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Abstract

The way we consume when we travel has had a bigger influence on the
environment than meets the eye. We see the cups being thrown away, but we
do not see the overconsumption, the dodging of responsibi|i+y for sustainable
producﬂon and the food losses. Our quest for convenience has led us to
behave in the most environmenfo”y um(rienoHy way possib|e.

To contribute to the sustainable deve|opmen‘r goo|s of the UN and strive for
a more balanced world, this project created a possible sustainable strategy
for consuming on-the-go in 2036. The desired change is constructed using
the ViP-method and Social Practice Theory. In the first part of the report, the
current practice is deconstructed and we fry to Fu||y understand its impact on
the environment. The next chapter uses context factors to make a prediction
about the practice of ‘consuming on-the-go’ in 2036. This context is visualised
in a future framework. Based on this overview, in combination with the vision
of the project, a desired future is presented in the form of a vision statement.
By rearranging the social construct of consuming on—‘rhe—go out of convenience
to one with a motivation of self-care, the practice orguob|\/ becomes a more
sustainable, and thus desired, one.

An intervention to get from the current practice to a desired one in 2036
could be a producf—service system named ‘Tend'’. This concept consists of a
new system that supports the self-care journey and a digi’ro| p|o‘r1corm with a
producf fo he|p actualise your intentions concerning your We||—beir1g4 The value
for the user is added when Tend suggests a consumption that suits your needs
at that moment best.

To show how the concept could find its way into reo|i+y, a roadmad visualises
proposed steps for the service based on the chonging context. These parts of
imp|emen+o’rion are p|oﬂeo| over time and construct a desired final practice

in 2036. Afterwards, an impact analysis compares the old practice to the new
one and discusses in what ways Tend leads to less negative impact concerning
producﬂon and more positive impact concerning health and consumption.
This validates the importance of such a transition and shows the value of this
projects’ contribution tfo a more sustainable consumption on—‘rhefgo.
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Reading guide

To c|oriFy certain sections in the text, | use colours
that io|en’rify the function of that piece of text. No
colour means that the text is part of normal text.

D// The D stands for definition. When a square is

pink, a certain term or behaviour is defined.

Q// A Q means quote and is supported with an
orange square. This way, the insigh‘r shared by
third parties are highhgh‘red from the fext.

M// M stands for method and explains the way |
have researched or opprooched somefhing. This is
surrounded by a yellow box.

In the introduction of every chapter, | visualise
where we are in the process (introduced in 1.3)
using the minimalistic rainbow below.

In some parts of the project, | use common

abbreviations. In the fo”owing table, Jrhey are

spe||eo| out for you fo understand.

List of abbreviations

OTG on-the-go

CAC Customer Acquisition Rate

SDG Sustainable development goal

Maa$S Mobility as a Service

ViP Vision in Product design

A used to indicate starting point

B used to indicate ending point

U user

UN United Nations

IPCC Intergovernmental Panel on Climate
Change

SU or SUP [ Single-use or Single-use packaging
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1. Introduction

In this first chapter, the scope of the project is

set to sustainable consumption on-the-go in 236
and the limits in which the research and design

is done are clarified. The relevance of each
component is sfrong|y related to the health of

our |o|omef and ourse|ves, this indicates Why it

is important fo dedicate time and effort to this
subjecf. The design goal infegrates this scope
with persono| ambitions and hopefu”y a better,
more sustainable world. Finally, the method and
framework propose the manner in which this goo|
can be reached most successfu”y within the limited
time: Vision in Product design and Social Practice
Theory. Describing the method is a great way to
define next steps and the framework he|ps to make
sense of certain comp|ex parts of the project.



1.1 Scope and relevance

The goo| of this project is to understand how
peop|e currenHy consume while being on the move
and how they will do that in 2036. Based on this,
a valuable intervention is developed to make the
practice more sustainable. ‘Sustainable strategies
for consuming on-the-go’ is a topic that was
corefu“y composed, at the intersection of persono|
interests and important themes: consuming on-the-
go, sustainable practices and future vision.

