can they benefit from each other 

How is the awareness regarding this topic within Deloitte ecosystem    



Interview Transcript 
Interviewer: Pervin Celik 
Interviewee: Rudy Soerodikromo 
 
Pervin: To start with, maybe you can introduce yourself a little bit 
 
Rudy: I am Rudy Soerodikromo, I am senior designer in the creative team of Deloitte Digital (DD). I 
am working here for 4 years now. I have been focusing on motion design, visual design, service 
design, I did a master in branding where I focused on brand driven innovation. That's it.  
 
Pervin: What about DD? 
 
Rudy: DD is part of Deloitte consulting and it help companies with their digital transformation with 
3 pillars; Strategy, Engineering and Creative. And we do that most A clients. That's it.  
 
Pervin: Okay, and since you started, how do you see DD is changing? Projects, capabilities and 
etc 
 
Rudy: I was the first visual designer who came in. The projects that we did then was mostly 
implementing SAP systems, sometimes visual part came in. And now it grows more to being part 
of the strategy so 20-30 strategies. And yeah more freedom in which solutions we provide. It is 
not only focused on enhancing the user experience or implementing this and that but the 
questions are more open now. And that makes it enhasier for us to look what the trends are 
within technology and how to implement those. That is a big change.  
 
Pervin: Alright. So when you joined DD you were already holding your masters? 
 
Rudy: No I did it when I was here. 
 
Pervin: How did your interest begin for branding? 
 
Rudy: Well I studied industrial design and then I created my own company where I was working 
on visual design for 11 years. I was working a lot with marketing and branding managers as 
freelancer. So when I came in it was a kind of… How do you say it… The things we delivered were 
not as bonded with the creative capabilities. So there was a lot of freedom. I saw that service 
design and branding within these corporates were not the biggest topic. And now you see that 
when it comes to innovation people are using branding more and more as part of the way that 
innovate. But the industry was 4-5 years ago was just not ready for that. And that’s the reason 
why I dove into it. 
 
Pervin: Super interesting. And where does your interest in technology come from?  
 



Rudy: I always wanted to be an inventor. I was always drawing and creating stuff. So creativity 
was something that I had in me. Then I studied industrial product design and then I thought I am 
gonna make the best products. But that was kind of hard. So I decided to focus on digital 
products. And then how it evolved.  
 
Pervin: Okay, now I would like to get into branding within Digital more. It also started recently as a 
service here right? What was the trigger behind this decision?  
 
Rudy: I think… Looking into the trends, also the bigger companies that are now in the forefront 
they are all brand driven innovative companies. And it determines how you do things, how do 
you attract talent, how your product works, and having an identity or branding is really important. 
Because in technology, there are many many solutions and they way to stand out is to have a 
solid brand and I think that is something for Deloitte that talking with the right people from right 
level, it is really important to involve also the whole branding part within that stage, also those 
people. 
 
Pervin: Was that how the DD community realized this need? 
 
Rudy: Yep.. 
 
Pervin: Okay here comes a really broad question. What does branding mean to you? 
 
Rudy: Branding means… The thing that people talk about, so if they have to explain something to 
someone thats the story that they tell. It is not only the story but it is the whole identity that 
people can connect with, that people can fall in love with and surpasses trends, products. It is 
more of an ideology. Apple is a great example, that people keep loving the products. It is really 
interesting because if they love the iphone, they must love the apple tv or apple watch and most 
of the time thats not true but they buy it anyway. But it is really cool to see and that I believe, if 
you have a clear focus on what your identity is, then people would talk about your identity and 
thats good branding.  
 
Pervin: But then how do you define BDI? 
 
Rudy: Hmm well most of the reasons why people start innovating is because they wanna improve 
processes or products. And the whole user centered approaches…. 10 years ago everything was 
technology based and also the improvements in that products. And with the focus towards more 
user centric approach and user get more part within the whole process and also the whole 
relevance of your brand gets more important for the user. Or the more touchpoints you have with 
your user as a brand, the more it sticks. Or the better your brand is perceived and that increases 
your value. So you can increase a lot of value with innovation that is based on your brand and 
based on what you gain from your users.  
 
Pervin: So do you see brand as an inspirer for innovation or direction giver or..? 



 
Rudy: I think it is an important component of innovation. I think it all connects with each other. 
There is not sole, brand driven innovation, or user centered or technology only… It is more a 
decision that you create based on what you want to accomplish in people's minds. Then if you 
think about that then it is more about brand driven but if it needs to work in a perfect way for 
instance then it increases your brand value but it is more focused on the users.  
 
Pervin: So you think from project to project these components are changing based on what you 
wanna get out of it, or …? 
 
Rudy: Yeah it starts with a vision of course. Then I think indeed projects will…. 
 
Pervin: As you said they are connected, brand and the users so they cant be alone.. 
 
Rudy: Yes.  
 
Pervin: Okay and if you look at the branding assignment that we have been doing, how has it 
been changing?  
 
Rudy: Well I haven't been involved in many but I have seen it from… There weren't any questions 
around branding towards now. How are we going to solve this big brand change and how it is 
gonna affect our online presence? Those type of interesting questions. I have been working on a 
beer brand on the visual design of it. People did not see us as people who have knowledge 
about branding.  
 
Pervin: The clients you mean? 
 
Rudy: Yes. It is quite difficult to work on the projects like that. Over time, the last half a year we 
have been working on projects. And I do believe that some of the questions are really specific, 
like part of the whole business strategy. So it depends on the question if we do it or not.  
 
Pervin: Are we going on a direction more to provide strategic branding?  
 
Rudy: I think so… 
 
Pervin: I see you also one of the experts in branding within the team, so with that in mind how 
would you evaluate the knowledge of others regarding branding? 
 
Rudy: Well there is not much of interest in the topic yet because there havent been projects, not 
that much. And so there are not a lot of people who have a focus on it but I believe that the 
people who are in it and focus on it they are quite capable of doing it. And some do it more from 
a visual perspective and some do it more in a high level strategic… 
 



Pervin: Do you think this approach should be added to the mindset of our team? 
 
Rudy: I think it can help but also it differs to the questions we get. We also create questions 
ourselves as well, at board level. But thats quite difficult. If there is something needs to change in 
your company or something goes really bad then you start thinking of your brand and what you 
should be doing with it. But that does not happen very often. But there are some questions for 
instance that we got from the Dutch lottery, about the major umbrella brand and also about the 
sub-brands how they are gonna be connected and we are involved as well on a different level, 
more technology level than branding level. So coming back to your question how it changed, it is 
still difficult to get the right people around the table.  
 
Pervin: Yeah.. Because they are looking more into how can they incorporate technology to 
improve their process..?  
 
Rudy: Yep and how branding fits into that. So for instance, we are having 60 brands and they 
have all different platforms. So how are we gonna incorporate them under one brand? So that is 
the qustion and how does it affect the layout. So that is a totally different question than the whole 
brand strategy on how you should focus on implementing thsoe brands. 
 
Pervin: Difficult.. Can you maybe think of any struggles regarding branding that Deloitte has?  
 
Rudy: I think within Deloitte it is not that of a subject. It is not on top of the minds, that people 
should be doing it with the brand in their head. So strategies or approaches are presented 
without how it affects the brands. So that is the biggest struggle that people dont think it is 
relevant enough to incorporate.  
 
Pervin: Maybe they already have it implicitly..?  
 
Rudy: I think they dont think that it is a question that they need to solve.  
 
Pervin: Is it in DD or general Deloitte?  
 
Rudy: Digital… When you think about the strategists.. We do have some questions… For instance 
we had a project of a shampoo manufacturer. But the question was how can we increase our 
awareness of the product, not by focus on branding, but more on how can we increase the sales 
by optimizing our digital marketing? So that is a totally a different question which is more about 
the systems, how you can by analyzing and keeping track of how aware it is going to be sold and 
how it is gonna be sold and optimizing that. Instead of focusing what is your brand how you can 
position it online. And those type of questions I would like to work on it and those questions we 
dont really get. 
 
Pervin: For example, if you think of processes, internal structure do you see a relevance with the 
brand?  



 
Rudy: Yes I think so. It determines whether people are open for that lens, I think it is a lens. I think 
it will increase the value over a longer period of time, if you focus on the brand. 
 
Pervin: Of course it is never a single lens about combined with others.  
 
Rudy: Yeah yeah… 
 
Pervin: And now in DD, we do a lot of service design projects and how do you interpret the 
relationship of branding with service design?  
 
Rudy: I think it is not yet a part of it. I think it is going to be the same answer. Or focus on 
technology or focus on processes by incorporating the user. But what a brand can mean for the 
whole process it is not there yet. There is one project where we are creating a care robot and 
there it is in front of everything. So we can also steer what the perceived brand equity should be. 
And because I am focusing on design, I am trying to put on that lens as well. If that robot is 
standing next to someones bed, how does it affect the environment and how does the brand 
perceived. How is the solution received, how the tone of voice should be. And it is also focused 
on the user, so user research and what work the best but also how do we want to be in 
someones house. Is that friendly, funny whatever. And you dont work on a robot everyday. But 
for me it is very clear that brand is really important there. And I believe also when I think of my 
phone, it is everyday in my pocket so it is logical that a brand have to have an emotive 
connection with the things that I use. I think a brand is really a core to that. 
 
Pervin: Following that, how do you see the difference between B2B and B2C when it comes to 
branding? 
 
Rudy: I dont. Because customers are also employees most of the time. And they expect the same 
experiences, use the same products and the same way as they do in their house on in their 
office. So meeting that expectation, it does not depend on the setting. Thats the reason why I 
think there is no difference when it comes to branding. 
 
Pervin: Okay clear. Last question are more about branding and technology related. How do you 
think that they can benefit from each other?  
 
Rudy: Technology is quite broad as well… It can affect the way how technology is used when 
creating products and services. The way it is used can also tell about the brand itself. So for 
instance, when you look at inside of the apple computers, also the way they created it is also very 
structured. The way you do things that is close to your brand or your identity, then it will reflect on 
the way you work or how people talk about working at your company.  
 
Pervin: Do you think that it can also provide a lens towards the decision on whether to use a 
certain technology? How to use it..?  



 
Rudy: For instance, if you are always promising security for your clients and using blockchain, that 
might help. That it is maybe how it can be connected whether certain technologies are safe or 
not or popular or not. When I think about Tesla and electric cars… It is all branding right? I am not 
sure how it is connected but I can understand that it is an important part of the decision that you 
consider whether using a certain technology.  
 
Pervin: Alright! I think I covered everything. Do you want to add something or any comments? 
 
Rudy: Just out of curiosity, what do you think of BDI? Do you also see it as a lens? Or do you see 
it as something that it is a necessity?  
 
Pervin: I am currently re-reading the book of BDI, and there are quite some parts that I dont 
agree. You know these innovation buzzwords, there are a lot of them in it and I sometimes do not 
see the added value of brand. But I agree with some other parts like brand helping to inspire, 
filter.. Also the part where it says brand is a relationship between you and your users. That I 
believe is a good starting point. I do not necessarily think that brand drives the innovation, 
because as you said it does not work stand alone.  
 
Rudy: Because brand is easily forgotten when you only focus on the user. But I believe, if you 
have a strong opinion in what you stand for, like sustainable or wtv it help indeed filter out some 
choices that you have to make when it comes to technology. Or the way you are perceived for 
the customers. 
 
Pervin: I also believe that brand brings the unique twist to this dynamics.  
 
