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APPENDIX A

APPROVED PROJECT BRIEF

DESIGN
FOR O

IDE Master Graduation

Project team, Procedural checks and personal Project brief

This documant contains the agreements mada between student and supervisoey team about the student’s IDE Master
Graduation Froject. This docwment can afso inchuda tt e invobemant of an extarnal ceganisation, however, it doas motcoves any
l=gal employrmeant refationship that the student and the client {might] agree upon. lext 1o that, this document facilitztas the
required procedural checks. In this documeont

The student defines the team, what he/sha is goirg to dofddiver and how that will come about.

550 ERSA (Shased Servica Center, Education & Student Affairs reports on the student’s registration and study progress.
= [DFE's Board of Examiners corfiems & the student isallowed tostart the Graduation Project.

£} USE ADDBE ACROBAT READER TO OPEN, EDIT AMD SAVE THIS DOCUMENT

STUDENT DATA & MASTER PROGRAMME

Save this form according the format “IDE Master Gradustion Froject Brief_familyname_firstname_studentnumbar_dd-mmpyy”.

Comalets &l blus parts of the form and incleds the appsoved Projact Brief in your Graduation Rapart as Appandiz 1 1 @D
family name  Janssen Your mastar programme [ondy select the options thet apphy to youl:
initials M piven name  Mara DEmasterisk ()P0} ()00 )  Ghfseo)
student number  4A47TEAA ; 2" non-|0E maste
streat & no. individuzl programm S igive dite of approval
fipooda & city fonoures programim | Henours Programme Master
cauntry oecalisation / annatation: (] Medisign
phene g J Tech in Sustamabia Nasgn
email .| Enirpereurship
SUPERVISDRY TEAM =
Fill in the raquired tata for the supervisary tesm membsrs. Pleasa thack the irstrections on the right |
**char  Hullink, H.l. dapt. " section:  MCR i 4
**mentor  Bakkar-Wu, S. dept. " section: MCR |
rariee Anja Frosling @  sacond mentor only
Joisetor Selmare creative agency R A
i Amsterdam courty. Netheriands ir axtarnal orgarisati
CETmERE - Since BE-design has marvy different aspacts and | wan 1o have a blg domain @ crours ahate R
misaral i

of expertise avaiable: This supervizory team consists ef Hultink, HJ. for its N casa o wish |
markating expertise and of Bakker-Why, 5 for her branding expartise. 1Bdm me

I0E TU Dalit- E&SA Departmant [/ Graduation project beriet & study owaraew /7 200807 v30 Pege 1of7
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APPENDIX B

! FUTURE VISION

At present, consumers no longer buy
products but brands. It has become
challenGing to find rational arguments
for choosing one product over another.
Consequently, only the brand (including
the personality and experience provided)
canofferasetofmeaningsthatdifferentiate
one offer from another (Montana et al,
2007).

As brands have become one of the firms'
most valuable assets, the search for
new ways to build brands that achieve a
differentiated status in customers’ minds
has become central importance for
companies (Montana et al., 2007)

Due to the diGltal revolution, the world
of brands changed drastically. Many new
media came along, each with its laws. The
world became very media-driven instead
of storytelling-driven. Brands showed a
different sound in different media, which
was more appropriate to the type of media.
Yes, Each medium has its own laws and
requires its own approach. But it is still the
same brand that is talking.

As a result, we are now moving back
to storytelling. If, as a brand, you keep
chanGIng who you are, what you stand for,
and what you say, everyone will miss out
because they don’'t know who the brand
is. Storytelling becomes more essential to
help ensure a brand has a single, consistent
proposition in an increasingly fragmented
world (Marshall, 2015).

However looking at ahead, it will not only
be essential to tell a consistent story about
your brand but also to prove that story.
Otherwise, the story is worth nothing
less than empty words to persuade a
consumer. These stories can be proven
through the experiences the consumers
have with the brand. These happen at the
Brand Touchpoint. If these are properly
designed, they can contribute to proving
the brand story.

Translating the brand story into those
touchpoints is an essential step. Thinking
from a central idea can help brands with
that.

Calabretta et al (2019) suggests, a central
idea, such as a Guiding ldea, could be an
essential step in the design process of
brand touchpoints. And then a Guiding
Idea can, in that potential, be the brand
idea that helps to translate the brand story
in all those brand touchpoints.
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APPENDIX C

INTERVIEW PROTOCOL

An interview guide was used to guide the
semi-structured interviews. The interviews had
to take place online. For the interpretation of
the answers of clients, it was important to find
a software where you could either hear (audio)
and see (video) the customer. The software of
ZOOM was used to conduct all xxxx interviews
(For a few interviews Microsoft teams was used,
due to company restrictions). A link was sent to
the interviewees by email, which they could
open in the browser of their laptop or desktop.
It felt like having natural conversations online,
which made the particpants comforatable to
speak about their experiences.

Priortotheinterviewstherespondendsreceived
a link to a consent form, all of them gave their
consent. Asked consent through a survey. This
was a accessible way for the particpant to give
their concent online, instead of receiving a pdf
that had to be signed and send back.

in the consent form i made the participant
aware of the xx | will do with the information
i gather during the interview. | made them
consious about the fact that | would recored
the meeting and told them that all input would
be anonymous.

INTERVIEW SELMORE

GENERAL ABOUT GUIDING IDEAS:
What is a Guiding Idea? In your own words.
What is your favorite Guiding Idea?
why...
What is your least favorite Guiding Idea?
why...
What do you like about working with
Guiding ldeas in general?
why...
What do you dislike about working with
Guiding Ildeas general ?
why...

THE FINAL GUIDING IDEA AND PUTTING
GUIDING IDEA TO WORK
You have spent months on strategy, the
customer, creation etc etc and then you have
developed a Guiding Idea.....

When is a Guiding ldea finished?

A Guiding Idea is ‘finished’, now what?

How do you deliver a Guiding Idea?

Are there specific deliverables?

Are there Guiding ldeas that this delivering

4 Interviews Selmore

happend differently?

How do you work with the Guiding Idea
yourself?

How do you make sure a Guiding Idea is
used, as how you intended it?

What happens when a Guiding Idea is used
differently than intended?

Can you describe the Guiding Idea process
of case X?

WHAT WOULD YOU CHANGE
Imagine, I'm a wizard and | can do magic.
| can change something for you with one
fingerclick. What would | have to chagne
for you?

SPECIFIC QUESTIONS FOR NEW MEMBER
SELMORE
Did you work with Guiding Ideas before?
Did you work with something else?
How did you work in your previous job?

INTERVIEW CLIENTS

QUESTIONS GENERAL
What is your Guiding Idea? Can you explain
your Guiding Idea to me?
Can je descirbe what the Guiding Idea does
for your organization?
What do you like about working with
Guiding ldeas in general?
why...
What do you dislike about working with
Guiding Ideas general ?

PUTTING GUIDING IDEA TO WORK
You work with Selmore and Guiding Ideas

for some time now. Do you still remember
what that was like?

14
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4 Interviews clients

Can you take me back to that? How did you
experience that?

Did you instantly know how to work with
the Guiding Idea?

What did you do to learn that?

How was the Guiding Idea delivered?

Did you miss anything? What did you like
about it?

in what aspects/parts/departments of your
organisation is the Guiding Idea used?
how do you use the Guiding Idea in your
daily work?

How do you now** work with the Guiding
Idea? **Is it different™ from the beginning?
which elements or physical things do you
still pick up?

Do you still use the brand book or where is
it now?

How did the Guiding Idea grow?

What has changed after the Guiding Idea?
Do you think it would be better for every
company to work with a Guiding Idea?

| understand that you are also working with
other parties, such as Milford

How do you inform them of the Guiding
ldea?

Do you explain the Guiding Idea to them?
do they always understand how to work
with it?

How do you explain to new people what a
Gl is?

WHAT WOULD YOU CHANGE

What would you like to change about the
Guiding ldea?

If you want to do anything right now about
how you work with Guiding ldeas, or about
the Guiding Idea, or about the customer, or
about anything at all, it's hard to imagine.
What would you like to change tomorrow?

CASE SPECIFIC QUESTIONS

ASN
internal switches
how it has grown
how do you use in whole brand
how do you lie to other parties in

KLENE
how do you include the third party, how do
you include
that new liquorice, is that originated from
the Gl

SKODA
internal switches
how did it grow
how to do that with Skoda in the Czech
Republic

VANGOGH
was mainly for internal? how was that?
was it difficult to use the internal Gl on
more?
how did you introduce internally with Gl

KNGF
was mainly for internal use? how was that?
how did you first work with another party?
was it difficult to use the internal Gl on
more?
How did you introduce Gl internally?
How is it going now?