Consuming on-the-go

Consuming on—fne—go is a practice that is visib|y
and increosing|y common in Western society
(Sands et al, 2019). Although definitions of the
practice itself in literature seem to be variable

in scope (USDA, 2013; Benoit et al, 2016), the
common perception of the growfn in consumption
of beveroges and food on—fne—go is attributed to
the occe|eroﬂng pace of our world (Rosa et al,
2017; Heider and Moeller, 2012). This faster pace
is the result of major cnonges in our society such
as the increase in working women, working hours
and extracurricular activities (Janssen et al, 2018;
Skoda, 2017). Not only do these macro-trends lead
to OTG consumption, OTG consumption also leads
fo a chonge in consumer behaviour concerning

the intake of food and beverages (Adams et al,
2015). The growing impact of this practice is worth
reseorcning and designing for.

D// In this project ‘consuming on-the-go’ is defined
as the practice where peop|e move from A to B,
during which they buy and consume food or a
beveroge after ‘rhey have left A and before ‘rhey
arrive at B. In image 11, you can see how this
differs from other food consumpfion types.
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Sustainability in consuming on-the-go

The release of IPCC's Sixth Assessment Report
has made it clear once more, susfoinobihfy isa
major topic righf now. One part is the ease in
which we generate waste by producing sing|e—use
items, defined in Sustainable Development Goal
12: 'Responsible Consumption and Production’.
This SDG is one that encourages peop|e and
organisations to tackle waste management and

the production of disposables (Gasper et al, 2019).

A sector where this is very obvious is the fo-go
food and drink industry (Hirth et al, 2021) and
their impact is growing, because the amount of
beverages and food bought and consumed on-
the-go is increasing (Heider and Moeller, 2012;
Kugelman, 2009). This sector allows people to
be flexible, enjoy freedom and eficiciency, but
the downside is that the producf containing

sustainable
practices

consuming on-
ihe-go

future vision

(2036)



Image 1.I: The scope of this project

Transit before
eating/drinking

Transit after
eafing/drinking

Scope

People actually
consuming OTG




the beverage or meal is a standard single-use
item with little fo no incentive nor opportunity

to responsibly dispose of (IntegraFlex, 2018).
Even‘ruo”y, all of this behaviour leads to more litter
(Zwerfafval, nd.) and a bigger pile of garbage
that can not be recyc|eo| correcHy (Smithers,
2020). To design a solution would mean engaging
people in a different practice that leads to a
reduction of resource usage and trash. The stakes
are not on|y for our p|one‘r, but peop|e's behaviour
and experience can be heavily influenced by
stepping away from business as usual.

The impact does not seem to stop growing as
sus‘roinobi|i+y gains importance on our world’s
ogendo. Trends show there is an increasing market
for convenience foods (Sheely, 2008). These are
producfs that are prepctred fo some extent by

the refcti|er, foking over some of the tasks for the
consumer. Ready-made products are the foods
and drinks that are comp|e*e|y finished and reody
to eat in this category. This is the most popu|or
category tfo consume on—fhe—go, showing grow’rh

in this market as well (IGD, 2021). Next to that,
the current developments in urban planning,
technology, consumer and corporate economy lead
to believe that this is likely to persist. In essence,
food and drinks on—’rhe—go is part of |ong—+erm
trends towards convenience and other complex
socio|—eco|ogic0| processes and this raises the issue
of packaging and waste (Hirth et al, 2021).

The current practice is known for its excess of
sing|e—use pockoging and excess produc‘rion
(image 1.2). To tackle SDG 12, we therefore need
to intervene and strive towards the minimising of
waste in the new wave of foods on the go.

Image 1.2: Picture taken close to the Coolsingel in Rotterdam on 5 February 2022



1.2 Project goal

The goo| of this project is to deve|op an
unders‘ronding of the foreseen future practice of
consuming on-the-go in 2036 and design a more
desirable one. Using the ViP-method described

in chapter 1.3, a clear vision on how people will
behave in this desired future arises. The design
should intervene in a manner that eﬁecﬂve|y
guides peop|e from the current practice to the
desired one. As described in 11, there is a lot to do
to make the behaviour more sustainable. That is
Why e|iming+ing waste streams, minimising impact
on the environment and con’rribu’ring fo positive
effects will be embedded in this vision. The form
of the final design remains open to be the most

effective intervention towards a more sustainable
way of consuming on-the-go.