Rudy: Yeah, those archetypes of as brand what do you wanna be, the innovator or wtv really help 
you making strategic decisions. And also how you improve our products, what you put first. And I 
think that is for me BDI, giving priority into what is needed in order stay connected to your 
audience. 
 
Pervin: The more I have conversations, my perspective changes too. Now I am tryin to look into 
what DD needs. So actually, putting the initial idea aside. So how do you understand the 
technological trends from your brands perspective... 
 
Rudy: Yeah thats a good one.. . 
 
Pervin: But now I am realizing that there is much more to it. Because there needs to be 
established like brand services… like how should branding and service design should go hand in 
hand or how do you embed strategic branding and etc 
 
Rudy: That is a good question, how can be integrated in a way what the user wants.. I think that is 
the beauty of service design. Then because you dont only focuse on the user but also focus on 



what is good for the company as well as keeping the user in mind. But you have to have your 
own vision on what it should be along the way, and if you can lean back on your brand strategy 
and your brand foundation then you can make more concise decisions. I think that how those are 
connected to each other.  
 
Pervin: That is what I think as well. Yesterday I was talking to Tommaso, how does he see 
branding and etc. that was quite interesting.  
 
Rudy: And what did he think of it as a service designer?  
 
Pervin: Yeah he does not really see how can they go hand in hand and how they can use it in 
service design projects.  
 
Rudy: No they are not using it.  
 
Pervin: Yeah but then what does brand add to it… Also he said yeah when we are designing 
ofcourse we consider what does the company stands for, thats also an enlightment to us, but he 
didnt see what brand related knowledge add to it. 
 
Rudy: And he is a service designer. I think that is and he is not with brand in mind. I think when 
you have a brand person who is doing service design it is totally different approach than you see 
the necessity in having the identity in service design projects that you create and when you have 
your service design projects.. I can understand why he is saying that.  
 
Pervin: I can also understand.  
 
Rudy: Branding is quite difficult to capture. In people their minds. Because people still think it is 
more about design or logo. But it is much more than that. I tried to describe it as the feeling, the 
emotive connection that people get from your products and services. Sometimes people can not 
even explain how it works but it works and that is even nicer. It is also fun to see a lot of 
companies have done it quite well. You can look at okay this is how they do it. It affects the way 
they do online communication and everything.  
 
Pervin: So you think for example, two competitors, are acquiring the same technology how do 
you think that it makes a difference?  
 
Rudy: Well you can use technology in different ways, so for example everyone has a website so 
there are people who are doing it really well and there are people who are not doing it really 
well. So technology.. The way you use it makes you successful or not. That is based on how as a 
brand you want to use it.  
 
Pervin: Maybe the brand also gives you an idea of a new touchpoint with a new technology. Do 
you think the brand can inspire that as well? 



 
Rudy: Could be, not exactly but yeah. For instance when you think about as in technology, you 
know what you are doing online, well facebook has misused it and it damaged their branding. 
There are a lot of other companies who are doing it exactly the same but you dont hear about 
them. Or there are a lot of other companies saying oh we are not like facebook or google, thats 
why you should trust us. Then there is difference in B2B because there all a lot of systems that 
we can not use, because the data is stored in america. That is why we can not use google. But 
there is maybe this other brand also having the cloud system but doing it in your own country, 
then it comes how much do you trust the brand. Then it can help within B2B when it comes to 
security and how technology is used.  



 

Interview Guide Tommaso 
 

Research Topic:​ Opinions on branding from service design perspective in Deloitte Digital (DD) 
 
Main Research Question: 
How present is branding within the service design practice in DD? 
 
Sub-questions: 
[1] How is the service design practice in DD? 
[2] How branding is related/not related to service design in DD?  
[3] What is the future vision in service design? 
 
Checklist for Start 

● Clock for checking the time  
● Recorder 
● Pen and notebook 
● Interview guide 

 
Introductory Script 

● Introduction of the researcher, introduction of the interview and where it will be used 
● Introduction of the topic   
● Informing about the timespan 
● Informing the participant about the recording and ask for the permission 
● If you have any questions feel free to ask, if you don't understand anything. Also, please keep in mind that 

there is no right or wrong answers and we really appreciate your input. 
 
Subtopic 1:  
Understanding the domain of service design within Deloitte and DD 
Opening question: 
Can you tell me about the yourself a bit? 
Follow ups/probes: 

- What do you think of Deloitte kind of organization getting into the domain of design/service design? 
- Your role as a service designer in DD 
- Your responsibilities as a service designer 
- How do you position yourself within the service design domain? 
- Your toolkit as a service designer 
- If you reflect on your time here in DD, how do you see the evolution of service design practice within DD? 
- If we think of the whole Deloitte ecosystem, what do you think about the awareness the the other 

departments have about DD?  
 

Subtopic 2:  
Understanding the relationship of between branding and service design within DD 
Opening question: 
Can you tell me a bit how the need of branding arose within DD? 
Follow ups/probes: 

- To be really general, what do you think of branding?  
- Do you think they are related with service design? 
- How do you think that they are related?  
- How is the current branding activities within service design projects?  
- How do you think that they should be? 
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Subtopic 3:  
The future vision and goals regarding service design  
Opening question: 
What is the vision in regards to service design within DD?   
Follow ups/probes: 

- What are your personal goals? 
- What do you envision about branding within DD? 

Do you think that they will be going more hand in hand in the upcoming years?   



 

Interview Transcript 
Interviewer: Pervin Celik 
Interviewee: Tommaso Sarri 
 
Pervin: Can you tell me a bit about yourself? 
 
Tommaso: So I am Tommasso Sarri, I work as a service designer in Deloitte Digital started in May 2016. I 
work a lot on healthcare and manufacturing related projects. I have a background in IDE as you, DfI. So a 
lot in how people deal and use the technologies. So thats also the big part of the projects that I am 
involved in. So bringing the human perspective to the implementation of the technologies. So I like the 
combination of lets say the social part of the technology but also the technical part but also the creative 
aspect. So I think thats a nice mix. 
 
Pervin: Cool! So if we look at more to the Deloitte ecosystem, what do you think of Deloitte kind of 
organization getting into the domain of service design? 
 
Tommaso: So when I started, it was only me and Frank van der Ven -also from industrial design- and 
Franklin ofcourse. So we were doing a lot about the awareness of service design, what might mean for 
businesses, within the organization. So we started last year by offering service design introductory 
trainings to all our consulting colleagues. So we trained a couple of thousand people. It was a 4 hour 
training with the basics of design thinking and service design, human centered design. Just for them to get 
to know it a little bit. And then this year we have been doing more deep dive master classes for people 
who are really interested and thought this might be helpful to know for their practice, in which we had for 
two days of training. And we took people on a case on their own. We showed them our own cases and 
took them through the double diamond. And that is paying off. There is a lot of service design work coming 
in now. Not only to us directly but mostly through our colleagues in the network. So thats working out really 
well. Took some effort in the beginning, spending a lot of time training people and explaining them what 
we are doing but now it is really paying off. 
 
Pervin: Is it because a lot of the businesses here are being done by network? 
 
Tommaso: Exactly. To show them how to sell service design and to show them what our capabilities are. 
So yeah that was an important step to grow service design as a practice.  
 
Pervin: You already mentioned that, you are more into the healthcare projects and manufacturing; within 
these industries, what are your responsibilities to be more specific? 
 
Tommaso: I am often involved in research and conceptualization phases of the project. So for instance in 
the connected care project that we had the partnership with Vodafone, I did research with healthcare 
professionals, with patients, the manufacturers and kind of designed the idea, the ecosystem of the 
infusion pump(?). So lets say it is part of research, part of proposition design, and a big part is the 
storytelling to our colleagues. I think those are the three main responsibilities you have as a service 
designer within these kind of projects.  
 
Pervin: Would it be how you position yourself? 
 
Tommaso: Hmm, yeah I think so. I mean I like kind of this holistic view on the concept and what it might 
mean for the people. And I think that is something that is still often lacks in the companies that kind of drive 



 

technology. Especially within Deloitte, we can have potentially a huge impact in the future of the clients so 
we should also think carefully about what it means to people and to consumers but also you know to 
humanity. We are developing a lot of technologies and help our clients to implement them so it means that 
we should also have the responsibility. Also from an ethical perspective.  
 
Pervin: It is a topic which attracts a lot of attention lately. So you think service design is how you bring the 
technologies to the human perspective. 
 
Tommaso: I think so. If you look at the advancements of the robotics right now, especially within 
healthcare, which is the space that I am active in right now especially with the Alice project, I think a lot is 
just invest couple of thousand Euros to build a robot and then lets see how people react to it. Just in one 
go build the whole thing. And we are approaching it more step by step. We are doing contextual research, 
building first tiny prototypes without spending a lot of money. And I think it is also the way of thinking that 
the designer has, not specifically the service designer but anyone with a design background or 
engineering background is a mindset that really allows how to deal with these kind of problems, 
technologies. People with engineering background know how to advance it step by step you know by first 
tackling what really matters and detailing it step by step. I think that is the mindset that is really needed in a 
consultancy such as DD. In the past, a lot of people just had the business background but you see more 
and more people with the engineering background are being hired. More and more people like TU Delft bg 
for example. Because it is a profile that it considered to be really fitting. Engineers are really good at 
understanding how to tackle the technology, what it means for the user but also for the business. So 
combining different factors and make them tangible and visible. I think thats really strong. 
 
Pervin: Well, good for us..  
 
Tommaso: Yeah, good for us! But I didnt know when I started studying I just liked the studying. But in the 
end, it is such a broad skillset, which is really helpful within this context. 
 
Pervin: How would you define your toolkit as a service designer? 
 
Tommaso: It is a set like partly engineer, like knowing how sensors work, how things work but also there is 
also sort of ethnographic skills, being able to understand people from a psychological perspective on a 
high level he? Cause we are not really psychologists. We are also not ethnographers. But we kinda 
combine the techniques that apply to us and making the stuff tangible. So being able to translate the a 
thought into a story like a video or wtv. Because, service design work is about orchestrating. So you can 
not orchestrate without getting people understand what you are trying to achieve. Thats why storytelling is 
a really big part and I think especially in a consultancy it is really valuable. 
 
Pervin: Yeah true, because also in the past consultancy was more about saying but not really showing it in 
a concrete way…? 
 
Tommaso: Yeah exactly. Actually one of the mottos of Deloitte Digital is show rather than tell, which is 
really applies to how designers wanna work.  
 
Pervin: Absolutely. You already reflected your time when you started and about how the awareness 
changed. But in terms of the projects coming in here how would you evaluate the change?  
 



 

Tommaso: I think we started off by being really involved with the really small parts. Like either on the 
storytellin or short research or design aspect but now you are seeing moving towards more to an end to 
end. I have been talking to the colleagues about the role of the service designer in an agile team or wtv 
and a lot of the times the successful project from my perspective is the advisory role towards the product 
owner. The person knows kind of the value for user and nuances in the use, the place that has a role in her 
life, a certain product or service. So it works really well if you work together with the product owner.  
 
Pervin: So to tell them how to work more with service design or..? 
 
Tommaso: Noo, more like the practical decisions. What you build first, prioritizing, certain functionalities for 
example, yeah really making the hard choices on the development level, implementation level.  
 
Pervin: Alright! Now, I would like to get to the topic of the relationship between service design and 
branding. Were you aware of the need of branding within DD? 
 
Tommaso: Service design you mean? 
 
Pervin: No branding. Because they hired Matthe right? Then the branding started to become a part of DD.  
 