Appendices
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APPENDIX D

| ASSUMPTION INTO QUESTIONS

QUESTIONS FOR EXTERNAL INTERVIEW
Based on the assumptions found in the
internal interviews

Selmore thinks, clients just get the Guiding
Idea and they also get how it can be used.
Is that true?

Q: What is your Guiding Ildea and what
does it mean, can you explain it too me?
Q: What does the Guiding Idea do for you?

Gl is a ‘touchstone’ also for clients
Q: What is a Guiding Idea for you?

Gl's are often too campaign driven, and
harder to apply on other aspects of a
brand.

How do the clients apply it?

Q: How do you use/apply it in your daily
work?

Easy to apply.
Q: Did you instantly know how to use the
Guiding Idea?

Selmore says clients know Gl is more than
just communication.
Do they?

Q: In which aspects of your company do
you use the GI?

Q: Does everybody know about the Gl and
use it?

Q: How did you introduce the Gl in the
company?

Time needed, but for time to prove itself
is that also what customers need: proof
Q: When did the Gl really start to work for
you?

Selmore help/control the clients with
applying the Guiding Idea.

Do they also experience this as help?

Q: Do you ask for help?

Q: How do you collaborate with Selmore
after the creation of Guiding Idea?

Deliverables:

Q: did you use the brandbook

Q: do you somethimes look back at the
Guiding |dea?

No evaluations about: how is it going with
the GI?

Q: Do you have evaluation about the
Guiding Idea?

16
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CASE SPECIFIC QUESTIONS

ASN
seem to use jt, but Selmore says they
actually dont really use it....

Q: how do they use it in daily work?

Q: do they also tell new members, or new
partners, etc.

Q: how do you tell them to work with it?

KLENE

is apperently not using it according to the
newest product development... how to
they use it then?

Q: how do they use it in daily work?

Q: do they tell it to new members, or new
partners, etc.?

Q: how do you tell them to work with it?

KNGF

might not yet know how to use it, taking it
to litterlay

Selmore wanted to talk with them about
not really using it yet

Q: how do they use it in their daily work?
Q: do you miss anything about working
with it?

Q: do they also tell it to new members, or
new partners, etc?

Q: how do you tell them that they have to
work with it?

Q: why the other party for figuring out the
core.

VAN GOGH

seem like they embraced it

but Selmore says they use it only as
communication: to litterally

Q: how did they use it in their daily work?
Q: did those training sessions work?
Q:would you say working with a Gl is good?

Appendices
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APPENDIX E

| WORK PROCESS SELMORE

In the internal interviews with Selmore
| noticed some confusion in ‘who does
what'. For example, if | asked if they ever do
Gl evaluations with the clients, employees
from the creative department say that the
strategy department does those, and the
strategy department say that they never
do those. Therefore | took a closer look at
their way of working.

a Visual of th work progress

A lot of conversations pointed to an
estaffete kind of way of working, because
a lot of people did not know who was
responsilbe for what.

18
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However, this overview shows that it is not
quiet an estafette. Selmore themselves
see it more as ‘who has the ball. They all
work on the case, but in differnet stages,
different people have more responsibility.
In that scneario of ‘who has the ball’, there
is some overlap between te departments
and responsibilities.

Account plays a big role in briding between
Selmore and the client.

Appendices
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APPENDIX F

| CASETIMELINES

The analysis of the four resulted in 4
extensive timelines of the Guiding Ideas. All
the information gathered in the discovery
phase will Glve input for the timelines. The
information that was needed to create
these timelines was gathered by:

Desk research (all available digital files,
like presentations).

Analysing all available physical
deliverables (brand books for example)
at the office.

Internal interviews with Selmore.
External intervies with the clients.

Since these timelines will be an iterative
process of filling in new information that
is gathered during this whole discovery
phase, the final timelines are shown here.

The length of the timelines does not
represent the time of working together.

Appendices

Appendices
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Parameter: Based on most recent new product, they seem to not work with it well.

Have been working with the guiding idea for a long time. But seems like they don't really work with Gl themselves ( looking at most recent new products).

They also work a lot with a third party.

HOE KOMEN ZE DROP?
HOW DO THEY COME UP WITH THIS?

Length of the timeline does not represent the time of working together.

24
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MAIN TAKEAWAYSS

As Klene came for a communication idea, they

also really use it like this. They do see the
potential of the guiding idea, and claim to use
it as a check on all they do. But even the other
partner (Millford) does not receive briefings
containing the Gl. They both work more with
the steps before the guiding idea, rather than
just the guiding idea.
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Parameter: Based on most recent new product, they seem to still work with it,
They are not clients anymore. Have made a translation of the brand book themselves based on Gl.

MAIN TAKEAWAYSS

The Gl 'vangogh leeft' was mostly meant for
the internal coherence of the brand. This was

also one of the most important reasons why
the brand wanted a guiding idea, since they
came for a commmunication idea, but liked the
bigger idea of a brand idea like a Guiding idea.

Van gogh themsleves payed a lot of attention
to the implementation of the idea in the
organisation, which resulted in a good
embracement of it. Yet still it was hard for
some people to see how they could use it in

their daily work. This because the use of the
format asked for a certain level of creativity.
This resulted in the too much litterally use of
the Gl, which was seen by Selmore.

Gl did really embraced internally and arranged
for that meeting, but in expression too literal.-
But it's good that they do it at all, maybe using
it literally is the first step to understanding it
better.

VAN GOGH LEEFT
VAN GOGH IS ALIVE

Length of the timeline does not represent the time of working together.

26
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MAIN TAKEAWAYSS

KNGF did their homework, and prepared very slowely going to implement the Gl in all the

well before the GlI, which resulted in a good deparments of the brand.
approach to implement the Gl internally as a
brand-idea it is. They are far in 'brand thinking'
Recently created Guiding Idea. and really want to use the gi to their full
potential (compared to others that just want
the translation to communication )

Parameter: They should have started working with it.

Its a slow process that does not happen over
night, therefor there might still be some point
of attention (like the comment about the social
post) but according to their dreams, they are

KNGF OPENT WERELDEN
KNGF OPENS WORLDS

Length of the timeline does not represent the time of working together.

28
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APPENDIX G

INTERPRETATION CASETIMELINES

As mentioned in xxx, the four caseline
outcomes are summarized and concluded.
This appendix entails this summary of my
interpretation of all the findings, supported
with proof quotes in a visual

WHY A Gl

IMPLEMENTATION

ADVERTISING FUSS

BRANDBOOK

HRIN:

OTHER PARTIES

3]



QWe had to think very carefully about
how we would shape that brand policy
and what the translation was going to

look like. ©
- VAN GOGH

KLENE

HOE KOMEN ZE
DROP?

OMb, | think so, because | think that the
guiding idea for me is really a means
of communication.O

Olt is crucial that theagency also
- KLENE

understands the brand side. O
- VAN GOGH

Qe really did launch the brand book
and everything at that time.O
- VAN GOGH
Ohen we asked: how did you come up
with this, and in what way is this
authentic and innovative? And she said:
yes, that's quite a good question. Then |
thought: yes, but that is the basis of how
you should come up with this.O
- Selmore

OWe also created a kind of brand passport for
the employees. In it, we described what it
would mean to the employees in their work®

- VAN GOGH

(hey both work more with the steps
before the guiding idea, rather than
just the guiding idea. Both KLENE and
Millford use the brand values behind
the guiding idea, but not precisely the
guiding idea.®

- KLENE

VAN GOGH

VAN GOGH LEEFT

&inding a form was tough:
what do we do when
developing a new concept, do
we need Selmore every time,
or can we do it ourselves?0

- VAN GOGH
Ghe guiding idea is not used as a thread
through everything we develop. We
always go back to that: Well, what are
the core values of Klene?0
- Millford

(he translation of this into these working forms
was not always easy, and then you also come up
against certain limits of people's creativity. And
also in, how far do you go in this? We really had
to look for a workable form for all of us.O
- VAN GOGH

Q&/an Gogh took it too literally.O
- Selmore




QWhat is the core of what KNGF stands
for, and we have done this with all
kinds of people in the organization?®
- KNGF