Future vision

| want to reach the primary goc1| of deve|oping

a more desirable practice by 2036. This seems

far enough in the future to break with current
deve|opmen+s and introduce a whole new practice
that ho|isficg||y improves consumption on-the-

go. This time-frame rougn|y correspondends with
similar deve|oprnen’r projects and the timeframe of
sustainable goc1|s of rnu|Jri|o|e nations. When exchy
what kind of intervention is done remains open, so
the project can reach the most opﬁrnc1| design.
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1.3 Framework and
design approach

To design a sustainable practice for 2036, | need
a vision that is 'firm|y rooted in a de|iberofe|y
constructed future world’. The Vision in Product
design'—me’rhod is a method that foremost supports
the design of the ‘raison d'etre’ and therefore
defines the goo| prior to the means (Hekkert

and Van Dijk, 2011). The process suits this project
because of its ono|\/’rico| yet disrupfive nature.

To make consumption on-the-go a sustainable
practice, we need to break with current habits and
reconfigure the system as a whole.

To guide the transition of one practice to a more
sustainable one, Lenneke Kuijer developed an
approach that uses Social Practice Theory as

a framework (Kuijer, 2009). In her thesis, she
proposes the use of a practice as a unif for
analysis and a unit for design. The ViP-method
also has a phose that focuses on the ono|ysis of
the current situation which fhey describe ‘could be
a practice’. In this project, the hypothesis whether
‘the ViP-method could benefit from the framework
of Social Practice Theory as it can give deeper
and broader understanding’, is tested.

D// Social practice theory decomposes shared
behaviour types based on the action itself, instead
of the human that acts it out. From this practice-
centred opprooch we deconstruct ‘consuming on-
Jrhe-go' as a practice that arises ‘rhrough meanings
(values or drivers: ‘why do people do this’), stuff
(producfs and bodies, ‘who and what is involved
in this practice’) and lastly skills (learned routines,

‘how can it be done’)(Shove et al, 2012).

In image 1.3, you can see the ViP-method adapted
to the requirements of my project. The order and
content of these stages correspond roughly with
the structure of this report so | will refer back to
this method in the introduction of the sections.

In the introduction (chapter 1) above you have
o|reody discovered the scope and framework of
this project. That was the first step, at the left
bottom. From this we go up, then to the righf,

and down again. In the second and third stage,
the practices are deconstructed to understand

the system (chapter 2). Congruent with the
peop|e, profif and p|oneJr frinity, the practice
deconstruction (people) is made complete with an
analysis of market activity (profit) and the impact
on the environment (|o|omef). The deconstruction of
the practice is done using Social Practice Theory,
bui|ding upon the framework of meaning, skill and
stuff. Togefher, this should give a good overview of
the system. Fourfh, context factors are collected to
design a future context in which the system will be
situated (chapter 3). From there, desired practices
are developed (chapter 4) and the intervention
that leads us there takes form in the final design.
How this systemic chonge would take |o|oce over
fime is proposed in the form of a roodmop and its
points of intervention in the same chopfer 5.



re-project: Design

- set framework roodmop
- set boundaries
consuming on-the-go’

Image 1.3: The ViP process freely adapted to this project
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2.
Deconstruction
current practice

In order to design a better and more sustainable
way fo consume on-‘rhe—go, we must understand
how the current practice works and how it came
to be that way. In this chopfer, the method of
Lenneke Kuijer is proposed fo ono|yse consuming
on-the-go. It starts with the hisl‘ory that shaped

it. After that, the current shared behaviour

is ono|ysed Jrhrough|y by using different sources.
Qualitative user interviews indicate 4 types of
practises that share actions, beliefs and producfs
and these can be disﬂnguished at the end of
2021. Next to discussing the people-side, literature
is used to understand the market and the
current impact on the world and why that
mighf be undesirable. This content is used later (in
chopfer 5) to assess the vo|idi+y of the concept by
comparing the current impact to the impact of the
proposed new practice.