Tommaso: I think we already did a lot of branding work before as well but we didnt really have a specialist. 
So from that perspective, it was definitely a need. As a designers I know the basics but I wont call myself a 
branding expert. So yeah, branding is a big part of storytelling so it is good to invest in it.  
 
Pervin: I will ask you a general question which you already started telling but what do you think if branding? 
 
Tommaso: As a practice? 
 
Pervin: Yes 
 
Tommaso: I think branding helps to manage the expectations of the clients of the customers who are 
gonna use the product or service. So I think it is a very important part of establishing a connection between 
the company and the customer. Hmm.. Yeahh… 
 
Pervin: For example to be more specific, some of the branding agencies are more in the operational side 
so really execution of campaigns and advertisements and the other ones are more on the strategic side, 
like more positioning for example… 
 
Tommaso: I think that is more applicable to Deloitte Digital, so branding on the strategic level. 
 
Pervin: Do you think branding and service design are related?  
 
Tommaso: Ahhh yeahh, i think so very much. Even though, I wouldnt call myself a branding expert but I 
think the relationship should be there. Because as a service designer you design the overall experience of 
the service which is more focused on the… I want to say practical but branding can also be really practical… 
Yeahh.. I think it is still design and for me design is holistic and all the aspects of everything. So I think 
branding is a big part of tit as well. So it is a part of designing the experience.  
 



 

Pervin: Because you also mentioned that you think service design is bringing technologies to a human 
level and do you think branding plays a art in as well? 
 
Tommaso: In making a stronger connecting between people and technology? Hmm I think so.. But as I see 
it mostly because of the storytelling, so letting people understand and communicate what it could be for 
them, what should be, how should it work… So generally yes, but maybe, where I see branding growing is, 
previously we had a lot of B2B, and now we are moving more to B2C. So there I think branding is more 
growing in Deloitte Digital. 
 
Pervin: So you think branding in B2B is different than branding in B2C? 
 
Tommaso: I would say so yeah… Mostly because of its importance to sell a product/service. So for example 
if I am building an app for a salt factory for the maintenance technician, the branding is maybe less 
important than the actual usability in his hands. But if you are designing actually something for the market, 
then storytelling becomes more important, therefore branding. Because people need to understand is if 
they wanna but it; whether this is something for them or is it something to help them to improve their lives. 
While in B2B, you mostly have hey we need this function how can we make it possible… So you need to 
sell the project, not the product.  
 
Pervin: Alright.. You mentioned that half a year ago you guys were doing a bit of branding in projects, how 
do you think that it changed now after the decision of having a specialist and bringing it as a capability?  
 
Tommaso: Was I? 
 
Pervin: Yes you said it right? :)  
 
Tommaso: Okay I said it yes.. We were doing the storytelling around the positioning, the value proposition. 
But I dont know if thats the whole.., Maybe branding has more to it. As I said, we didnt have the expertise 
here. So yeah it was mostly storytellin which was maybe a small part of branding. 
 
Pervon: How do you think that the brand tells the story?  
 
Tommaso: I think it communicated the values of a company to the service or products to the customers 
 
Pervin: So for example, when you are designing a service, are you also taking into account, what are the 
values of this company or what is the purpose etc..?  
 
Tommaso: Definitely, definitely. 
 
Pervin: And now you have the brand specialist, do you work together? How does now the branding and 
service design expertise coming together? 
 
Tommaso: Not yet, I think I will be working with Matthe on a new proposition. I think we are currently  
Exploring that space. Also because I dont know where the service design expertise ends, how much 
overlap there is… Branding to me now is more the look and feel of the service. The values of a service 
coming from the company then needs to be translated, to a service experience. But there might be more to 
it. 
 



 

Pervin: For example the promise… Because the brands promise something to the customers right? 
 
Tommaso: Yeah but then again, why is it branding, any value proposition gives a promise… I mean if you 
are standing for something you should make products and services related to it, it is super obvious for me. 
 
Pervin: Do you think the clients are also finding this obvious?  
 
Tommaso: Yeah I think most of them are. Most of them maybe dont know how to design for it. But most of 
them are able to say when they look at a proposition, this fits to my brand and this does not.  
 
Pervin: Alright… What about the future vision regarding service design within Dd?  
 
Tommaso: Hmmm.. The vision is to make our clients more user centric. Not only by helping them with 
design but also building their capabilities. So really help them to change their organization in a more user 
centric one. So the ideal is that my job is not needed anymore because we trained all our clients. Then it 
would be my problem but at least then the world is going to be more human centered place. But I think 
thats the vision or at least it should be a vision.  
 
Pervin: What about helping them also become more digital? 
 
Tommaso: I dont know.. Becoming digital is such an abstract term we use here in digital. Today we wanna 
become digital but maybe tomorrow we wanna become physical. I am not sure. The point is whatever you 
put out there in this world it fits to people and to this world. For the rest whether it is digital or physical, as a 
designer I dont really care.  
 
Pervin: Because you know how to design for both :) 
 
Tommaso: Exactly. Preferably a combination even. For example with all the augmented reality stuff,  taking 
a digital information and putting it into a physical space. Yeah so that might be the future. But  we want to 
do it step by step. Most importantly is building stuff that improves the quality of life, makes people happier, 
it is easy to use, it makes sense and also maybe ethical part; designers should play a part in it. -Ethical 
perspective on technology-  
 
Pervin: I recently read a thesis ….. 
 
Tommaso: Super interesting.. 
 
Pervin: What about your personal goals actually? 
 
Tommaso: My personal goals are to learn new stuff everyday. So I think as long as I am in the workplace 
that can happen, I am happy and I think it is very easy to learn a lot in Deloitte. Because there are so many 
people, so much different knowledge. But my personal goals are also, putting my effort into stuff that I think 
matters. So for example, healthcare, sustainability these things matter to people. And try to help out in 
some way, somewhere. Like not to put too much effort in things like… I think choosing your clients is also a 
big part of it, from an ethical perspective. I think designers should focus on things that matter to people. 
 
Pervin: Do you have an opinion regarding where branding is going to go in DD? 
 



 

Tommaso: Well, it plays a big role in the strategic part of design. Where its gonna go I dont know.. It might… 
You never know where the stuff is gonna go within DD thats maybe my opinion about DD currently (:)) but it 
depends on the people who are doing it how strongly they are doing it. So it might play a central role in 
everything that we do. Like these purpose driven transformations. But if its called branding or if its called 
something else… I dont know, it is a rain of buzzwords sometimes within DD. I think it might play a big role 
or or it might also be called something else in a few years.  
 
Pervin: Alright. Actually forgot to ask, do you work a lot with the people from different departments?  
 
Tommaso: A lot a lot.. People from Monitor, previously known as Innovation Growth Service, work a lot with 
human capital, work a lot with finance yeahh.. I think thats the strength of design thinking, service design 
any design; that it is collaborative. It is not about you knowing everything but getting the right knowledge 
from the right people. So I think it is more being the process expert. To know the human side, to know what 
to ask for, know how things work, very generalistic.  
 
Pervin: What kind of knowledge you get out of these departments not really detailed but for ex people from 
Monitor… 
 
Tommaso: From human capital for example; their strengths lies in organizational management, so when 
you look at the service design blueprint, you have on top the customer experience then below you have 
the process, the technology, the people… So the people side there is where human capital comes in. 
Processes might be monitor. Or combination of human capital and monitor. You know when you are 
orchestrating a service, having all kinds of subject matter experts in place is kind of important in order to be 
able to design it. That is also the glue. That is also the reason why service design works in Deloitte 
especially. If you look at the tiny design agencies which do tiny user journey deliver personas and some 
advice but then it dies somewhere in the organization. While at Deloitte we have all the capabilities to 
implement it and to orchestrate it. So thats why it is where it works here. 
 
Pervin: Was that why maybe you wanted to work here? 
 
Tommaso: Not initially… But I quickly realized it. Because before you start you dont really know. Before I 
started I knew there is a lot of knowledge available. So for me that was the most important thing. All that 
knowledge is kind of a capability that you can leverage as a service designer.  
 
Pervin: Nice! Okay I think I finished everything. Do you have anything to add or any questions..?  
 
Tommaso: I was kind of thinking that I had troubles when I was trying to frame branding. What is kind of the 
scope of your idea when you say branding?  
 
Pervin: Yeah so that definition differs a lot. I like the strategic side of branding more so how to find the right 
purpose and how to position yourself right and everything. Also I believe that brand is the relationship 
between the company and the user. Because you define what you stand for and then you give a promise 
to your audience. Then you work on try to fullfil that purpose through the products and services as a brand. 
 
Tommaso: Does it mean that we never did it before when branding was not around?  
 



 

Pervin: But branding is also present in the operational level. So for example how do you create a brand 
identity, how do you communicate it. But what I am trying to understand is how we can use it more 
strategically within DD. 
 
Tommaso: Interesting… 
 
Pervin: I also agree what you said earlier, that you do branding always even though it is unconscious.  
 
Tommaso: Yeah I think so too. I mean if you design a service that fits to a company, fits the user and fits not 
only the business capabilities but there is also a strategic factor as well 
 
Pervin: Definitely definitely. 
 
Tommaso: So I think it is all very overlapping.  
 
Pervin: Telling about Achtung and they design a great service and then they just make it look like it is from 
that company.  
 
Tommaso: Like literally..  
 
Pervin: Yeah 
 
Tommaso: But I mean, if you design a service, that service needs to fit in to the companies capabilities too 
right? 
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Tommaso: The reason why I was doubting is that you hear this purpose of the organization, innovate in a 
way that fits in the organization. It is something that you hear all the time. You hear this all the time without 
necessarily hear the word branding. Is it then from your perspective a new positioning? Like for examples 
colleagues without design background also speak about purpose driven organizations. And innovating 
from there so first vision and purpose and what relationship you have with your customers then implement 
the technologies that fits to that place. That is what a strategic consultant would say.  
 
Pervin: Hmm I dont know. What I am looking is maybe not to fit it but to understand how to use it as a 
strategic compass and also to see where you should go from that perspective. I believe a certain brand 
and certain technology should result in something unique. 
 
Tommaso: It is interesting discussion, I like it.  
 
Pervin:: Yeah but also really broad. What do you actually mean with what and etc 
 



 

Tommaso: Exactly. Because what is the process of branding you have in your head? Is it to define the 
vision of the clients or design products and services that fit again to the purpose. So this is inside out and 
outside in. Doing it at the same time right? So all of a sudden it is called branding. If there is a strategy 
consultant sitting here it will be the same but more fancy.. 
 
Pervin: Haha alright. 
 
Tommaso: Yeah probably it will be a toolbox where you should pick stuff from to implement in a 
consultancy. 
  
Pervin: Tbh I still dont know what am I going to end up with haha 
 
Tommaso: Yeah but thats fun, thats part of the journey. I think these are very interesting discussions. Did 
you have a talk about already with Rudy?  
 
Pervin: Yess but I will also interview with him. Thank you so much for your time! 
 
Tommaso: Yeah cool no worries! 



Interview Guide 
  

Research Topic:​ Strategic branding and digital transformation 

 
Main Research Question: 
How can benefits of strategic branding help digital transformation projects? 

  
Sub-questions: 
[1] How is the process of the [client] digital transformation project? 
[2] How did branding contributed/involved in this project? 
[3] How is the way of working defined for digital transformation projects in Deloitte? 
[4] How do Deloitte employees use branding in digital transformation projects? 