Ghen we felt a bit left out because we can
do that very well too. O
- SELMORE

QAWell, we wanted a brand positioning and wanted to
translate that into how can we actually do that, into
communication? We wanted something that would be
useful in the long term and could plug into different things. ©
- KNGF

o that's why the internal process was so important to
create support.O
- KNGF

QYou create a kind of ambassadors who, of
course, get to work on positioning and
gradually see its importance and where the
effects are. And with this group, we also
presented the results within the company.O
- KNGF

Qe really did our homework very well, in a very
careful trajectory. | also think that the guiding idea
was correct in the end, and | believe that if it's wrong,
you don't get the inspiration that we have, and that is
the quality of Selmore, on the one hand, but also how
we approached it.O
- KNGF

KNGF

Ofreally pick up on everything that | come across in a
day: Can | do something with this? How can | convert it?
Do | have to convert it, or is it already done? How should

we adapt that too, if you put on those open worlds
glasses, but how should you align that with that?€ O
- KNGF

KNGF OPENT
WERELDEN

&he intention is that it will be in all layers of the brand, in all
departments. It is a work in progress, and we will be working
on it for some time, even next year. we cannot tackle
everything at once, so we will do it step by step, then once
the relationship magazine is in the open worlds touchO
KNGF

QYou expect a campaign, so you expect that response, and you
actually get something else from something bigger. But if you don't
see that, then the expectation is wrong. And you think: after all, I'm
not getting what I'm asking for here. And | think that the
preliminary process is actually, well, | think more than half of that
success, making sure that we've really done a thorough job. That
makes you step into the guiding idea more quickly®
- KNGF




APPENDIX H

CODING PROCESS

For coding the interview transcripts, the
software of Atlas.ti was used to keep an
overview of the 18 conducted interviews
and the assigned labels.

First, Internal interview transcripts were
coded. Per interview transcript, relevant
pieces were labelled while reading through
the transcripts carefully. Besides the
labels that were kept in Atlas.ti, a separate
document of memo’s was kept during the
whole coding process

for thoughts, impressions and ideas that
popped up during coding (appendix 13).
This process was repeated for the external
interviews.

4 Visual represenation of coding progress.

Initial or open coding is usually the first step
of data analysis when developing a general
model(Birks & Mills, 2015). Initial or open
coding can be explained as identification
of important words or groups of words in
the data that are labelled with words which

are the so called ‘codes’. Also ‘in vivo codes’
are used, which means that the important
words or groups of words are themselves
used as the label (Birks & Mills, 2015).

While labeling codes to the interviews,
attention was paid to relevant words,
expressions or pieces of sentence (Bryman,
2016; Brinkmann & Kvale, 2014).

- Repeated words or expressions

- Surprising phrases

- Things that interviewees stated as
important

- When an expression is read elsewhere

- When it reminds of an existing theory/
concept

- Other expressions that are found relevant

While coding, it was important to be open-
minded. Also, with keeping the end

goal in mind, it was important to aim for
conceptualization of underlying patterns.
During coding, focus was to be unbiased,
stay close to the transcripts and code
plenty.

First the interviews were read sentence by
sentence and were coded with a high level
of detail. Initial or open coding was used
as a first step in data analysis, where it was
important to use the first interpretations
of the data. This resulted into 125 codes
in the internal interviews and 78 codes
in the external interviews. This difference
is related to the fact that the internal
interviews where held before the external
interviews, and where also about talking
about more topics in order to get a beter
understanding of the context

In vivo codes were not included in this
process. As all interviews were conducted
in Dutch it might confuse, and translations
might cause wrong conclusions. In the
end, in vivo codes can be used as extra
guotations for supporting the outcomes.
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ALL CODES OF INTERNAL INTERVIEWS

CONOU AN

brandreGle

brand ambassador
brandstory

deliverables

filter

if appeals to the imaGlnation
loGlc solutions

no knowledge in clients
skills

their goals

tools

vertaalslag

brand document

bridge strategy - creatie
business creatieve

client have to work with Gl on themselves
common goal

Forcing

kopieergedrag

. not too much explanation

strippenkaart

. trucje

. brandpersonality

. continuous process
. daily job

Gl methode

. guiding design
. hate

moodfilm

. onboarding

regeltje

. thinking steps

upside Gl

. authenticity
. automatisme

basis of the idea
build strong brand

. clients responsiblity

. comfortable

. fits together

. history

. needs money

. needs no explanation
. succesfull Gl

. switches in company
. Glve guidance

. important what you tell
. mission

. more emotion

. not too much text

pitches

. rules
. search in specific directions

too literally

. upside longtermclients

world
externe factoren

. favo Gl

resistance
sessions

61. tacit knowledge

62. what is our Gl

63. work for same client longer
64. involvement

65. living the Gl

66. not good

67. people higher in the company
68. reminder

69. understandable for everyone
70. brandbook

71. checking

72. easy

73. evaluation

74. Gl knowledge clients

75. inspire

76. steer

77. story

78. working with 3th party

79. difficult

80. Gl in mind

81. hold on to

82. Selmore responsibility

83. simple

84. why favo

85. enough freedom

86. longterm

87. need good people

88. see that it is good

89. splintered

90. thinking from the Guiding Idea
91. trust

92. create Gl

93. new light

94. show how it should be done
95. toetsteen

96. core

97. more work

98. tell how it should be done
99. what is not good
100.examples

101. what is a Guiding Idea

102. campaign thinking

103. consistency

104.many disciplines

105. Selmore using Gl
106.guidelines

107. needs time
108.consultation

109. starting point

110. together

11. truth of the brand

112. embraced

3. rationale

114. bigger than commmunication
115. getting it

116. room for improvement

117. Clients using Gl

118. proof

119. Good Guiding Idea



ALL CODES OF EXTERNAL INTERVIEWS

CONO U AWN

brand promise
branddocument
brandpassport
earlier in process
litterally
marketeersziekte
merkniveau

not embraced
partner

platform
positioning
reversed enGlneering
stip op de horizon

. atypical

brandambassador
brandstory
briefing

content Gl
evaluation

. haakje

optellen
support base

. tastbaar

don't use Gl at all

. houvast
. lose independence

marketing-communication

. paraplu

uitganspunten

. creativity

. emotional layer
. Gl glasses

. implementation

inspire

. kapstok
. longterm

next steps of the brand

. proof

39.

40.

41.

42.
43
44,
45,
46.

47.

48.
49.
50.

Sl
52.
53.

54.

55.

56.

57.

58.

59.

60.

6l.

62.

63.

64.

65.

66.

67.

68.
69.
70.

71.
72.
73.

74.

75.

skills

thinking from the Gl
needs time
outdated

Selmore

3th party

core

difficult

intern traject
together
brandstrategy

daily work

don't use term Gl
inform about Gl
making choices
potential

reclame dingen
vertaalslag
brandthinking
consisitency

internal introduction
using reasoning behind Gl
big idea

building a brand
internal boundaries
steer

separation

toetsteen

branding

mission
departments of company
communication
improvement
bigger than communication
brandbook
embrace

Gl use

After a first round of coding, codes that
were used as labels were categorized into
code

groups. The categorization of the data
is the second step towards developing a
grounded

theory. After looking through the codes
that were generated when coding the first
eight

interviews, the categorization started and
in total 17 groups in the internal interviews
and 14 groups in the external interviews
were created.

A few codes were left out because they
stood out too much and some codes and
code groups accured in both internal and
external interviews. Later while creating
the themes these groups were merged
together or split up again.

Asked a second coder to code a few parts
of the interviews to see if they would come
up with the same codes as me. As an aside,
| should point out that having someone
else code your data does not necessarily
make it valid, but it does help.

Appendices

39



APPENDIX |

| MODELS

This appendix includes the visual that is
used to create the general model. It's a
visualiation of all the themes from the data
andtheirrelationships. Thismodelwas used
to create the general model of chapter xx.

A This diagram shows the situation including the themas and their relationship according to Spradley, J. P. (1979).
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GI CREATION EXAMPLES
CREATIVITY
GI ATTRIBUTEN EXPERIENCE
BRANDTHINKING
SHOWING
GI DELIVERABLES HOW IT IS DONE
GI AFTERCARE
TACIT KNOWLEDGE CHECK STARTING POINT FILTER
BIG IDEA BRAND IDEA
SIMPLE BALANCED TRUE EMOTIONAL
LAYER
PROOF TIME EMBRACEMENT .  FUNDAMENT
NONSHARED FEELING OF ADVERTISING MARCOM
LN GI METHOD VOCABULARY DEPENDENCE FUZZ EXPECTATIONS

4 Visual overview of all the iterations of the models

Appendices
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APPENDIX J

| CONCLUDING STATEMENTS

Duringthesensemakingofalltheinsights
found, different statements about the
context emerged. The following section
describes the statements in more detail.