To understand the current practice of consuming

on—‘rne—go, the gng|ysis uses parts of the framework

that Kuijer proposes (2009) in chapter 5 ‘practice
as a unit of ono|ysis' and that is introduced in

this reports introduction (chapter 1.3). In the
introduction it is stated that the 'disposirion of

the designer conducfing research is bosico”y

different from that of a social scientist, whose main

concern is to gain unders’ronding of sornefning.
This does not mean that the designer does not
strive for undersronding, but undersronding is not
the end—resuH; itis required for the identification
of opportunities for intervention” (Kuijer, 2009).
However, the ViP-method uses another way to
idenrify opportunities, and these are situated

in a future context. That is wny this framework
will be used unique|y for undersronding the
current practice but not for the identification of
opportunities tfo design for.

Adapting the method of analysis

Kuijer starts with the importance of icrdming the
practice broad enougn to keep an open mindset
but not too broad so that it remains possib|e to
0ng|yse within the set time. | do this in the scope
as part of the introduction of my project (cnop’rer
11) She then goes on to quantify the amount of
impact the consumption has on the environment
(e.g. amount of liters wasted while snowering) and
follows this with historic trends. It is interesting

for this project to make sense of the sustainable
impact in this framework as well, but in a more
broader sense where | do not measure the amount
of resources wasted but discuss the impact on
relevent SDG's. After discussing the consumption
indicators, Kuijers goes on to map the hisrory

of the practice itself before concluding with an
overview of the current practice. Then, the projects
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‘Designing the future: Online, offline

and in person. We don't predict the

future, we influence it and we design it’

go on fo the design—pngse and a target level is set
for the impact of the new practice. This method

is less rie||oi(u| for my project because the design

is not a result of cnonging this practice based on
reducing the impact but rather creating a practice
that is inherin’r|y more sustainable. In the conclusion
of the discussed projects, Kuijers compares the
impact of her solutions with the current averages
in consumption. This is a good way fo validate
whether the cnonge is desirable and will be used
for this project as well.

In the Implications of Social practice Theory

for Sustainable Design (Kuijer, 2009), the
deve|opmen’r from the indusfry itself is not
rhorough|y discussed, even ’rhougn this is often a
major driver for consumer behaviour (\/ergonri,
2009). | propose to add this and reorganise the
insign’rs to create an overview in which socio|ogico|
undersfonding of the practice is the priority. In
the chapter, the history of consuming OTG is
discussed first. Starting with a literature review
of the practice itself (people), then insights on

J

the market behaviour (profi’r) and ending with

the consumption indicators (p|gnei). Second|y,

the current state of consuming OTG is ono|ysed.
This is primgri|y done with in—dep‘rh inferviews to
get a full overview of the practice. After that, an
undersfgnding is made of the current sector and
its relations. And fino”y, a quoniificoiion of the
current consumption indicators clarifies the impact
on the environment.

2.1 The history of
consuming on-the-go

Urban po|icy and the market's desire for growrn
has led to an increase of convenience foods.
Because of a more liberal governance in the
Western society, protective retail planning policy
was abolished that was an incentive for retailers
to downsize retail surfaces (van der Krabben,
2009). Simultaneously, the previous innovation
that switched from grocery stores to supermorkeis



around 1980 had bled out and the sector was
|ooking for new ways fo differentiate themselves
(Ross, 2016). Providing higher margins on lower
surfoces, Hirth et al. identifies the convenience
stores as the answer in their research on the
OTG-consumption sector because “the gastro
indusfry's economic situation itself suggests that
stakeholders saw OTG as a way to ‘innovate in
what has been quite a traditional [and at the time
barely dynamic] sector” (2021). Selling (partially)
pre—mode foods and drinks matched the chonging
|ifes+y|e of the consumer, who responded well
towards the new found efficiency (Brewis & Jack,
2005) by utilising the offer in large quantities. The
solution is not on|y convenient for the consumer
but also for the grocery sector fo copifo|ise upon.
With a push from the corporations, an indus’rry for
convenience food and drinks was created and food
on—‘rhe—go is part of this broader trend towards
consumer convenience (Hirth et al, 2021).