  
Checklist for Start 

● Clock for checking the time 

● Recorder 

● Pen and notebook 

● Interview guide 

  
Introductory Script 

● Introduction of the researcher, introduction of the interview and where it will be used 

● Introduction of the topic   

● Informing about the timespan 

● Informing the participant about the recording and ask for the permission 

● If you have any questions feel free to ask, if you don't understand anything. Also, please keep in 
mind that there is no right or wrong answers and we really appreciate your input. 
· Introduction of the participant 

o   ​Who are you? 
o   ​What do you do? 
o   ​What is your background? 
o   ​What is your position in the company? 
o   ​For how long have you been working in the company? 

  
  
Subtopic 1:​ Understanding the particular client project/process and involved stakeholders 
  
Opening question:​ Can you tell me a little bit about the Unilever project? Can we call it a digital 
transformation project? 
  
Follow ups/probes: 

·       ​How did it start? 
·       ​How did you get involved? 
·       ​What were your responsibilities? 
·       ​What activities have been conducted 
·       ​Who did you work with? 
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·       ​What do you think was the trigger for Unilever to decide on digital transformation? 
·       ​If you were involved in other digital transformation projects, what was unique/special about 

this project? 
  
  
  
  
Subtopic 2:​ Exploring how brand is used within the projects currently 
  
Opening question:​ Was branding part of this project in any aspect? 
  
Follow ups/probes: 

·       ​Was it used as a check point for the activities? 
·       ​Was it used to spark the ideas? 
·       ​Was it used while coming up with value propositions if it was done so? 

  
  
Subtopic 3:​ Understanding if there is a way of working defined for digital transformation projects 
  
Opening question:​ In general, in these kind of projects in Deloitte, do you notice a pattern of way of 
working? 
  
Follow ups/probes: 

·       ​How the projects are carried on? 
·       ​Team composition 
·       ​Certain methodologies? 
·       ​What do you think that matters in digital transformation projects the most? 

  
  
Subtopic 4:​ Opinions about branding and how it is used in Deloitte 
  
Opening question:​ When you hear the word branding, what do you think? 
  
Follow ups/probes: 

·       ​Marketing? Innovation? Internal? External? 
·       ​Do you think branding is taken into account in the projects in general? 

o   ​Or should it be considered? 
o   ​If so how do you think?/What is missing? 

·       ​What do you think about the awareness regarding branding in digital transformation projects? 
  

 
 
 
 
 
 
 



Interview Transcript 
Interviewer: Pervin Celik 
Interviewee: Sanne van der Worm 
 
Pervin: Alright, to start with, you can maybe introduce yourself a little bit?  
 
Sanne: My name is Sanne and I have been working in Deloitte Digital for a bit longer 3 years now. Before 
that I was a management trainee in Vodafone. I studied industrial design like yourself in Delft. Within 
Deloitte Digital I am mainly focused on quite different things but stuff like proposition design, concept 
development but currently focused on data-driven marketing and I am always really interested in 
qualitative and quantitative research and how to create newer and better experiences for the customers.  
 
Pervin: Nice! And you are in the strategy and advisory within Deloitte Digital right?  
 
Sanne: Yes 
 
Pervin: Alright, thanks for the introduction. Let's start with the Unilever project. First of all I want to ask, can 
we call it a digital transformation project?  
 
Sanne: Hmm yeah I mean it is not here called that way but looking at what we do, you can call it a digital 
transformation project. So some people do it some don't but yeah. 
 
Pervin: How are the others naming it?  
 
Sanne: So the project starter more as introduction to data-driven marketing. So it was technical 
implementation in order to gather and leverage the data. From then, they started realizing it is actually 
bigger than just having the technology there but also all the processes and the roles you need, the people 
you have in-house and skills they need to have are influenced by this as well which made it transitioning to 
more of a product transformation. 
 
Pervin: Alright, and when did this project start? 
 
Sanne: So, started over 2 years ago in the UK. So the global team. And the global team saw that the 
problem is a traditional marketing organization and they decided to move into more modern marketing as 
well. Because traditionally Unilever is super super strong as a traditional marketing organization and they 
still are but they noticed it was more important to move into the digital world as well. Of course they did 
that already with their ads and on the media landscape but they saw the need as well of owning and 
leveraging their own data. And that is where the Adobe step came in and it got acquired like 2 years ago. 
From there on they went on to select a pilot market and that is where the Netherlands came in. So I think a 
little over a year ago, the roll out in the netherlands started as the first market to implement the technology 
and start working with it.  
 
Pervin: Alright, and that is when you got involved in the project I guess? 
 
Sanne: Yeah so I started October last year. So like 10 months ago. Because they already started with team 
of 3 people with people from global support to start implementing these set of tools and (girls name) works 
at also in Deloitte, we initially were hired to be subject matter experts for some of the tools. But it evolved 
to a more extensive for the Netherlands.  



Pervin: But how did it evolve then? The role?  
 
Sanne: So, what I am currently that I am kind of the project manager of the roll out in the Netherlands 
together with the client of the communication global team. Because we are the pilot, we are also 
responsible to capture and share the learnings, kind of develop a roll out roadmap for the other markets. 
So that is part of my role and also when you start working with data, it started with mandatory technology 
but then they realized that we need to move from data to a digital strategy. Because Unilever has a lot of 
different brands, data strategy does not work if you don't have a digital strategy. So that is why we started 
to onboard all the NL brands onto a kind of digital strategy project, to define the digital strategies and 
within that their data strategies. From then we also have the collaboration with partners so, that's just the 
media agencies because they have influence on channel selection and getting the right setting. So what I 
am partly responsible as well the negotiations and discussions with our agencies in order to get them up 
and running and the way of working as well. Yeah so it is kind of data strategy, digital strategy, project and 
product (?) manager.  
 
Pervin: Okay, sounds really big! So, who else is involved from DD NL side?  
 
Sanne: So, actually I am working in NL market, but I have strong connections with the global organization. 
From the NL team, we have Vivian, Kasia, Remco and Anna. They are working for the global team and they 
are mainly focusing on the change stream and the change stream is really about defining the new 
operating model, defining the new learning curriculum for all the marketeers but also people who have 
more in depth technical expertise in the company. So they define couple of new personas who will be 
working with the new technology and define the learning program that would upscale the people who are 
working in the organization already. And is the whole communication plan, so how are we going to inform 
the organization, continuously about what is happening, what is enabled for them and how they can 
leverage it and use it, who do they need to talk to etc. So that is the role that NL team is playing for global. 
And of course within global we have there are like 30 people from Deloitte there. Combination of Deloitte 
Digital and Deloitte Risk that have similar roles to myself within each of the market, so they are currently 
rolling it out in 9 different markets. So we have market deployment leads in each of the markets and we 
have a big central team, who is responsible for running the program basically. 
 
Pervin: Alright, so my second topic is about branding more. Unilever is known as a brand company since it 
has a lot of sub-brands. So maybe it is a bit more obvious that the brand is part of the projects. But I was 
wondering if it really is part of the project, the brand?  
 
Sanne: So the brand of Unilever itself, is not necessarily. I think in the individual brands of course it is more. 
But what we are doing is data driven marketing so we are working really really close with the brand teams 
to work on their new product introduction and campaigns because most of their products are kind of split 
second decision products that is why branding and brand awareness is super super important for their 
brands. Because I look at it from more data and data driven perspective, and how to kind of classify 
consumers in a specific segment and target them with relevant content we do not necessarily look at the 
branding but I look at it more from consumer and consumer journey perspective. And ofcourse the brand 
teams themselves are still responsible for together with their creative agencies, to define their brand 
purpose and the translation from their brand purpose towards who their brand is. How we are involved in 
that is they define usually the brand purpose and within the brand purpose they have multiple personas. 
And of course those personas can be interacted in different ways to make them feel more connected to 
the brand. And I think that is the part where we come in. Like how are you gonna make sure to capture 
those different groups and how are you gonna optimize your message towards that group.  



Pervin: Okay, clear. But then what about the risk people? Are they also involved with this brand aspect? 
The purpose part for example? 
 
Sanne: Hmm so, no the brand purpose is really not in the scope of this project not for me either, so I am not 
responsible for branding. But of course I help the brands with the translation, so how can we enable the 
technology and what does it mean for the consumers. And I think it depends a bit; some people take it 
from more data or technical perspective and because of my background I look at it more from a consumer 
driven perspective. Also, every market is pretty different, also in the how they wanna implement the data 
driven marketing in the organization. So for us, we found it really important to onboard a brand straight 
away and got them to experience, and think along about how we could segment and optimize. And I think 
other markets they keep it really at the background and do things without involving the brands. So yeah, I 
can not really tell you who from the risk are more involved with branding in what way, I don't know.  
 
Pervin: Yeah alright. If you think of the other projects that you were involved, in Deloitte so far, what makes 
this projects special?  
 
Sanne: Yeah, that is a good question. I think for one, it is a really really big global project so we have to 
onboard so many different markets and for that because Unilever... usually you work for… I worked for 
Bavaria and Vodafone for instance, they have 1 or 2 different brands and Unilever has hundreds of different 
brands so the thing is that you work with really different brands and brand teams who all have their own 
objectives and goals and own consumers groups, target groups, personas. So in that sense it is a lot more 
complex and especially if you look at it from a global perspective, in the NL we have a lot of local jewels so 
brands that are really important to the NL but don't exist or pretty small in other markets. So brands are 
most successful for us here, are not known in other markets. So that makes it really interesting how you 
communicate about what you are doing and showing successes and yeah and also how to translate the 
knowledge that we acquire here to other markets that might be structured in a really different way. So that 
is interesting and I think overall what is pretty cool here is that we really do the in market roll out but we are 
also responsible for the overall operating model and the change stream basically. So that makes us kind of 
end to end responsible for the implementation of the project in a successful way. So thats pretty cool that 
we really are shaping the technology, the processes, the future of the people as well in a way.  
 
Pervin: That shows the fact that digital transformation is about not only external but also internal. 
 
Sanne: Yeah for sure, it is definitely cool to be part of both and see how they interact and also how they 
can strengthen each other. Because quite often it is done by different teams but now it is one team, so you 
really see how it can work together. And I do think that in relation to branding, because we work on a really 
big segmentation project as well, from consumer research that is connected to more data drive nway of 
optimizing segmentation. I think that can eventually help the brand even though we are not there yet 
forming the understanding about your consumers in that way also how they can and should position 
themselves. So I think currently, we are still gathering data, deep diving analytics, how they respond to a 
certain interaction and stuff like that but I think in the long term, if we have a really set structure in place 
and I am also working on a project like that to define a mega segmentation based on trends, based on 
consumer values, based on communication style stiff like that. And I think if we have that in place, that can 
be a really rich source for marketers as well to use it as a insights towards branding and brand purpose 
development.  
 
Pervin: Yeah absolutely, since brand is resembling the relationship between inside and outside.  
 



Sanne: Yeah I think they are really strong with branding but they are not yet that strong with how to 
leverage the data to be informed about what the consumers are looking for, what do they want or how do 
they behave, how they interact with each other. So I think this project can be a really good start for source 
of information for them basically. And also it makes it much easier to test and optimize in a more iterative 
way. And I think it will never fully replace more qualitative research or ofcourse you have a strong brand to 
begin with. So it not like this data is going to inform you to do something completely differently but I think 
in the tweeking and optimising, it will definitely help.  
 
Pervin: Alright, and apart from this particular project, I wanted to ask about the general way o f working in 
Deloitte. So do you notice in these kind of projects, a pattern of way of working?  
 