GUIDING IDEAINGE FOR DUMMIES
EXPECTING THE EXPECTED BRANDBOOKS ARE S0000 2002
DO YOUR HOMEWORK
NO IDEA HOW TO GUIDING IDEA PUMP AND DUMP

MAKE MARCOM COOL AGAIN

SHOW ME THE MAGIC GETTING IT = MORE WORK

4 More extensive concluding statements
Appendices Appendices 43
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APPENDIX K

) EXPERT INTERVIEW

EXPERT HOOGEBRUGGE

SWOCC has appointed Hoogerbrugge as
patronessofthefoundation.Hoogerbrugge
takes over the baton from Glep Franzen,
the founder of SWOCC, who was patron for
10 years.

Hoogerbrugge (1969) is a brand specialist
and co-founder of the Positioners. She
has been involved with SWOCC since its
establishment in 1995.

SWOCC and brand thinking are therefore
clearly in Hoogerbrugge's DNA. This makes
her the right person to guard the ideas of
Glep Franzen and to permanently anchor
them in (the activities) of the foundation.

“SWOCC's mission, promoting cross-
pollinations between science and the
practice of brands, marketing and
communication, is close to my heart. In
my new role as patroness, | will continue
to dedicate myselfto this.” - Hoogerbrugge

[Mary Hoogerbrugge beschermvrouwe SWOCC -
SWOCC](https://www.swocc.nl/nieuws-item/mary-

hoogerbrugge-beschermvrouwe-swocc/)

MAIN TAKEAWAYS

- Cant learn what is not there, you can
only work on making better what is
already there. Otherwise it is too hard.
It also really depends on what kind of
agency you want to be? Ask Selmore
that question.
Guiding Idea only works  for
organisations who have a vision.
Look into Ikeas democratic design
matrix.
On what levels is your idea going to be
guiding on?

4 Set-up for the session

Appendices

4 Outcomes of the session

Appendices
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APPENDIX L

| CREATIVE SESSIONS

Taken the design brief and focusing on the
aim to improve the Guiding Idea traject
with the findings from the research in
mind, a creative session was held that
provided multiple ideas on how to improve
the Guiding Idea traject.

Afterwards, with discussions with Selmore,
the most promising ideas were selected
until ending up with one final concept.

All  challenges, focus points and
opportunities that are uncovered from the
interviews are used as a starting point for
idea generation within the brainstorming
session.

Again, a close look has been taken to the
last row in the tables that explain the
general model for online shopping. Using
the explanations of the differentiation
from literature, ‘how to's’ were generated.
A ‘how to' is used for idea generation and
reformulate challenges in many different
ways (Tassoul,2006). It helpsthe brainstorm
team to generate ideas more easily.

Toworktowardsthe goal of the design brief.
The design requirements are reformulated
as ‘how to's’, that function as the research
guestions of the research through design
approach.

Below you can find the ‘how to’s’' that were
used in the creative session.

How can Selmore UNCOVER

the needs and values of the clients?
How can Selmore MANAGE
expectations with the clients?

How can Selmore BUILD

the fundament of clients?

How can Selmore UNLOCK

the desired skills?

How can Selmore ENHANCE

the collaboration with the clients?

4 Creative session set-ups.

Appendices

Appendices
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CREATIVE SESSION 1
GOAL

1. Processinspiration: Design activities, design principles, statement
2. Proposition ideas

PARTICIPANTS
StrateGlc design students. To help to think abou the problem, the
desing statement and the possible propositions that come from it.

METHOD
HOW TO'S

de

KE

Ift design guide, Van Boeijen 2014

Y TAKEAWAYS CREATIVE SESSION
voorbeelden buiten communiccatie laten
zienproblem: desird, maar nog niet foto zn
recht.
lijkt beetje op lkea, de onderdelen, het boekje
en de tools geven
---< de gehele set
Guiding ldeas zijn goed, maar komen niet goed
tot hun recht
komt omdat ze geen fundament hebben en
gene instructies / approach
fundament belangrijke rol laten spelen in
problem en design brief
analogy is leuk met paper, duidelijk,
maar voelt te veel alsof probleem weg
geschoven word
probleem ligt niet alleen bij klant
moet meer verantwoordelijkheid naar Selmore
probleem: desired: maar niet behaald
komt door fundament , fundament
belangrijkere rol laten spelen in problem def en
design brief
design assignment brief
meer spirit hier in brengen: heb het gevoel dat
jij een geloof hebt: jij geloof dat het oanders
kan
wat wil ik gaan ontwerpen
een toolvoor Selmore
om samen met klant, de allignemtn en context
beter te maken
zodat beste resutltaat
interessanter word, als Selmore omschrijven als
institutee wat niet alleen com doet maar ook
merk groene.

Selmore meer neerzetten als wat ze zijn
groei begeleiden binnen dde klant

meer over de relatie met klant,
development process, gaat over een process
ook over het gevoel wat er met het Guiding
Idea komt

gezamelijk doel: brand growth

hand aan hand samen groeien

= een groei process

wat traject nodig heeft: solution space

meer soepele overgang ipv keiharde stop
als je over die creative denkt, goed definieren
van omverblaas moment

die momenten goed definieren

wann wel wann niet

beGIn wel keertje doen

daarna eerlijker zijn en stapje terug

involven

zorgen dat klanten niet denken: kut we willen
het zelf kunnen

maar wow we zijn zo gegroeid we willenmeer
grow ipv learn

klant meer verantwoordelijkheid, als Selmore
dan ook wel zeggen, creatieef goed, maar we
helpen ook vooral in groeien van je merk

en daar

bij slemore ga je als bedrijf stappen maken
en als je enmaal groeit, zal je altijd door groeien
vooruitgaan

groei

definieren als groei process van je merk
wanneer gaaan we trainen, involven en leren
leren zit overal

rollen van iedereen duidelijk maken

eigen moment to shineeeee

framework voelt zo verplicht,

Guiding Idea is al een framework

Guiding Idea voelt bijna te veel als een kooi
waarin je een klant zet, en zegt wees happy
voelt als check list waaran je moet voldoen
maar meer relatie opbouw

groei process

leerprocess roadmap

af van het fei dat mensen gevoel hebben dat ze
aan iets moeten voldoen

Appendices

4 Creative session outcomes
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CREATIVE SESSION 2
GOAL

1. Processinspiration: Design activities, design principles, statement
2. Proposition ideas

PARTICIPANTS
StrateGlc design students. To help to think abou the problem, the
desing statement and the possible propositions that come from it.

METHOD
HOW TO'S
delft design guide, Van Boeijen 2014

KEY TAKEAWAYS CREATIVE SESSION + nietineens bam doe nu maar zelf
- endaar bij slemore ga je als bedrijf stappen

maken

en als je enmaal groeit, zal je altijd door groeien;
vooruitgaan

definieren als groei process van je merk
wanneer gaaan we trainen, involven en leren
leren zit overal

rollen van iedereen duidelijk maken, eigen
moment to shineeeee

framework voelt zo verplicht, Guiding Idea is al
een framework. Guiding Idea voelt bijna te veel
als een kooi, waarin je een klant zet, en zegt
wees happy. voelt als check list waaran je moet
voldoen. maar meer relatie opbouw
leerprocess roadmap

af van het feit dat mensen gevoel hebben dat
ze aan iets moeten voldoen

lijkt beetje op lkea, de onderdelen, het boekje
en de tools geven: de gehele set

Guiding Ideas zijn goed, maar komen niet goed
tot hun recht

komt omdat ze geen fundament hebben en
gene instructies / approach

fundament belangrijke rol laten spelen in
problem en design brief

analogy is leuk met paper, duidelijk,

maar voelt te veel alsof probleem weg
geschoven word, probleem ligt niet alleen bij
klant. moet meer verantwoordelijkheid naar
Selmore

design assignment brief: meer spirit hier in
brengen: heb het gevoel dat jij een geloof hebt:
jij geloof dat het oanders kan

wat wil ik gaan ontwerpen

een toolvoor Selmore, om samen met klant, de
allignemtn en context beter te maken, zodat
beste resutltaat

interessanter word, als Selmore omschrijven als
institutee wat niet alleen com doet maar ook
merk groene.