The sale of convenience foods undeniably goes
hand in hand with single-use plastic packaging
which has been defended as a necessity fo ensure
hygiene and safety (Dallyn & Shorten, 1988;
Kamboj et al, 2020). This gained importance
due to the urbanisation and the easy spreod

of diseases in high popu|ofion areas and more
recen’r|y pgndemics. In addition, exfending shelf-
life and therefore ovoiding food-waste with p|c1$‘ric
packaging (ACC, 2015) has been used as an
argument in favour of sustainable development.

GOOD MORNING
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2.2 Consuming on-the-go
currently

Types of practices in consuming on-the-go

M // To understand how people generally behave
in the current system, customer journeys were
created using the framework of the social practice
’rheory. To inform the research, five in—dep‘rn
interviews were conducted and four cities were
covered for field research (city centre and central
train s’rg‘rion). Based on ‘rhis, an extensive overview
of the practice emerged, visualised and described
in Appendix B.

Thanks to this overview, it was possible for every
sub—procrice tfo map Why fney did what iney did
(meaning), the products or other things they used
(stuff) and the abilities they have to undertake
certain actions (skills). And from this, four types of
practices emerged. These practices share the same
meanings, stuff and skills and are interesting fo
discuss further.

Type 1. Consuming on-the-go while on a walk

Enjoying a break from the p|0ce you are at (like
your home or your office) often is gccompcmied
with consuming on—ihe—go. Peop|e link a
consumption to a reward or other enhancement of
the re|0><ing experience. The shared meaning is the
virtue of ’roking a physico| break that involves low
digi’ro| interaction and some bodi|y activity. Skills
that become apparent are the obi|ii\/ tfo assess
and allow when your body or mind needs a break.
Also the know|edge on where to go to sg’risfy

your needs. There is little stuff involved since the
practice is aimed at relaxation and winding down,

24

Type 1: Two girls taking a break from school

Type 2: Girl going from subway to work

Type 3: Two women shopping in Paris

but a payment method (like card or cash) and
keys to reenter the location are necessary. Personal
values, budger and the periodiciry of the practice
determine the luxuriousness of the consumption.

Type 2: Consuming OTG during daily commute

During the doi|y commute, consumption is mosﬂy
avoided because of the meaning that ‘these
convenience items are a waste of money. However,
other meanings like ‘boredom should be avoided
at all cost’, ‘transportation is a waste of time so

it better be combined with another task (|i|<e
eating)’ and ‘coming into the office you should be
energised' are all pusning towards consumption

on the go. A skillset for this is very low since the
fransportation is done hobifuo”y and therefore
requires low cognitive intervention. Some peop|e
however, find it difficult to find their srondpoin‘r
between the two opposing sets of meanings and
need to make a decision, which requires some
rational skills. The stuff for this journey relates to
‘exceptional commute’, namely a container, like a
bog, to move the items you need at the destination
or during habitual activities during your commute.

Tvpe 3. Consuming OTG during exceptional

commute

When transiting from A to B on a non-regular
basis, the commute feels exceptional. For example
when you go visit your parents, have a date in
Amsterdam or want to see Froukje perform ina
club. Tnereiore, set meanings are different and
peop|e allow themselves less rational treats. Doing
sorne’rhing that is outside of your normal behaviour
is also seen as uncomfortable and tools, like food
or drinks, that can make the activity more |o|egsoni
are considered more open|y. In addition to that,



the meaning of ‘energising your boo|y is important’
is o|woys apparent, but now fravel can become
an obstacle. Therefore, anficipating this meaning,
the choice for consumpftion is made more ropio||y
Stuff involved in this commute are higher in
volume and more variable then the first one, since
you are deo|ing with alternative fransportation
vehicles, not on|y wo|king. The practice ends with
‘being at another location” which requires the
fransportation of stuff as well, like a present for
your mum, |i|og|oss or your camera. LosHy, skills
are more aimed at |o|onning and Hexibihfy in the
fransportation activity, whereas moking the choice
for consumption is almost made for you when
providing opportunity.