Sanne: Hmm the thing is, for the projects that I did, I did not came in necessarily in the branding position. 
So I had a lot of different projects and I always came in different positions. So for example, city marketing 
for Rotterdam, where I came in to see how can we develop a new way to attract entrepreneurs to the city 
of Rotterdam. So that was more of a city branding kind if question but for instance for Bavaria, it came in as 
a functional designer and a semi-product owner in order to develop a B2B portal. So that was not really 
branding related to start with, especially not in the role that I had. So and then this project I came in more 
as a technical expert to move more towards to data and segmentation and project management role. So in 
my projects, if it relates to branding, I don't really see a pattern. But they are all projects that haven't been 
sold as a branding projects. They were all really different topics so non of the projects that I have done 
were specifically branding projects.  
 
Pervin: But then what about from the digital transformation perspective?  
 
Sanne: Yeah so I think you have the standard pattern it also depends a bit on where you come in. But of 
course it will begin with kind of scoping and the analyses phase so okay, what is the company like, who are 
we working with, what are the stakeholders, what are the main questions they have, what are they 
struggling with, what is the landscape that they are operating in, and stuff like that. Then quite often we 
move towards a solution and selecting a solution so it would maybe the vendor solution for the technology 
stack or stuff like that. Or if it is not necessarily a technical question, then we move towards the 
organizational analysis, and then I think how we learnt in industrial design that you do analysis and then 
brainstorming, idea generation, concept development, implementation is not usually how it works in 
practice. Because, it is more of an iterative, back and forth approach and usually you have so many 
stakeholders with different needs, it is not as clean of a process. So I think from there on it is decided on 
whether it will be more of a technological implementation or more of a organizational restructuring or 
redefinition project. From then on you start either implementing technology and you have the other 
streams aside to support how to embed the technology in the organization.  And that is where the stuff like 
operational model or learning plan come from. Or you move to more organizational change and then look 
into mapping processes and see if you can optimize the processes. Then see if that would lead to the need 
for new product development, new concept development or branding or for new restructuring of the 
organization and that would be kind of the focus point. From that moment you see if you would need 
additional streams that you need to create in order to support that.  
 
Pervin: And this decision about for example either technology implementation or organizational change is 
determined by Deloitte right? So Deloitte says, okay this is what you will be needing in order to achieve... 
and then they accept it or go through it again. Then the other team is composed to implement the 
technology and then or maybe you connect with the human capital people to do the organizational 
change. 



Sanne: Yeah so it really depends a little bit on the… if it is a really… for instance now, Kasia have worked on 
the operating model and Vivian has been focusing on the learning stream and she will connect to human 
capital in order to get their experience to see if they have a process in place which we can leverage or if 
we can work together to solve it. And I think ideally it would always connect and bring the right experts to 
the projects but depending on the budget that the client has available so it is not always possible to bring a 
full team together to do it. So what we would do usually if there are limited resources available for instance 
Vivian will lead it but she will connect to the right people within Deloitte to gather the knowledge and the 
experience that is already there. And if it is possible, we would bring the right person to the team to really 
help us to do it. But that is not always feasible. 
 
Pervin: Yeah I can imagine.. So my last set of questions… They are pretty general in the sense only curious 
about your opinion. What do you think of when you hear the word branding? Do you think it is closed to 
marketing or innovation or both ..?  
 
Sanne: I think both.. I think your branding is really in the center where it all starts from. Because it also get 
influenced by a lot. So I think a strong brand will have a strong product proposition, informed by what 
consumers are looking for, what trends are or what the opportunities are for the consumers combined with 
technological changes and innovation and I think that the center of it is where the branding happens. And I 
think from there on, it is kind of the guidance. I think from then onwards, whatever you do, innovation, 
organizational change, or whatever, you can check with whether it is aligned what we stand for as a brand. 
So how I see this is really in the center and it is also kind of the point keeps you consistent. If you have a 
consistent brand, you can make the decisions a lot easier. Because you can always say is this aligned what 
we stand for yes or no, and make your decisions based on that. I think for Unilever,  they have the big 
Unilever brand that does that for some of the work and per brand they have their little brand that does it for 
their product development and marketing -if that makes sense-. 
 
Pervin: Yeah it certainly does. But do you think brand or branding is being considered a lot in digital 
transformation projects? 
 
Sanne: Hmm, to be honest, not as much as it should. But I think it is also because usually the big digital 
transformation players, come either from the harder strategy side or harder from the technology side. And 
usually the branding part is I think considered a little bit more of the creative work that usually gets done by 
more specific agencies. I think what would be really amazing if we could it as DD, is making the 
combination from branding to digital transformation and in some cases take branding as a starting point. 
That would be my kind of ideal way to do it. However, what you see within the clients, that the question to 
us does not start with branding, it starts with either strategic or technical issue. I think usually also, we are 
not the ones they would think of first hand of branding. They would first consider creative agencies. Here in 
Unilever, I see that a lot of them work with PR agencies to create and work on their branding as well. So I 
dont see that it gets enough of a place in digital transformation however I do think that for instance when 
we did the Adidas project it happened more because Adidas is a strong brand and everything evolves 
around that. And I think with Unilever because they have so many different sub brands it is a little bit of a 
different context as well.  
 
Pervin: Yeah, also for example in B2B it is so different how brand comes into the story.  
 
Sanne: Exactly. So for example I can imagine that if you talk to the people who worked on the Adidas 
project or not sure the other one.. Then might have a story where it is more central in the project. And also 
for instance Bavaria for me B2B as well and of course they had branding and we worked on it but we had a 



visual designer there, but that was more of a transition of the brand to the portal instead of purely branding 
or brand optimization question.  
 
Pervin: And lastly, if we think of the people in Deloitte, who are participating in the project at some point 
somehow, how would you evaluate their awareness regarding how can you work with a brand. 
 
Sanne: I think we have a group of people who are really good at it, I think we have a lot of people on the 
edge of strategy and creative and more creatives. Also, we have a lot of people who did strategic product 
design where it is really big part of what you are doing in your studies, so those people are super aware of 
it and usually take it along and work from there. But I think we also have a lot of people who are on the 
pure strategy or tech side where it is not always part of their thinking yet.  
 
Pervin: I think I covered everything, would you like to add anything else or any questions for me..? 
 
Sanne: Yeah, was it useful, was this the information that you are looking for?  
 
Pervin: It is definitely really useful and Unilever is a big project and I was looking for how these projects are 
being conducted, who is participating, how do they use the brand. So I am thinking that branding should be 
part of the conversations in digital transformation projects even though it is either business or tech rooted. 
So I want to achieve that brand is also coming into the conversations while discussing about it and giving a 
meaning to these technologies, so what does this mean for the brand and eventually how it be interpreted 
from my consumers' perspective.  
 
Sanne: So that is what we are doing of course but maybe I can give you more information about that.  What 
we do in the digital strategy sessions is we work from their brand purpose and their personas and jobs to 
be done so brand goals. And we use that as the basis for their digital strategy so looking from their 
consumers and in line with their brand purpose and how should you leverage all the digital channels. And 
what type of data would they capture there in order to recognize and target their consumers in the right 
way. So that is what we really do in the digital strategy processes and we always take brand as really 
central point. I think what usually is the issue when it comes to branding is that the types of questions that 
we are asked as Deloitte are usually not starting with brand perspective. Also what we noticed here that I 
got asked for a more technical role, and from there onwards I saw that we can not implement this 
technology because it has to serve a bigger goal and the bigger goal is to support the brand and in order 
to support the brand we need to see what their brand goals are and what their brand purpose is. And then 
see how we can use this technology in order to support them to reach their goals sooner or better. So I 
think we are not yet known as the organization who can help you with branding but I think if you put the 
right people to the right projects that we will make the connection to the brand. But again, that also 
depends on the type of background and type of experience that the people have in the projects.  
 
Pervin: Yeah definitely. And even maybe relating the benefits of branding to their way work working might 
be a solution that make them realize oh it is actually relevant for me. Because I think a lot of people have 
the allergy for the word brand… 
 
Sanne: Yeah!! 
 
Pervin: … and they only think oh it is only campaign or advertisement but it is much more than that. So there 
is a lack of awareness about it. 
 



Sanne: True.. And currently usually, I do not think that it is seen as a holistic thing it is seen as something 
you put on different processes but not as the center where it all starts from.  
 
Pervin: Absolutely. And I also agree with the fact that Deloitte is not known as in the branding domain. 
 
Sanne: No, not yet.. 
 
Pervin: So that is also one of my goals to, get a place and on the clients' mind and also the other Deloitte 
employees that oh we can do branding as well. Because Deloitte is really network based and internal 
people should know that we are doing this.  
 
Sanne: Yeah that would be great because I would love to do more projects like that. That would be 
awesome.  
 



Appendix C.1
 

Expert Interview Guide 
  

Research Topic:​ The Role of Strategic Branding in Digital Transformation 
  
Main Research Question: 
What is the role of strategic branding in digital transformation and how can Deloitte improve its approach 
towards digital transformation by incorporating the benefits of strategic branding? 
  
Sub-questions: 
[1] How does Deloitte approaches to DX currently? 
[2] What is the ideal DX journey of CX transformation? 
[3] Who are the actors involved in CX transformation projects? 
[4] How do you think that strategic branding can benefit to DX projects and in specific the CX type? 
  
Checklist for Start 

● Clock for checking the time 
● Recorder 
● Pen and notebook 
● Interview guide 

  
Introductory Script 

● Introduction of the researcher, introduction of the interview and where it will be used 
● Introduction of the topic   
● Informing about the timespan 
● Informing the participant about the recording and ask for the permission 
● If you have any questions feel free to ask, if you don't understand anything. Also, please keep in 

mind that there is no right or wrong answers and we really appreciate your input. 
·     Introduction of the participant 

o   Who are you? 
o   What do you do? 
o   What is your background? 
o   What is your position in the company? 
o   How long have you been working in the company? 

  
Opening Statement 
Hello, thank you for making time today! As you might recall I am writing my thesis about the role of 
strategic branding in digital transformation and looking for ways how to incorporate strategic branding 
element in Deloitte’s approach towards digital transformation. Today the goal of this interview is to identify 
the approach of Deloitte Digital towards DX. Therefore, I will be asking you questions and there might be a 
lot of ‘why’ questions, for your information. 
  
Subtopic 1:​ Identifying the approach of Deloitte towards DX 
  
Opening question:​ What is your definition on digital transformation? 
  
Follow ups/probes: 

·    How do you define the approach of Deloitte towards DX? 
·    How is our approach different than our competitors? 



 

·    How has it been evolving over time? 
·    How can it be improved further? 
·    What are the challenges that are being encountered? 
·    What is your opinion on the digital maturity audit? 
  

Subtopic 2:​ Identifying the DX journey of CX transformation 
  
Opening question:​ How would you categorize the DX projects that Deloitte gets involved? 
  
  
Follow ups/probes: 

·    What is the differentiation points of CX transformation projects than the others? 
·    Let’s look at different components of DX and try to identify the approach of Deloitte! 

-        Components (User, technology, business, brand) 
-        Steps 
-        Actors 
-        Layers 
-        Alignment with the other strategies 
-        Drivers 

  
Subtopic 3:​ Identifying the key actors of DX projects from Deloitte 
  
Opening question:​ If we keep our focus still on CX type of digital transformation, who do you think are the 
key actors? 
  
Follow ups/probes: 

·    How is the collaboration between strategy, creative and engineering? 
·    How is the collaboration with other departments? Is it existing? 

·    If so, which departments are they and at which step does the collaboration happen? 
  

  
Subtopic 4:​ Opinion about the potential benefits of strategic branding in DX approach 
  
Opening question:​ What is your opinion on branding? 
  