Selmore meer neerzetten als wat ze zijn

groei begeleiden binnen dde klant

meer over de relatie met klant, development
process, gaat over een process

ook over het gevoel wat er met het Guiding
Idea komt

gezamelijk doel: brand growth, hand aan hand
samen groeien = een groei process

wat traject nodig heeft: solution space

meer soepele overgang ipv keiharde stop
als je over die creative denkt, goed definieren
van omverblaas moment, die momenten goed
definieren, wann wel wann niet, beGln wel
keertje doen, daarna eerlijker zijn en stapje
terug

zorgen dat klanten niet denken: kut we willen
het zelf kunnen. maar wow we zijn zo gegroeid
we willenmeer

grow ipv learn

klant meer verantwoordelijkheid, als Selmore
dan ook wel zeggen, creatieef goed, maar we
helpen ook vooral in groeien van je merk
steeds meer verantwoordelijkheid naar klant,
stokje langzaam overdragen

Appendices

4 Creative session outcomes
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CREATIVE SESSION 3
GOAL

1. Processinspiration: Design activities, design principles, statement
2. Proposition ideas
3. Solution space

a. Concepts

PARTICIPANTS
Creatives. New members of Selmore who recently joined the
company and are still figuring out guidign ideas aswell. This
sension is done with them, because they are not fixed on a specific
way of working or mindset and can help to think more out of the
box in this session.

METHOD
HOW TO'S

de

KE

Ift design guide, Van Boeijen 2014

Y TAKEAWAYS CREATIVE SESSION
je moet verliefd worden op het Guiding Idea
eerste date idee is leuk
Guiding Idea helpt een merk in het bewijszen
wat ze zeggen en waar ze voor staan.
dan moeten wij dat ook bewijzen met het
Guiding ldea. een soort manifest move, het
guidign idea een hartslag geven
probleem is vaak dat intern mensen niet
geconfronteerd worden met het Guiding Idea.
misschien nadat Guiding Idea af is, altijd eerst
een interne campagne --> mensen moeten
geconfronteerd worden met het nieuwe
Guiding Idea. In welke vorm dan ook, door
een ludieke actie, door mokken, door een hele
kamer te veranderen, wat ook maar bij het
idee past dan. Het hart van het Guiding Idea
letterlijk in het merk plaatsen.
interne campagnes maken, leuker dan een
merkboekje bouwen.
wij ook bewijzen dat we hart hebben voor het
merk
durven kennis te delen, en dan ook wat
spontaner ideeén durven te delen ipv
achterhouden totdat ze willen kopen. ideeén
delen --> samen partnerschap aan gaan voor
merk groei
bureau op wielen --> Selmore mini officie going
to all the brands
term Guiding ldea, is misschien te klein voor
wat het dan allemaal wel niet doet.
sturend idee, klinkt niet heel veel impact
maar misschien is het wel een klein idee, dat
veel impact maakt.
een overdracht is belangrijk. zo leidend in alles
wat we moetne doen
ook naar derde partijen. maar dat doen we
nu helemaal niet heel specifiek aandacht aan
besteden
clients moeten beleven, zodat ze zelf wat
kunnen doen
update met klant delen: dit zijn tofste dingen:
waarvan we vinden: zie het. soort nieuwes brief:

met dit doen andere merken, om ze gewoon
alleen al beetje te prikkelen, die creativiteit
enzo\

klant gaat van uit dat je overal winkeltje voor
hebt., veel te gefocust op : waar. kan dat halen,
waar kan ik dat halen><

dan komen ze voor reclame, bij reclame bureau
en voor positionering daarbij. Moet meer een
alles winkeltje zijn. meer alles in house kunnen
doen.

ZIIN WE DAN NOG WEL HET RECLAME
WINKELTIE? OF ZIJN WE WAT ANDERS.
andere term voor ons soort bureau maken
helder zijn over je bureau, wat voor bureau zijn
we --> wat voor mensen dan nodig

klant is niet bekend, met waar een Guiding Idea
voor help en wat het kan brengen voor hun
drempel over dat ook intern gaat sturen
misschien ipv klant bij bureau werkzaamheden
betrekken, bureau onderdeel laten uitmaken
van het merk.

bouwen samen voor dit merk,

als we Guiding Idea ontwikkelen. stellen we
altijd de vraag hoe stuurt dit intern.

maar die vraag stelt klant niet.

maar misschien moeten we ook stapjes evoor
bedenken

hoe werkt het op xxxx het okoffiezet apparaat,
hoe werkt dit bij de klanten service.

die voorbeelden zullen dan gaan leven
voorbeelden buiten commmuniccatie laten zien

Appendices
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CREATIVE SESSION 4
GOAL

1. Idea validation

2. Question testing
3. Question ideas

PARTICIPANTS
Non IDE student, but experienced in marketing. Could be tested
as ‘client’ and help with creative ideas aswel.

METHOD
Brainstorm
delft design guide, Van Boeijen 2014

a Creative session outcomes
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APPENDIX M

| MANAGE EXPECTATION ADVISE

A Guiding Idea for Selmore

Selmore on purpose positions itself as ‘a
creative agency' and not as a advertising
agency. But still. Client come to Selmore
for communication. In the clients eyes:
Selmore is an advertising agency. Which
is not completely false. Selmore does in
fact mostly deliver communication. With a
bonus of a Guiding Idea.

| think of it as a store. A client goes
shopping for all the things he needs on it's
list. He/she goes to the store who sells what
he/she needs. If you need bread you go to
the bakkery for example. The sign that is
hanGling about the Selmore doors says:
communication, so what do they expect?
Communication.

A Guiding Idea is a good product and its
importance shows in the future vision
(appendix xx). However this whole project
stresses the fact that that potential of a
Guiding Idea is not met. This is due to the
fact that it is hard to see the distinctive
elements of a Guiding Idea compared to a
big idea (communication idea).

Both Selmore and the Guiding Idea need
to differnetiate more. Selmore needs to
position itself more in the market as who
they want to be. This means it is also a
decision Selmore has to make: Who are
they or who do we want to be?

A Guiding Idea needs to be more unique
and also build more as a principle. The
method of Guiding Ideas is now lacking.
By Glving the Guiding Idea more way of
working and more methode, you make the
principle stronger.

If you can better distinct yourself from the
big idea, you can also sell the Guiding Idea
and yourself as a company better. You will
manage the expectations better. Clients
know what Selmore delivers and they know
what a Guiding Idea will bring to them.

A GUIDING IDEA FOR SELMORE

Selmore should make a Guiding |dea for
themselves. (haha) To distinct themselves
better in the market with their valuebla
product: Guiding Idea$S

The Guiding Idea principle should be more
elaborate and really become a principle.

56

Appendices

APPENDIX N

| IMPLEMENT THE GI ADVISE

When the madGlc of a Guiding Idea comes
to life when it is used. Therefor the usages
of it should get more attention in the
Cuiding Idea traject.

This implementation step is moved over
too fast in the current way of working. The
new GCuiding Idea is pumped and then
dropped without the after care it actually
needs.

When Selmore delivers a Guiding ldea,
they start to create a new campaing with
it. They should be aware, that due that they
have worked on the new Guiding Idea for
qguiet some time helps them to Glve a head
start when using it. Besides that they have
an overal experience with working with
Cuiding ldeas, they also had the time to let
the Guiding |Idea settle in their heads and
hearts.

On the other side, clients did not have
that process yet and they have to start
working with a new phenonmial for them:
the Guiding Idea. They need more time for
fully embracing and understanding the
Guiding Idea. The idea should first float for
a little longer in the organisation (Endrissat,
et al 2016).

The time between delivering new Guiding
Idea and creating a new campaing is now
empty. While this time could be used to
implement the Guiding Idea and pay more
attention to letting the Guiding Idea land
in the organization. It's the right time for
an internal launch of the Guiding Idea.

My advise therefor is to add a new
deliverable to the Guiding Idea: a internal
campaign/launch.

AfterdeGuidingldeaiscreatedanddeliverd,
the internal people of the organization
should encounter the Guiding Idea in an
easy going way. These are the people who
have to work with the Gl eventuallya and
their embracement is important.

Adding internal campaign
to deliverables set Gl

Itisfoundthatclientsneed alittlemoretime
to let new ideas float before understanding
it and embracing it (Endrissat, et al 2016)..