Tvpe 4: Consuming OTG during travel

During travel, consuming on—fhe—go shares a

lot of features with ‘exceptional commute’ but

the transit is more intens (in time or in length)
and often for relaxation or work, for exomp|e
going on a weekend-frip to Maastricht or a
creative week in Paris. People are in unknown
surroundings and find comfort in consumpftion.
Just like ‘exceptional commute’, the transportation
of clothes and other items that are needed at
the end location can be labelled as stuff. But in
this Typo|ogy, a meaning that gains importance is
the idea of ‘a buffer’. People do not have enough
confidence in the p|0nning and want to account
for unexpeded de|oys4 In combination with a lack
of rush since Jrrove||ing is usuo||y done as leisure,
peop|e calculate their p|orming with a reasonable
time-buffer. When this time is not used to resolve
setbacks, it oufomoﬁco”y becomes waiting fime. In
waiting fime, peop|e are more |il<e|y fo consume.

Type 4: A man waiting to get into his hotel

‘Impulsiveness increases the effects of
value for money perceptions on OTG
consumption intention, while health
orientation enhances the re|c1ﬂonship
between customer service and

satisfaction”

Current sector overview

The overall strategic morkeﬁng components of on-
Jrhe—go consumption include location, merchandise,
communication, price, services, physic0| attributes
and personnel (Monash University, 1970). A meta-
cmo|ysis finds that value for money is the most
important determinant of consumer satisfaction

of a retail store (Blut et al, 2018). Three context
factors moderate the effect of value for money:
health orientation, time pressure and impu|siveness.
The same research exp|oins that the intention

of OTG consumption is related to impuls but
satisfaction is more related to health orientation.



Impact on sustainability

The Sustainable Development Goals set @
universal agenda for developments until 2030.
They are part of a g|obo| p|on to protect the
p|onef, end poverty and ensure prosperity for
everyone. The set of 17 goals provide focus and
are a tool to measure efforts of |oco|, regiono|,
national and even international projects.

As described in the introduction of the method
used this chop’rer, desiging for susfoinobihw
should begin with on0|ysing the current impact.
Using the SDG's of the UN is a holistic way to
opprooch environmental impact, but also social
and economical impact. The exact SDG that is
discussed is mentioned in the box below the title.

Waste (Front-of-store, back-of-store and pre-store)

SDG 2 ‘zero hunger’, SDG 12 ‘responsible
consumption and production” and SDG 14 ‘life
below water’

&| |co

8!

After the consumption of fo-go foods and drinks,
the pockoge or container is thrown away. Mos’r|y,
the |ife—spon of such a produd is very short and

its funcﬂonohfy re|0five|y low, or1|y hygiene and
convenience. However, this prodchr does need
resources to be mode, tfransportation and after use
adds to the pi|e of gorboge that can not be reused
and is seldom recycled (World Economic Forum,

2016). There seems to be a lack of reflection on the
benefits the producf delivers and the impact on the
environment. And this is not a small problem. For
example, single-use coffee cups are thrown away
by the 15 billions annually in Europe (Statista,
2019). The plastic soup right now consists of plastic
packaging for 40% (Plastics Europe, 2019) but
there are no sources yet on what the proportion

of take-away containers’ waste is (Chua, 2019). If
we continue the way we do now, the market for
single-use plastic packaging is expected to grow
49% annually in the coming five years (Mordor
Intelligence, 2021).

Se||ing foods or drinks that are finished on

order requires a lot of pre—mode produc’rs‘ These
producfs are packoged for hygiene, frozen so +hey
can last longer and sometimes packed per portion
for efficiency. This all has a negative impact on the
environment, without the consumer even knowing.