Follow ups/probes: 

·   Why does Deloitte want to incorporate it as a core capability? 
·   What aspects of branding is valuable for Deloitte environment? 

·   Why? 
·   Is it common to ask to the client about their brand strategy in beginning of the project? 

·   How would you envision that strategic aspect of branding is helpful for digital transformation 
project? 

·   Why? 
  

 
 
 
 



 

1) Her focus is on digital marketing, 9 years agency 9 years consultancy but always digital marketing 
2) Her DX definition: means that you are transforming to become more relevant today. So whether it 

is digital or not, doesn't have to be so. But it is something, it is a catalyst that your brand is relevant 
for today. So for instance it could be that you have to make your processes more digital but it 
could be that you make your experience more relevant or combination. So not everything is digital 
but it is either digital doing or digital thinking.  

3) Elaboration on the digital doing and thinking: so it could be something to do with digital 
technologies or it could be something with digital thinking which for me is more around cultural 
aspects. So also could be more on service design which is a more popular concept at the moment. 
It is mainly around how do you focus everything more around the user and center around the user 
whether it is the customer, employee or your colleague. I think it is design thinking around that or 
the culture itself. The fact that you need to not necessarily think that you are in silo. Changing the 
thinking broader than just one little part of the assembly line that you are part of it. So for me 
design thinking is broader in this context. And design doing is purely technology. Implementation, 
improving your processes, improving your digital technologies.  

4) The DX approach of Deloitte: looking at various aspects across the value chain of the consumer 
and how do you design in order to be relevant. How do you understand where you are today in 
terms of how you can deliver on that to be experienced and the gap between those two elements. 
That gap help you to transform. So digital transformation is fixing that gap. 

5) How the approach evolved over time: difficult for her to say because she started a year ago. In her 
opinion, the offering digital transformation was a popular offering in the market, everybody today is 
claiming that they are doing digital transformation. There is no clear definition of digital 
transformation. I would say there is the how you approach it, and there is the differentiation. So 
some people are approaching by the capabilities, to improve commerce, marketing, digital finance 
and etc. Some people say that they actually need to improve the entire journey. From start to finish 
of a consumer. So they use use cases to fix things and hopefully the uses cases will transform the 
whole company. So for example how you interact with… Lets take one of the shampoo brand of 
Unilever. On the outside you see advertisement, package, email and etc. That is the start of a use 
case that can have deep consequences in how a company is organized. So DX can start either 
trying to fix capabilities or fixing the use cases.  

6) Deloitte Digital’s difference:​ [The figure]​. So everything we do, so it is either in the technology 
level, it usually spears some kind of an effect either just in the use cases so little silos that you can 
maybe change or a full transformation. So I think the USP that we have as Deloitte Digital that we 
are able to make that translation from get some technology and implement it and show how it 
works for the consumer or employee, and then see how it transforms the company.  

 



 

7) Do we also formulate an overall transformation strategy overall and make the decisions 
accordingly? Yes also, it can go both ways. So I would suggest, whatever we do we start with 
tangible results so start with use cases. So if you do sprints of 12 weeks and be able to see new 
way of working in those 12 weeks, then you will be able to see what technology do I need and 
what kind of capability do I have to build in order to make sure that it is embedded.  

8) So starting from the middle.  
9) How should it be improved further: So it is a unique point also here (pointing transformation level) It 

is always the strategy right cause it gives you direction which you do the use cases. So it is a 
combination it is never just this or just that, but I think the uniqueness of DD is that we are able to 
make applied strategy. So whatever strategy you thought of, the fact that you want to focus on 
ecosystems, where your ecosystem says, I would never own my own ecom channel, but I will 
always go via other channels, then that is your starting point. But what does that actually mean in 
how you communicate with your consumer. You have to build bunch of use cases in order to 
understand. Based on the experiences, you then can understand what do you need and what do 
you need to permanently build in your company as a capability and which things you can actually 
leave to the ecosystem to your partner. But this experience in the middle gives you the insight in 
what needs to be in-house what needs to be outsourced.  

10) The challenges:  
a) The question from the client, and to steer them to ask the right question. But we are still a 

business so we still have to sell work. 
b) 80% the work you wanna do and 20% not nice to have but still makes money. But usually it 

ends up being 50% 50%  
11) We can perform a whole digital transformation but we are supported by other functions in Deloitte, 

such as monitor(providing strategy basis to understand what is the impact and ambition that a 
business should have based on the criteria that they operate in) and we are able to translate it to 
the consumer ambition so what should be our brand ambition to realize that relevancy and when it 
comes to actually transforming the company then human capital helps a lot. 

12) Digital maturity audit: Most of the frameworks you can never use it one to one for a client. So you 
have to apply it to the industry and you also usually apply it to what at that moment client sees it as 
the core of the question.  

13) We are very good at helping clients but we are really bad at making sure that we share the 
knowledge across the whole team.  

14) CX transformation approach: Quite a standard approach. Scenario 1: Where you transform one 
touchpoint. Or scenario 2: Where you transform all the touchpoint. Depending on which one you 
do, you look at the experience. So what are the different ways to reach that touchpoint by the 
consumer. So then you do journeys, as is journey and to be journey together with the strategy that 
you want to convey. Then usually there is a gap, and the gap analysis is that is classified in what do 
we need to do what initiatives do we need to take, to fill that gap. And those initiatives are 
categorized in how much value would they bring in improving the experience and how difficult are 
they are  to implement and that is your transformation. 

15) Even if we start from the touchpoint, do we go one more abstract layer and check with the overall 
transformation vision?: "I think you can. You do 2 things in parallel. One based on what we drew, 
what I described here right? The use cases. You can also look at the transformation capabilities 
right? What is your mobile capability, social channels and etc. For each one of these you can 
create a format of what do you wanna be perceived, personalized vs. generic. Then those are the 
criteria within the capabilities that you can recognize. So you have for instance, you have your 
brand.com which is also a channel right? So on that touchpoint. So on that touchpoint, in all the 
journeys, it doesn't appear that often. Therefore my conclusion would be semi-personalized. 



 

Personalization is not that important. Then you check if that is the result that I want as an aspiration 
then I do my check with today journeys, what is the difference between the 2 and what initiatives 
do I need to take to accomplish. So yeah you can do that, but having worked 18 years, the most 
value you bring is you look at the journeys you look at the touchpoints and understanding okay in 
this journey because it presents the 80% of how your consumer interact with you. I would want to 
fix everything perfectly. That's more of practical way to start.  

16) Opinion on branding and getting it in Deloitte Digital: I think it is quite important. But first let me ask 
a question back; what do you mean by branding?  

17) Strategic part of the brand, how does the clients brand as a part of the digital transformation. How 
should these elements intervene in the process of DX. 

18) Kasia: Very interesting question. In the ideal world, it is mega important. In the world of who 
actually pays for transformations, it is not seen as important as it should be. But its also not as 
determining factor as others are. What I mean; in Unilever project, we use purpose in all of our 
workshops to help the brand decide what kind of a journey they wanna portray. So it is one of the 
big inputs. But is it an input that would make you choose fundamentally different or not to do a 
journey? No. Is it an input that would help you to position your transformation among the 
employees, yes. So i dont see it as a big entry point. And I think that is… I am talking about the 
existing brands not new brands.  

19) No, I know that Matthe would be really disappointed in me but I think repositioning of a brand is 
not necessarily the start of a digital transformation. I think that it can be. But usually the digital 
transformation of the big companies that we talk about, that means that they have to do such a 
catch up in technology, culture or data that whatever happens with the brand is just a conclusion 
afterwards or they are not concerned with the brand yet. Cause everything else needs to be fixed 
first. So they fixed the basics and then they think okay,  is there anything fundamental that we 
wanna change in our brand.  

20) Brand is underutilized, it can definitely help for instance if you are looking for empowering woman 
and then the brand purpose plays a significant role. But it is not the fundamental level of instigating 
or sparking a transformation, it is not there. It is more in the execution, it might help but it is not 
absolutely necessary.  

21) Why Deloitte wants to make branding a core capability?: Because I think, it is a really popular thing 
at the moment. New ventures, new business models, new brands. In that aspects. For instance; 
DSM, they were looking into making a new brand, green & grazers; that is something that they 
aspire to do so to reposition themselves, into a completely new value chain. So it is a stamp for the 
new business model.  

22) How often do you think that this happens? It could happen, but not necessarily often enough to 
deem it as a core business.  

23) No other consultancy is thinking about branding at the moment. So I think, I know Accenture is 
thinking a little bit. They want to become an agency of record type of business offer, which 
branding is a bit part of it.  

24) Why is it a big part of it?: It is more the execution of the bran, not necessarily the strategic. 
Positioning and the execution of the brand. I think the execution of the brand so how do you 
manifest yourself across all the channels, and your pay channels, that is the big part of the 
advantage. But the strategic element if we were able to be recognized on that level as well, 
because it is a long road to go, then it would be a serious differentiator.  

25) Why do you think that it is a long road, what do we lack so much: Because of the positioning of 
Deloitte in general, so I think if you look at Deloitte, its core, it is audit, then its tax& legal, next to it 
it is general process consulting, then strategy consulting then you have Deloitte Digital. Then in 
DD, you still talk about technologies, you still talk about experiences then you talk about 



 

campaigns and concepts then you talk about branding. So it is so far from where Deloitte is known 
as a core.  

26) Also because of the tariffs we charge, we are quite expensive. So to demand on branding, which is 
a specific expertise to be playing with TWA or others with the tariffs we have, we have to be damn 
good.  

27)  
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Expert Interview Guide 
  

Research Topic:​ The Role of Strategic Branding in Digital Transformation 
  
Main Research Question: 
What is the role of strategic branding in digital transformation and how can Deloitte improve its approach 
towards digital transformation by incorporating the benefits of strategic branding? 
  
Sub-questions: 
[1] How does Deloitte approaches to DX currently? 
[2] What is the ideal DX journey of CX transformation? 
[3] Who are the actors involved in CX transformation projects? 
[4] How do you think that strategic branding can benefit to DX projects and in specific the CX type? 
  
Checklist for Start 

● Clock for checking the time 
● Recorder 
● Pen and notebook 
● Interview guide 

  
Introductory Script 

● Introduction of the researcher, introduction of the interview and where it will be used 
● Introduction of the topic   
● Informing about the timespan 
● Informing the participant about the recording and ask for the permission 
● If you have any questions feel free to ask, if you don't understand anything. Also, please keep in 

mind that there is no right or wrong answers and we really appreciate your input. 
·     Introduction of the participant 

o   Who are you? 
o   What do you do? 
o   What is your background? 
o   What is your position in the company? 
o   How long have you been working in the company? 

  
Opening Statement 
Hello, thank you for making time today! As you might recall I am writing my thesis about the role of 
strategic branding in digital transformation and looking for ways how to incorporate strategic branding 
element in Deloitte’s approach towards digital transformation. Today the goal of this interview is to identify 
the approach of Deloitte Digital towards DX. Therefore, I will be asking you questions and there might be a 
lot of ‘why’ questions, for your information. 
  
Subtopic 1:​ Identifying the approach of Deloitte towards DX 
  
Opening question:​ What is your definition on digital transformation? 
  
Follow ups/probes: 

·    How do you define the approach of Deloitte towards DX? 
·    How is our approach different than our competitors? 



 

·    How has it been evolving over time? 
·    How can it be improved further? 
·    What are the challenges that are being encountered? 
·    What is your opinion on the digital maturity audit? 
  