It is also about warming up the people for
what is yet to come. This all could be done
in the time that the campaing is made, so
that once the campaign is deliverd, the
people dont see something completely
new that they have to adjust to.

That way, when the campaign launches,
the idea will already have taken root better
and the success of the Guiding Idea will be
much greater.

Two example of how such internal launch
could look like. These launches need to fit
the Guiding Idea, and will be created by
the creatives of Selmore.

LOL WALL

The new Guiding Idea of look-o-look is :
LOL, with the letters standing for all crazy
word combination. Why not introduce the
LOL internally in the organisation with an
LOL wall. On which employees can create
their own funny LOL word combinations.
lts not about how good the ideas wiill
be, but its about letting the employees
experience the new idea. That is the first
step towards the use of it.

HOE KOMEN ZE DROPBOX.

A box in which you can drop your ideas
for new candy ideas. Since the hoe komen
ze drop Guiding Idea is about new and
innovative ideas while being tradationally
liguour makersand about klene being drop
inventors, why not encourage employees
to come up with those crazy inventions
themselves!

Appendices
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APPENDIX 0

! GUIDING WHO, WHAT, WHERE

This appendix describes the new proposed
Guiding Idea model: Guiding Who What
Where.

This model is inspired by the democratic
design’ pentagon (IKEA, 2018). Providing
deep and memorable experience to
the consumers-in various manners
and through all channels possible-is
undoubtedly amongst the key factors
for success in contemporary markets. In
this context, design is getting more and
more important in branding. The article of
trendafilov examines the set of practices
that IKEA implements regarding the use
of design as a main basis on which it tries
to create, deliver and maintain value of its
huge global audience. IKEA does this with
their democratic design.

The so called ‘democratic’ design
philosophy of IKEA (fig.1) is more exact as
it combines three principles (successful
business model, natural environment
preservation and higher quality of life) in
five closely interwoven dimensions.

This pentagon shows the 5 dimensions on
which the vision has effect. It Gives a clear
overview of the fact that the vision is not
only translated in form, but guides other
dimensions aswel.

A The ‘democratic design’ pentagon (IKEA, 2018)

Inspired by this pentagon, this model also
fitsthe Guiding Idea format. In the research
it was found that the expectations of the
Guiding Idea were not always alligned.
Client were often not aware of the fact,
that the Guiding ldea also was a guidance
for other dimensions of the company.
For example KLENE, they thought that
the Guiding ldea would only steer their
communications. While Selmore was
enthousiastic about the fact, that the
Guiding Idea could also steer new product
development.

The allignement on the expectations of
the Guiding Idea, could be streamlined
with a model like the ikea pentagon. By
creating such pentagon early on in the
Gl traject, the expectations can be better
alligned. Even if not all the dimensions
of the model, will be the first point of the
agenda, by discussion en alligning on
which dimensions a Guiding Idea could
be of influence, the potential use of it gets
better.
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APPENDIX P

| ORIENTATION MATRIX

The discussion about market orientation
and brand orientation is in essence
concerned with a company's or
organization's approach to brands and the
market. Is it the brand identity or the brand
image that serves as a guiding light?

“Market orientation is on a more
uncomplicated, short-term, and
fundamental level. If an organization is
only market oriented, then it's still in the
discussion about products and markets.
Brand orientation is an additional degree
of sophistication. To be brand oriented is
market orientation ‘plus’.” (Urde, 1999, p.
18).

Market orientation and brand orientation
have two different paths. The former
focuses on an outside-in strategy, while
the latter uses a brand identity as its key
concept. Both orientations have four
basic approaches. Both brand and market
orientation are strateGlc orientations
that take different approaches. The
former focuses on the brand image while
the latter is mainly concerned with the
brand identity. A market orientation is a
short-term strategy that focuses on the
organization's products and markets. A
brand orientation is a strategy that takesan
inside-out approach. Using this loGlc with
two dimensions, it is possible to identify
four basic approaches to brand and market
orientation, as illustrated in Fig. 2.

4 The market and brand-oriented approaches (based upon ‘The
Egg Model', Urde, 1997).

A The brand and market orientation matrix.
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APPENDIX Q

| QUESTIONS OF THE TOOL

4 Questions of the quiz
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APPENDIX R

| ALL MORE TYPES

IMAGINE THE IMPOSSIBLE. IMAGINE THE IMPOSSIBLE.

DEEP THOUGHTS, BIG QUESTIONS. DEEP THOUGHTS, BIG OUESTIONS. SO MUCH INSPIRATION, SO LITTLE TIME. THE POWER OF IMAGINATION UNLEASHED. SEEING BEAUTY, CREATING BEAUTY.

THINK MORE ~ THINK MORE ~ VENTURE MORE VENTURE MORE  DREAM MORE  DREAM MORE

You think more. You venture more.

You dream more..

You vision m¢
You are a true visionary.

CREATIVE STRENGTHS
Fullof big deos,abilty

22 potential and posaibilty
everywhere.

UNTAPPED POTENTIAL

Using your isions o fuel
consistent daiy action

IDEAL COLLABORATOR

The THINK MORE.

UNRELEASED SKILLS

Brand thinking LA NI SO0

THE CORE
VISION MORE types ke 1o sse the world s it

ould be, not as it is. You are full of ides and
readly to implement then.

OPPORTUNITIES
notonel ond pavienate, you ke the s

imagination of the DREAM MORE and

clso have the mativation to follow through on
o

 sense of community, you see potential
in everyone and are a natural leader, inspiring
your taam members to ses the best i themselves.

CHALLENGES

‘“ake daily oction

10 bring your ideos tolfe.

st o o e et ‘hat lfe i limited only by the
lown belies, and you're driven to push the lmits of,

s
Ermtt i e

You and o desie to contribute to society.

thers and ereating community around shared valuss and ideal

grotest it The cbity to see ne spark o potential n w-rnhlnq ond

inspire others o sea i too. You'e able o guide people.
Soward an nviible horizon with a rae generosy of s and stength
of canviction.

Dorvt get stuck in the dreaming stage, VISION MORE. Your greatest
challnge—and irve power—les In lecing (o toke conistent del
%o create the futur

Seck out the “vice of reazon” of the THINK MORE type to help you take
eI Gl A e e QS e

percepton andprbing ntalect nd s poverflclrty he con
R L

You are a true thinker.

CREATIVE STRENGTHS

Intelectual curiosiy, abilty to
find and create meaning

UNTAPPED POTENTIAL

Bridging theory and_practice,
appiying ideas in real ife

The VENTURE MORE

UNRELEASED SKILLS

Brand thinking (NI S

THE CORE

Alove of learning and discovery fuels the THINK

MORE typa's creative work. Your quest for new

Knowledge will be @ lifelong pursut that carries
1 project to project.

OPPORTUNITIES
Cursty ol the THINK MORE tye, Yo

stamina g5 wil make you
el versed i every reatve proct you werk on.

Tou ars obe 1o es the Bigger pictee i mest
situorins and don' gt caught 0 i oo mary
vl detail

CHALLENGES

Alovs of spanding ime lon withyour thughts

e
o con ool dowil keepyou rom going too
deep into abstracti

perpetual student, you experience the world az an endless
e e e e e

Driven by an insatiable intellectual curiosity, the THINK MORE makes
the quest for knawledge and truth o lfelong pursut. With all those

)
R e B AT

Your greatest gifts are your sense of wonder and depth of perception.
You can sea the big picture and per meaning of aimost any.

‘of your head and learning o balance theory with practice. Try not
£0 get too caught up in concepts ond abstractions, dear THINK MORE.
Grect idecs are mant to be brought o ife.

Seek aut the company of VENTURE MORE types, who provide the
erfect counterbalance to your introspective and analytical nature. The
infectious energy and playfulzpirit of the VENTURE MORE remind you to
of creation—and aety
ftte diry in the process.

You are a true adventurer.