Every year, 33% of food produced world-wide goes
to waste (WWF and Tesco, 2021). Food waste is a
common sensitive subject in a world where peop|e
still die of hunger and mo|nu+riﬁon, (Gusfovsson

et al, 2011) and the number of victims is growing
(Frijters, 2021). This is not exclusively attributed to
industrial loss but also in-store and consumer waste
(Evans, 2014). In Hirth's et al's paper, it is even
mentioned that back-of-store waste overshadows
consumer waste due to increased food hygiene,
soFeer measures and protection of the ingredienfs
during logistics (2021).

Most foods and drinks have a foir|y short
expiration date and to ensure quality and
hygiene, these dates have a bigger margin as

a safety factor (Hirth et al, 2021). This means
establishments are not allowed to sell produc’rs,
even after a re|oﬂve|y short shelf-life. This leads to
stores hoving to throw away unsold goods. There
are some initiatives to solve this problem like Too

Good To Go and the Voedselbank (Too Good




= old van (171/100km)

@ = normal car (71/100km)

Image 2.I: An example of the impact of single-use cups in the Netherlands.
The amount of kgCO2 used to produce and process the waste of the cups
in this small country on a yearly basis is the same as when you drive around
the world 2.5 times with an old van or 4.5 times with a normal car. (CBS
2021; Greentripper, 2020; Schep, 2022)



= X = 3

.‘3’

-

e
frommmsee—

To Go, 2021). Things that are done to prevent
this have a big impact on the climate as well like
pockoging, refrigeroﬂon and preservatives.

Waste also hoppens before it even arrives at the
store (pre-store). Larger brands have supp|iers
that deliver their pre—pockoged convenience for
them on a cloi|y basis. The order is p|oceo| just
hours before the de|ivery has to take p|oce and
therefore the supp|iers have to produce part of

the products in advance. When an order is smaller
than expecfed, the supp|ier has to deal with
surp|uses that Jrhey can not resell because of the
brcmding on the prodchrs. This leads to food waste.

Overconsumption

SDG 3 ‘good health and well-being” and SDG

12 ‘responsible consumption and production’.

| oo

In addition to the wastefulness of the pockoging,
on—The—go consumption is also regorded as

an impu|se—o|riven practice (Shiv & Fedorikhin
1999). Many factors lead to choices that are not
congruent with |ong—ferm goo|s (Sands et al,
2019). A large part of this is simply attributed to
the unheQth and unsustainable producf range of
convenience stores (Heider & Moeller, 2012). But
of course, impu|5ive unheQth purchose does not
arise from the offer alone since there are heloy
and eco—Frienc”y alternatives out there. Behavioural
fheory suggests that consumer decisions are based
on attitude and the translation of that attitude
into behaviour. Among the attitudinal variables




are time-pressure (Vermeir & Van Kenhove, 2005)
and choice-overload (lyengar & Lepper, 2000).
The behaviour that emerges is often unplanned
and based on immediate emotional preferences
instead of long-term evaluation (Dholakia, 2000).
A s’ruo|y suggest that from takeout and o|e|ivery
buys, 29% is impulsive (Ford, 2020). All this leads
to the purchose of relative vice produc‘rs (SproHes
& Kendall 1986). Vice products are often unhealthy
and they trigger regret (Thomas et al, 2012) and
overconsumption (Wertenbroch, 1998).

[rresponsible production

SDG 12 ‘responsible consumption and
production” and SDG 8 ‘decent work and

economic growth'.

CO |

In 1953, a consortium of companies arose under
the name 'Keep America Beautiful. What
hoppened? They tried to sensitise the citizens of
the US to clean up and recycle single-use plastics
with campaigns and workshops. They gui|’reo| the
consumer and prevented |egis|o+ion that could ban
their current practises. In the documentary ‘Broken),

this action is o||egeo||y a shield for ‘corporate

po||ufers from blame by shif’ring responsibihfy
onto individuals” (Cechin-De La Rosa, 2019). And

we still see this today: initiatives revolve around
improving consumer behaviour by promoting
recycling instead of industry responsibilisation

of wasteful products. However, 88% of US and
UK customers want brands to help in making
sustainable choices on a day-to-day basis (Futerra
and OnePulse, 2018). Environmental and social
impact is simply too complicated or not beneficial
at the Point of Sale for a company and therefore
avoided. Labels are unclear and transparency
lacks, making it almost impossible for customers
to be held Fu”y responsib|e at the moment of
purchase, especially on-the-go.

