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Shifting corporate mindset from product oriented- to experience design project title

Please state the title of your graduation project (above) and the start date and end date (below). Keep the title compact and simple.
Do not use abbreviations. The remainder of this document allows you to define and clarify your graduation project.

start date 15 - 11 - 2021 14 - 04 - 2022 end date

INTRODUCTION **
Please describe, the context of your project, and address the main stakeholders (interests) within this context in a concise yet

complete manner. Who are involved, what do they value and how do they currently operate within the given context? What are the
main opportunities and limitations you are currently aware of (cultural- and social norms, resources (time, money....), technology, ...).

space available for images / figures on next page

This research focuses on developing a strategy for how industries could adapt to the dynamic times by changing a
company's mindset. Many companies over years focused on improving their products often related to their (design)
specifications, functionality and usability or by simply adding new features (Hassenzahl et al., 2013). However, literature
about Experience has stated that this is not enough to satisfy user needs, and suggests a more user-centric approach
that shifts the focus from user's behaviour and cognition to that of their affective experiences in human-product
interaction (Hassenzahl et al. 2013). This would not only benefit the customer, but also the company's success by
generating competitive advantage, profitability and sustaining long-term customer loyalty (Ceesay, 2020). Designing
for meaningful customer experiences however, is described as a wicked problem (Kim et al,, 2018). Wicked problems
are characterized by their many stakeholders, many possible solutions with no single right answer and a non-linear
process that requires endless iteration and learning (Camillus, 2008). According to Kim et al. (2008), this dynamic and
complex environment “requires companies to think in different ways, consider new organisational structures, and
develop new decision and strategy-making approaches". How to shift corporate mindset from a Product-Oriented
Design focus to an Experience Design focus therefore seems an interesting topic for research for the BMW Group. The
BMW Group has been building the "ultimate driving machine" with "sheer driving pleasure” since 1965 (year of slogan).
Its goal was, and still is, to offer the best and most fun premium individual mobility to its customers. To do so, BMW
builds on years of knowledge and skill development by its employees, think of engineers, designers, marketeers and
managers. However, the automobile industry has been disrupted and traditional car manufacturers are now under
pressure by emerging car brands (e.g., Tesla or Nio), other sectors that try to enter the market (e.g., Google and Apple)
and mobility providers (e.g., Uber) (Gao et al., 2016). Next to this, a vehicle is not a standalone product anymore. The
Internet of Things makes it possible for vehicles to connect with other devices and the vehicle’s environment
increasing the complexity, but also the opportunity for whole new experiences. Currently, the design department of
the organisation is working on a method to get a better grasp of User Experiences, and tries to make prognosis on
how designed experiences would score in the future. However, more is needed to shift the mindset of the entire
organisation and strategically use the value of Experience Design for the customers, the company, and its employees.

Stakeholders (tbd further through stakeholder mapping):

Design Department Progress, Aesthetics, Sustainability, Human centredness

Employees Company wide Company growth (money), job security, loving job, connections with collegues
Board of management Company growth (money), strong market position, good reputation
Customers (current and future) Functionaliy, Premiumness, Aesthetics, Sustainability, ease of use, Zeitgeist
Competitors (Tesla etc.) Gaining market shares, growth, sustainability,

Opportunities:

An established brand that since the beginning was focussed on driving experiences, hence a great fit. Though, this
needs to be adapted to current times, where the experience economy could be a great opportunity. Dynamic times
(with topics like Covid and Sustainability), can be reflected into a dynamic organisational culture & structure. Thus,
push change (of mindsets) and developments internally, but build upon existing expert knowledge. New target
groups that now can afford premium brands have different values & changed values of employees --> use these.
Limitations:

Rigid organisational structure, culture and established mindset, where it could be difficult to break down walls (figure
2). The over the years increased complexity of the context of a vehicle, and connectivity with it. Money and time that
needs to be invested with no direct ROI or tangible result, need for a longterm vision.
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PROBLEM DEFINITION **

Limit and define the scope and solution space of your project to one that is manageable within one Master Graduation Project of 30
EC (= 20 full time weeks or 100 working days) and clearly indicate what issue(s) should be addressed in this project.

ASSIGNMENT **

State in 2 or 3 sentences what you are going to research, design, create and / or generate, that will solve (part of) the issue(s) pointed
out in “problem definition”. Then illustrate this assignment by indicating what kind of solution you expect and / or aim to deliver, for
instance: a product, a product-service combination, a strategy illustrated through product or product-service combination ideas, ... . In
case of a Specialisation and/or Annotation, make sure the assignment reflects this/these.

Within this project, | want to show BMW the value of design (figure 2), also beyond the design department. The focus
will be on one of the four pillars: the value of user experience. This, | don't want to do by being an UX designer myself.
Rather, | want to use my design skills to make internal changes to shift corporate mindset from product oriented- to
experience design. Figure 1 shows how knowledge management and organisational cultural change management
are related to customer experience management. | want to use this framework as a backbone for analysis criteria, since
it makes it possible to cut the problem into pieces that can be solved easier than just focusing on Customer
Experiences as a whole. There are still a lot of different conceptions about what experiences exactly are or could be,
and how we can internalise an experience-focused mindset throughout an organization. Because only then we can
ensure the best possible customer experiences. Within Knowledge Management, there is the issue: "If only we knew
what we know" or "if only we knew what our customers know". Within BMW there is extremely much knowledge and
we keep on obtaining more. However, valuable information goes lost on the many different sharing platforms BMW
has, or is not even communicated outside the team or department. To internalise an experience focus, everyone needs
to know what it means, what it could do for the company and themselves as employees, and always have access to
the current status. So KM improvements are needed to get an experience focus. To then get everyone on the same
page and working towards the same goal, we need organisational culture change. Employees need to understand
how their expertise benefits customer experiences and should be empowered, values should be aligned and
structures changed. To make the project managable, the focus will lie on the analysis and a solution for the Design
Department, from which then recommendations for the rest of the company can be derived. Since the designers have
already been in touch with experience design, | can learn from this.