High levels of creative energy,
spiitof curiosity and play. Unlike the CREATE M
rtain envirenment 1o

UNTAPPED POTENTIAL T oo mepnatin. SR

Commitingyouset o OPPORTUNITIES

leveloping one particular sillor

project T i T
e e el
et VENTORE MORE o

1DEAL COLLABORATOR el i nd s

The CREATE MORE. is means you'e o fast learner and you'

tobring Heas o e

UNRELERSED SKILLS mwwn. you anesy in prjcts tht arn't
fuling e frstioted

Brond thinking LN MR SN

VENTURE MORE type e ust thototuenture.
(ORE, you

There's no telling where the impassioned creative quest and endless
curiosity of the VENTURE MORE may laad. Fusled by high anergy levels

o follow your fascinations wherever they take you.

it with 0 notura abilty to enertin and ingpt. As 0 VENTURE
RE, you're never satisfied to just come up vith idsas. Instead, you

Yo i th it of many rests, e, rees o sty o
artiétic andeavors, ou'e a fost le e

person,you'e ey to develop expartis n o number of eas ver the
Course of your Ife o

i, When you anary dosrthav arywhors mueningtl 190 y0u
con acsy bocome rustated, dmiess, ond even depessd: Kep it

toving! 1t criical to find fulfling craative outlets. including anes
Yo ot 10 developing ver e

A people-person with deep emotions and empathy, VENTURE MORES
e natural storytallers and performers. You have o powerful abilty to

atyo.
with others. VENTURE MORES have mastared one of the most eusve and

the benafit of others, the more you earn the divine fovor of the Muses.

You are a true dreamer.

CREATIVE STRENGTHS

Connection to emotions and
imagination, empathy an
sensitiity.

UNTAPPED POTENTIAL

Using dreams to fuelreal-world

IDEAL COLLABORATOR

The INNOVATE MORE.

UNRELERSED SKILLS

Brond thinking LN MK S8

THE CORE

Beouty, metaphors, and hidden meanings fuel the
DREAM MORE type's creative process. So you have
your head in the clouds? That's not always a bad

thing.

Avividimagination allows you to develop ideas that
“hink of and to turn practicality

o its head when systems or processes get to
uddled.

Sensitve and empathetic, DREA

with people on a deep level and understand human
i well

CHALLENGES

Dreaming s oy el of the ceative equotin

balange your imaginative nature by
ering yourself in the present moment and

Bl

The world is o ploce of beauty and mogic in the eyes of o DREAM

‘ond hidden meanings.

ey Cm e e, it g e e
idelst nd romontic e nner wor

Vourve fot most at hare, Youre mw ‘o room your ‘mentol landecape

R e e e A e

Youte nourlly droun to axpes yaur et word ot rerory
pursit, masie, and the VIMY ul“ g

realit” of the creative e literary mosters of
turollyInfote your svarydoy e whth th beauty and wondar f e
imagination.

Your greatest gift i your depth of sensitiity and empathy, which allows
you to give voice to universal human emotions in o way that touches

present moment. Let your mind roam free, DREAM MORE, but don't
Torgat 13 reneh 0 the hara ard oo Pracecing mindfuinect will 95 3
long way in helping you turn your dreams ino reality.

Seck out opportunites to colaborate vith INNOVATE MORE types, who
ombine your lofty idealism with o focus on pragmatic solutions.
rounding eneray of the INNOVATE MORE can inspie you to apply your
imagination ta raal-world chang

with CREATE P

reative harizons. The CREATE MORES connection to the deeper sources.
of inspiration willinspire you to direct your odventurous spiit toward
journeys of self-exploratian.

You moke o great Isoder but do' fo
e SR
reason’ and keep you on track while you create.

Grounding yoursef can be @ constant obstacle.
Try colaborating Mo
proctical and can inspire you ta think of the real-
World effects of your ideas.

You think of grast ideas, but folow-through can
be o challenge. Start jotting those ideas down an
bringing them <o fe.

p setting, and inspirs others to
hyour energy level

READ MORE READ LESS READ MORE READ LESS

SEEING BEAUTY, CREATING BEAUTY. SEEING BEAUTY, CREATING BEAUTY. COMMITED T0 THE CRAFT.

GREATE MORE  CREATE MORE  MAKE MD

You create more. You make more.

COMMITED TO THE CRAFT. PROCESS IS POIER. PROCESS IS POWER. MOVE, SHAKE, DISRUPT, REPERT. MOVE, SHAKE, DISRUPT, REPEAT.

MAKE MORE  PRODUCE MORE PRODUCE MORE INNOUATE MORE INNOVATE MORE

You are a true creater.

CREATIVE STRENGTHS

Becoming totally fearless in your
expression.

UNTAPPED POTENTIAL

Becoming totally feorless in your
pression.

IDEAL COLLABORATOR

The PRODUCE MORE.

UNRELEASED SKILLS

Brond thinking (AWM SN

THE CORE

Creation is key for the CREATE MORE types.
Drown o exresen ona beauty youwork best
incestreica :

5o follow B e

IMIIHIIIIIIIES

Creative blacks rarely happen. You almost alweys
ve an idea and a vision af where 8 project can
o

You know your audience well and create work that
with and inspires others.

CHALLENGES

When creative blocks do happen, they're usually o
et of emotions running high. Learn to top into
your ogical brain to push through these blocks.

Feor and selt-doubt ar your Biggest obstaces,
ry taking a breck and revisiting some of your of
B e e

pesky imposter syndrome creeps up on you.

As an CREATE MORE, you need to creat in order to feel truly alive. Full
of ideas and visions, you're driven by the desire to express yourself and
Sransform the world around yo

The CREATE MORE typs lives in the space betwezn the inner and aute

o Ereate works that speak 0 others on  deep lve and inpie new
ways of zeeing the world.

With your love of baauty and your connction to the senses, you hove o

Whotever craative field you end up pursuing, you tend to work best o
your < crave the independence ot et you feely folow your

ngr ol sense
of time and space.

R s e e e
. fear

You in the direction of creative greatness; in other words, listening to
your fear can tall you exactlywhat you need to do.

Togather, the CREATE MORE and the PRODUCE MORE form a powerful
forge scale.

ek out colloborations with the dynamic and pragmatic PRODUCE
MORE to amplify your impact and take your projects across the finsh

Focus and dadication, abiity to
achiove mastery.

Toking ereative isks, finding joy
and play in the process

The VISION MORE.

UNRELEASED SKILLS

Brond thinking (AWM S

You are a true make

The MAKE MORE type creates in 3D—figuratively
and lkral You'e got the die, the Qawx. ond

1 mut-
OPPORTUNITIES

Dedicated to the creative process, you are a hard
worker who goss above and beyond to complete
projects.

natural problem-salver, you excel in areas like

design that meld brain power with honds-on
reation.

Because youTe often focused on process and
structure, you_ sometimes struggle to_connect
deeply with your emotions ond creative instincts.
Tap nta your intuitin to bring authenticity o your
wark.

whi

productivity and effciency are importont,
they're only half of the creative proces. Allow
yourself to_dream big ond be inspired by
tnconventional ideas.

Ditvn, focused, and dedicated 1o the creatve process, the MAKE
rt of manifesting

types, who develop the systems, structures, tools, and innovations that
the rest of s rely on.

of the hardest workers of all the types, the MAKE MORE

almost a roblems, moking headway on personally

Ieaningtul gools, and comBItIng proects. There oe few th

ring o more stisfaction tha apphing your o power 1 crfting

ihing and making progres n ey fom, Yu tand 1 excel n design
rchitecture, and other fieds that blend artstry with business

and vechnoiogy

You'e driven by tangibe resuits, and you know how to deliver. A quiet

cus on your own creative process.

0 play the long game, and you'e not afraid to do the
.m,hmm legwork that goes Into building something of value over
time.

and coming to be seen by others as an authority in your ied

ng forth ever

half

your work from becoming rote and mechanical.

Combine forces with the enterprising VISION MORE to take your

you permission to dre

feorlessly isk

jor and envision the impossible~and to
Sty

CREATIVE STRENGTHS

You produce more. You innovate more.
You are a true innovator.

You are a true producer

THE CORE

<o make things happen.

UNTAPPED POTENTIAL

Balancing productivity with
purpose

IDEAL COLLABORATOR

The DREAM MORE

UNRELERSED SKILLS

Brond thinking 1k MK S0

Do you enjoy analysi and realism? You might
eilencouc rosde gt e e

perzon, you' o er
have 10 4010 eraate omething grect

OPPORTUNITIES

organized creative, which means

Something that

long-term gols is key for
When youstart o rjet with
O A A B

EHALLENGES

Gools e good, but don't get oo caught up in the
process. Tap into your inner voice and ollow your
creative intuition %0 guids the way through your
organized ple

Greatng short
PRODUCE

A
from the company of g,mm
peole plapitewtighutin Sifive s

tive nature thats balanced by a grounded realism and "get it done”
attitude. In your eyes, an idea has real value only when it turned inta
something that others can enjoy ond benefitfrom.