Subtopic 2:​ Identifying the DX journey of CX transformation 
  
Opening question:​ How would you categorize the DX projects that Deloitte gets involved? 
  
  
Follow ups/probes: 

·    What is the differentiation points of CX transformation projects than the others? 
·    Let’s look at different components of DX and try to identify the approach of Deloitte! 

-        Components (User, technology, business, brand) 
-        Steps 
-        Actors 
-        Layers 
-        Alignment with the other strategies 
-        Drivers 

  
Subtopic 3:​ Identifying the key actors of DX projects from Deloitte 
  
Opening question:​ If we keep our focus still on CX type of digital transformation, who do you think are the 
key actors? 
  
Follow ups/probes: 

·    How is the collaboration between strategy, creative and engineering? 
·    How is the collaboration with other departments? Is it existing? 

·    If so, which departments are they and at which step does the collaboration happen? 
  

  
Subtopic 4:​ Opinion about the potential benefits of strategic branding in DX approach 
  
Opening question:​ What is your opinion on branding? 
  
Follow ups/probes: 

·   Why does Deloitte want to incorporate it as a core capability? 
·   What aspects of branding is valuable for Deloitte environment? 

·   Why? 
·   Is it common to ask to the client about their brand strategy in beginning of the project? 

·   How would you envision that strategic aspect of branding is helpful for digital transformation 
project? 

·   Why? 
  

 
 
 
 



 

1) Definition of digital transformation​: Looking at the 2 words, digital and transformation. With digital 
he means new technologies with huge impact on businesses and societies and people. Mobile, big 
data, AI, blockchain it was the internet. It is kind of miniaturization of the technology - meaning that 
it becomes cheaper and etc. (Meaning Moore's law). It is not SAP, ERP.  
Transformation is the movement of a company towards being able to in a positive way to benefit 
from these technologies in the way that they do business. For some companies it is not 
opportunity and for some other it is a defense. It comes with a risk. Typically, digital transformation 
is often part of the risk side. Because it is a word we use for incumbents which they have to move 
to something new. We do not say booking.com is doing a digital transformation. So it has a 
component of incumbents. Them taking the opportunity or fighting against the risk.  
Maybe the last part, transformation for me, for companies is the how to do part, which when you 
look at sometimes, it has nothing to do with digital. It is just transformation. For example, HR 
transformation or supply chain transformation. So there are big change components like people 
have to change, people have to learn new stuff, organizational models need to change, strategies 
have to change, IT has to change. So all of these components, what we called in the consulting 
world is business transformation. So a better word might be digital business transformation. 

 
2) It is complex, because it is so many technologies, it is constantly new technologies.  
3) Can you say that it is a never ending change? Yes, as a company you can not say that i did digital 

transformation and check the box. That doesn't exist.  
4) Digital transformation is a never ending journey instead of a clear finish line.  
5) In a consulting world, everything is a project or a program. Because that is the way we do 

business. Because whatever we do for clients there is always a beginning and an end. So we come 
in when there is a problem, we come up with an approach and we leave again. So I think the 
smaller interpretation of the term digital transformation is also this phase where we are heavily as a 
consultant. You can see, whatever we do at that moment, we transform the company. But we may 
transform the company in a way that it can transform itself continuously afterwards. So there is kind 
of a program perspective to the term DX or from the eyes of a management consultant. And from 
the perspective of a client it is never ending.  

6) We put the word digital in front of everything. The word digital is describing our evolution from 
industry 3.0 to 4.0. That is what we call DX but it is a transformation to always digital world. But we 
never tend to talk so much about the term extensively, Because the projects are solving a problem. 
So that's what I said, transformation from a project perspective, it does have a finish line. Because 
it is a project, it stops when we stop sending bills.  

7) Deloitte's approach towards DX:​ The you are asking to the wrong person because I just joined. 
Also I am lacking in Deloitte Digital the offering that is called DX. Cause we don't have an offering 
within digital that is called digital transformation.  

8) Monitor, as a strategy practice, would be out of business if they would not claim digital or DX as 
one of their offerings. Because how can you go to a client saying that you are a strategy house but 
you don't do digital, because then it would be DD. Then the client would say, leave the room. So 
one part is Monitor. Maybe in a pure strategic, holistic way, and it is across the entire organization. 
If you look at DD and how it is positioned, how it evolved in the past few years when I wasn't there. 
We tend to focus on a subset of the total digital transformation.  Which is more the transformation 
on the customer side. So the marketing, mobile front end, experience, design, journeys and that is 
not a digital transformation. It is a component of digital transformation.  

9) Can we maybe say that, there is a collaboration monitor, human capital and digital? You could say 
kind of DX is just a kind of transformation like supply chain transformation, finance transformation. 
For those transformation we always work together with people from different teams. So I think from 



 

a practical perspective, the cooperation is there. I think from an integrated offering perspective, so 
are we actively or pro-actively defining together with monitor and human capital our digital 
transformation offer? Then my answer is, I dont think that is happening. If we sell something then 
the good habit is to involve the right people for the right job. So you start involving the human 
capital people the strategy people. But I think there is a DX guild and DD is not part of it. Because 
the focus…. Fundamentally, in the consulting business people sell what they know. For example 
myself, I typically do digital marketing transformations. So what am I focusing here is the same with 
the clients and everything which is digital marketing transformation. Simply, the people who 
started DD, were not doing DX, otherwise it would be there. It is as simple, because there were no 
people who focused on it. We offer mobile solutions, iot solutions, digital marketing which you can 
position in a wider transformation. But not necessarily, the word transformation ther. There are 2 
scenarios; 1) there could be a company where it is deliberately doing a company wide digital 
transformation and one component could be we need to improve our marketing and as DD we can 
be perfectly positioned. And in that moment we become part of a bigger transformation and we 
would know that we are part of it. So it is not that we are not aware where we fit in in the client but 
there is nobody in our team that starts the discussion with in the back of his or her mind "I want to 
sell a company wide digital transformation" Because all of the people that sell have a more narrow 
background, experience, offering, interest. Because they want to marketing or they want to mobile 
or iot. If there would be people who are interested in company wide digital transformation, we 
would be selling it.  

10) It is also the case that some client companies are not accepting the word digital transformation. 
They think it is obvious that we are digital and we have to do something with it (which they are not). 
Some of them take a really strategic approach, defining the whole DX strategy with a strategy 
consultant and later execute it as a program and some others, they say that we have these 
important streams like sales, marketing, supply chain, finance and they all should lead their 
transformation. And the third scenario, is that you transform your business model. If you take 
Philips as an example. 

11)   
12) Industry dependency about the reluctance towards the term digital transformation: He agrees.  
13) He compares publishing industry with automotive.  
14) Sometimes it took an external disruptor.. Airbnb and Uber, hotel and taxi industries which are 

conservative are disrupted. But retail is much more open and influenced. So every industry have its 
own characteristics. But the way an industry looks at it and organizes it, the way consciously 
thinking… With some industries it just happened.  

15) Some industries they are not disrupted but challenged.  
16) Frisland Campina example; it is not possible to disrupt that business with digital. They can not be 

disrupted by new entrants. Also Philips for example..  



 

17) So that is why the word DX and are we doing DX.. Sometimes it is not even the word customer 
uses but it is a transformation. Because there is not an official definition like we are now doing DX. 
It is just company adapting to the new world with smaller projects.  

18) For ex: sales manager says that I want to digitize this process and we do it. Then are we doing DX? 
Well yes and no. Yes in a sense that it is a part of a bigger pic but it is not formulated as a 
transformation as a company wide program. But that is more the consultant way of looking at it. 
Because we always want to see a project that we sell with a beginning and an end. But then did 
we sell a DX? That is the consulting perspective. Because it is happening anyway, either the 
company is ignoring it or try to make it small pieces. This is the way that they respond to it but 
there is DX everywhere. That is a board level struggle. How do I organize this transformation that is 
happening.  

19) Mentioning; emerging strategies and later overarching: His agrees.  
20) Deloitte's approach and differentiating points: At the end the difference is determined by the set of 

services. Or set of service lines. Or the bigger units that gives their own angle. We have risk, 
finance, consulting and audit practice. It gives the rich offering perspective. So if you think of what 
is the impact of a transformation and how can we impact, we do have a unique breadth of services. 
Looking at the competitors… Big 4 way of looking, strategy firms, true consulting firms (Accenture, 
IBM). Among all these groups, we have something that the others do not have.  

21) I ask: if we look at the 2 group of competitors, agency and consultancy. He says: "Then we have to 
go back to definition of what a digital transformation is. Agencies can not manage a company wide 
digital transformation. How can they do what human capital does with change management or 
operating model design. They can not do that. They are competitors for Deloitte Digital but not for 
Deloitte which is able to offer full transformation services. If I compare it with Accenture; Accenture 
doesn't have the risk practice, they only have the consulting we have 5 divisions which one of 
them is consulting. Breadth of services is our differentiating point and is important for large scale 
changes.  

22) If you look at our clients; global large organizations. What they have is complexity.  
23) Agencies are very much focused on creative advertising. It is a completely different world, they do 

not have the consulting skills to manage that complex change which is 2-3 years.They would still 
cover the marketing kind of digital transformation never a full company change. I dont see them as 
competitor for DX. I see them as a competitor for DD.  

24) Maritime museum example: His reaction 'but it is a bakery in the corner of the street. For me the 
full transformation is about the complexity of people, processes, technology, global scale.  

25) Digital maturity audit: It would be a good practice to do it, But I have been many of them so 
depends on the breadth and the depth of the model the questions. It can serve its purpose but I 
am not ediment about  whether that is the way to start. But it might be a good scan to see what are 
the opportunities are.  

26) "It depends on the stakeholder. If you engage with the supply chain manager or the supply chain 
VP, he is not the right conversation partner for a digital transformation. He is the right conversation 
partner for a digital transformation within supply chain. So i think most of our people including the 
partners are still very functionally oriented. So they work for the CFO or CHR, CMO, CIO. I think 
they are not that many partners that have the relationship with CEO which would be normally be 
start point for a cross functioned digital transformation. We tend to have our relationship at a 
functional level and not at the CEO leve. Which means automatically that we end up doing the 
pieces of a digital maturity rather than holistic. So there is no purpose to extend the model 
because you are usually working for a function. So it would have to be a C level discussion where 
you need to propose it to the CFO and you ask if it would be interesting to do it for the whole 
business. Look at the proposal that we did in the past year, they are not for CEO's they are mostly 



 

for CFO for directors for VPs. So more the middle layer instead of the top layer of the organization 
in terms of management. So they are the people where as Deloitte we sell the work that we are 
doing.  

27) If we ask the right questions then we are able to see that it is a part of a bigger transformation and 
then we ask can we be part of it. But that is not so easy, then it comes to the relationships. Then 
you have to lift it to CEO level where I think most partners speak to the CEO's once a year or even 
less. Audit partners spend more time with the C level but consulting partners spend more time with 
the executional level because that is where the business is for us  

28) Challenges:  
a) Developing our capabilities in a continuous way as well.  
b) Not falling into the arrogance of success.  
c) As DD, we are thinking of should we change the way we are organized to be more aligned 

with the market.  
d) How to make sure that people are still able to find each other across the functions and 

serve the client in the best way. Because it is virtual and network based organization.  
e) Our product, consulting, there is not a single formula, it is a really people oriented 

business not a lot of procedures or instructions.  
f) So of course the competitors are moving so we have to watch the big 4, EY bought the 

marketing firm. Some of the small digital agencies are getting really big. We have to be 
vigilant.  

g) Als oa general trend, people are becoming more independent, they are becoming 
freelancers. Is this a threat for Deloitte, we should have a discussion about that, I don't 
think so btw.  

h) Are we able to hire the talent of future? Do people want to work for Deloitte for 5-10 years 
because that is the model. These are all nice and challenging questions. But they are not 
questions regarding existence of the business. For Philips it is a serious question.  

i) I think there will be always people who want to work as a consultant. It is a nice way of 
working, different way of working than the corporate.  