Solution e.g Workshop for De5|qn Department with a strategy to scale the experience m|ndset shift company W|de

The aim of this project is to get a better understanding about what Customer Experiences are and how they can be of
value to the company. To reach this aim, | want to use solutions in Cultural Change Management and Knowledge
Management, because they both have influence on Customer Experience Management, as Figure 1 shows. The
solution is a strategy for the Design Department, with recommendations for action. A part of a solution could for
example be a workshop for executives or employees (think of teaching ViP, DRM etc.) which could also be validated
during the project. | will make a recommendation about how this could be scaled to the rest of the organisation. The
exact manifestation of the deliverable is to be determined during the course of the graduation project. Outcomes:

- Definition of the 3 theoretical constructs, how they relate in general (framework) and how they relate at BMW.

- How are holistic customer experiences created: case studies in other sectors with complex experiences (think of
movies, flights etc.) . Analysis of structure, mindset shift & processes, to create meaningful experiences.

- Using interviews and research to create a Stakeholder Map with their values and relation to meaningful experiences.
- Map current situation. Methods that are used to envision the future, how are the stakeholders involved in this, how
does this relate to experiences. E.g. Stakeholder Mapping and their value streams.

- A framework of how success factors in Organisational Culture- and Knowledge Management can create a mindset
shift towards an experience focus at BMW.

- Tangible solution for te Design Despartment:Workshop + validation. Roadmap for scaling to rest of the company.
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PLANNING AND APPROACH **
Include a Gantt Chart (replace the example below - more examples can be found in Manual 2) that shows the different phases of your
project, deliverables you have in mind, meetings, and how you plan to spend your time. Please note that all activities should fit within

the given net time of 30 EC = 20 full time weeks or 100 working days, and your planning should include a kick-off meeting, mid-term
meeting, green light meeting and graduation ceremony. lllustrate your Gantt Chart by, for instance, explaining your approach, and
please indicate periods of part-time activities and/or periods of not spending time on your graduation project, if any, for instance
because of holidays or parallel activities.

startdate 15 - 11 - 2021 14 - 4 - 2022 end date

Master Thesis: Shifting corporate mindset from product design to experience design

Project Kick-off
Literature study —
Analysis BMW In all three fields ~ muan oz | | [ ]
Analysis experience mindset inoth mua sum | | [ |
]

Interviews (internally & externally) s 1na

o an wnn ]

MigTerm Evaluation van wmam [}
Develop Phase

iz |
Co-creation sessions e [ |
Solution part Knowledge Managen sz mum [ ]
Solution part Cultural Change Man, s sum ]
ustrating efects on Customer B sz w2

Prototyping & Testing se
Assessment of solutions
Elaboration best concept
Final Strategy

Greenlight
Finalise Writing Phase
Restructuring
n

sEEE

EEEE EPEEE pEiEE

Final Check all chapters
Final Presentation Phase
Making Poster

Hand in Deliverables
Preparing Presentation
Presenting

EEEELEEEERE

| aim to work full-time on the graduation project from start to finish. | have currently structured my project using the
classic double diamond framework, which consist of a discover, define, develop and deliver phase.

The pink weeks in the overview indicate the holidays | planned to take a moment of rest. So in total this means 20
weeks of work + 2 weeks holiday = 22 weeks planned.

Important milestones:

- Kick off meeting: week 48  01.12.2021

- Midterm Evaluation: week 03 17.01.2022

- Green Light: week 11 11.03.2022

- Graduation: week 15 14.04.2022
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MOTIVATION AND PERSONAL AMBITIONS
Explain why you set up this project, what competences you want to prove and learn. For example: acquired competences from your
MSc programme, the elective semester, extra-curricular activities (etc.) and point out the competences you have yet developed.

Optionally, describe which personal learning ambitions you explicitly want to address in this project, on top of the learning objectives
of the Graduation Project, such as: in depth knowledge a on specific subject, broadening your competences or experimenting with a
specific tool and/or methodology, ... . Stick to no more than five ambitions.

After a 9 month internship at BMW, | got a feel of the structure of the company and its way of working, especially in the
design department. | recognised its complexity, which the more makes me fascinated that every few seconds a
complex product in countless variants rolls of the assembly line. It is a dynamic environment where there is always
room for improvement. Also, the current times and the social/cultural context require new ways of thinking and
working as a automobile manufacturer. As a strategic designer, | want to tap into these kind of wicked problem:s.

| want to use my anaylitic abilities, to map out the current situation and match it with a possible future solution. For
me, the human is always at the core of everything, therefore | will not forget about the end customer. However, it also
takes the BMW Group employees AND the social context. | believe in shared value!

| want to use my knowledge from consumer behaviour and strategic automotive in this project, because consumer
experiences will all be about the emotional side of vehicles/individual mobility.

Within this project | want to create an in depth knowledge about consumer experiences and how | can use them
strategically in projects & companies. | find it very interesting that it is connected to a more psychological side of
organisational culture and the more technological side of knowledge management, | hope to get a better grasp of
these connections within company structures. Since we talk about complex/wicked problems, | want to improve my
systems thinking and -mapping, to get a holistic view of the problem space. Next to this, | want to improve my
interview skills and in general asking questions, since | tend to try to solve things on my own while | could learn a lot
from other people. Lastly, | want to improve my academic writing skills, since | know from my bachelor thesis how
difficult it can be to say what you want to say with the least amount of words and get to the essence.

FINAL COMMENTS

In case your project brief needs final comments, please add any information you think is relevant.
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