Highly gool-oriented ond results-driven, you pursue your desired

from your bity to plemant deas, and you find Joy In the precess
“creation with al its ups and downs. A natural orga

e e e
together to see o project through to the end.

g with
strength is your abilty o keep o cool head and single-pointed focus as
you work through any and all challenges that arise during the creative
process. But while you're keeping your eyes on the prize, don't get too

in o deeper sense of purpose. You'l tap into your true creative

source of guidence.

bigger.

Abiity to generate new ideas
nd innovative solutions.

UNTAPPED POTENTIAL

INNOVATE MORE types are problem-solvers
through and through. I you can use your creativty
to focus on solutions and improve the systems in
place, you'e ane happy creative

ideas

IDEAL COLLABORATOR
The MAKE MORE
UNRELEASED SKILLS

Brond thinking AW SHN

box.
You see chonge o5 o good ting. Constont

te you to create
@ brighter e e

CHALLENGES

Your need for changs can tempt
the next project too quickly. Remember to follow
through and sarn to drawjoy from the in-between
times.

You find it hord to create in baby steps. Draw
inspiration from people who have creative stamina
i llow them %o help you see projects through.

The INNOVATE MORE seesavryting hrough he lens of pssittie

e S A e T e
‘and dream up new and improved ways of doing things. Your attention

Change may be scary for most people, but for you, it ful for your

in times of rapid and unpredictable change.

‘ond explore uncharted territories. You'e not one to do things the way.
they've always been done. You thrive when working in service of lorge-

allow you to experiment and play with ideas.

tempted to move on to the next big thing a it too quickly. INNOVATE
MORES to o ha retarpantl whe thy oot master
rt of the follow-through. By finding joy in the “messy middle” of @

Sesk ou crective portnersps with MAKE MORE types, who hove the
stomina and dedication to toke any idea from concept o completion.
Scting the MAKE MORE In octon reminds yau het taking t one step
ot o time is @ much more effective creative stratagy than racing to the
finiah line.

'READ MORE READ LESS READ MORE READ LESS READ IIIIII[ READ LESS READ MORE READ LESS

4 All the MORE types
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APPENDIX S

| CONCEPT PROTOTYPE

Figma is used to prototype the concept in
order to test it. Figma is a vector graphics
editor and prototyping tool. Every screen of
theconceptiscreated.Thentheactions,like
clicks, are placed in the designs and linked
to the next screen. With this | created the
full web of the possible outcomes, without
having to code a website that saves the
answers people Glve. The prototype does
only contain the most necessarily functions
to test it. The Glven answers are not saved.

64

4 The FIGMA prototype with the connected actions

v The FIGMA all the screens

Appendices

Appendices
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APPENDIXT

| GENERAL STEPS
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APPENDIX U

| VALIDATION

Based on the validation, it is concluded
that the tool can contribute to Selmore’s
ambition to exploit the Guiding Idea to its
full potential.

Three rounds of validation:

INTERNAL VALIDATION
internal  validation of the concept
before testing it with external people.

CONCEPT VALIDATION
with non creative people to test the
concept before giving it to clients.

CLIENT VALIDATION
with the clients that | have interviewed
before.

68
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INTERNAL VALIDATION

Some input confirms the tool, some
gives input for direct iterations or
recommendations for the future.

INPUT

It should not be clear which answer is
right or wrong. Really no right or wrong
answers, because otherwise they will
also answer according to ‘what do they
want to hear’ so there should be no
obvious preference between the two.

ITERATION

| tried as much as possible to ensure that
there are no right or wrong answers in the
questions.

They are the conversation starter for
the first session! In that conversation,
we often try to find out more about
these things anyway. That's perfect,
a sort of stepping stone to that first
conversation so that we don’'t go into it
completely blank.

Some questions are just difficult to
measure right now. Brand thinking, for
example. It is important to really talk
about it, for example, brand spirit and
orientation.

ITERATION

especially questions that start a conversa-
tion. Insight into this cannot be fully read
from the answer, but it is a starting point
for a discussion.

The profiles should also have a shorter
version. It has to be stimulating and
inspiring. | don't want to read a piece of
text.

ITERATION
First a small overview type, if want to read
more -> extensive version.

Selmorehasthoughtabouttheintake of
new customers before. How they could
make it more Selmore. This fits nicely in
that street. It is a first experience really
with Selmore. We are a creative agency,
so you have to feel that here as well.

Proposal to make a set of questions.
Which you can select in advance, based
on what you want to know about the
client. Then you can also choose: how
we want to know more, this question
fits better.

RECOMMENDATION

Use this as a recommendation, can be
added to the tool. But for now, it is main-
ly important to get them excited about
what is to come. Such a set can always be
made in the future.

Appendices
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CONCEPT VALIDATION

In order to validate that the concept
contributes to achieving the project aim,
a concept test is created. It's a survey with
the prototype of the tool integrated in
the questions. For this concept validation,
| selected ‘non creative people. With
this | means, people who do not identify
themselves as creatives. People who more
have a background, like clients, rather than
IDE student.

70

v The validation survey to test the

concept

Appendices
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The prototype of the concept is used to
test the concept's goal of tickling the
participant: If it contributes to unlocking
the desired skills. The test asks the
participant to score its creativity prior and
after using the tool.

The resultsshow that the average creativity
score is higher after the test and that
particpants felt creativily encouraged.

Besides measuring if the participant are
creativity encouraged, it also measure if
they are curious about the unreleased
skills.

The results show that the average of the
feeling score about unreleased skills is 7.2.
Which means the particoant are curious
about It.

Besides that, it should mostly make the
participants enthusiastic about what is
yet to come. This could not be measured
in more detail, since the participant are
not actual clients. But some of the ‘final
thoughts’ show that at least they all really
like doing the quiz and found if very
entertaining.

Great fun to do, Mara!

Learned about myself and the
opportunities that are inside of me

Really enjoyed this!

Looks very good. Clear questions with a
surprising outcome.

A The results of the validation

Appendices

CREATIVITY

Higher creativity average
score after the tool.

100% Feels creatively
encouraged after the tool.

UNRELEASED SKILLS

High average rating ‘How
do you feel about your
unreleased skills?.  High
means, that they are rather
curious to learn more than
that they are not intregued.

Appendices
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CLIENT VALIDATION

The end-user for whom the concept is
designed is of course, the client. And then
mainly new clients during their intake with
Selmore. But it is also good for refreshing
existing clients, as indicated in chapter xx.

Therefore | validate the concept with these
clients. | had already spoken to these
customers before, and consequently, it
would be easy to approach them for this
test. In this way, | can test what the concept
does to an actual user of the tool.

The survey to test the concept was sent
to the customers on Tuesday 31 August.
Specifically on a Tuesday to make the
‘Dilemmas on Tuesday' game even more
fun.

In the interviews, it had already proved
challenGlng to plan appointments with
the clients. And with this test, too, it turns
out that it is difficult to use a few minutes
of someone’s time.

After several reminders, on 18 September,
only one client tested the concept. The
one responded answered with an equal
creativity score before and after the test
and did not feel creatively stimulated.
However, the client was curious about the
unreleased skills.

These results do not resemble the results
found earlier. | foresee two reasons why
these results were found:

+ QUESTIONS NOT ASKED IN THE BEST WAY.
The client may find it challenGIng to
calculate himself creatively but may
have been stimulated more internally.
It might have been better to observe
them while doing the test and then
discuss it. That way, | could go deeper
into their emotions and feelings.

« THEODD ONE OUT.
The client who took the test may be
exactly the odd one out.

This validation of one respondend is
therefore not a reliable source from which
to draw any conclusions. The evaluation of
the concept is therefore based on the earlier
validation. More validation with the clients
would be beneficial for the concept.
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OVERAL CONCLUSION

The validations prove that the concept is
contributing to unlocking the desired skills
The concept is creativily encouraGlng
and makes people curious about the
unreleased skKills

The validation show that the tool adds a
fun and creative touchpoint to the Selmore
Expierence.

The validation also proves that people end
the quiz with a feeling of curiousity, joy and
enthousiasme. This is exaclty warming up
the clients for what is yet to come.

Summarizing it all,there can be concluded
that:

INPUT

Questions are sometimes difficult to
read.
RECOMMENDATION

UX recommednation to make questions
boxes in the same colour.

English seems to be a barrier
RECOMMENDATION

also Dutch questions, English can be too
difficult for some for large-scale use of
English (scalable), but also translate to NL
for implementation and acceptance

Appendices
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