29) Opinion on DD acquiring branding as a core capability & Also is it relevant for DX: "It is not a 
priority for me. Doing branding work as Deloitte. It is a very specialist thing and we do not have the 
brand name to do it. People do not associate Deloitte, coming up with brand design. So it is gonna 
require a lot of investment in terms of time of people, talk to the clients. So suppose we can do it, 
what does it add to the portfolio? It adds nice work to the portfolio but it is not big projects, it will 
always be small projects. Even if we succeed then it is still a small project." 

30) Then why are we trying to build it? "There is one person who would like to build it. He is not hired 
to build the brand business he is hired to be part of DD and if he thinks that he can be successful 
with it, it is a good thing about Deloitte, if he wants to try it, I am not gonna stop him. And if it is kind 
of the work that he wants to do, and he wants to build a team around it, I am happy. But that is a 
different question. 

31) But my question is (Pervin) wy DD brought a branding specialist. Jeroen: My question is did we 
bring a branding specialist or did we bring somebody from a creative design agency. I did not hire 
him so I dont know the answer.  

32) I think there are more important things to build than a brand business strategically.  What is more 
important for me is that where can we grow and where can we make use of some of the 
competencies. So projects, type of work where engineers, strategists and designers can work 
together and that is not branding.  

33) But dont you think that branding can help this equation? Jeroen: i mean is super important for a 
company so it not about the importance of branding or brand management or brand development. 



 

The question is is that the most important capability to add to our portfolio as Deloitte? Then my 
answer is no. If you ask can it be relevant, yes it can. Because we did a great project for DSM 
where we developed a brand for Green Grazers. But developing brands is not necessarily part of a 
digital transformation.  

34) So if you get more into the more new product development, innovation work, kind of market 
gravity projects, that is where you will benefit from the type of work (meaning purpose, 
positioning..) but if I look at company wide digital transformation, I can do that without having a 
brand expert. I still have the 95% of the value of the project.  

35) Pervin: But then you know about it, you consider those kind of questions right? Can you execute a 
DX without considering the brand? Jeroen: So far, we always did it. It really depends on what you 
are concretely working in terms of strategy. So if we help Philips with DX becoming this health 
company of the future, would that be a brand component to it, yes for sure. Because you are 
positioning yourself in the new market space. And in the higher strategic level if you wanna be 
successful in a market place then there is definitely a brand component. But then it is also 
important the product, process. So everything has to come together. So it is not the matter of 
whether the brand is important. It is important. The question is, is that the work that we really want 
to do or is that optional? I think there are many other types of work that we rather be doing, which 
are much bigger in terms of the number of the people, sales and the revenues rather than the 
brand work. But that does not mean that brand is not relevant or not important. Brand is super 
important, more important than ever in the digital worlds because there are so much supply.  

36) Brand can help me to select the relevant content. Also can help to stand out in the clutter.  But that 
is a completely different discussion than whether as DD we should start doing type of brand work 
as part of DX.  
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Brainstorming Session Plan

Problem Owner & Facilitator
Pervin Celik – Graduation Student

Participants
4 SPD students and 1 Deloitte Digital Employee (SPD Alumni)

The Expectations of the Problem Owner
-	 To ideate on the ‘real’ problem and the design challenge with the participants to get another opinion and 

to have a reality check with the literature and analysis findings. 
-	 To ideate on the 7 formulated ‘How 2 Questions’ in order to get more ideas on the solution.
-	 To ideate on what would the expectations be of a particular target group (insights for the interaction 

vision)

Ice Breaker (6:40 – 6:50) 
Never have I ever? 

Material needed: 6 never have I ever cards related with the brand and DX misconceptions (triggering them to 
think about their opinions) , liquor bottle, food. 

Introduction of the topic & personas
So guys, as you know my graduation project revolves around the topic of brand DNA model and digital transfor-
mation and how should brand DNA model influence digital transformation positively and eventually how do we 
get Deloitte Consultants to make this part of their mindset. So our target group consists of three different group 
of people actually who are the people taking part in digital transformation projects in different roles (show the 
scheme that was created). So if you could take a look in different personas to get a bit of an understanding. 
Are there any questions so far regarding my input, anything not clear for you in this information?

Material needed: Persona sheets (6 copies). The process definition and actor match sheet.

Collaborative Mind-Map & Discussion (7:00 – 7:20)
Then my first question is, why do we think that these people would not consider this knowledge in the first 
place? Why might me not part of their mindset? 

Material needed: A big sheet, post-its, pens

How 2 Questions Ideation (7:25 – 8:00)
Ideating on the previously formulated how to questions. Individually for 5 mins and then switching to the other, 
building up on the other ideas but also create your own is fine.
At the end every person is explaining the how 2 sheet that they end up with.

Material needed: How 2 sheets, post-its, pens

Interaction Vision Ideation (8:00 – 8:15)
If we want to communicate such a knowledge to the particular persona what should be the emotions that we 
trigger in them? 

Material needed: Emotion sheets per persona (?)



1) Ideation on the ‘real’ problem

2) Ideation based on the formulated seven how 2 question









Brainstorming Session Take-Aways

Ice-Breaker exercise: Participants found it nicely confronting. 

First Part: To ideate on the ‘real’ problem and the design challenge with the participants to get another opinion 
and to have a reality check with the literature and analysis findings. 

We ideated on the question of why consultants would not use brand led perspective in their project. And the 
participants mainly think that they might now know what exactly branding is, they might not see the relation, 
maybe they do not see it as a necessity, missing the impact, lack of the impact of the influence, because DD 
doesn’t yet have the exact capability and they do not have the expertise. Lack of awareness was also considered 
as one of the problems. The fact that it would cost extra time for them and not considered as important so they 
do not see the point of knowing it. Also, another important point is that the clients are not really asking for it.
- Not knowing what branding is
- DD is formed by people who switched from other service lines to digital so the capability is not there. 
- They do not see the connection with branding
- It is extra time and cost
- What did go wrong and branding people were brought in – he was curious (kaj) 
- It is an assumption that branding is useful right? (anna) 
- Lack of bad examples – doesn’t go super wrong if you do not have the brand knowledge but it is nice to have 
(dasha) 
- Hard to measure the impact
- Making it an extra requirement is gonna make the project infinitely more complex and expansive. And when 
people are doing their normal job they also need to know about branding and use it and etc while they sup-
posed to do programming or sth
- Experience engine is focusing on getting the brand out there. 
- Not a question that clients ask, so you need to sell something extra
- 
 

Second part of the session was the how to’s and the 7 how to’s that I formulated sometimes were not clear for 
the participants. However, it was really fruitful.
.
.
.
.

About the interaction vision, the important emotions for each particular persona group is defined. For the moni-
tor person the important feelings were;

-	 Useful emotion
-	 Money
-	 Stress relieving
-	 Humourless
-	 Goal orientedness
-	 Confidence 
-	 Relief/ease of mind
-	 Prick
-	 Superiority
-	 Less abstract/more powerful 
-	 Make them feel even more successful

For the digital person;
-	 Competent
-	 Energized
-	 Inspired
-	 Excited
-	 Allows you to fly
-	 Both free and restricted

For the human capital person;
-	 Secure
-	 Meaningful
-	 Confidence, being able to boast 
-	 Happy 
-	 Fulfillment
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Name of the trend

Name of the trend

Name of the trend

Name of the trend

Short explanation

Source

Short explanation

Source

Short explanation

Source

Short explanation

Source

consumer trends

business trends

technology trends

financial industry trends

Place an inspiring image behind 
the overlay that explains

 the trend 

Place an inspiring image behind 
the overlay that explains

 the trend 

Place an inspiring image behind 
the overlay that explains

 the trend 

Place an inspiring image behind 
the overlay that explains

 the trend 



Well-being

Legislative Brands

Digital Reality

Forgiving by Design

Paid attention to the health and well-being of all 
generations keeps increasing in the upcoming 

year.

Source: Deloitte Digital 2019 Source: Deloitte 2018

In 2019, frustrated consumers will welcome LEG-
ISLATIVE BRANDS: corporate interests using their 
significant power to call for, promote, and even 
impose laws that drive constructive change and 

make the world a better place. 

Source: Trendwatching 2019

Digital reality (DR) is the umbrella term for
augmented reality, virtual reality, mixed reality, 
360-degree, and immersive technologies. “Im-
mersive” describes the deeply engaging, multi-

sensory, digital experiences that can be delivered 
using DR.

Post-purchase forgiveness is an important trend 
that businesses should keep an eye on. July 2017 
saw UK-based financial tool Curve partner with 

Mastercard to allow customers to switch the 
credit or debit card used for transactions up to 

two weeks after the event. 
Source: Trendwatching 2018

consumer trends

business trends

technology trends

financial industry trends



Name of the trend

Name of the trend

Name of the trend

Name of the trend

Short explanation

Source

Short explanation

Source

Short explanation

Source

Short explanation

Source

consumer trends

business trends

technology trends

financial industry trends

Place an inspiring image behind 
the overlay that explains

 the trend 

Place an inspiring image behind 
the overlay that explains

 the trend 

Place an inspiring image behind 
the overlay that explains

 the trend 

Place an inspiring image behind 
the overlay that explains

 the trend 

[Type of the trend] [Type of the trend]
Trend Cards Trend Cards

[Type of the trend][Type of the trend]
Trend CardsTrend Cards



Write the value here.

Write the value here.

2019

2019

__ __ __ __

__ __ __ __



Value Postcard

Value Postcard

 How does the future that you created affect the 
values? Unearth their meaning by what do they 
mean today and in the future context that you 

created.

Write down a couple of sentences as statements 
to send it to the future.

 How does the future that you created affect the 
values? Unearth their meaning by what do they 
mean today and in the future context that you 

created.

Write down a couple of sentences as statements 
to send it to the future.
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Ambition

Stick the trend cards that were used 
for inspiration here.

Fill in the date of the newspaper.

Worldview

Press Release

Write down your shared worldview for the given year, based 
on the ‘Foreseeing Futures’ sheet.

What is the ambition of the client? Write it as it is already 
achieved and formulate it as a quote from the client. You 

can refer to the purpose to strengthen the storyline. 

How did the client achieved the ambition? Use the favorite ideas 
from ‘Departing from the core’ ideation sheet as a proof of the 

achieved ambition. Write it as the ideas are 
realized and use the value postcards to strengthen the storyline.

“
“

Proof

Instructions
1) Write the date of the newspaper. (If  the horizon year is 2025, 
write the newspaper date as 2026)
2) Stick the trend cards that were particularly used in the ide-
ation.
3) Write a shared worldview in a concised manner based on the   
‘Foreseeing Futures’ sheet.
4) Describe the future ambition of the client.
5) Write the proof of acievement based on the chosen ideas 
from ‘Departing from the core’ sheet.

Suggested time
30 mins

Type of excercise
Collaborative

Materials
1) Press Release Sheet
2) Post-its 
3) Pens/markers
4) Trend cards used for inspiration
5) Tape

Last step of the workshop in which 
the participants writes a press 

release for their ideas in a manner 
that it is already achieved. This 

encourages to make the ideas more 
concrete and finalized.