It should be noted that the to-go market
provides a lot of emp|oymen+ Throughouf all
kinds of demogrophics and education levels,
from ingredienf producﬁon to transport and food
preparation or sales (Lipow, n.d.). To discharge
this sector comp|e’re|y would mean economic
destabilisation and this is also undesirable.







3. Construction
future practice

In this phase, the ViP design approach helps to
see chcmges in the system and deve|op a future
context in which opportunities for consuming
on-the-go in 2036 become apparent. Developing
this future context starts with the collection of
factors that act as building blocks. Part of these
factors are world and human phenomeno that
are evo|ving (trends and deve|opmen’r) and will
result in a certain type of behaviour, societal
value or product in 2036. Another part are the
factors are observable right now and will likely
remain the same (states and principles) in 2036.
These factors are then clustered without losing
o|ep’rh of information or richness. The clusters are
themes or driving forces that together give

an unders‘ronding of the practice of consuming
on-the-go in 2036. From these clusters, a pattern
emerges in the form of a matrix in order to
develop an actionable framework. In every field
then a possible future behaviour - a situational
reaction - is described so it becomes clear where
opportunities arise for a more desirable world in
the next chapter (5).



3.1 Themes in 2036

M // Out of 205 academic papers, podcasts,
expert interviews, newspaper articles and reports,
a total of 206 context factors for the year 2036
emerged. Using the ViP-method, these factors
where clustered in 12 driving forces that expose
emerging patterns. This was all done i‘r‘rero‘rive|y,
using (digital) post-its and constant feedback.

Principles

Podcast

x3

Business report

x5

Com(erence summary

x5

Advertisement

x7

Books

x8

Government reports

x 18

Expert input

x 26

Internet articles

Academic journals

x 69

Newspaper articles

x 26

x 44

States

Developments

x 68

x 38

A good basis for trustworthy clusters is a solid group of factors. In
the following pages, these factors can be found in the green tables,
supporting the claims made in the text. The quo|i‘ry of the collection
of factors can be assessed based on its source or its nature. On

the pie-chorf obove, the colours indicate what kind of source

the factors came from. Most of the content came from articles
that were either ocodemic, from a news provider or an internet
post. The vo|io|i‘ry of the source is an important indicator for the
credibility of the emerging themes. On the pie-chart on the left, the
grey-scale shows the nature of the sources. The ViP-book describes
that factors can be deve|opmenfs (reﬂecf the chonges over time),
trends (determine peop|e's behaviors as a consequence to these
chcmges), states (define re|o’rive|y constant circumstances) or
princip|es (determine stable patterns in the world). A good division
of the kinds of factors is desirable.



A. King climate treats all equal

The influence of climate change is clear in all preventive and reactive decision
making. People have to react to changing conditions like rising sea levels,
wildfires and other extreme weather conditions (1). Also governments and
other geographically bound organisations have to deal with migrating groups
and changing requirements to keep their people safe (2). This global facing
of facts has also led to the public recognition of preventive measures (3). This
could be in the form of protective measures, like building dikes and planting
a green wall (4), but also in changing behaviours that could mitigate human
effects on climate chonge (5)




B. Guard government

The government had gone from a |ec|o|ing role to a more reactive, protecting
role. Instead of bringing unity and vision to its civilians, they try to pull back
on things that might be destructive and guard people from bad effects that
other people or organisations cause. Governments decreasingly give direction
but only act as guards for existing unwanted scenarios. This position is a direct
result of democrocy, that made the welfare state a confro”ing state (6). The
loss of executive power is also due to a public distrust in politics (7), which

is not surprising since even extreme parties make centred decisions (8). The
leadership role for big groups of people is overtaken by brands (see C).




C. Brand nations

Brands act like political entities by gathering the like-minded and
broadcasting a shared vision. This is possible because geographical
boundaries are less restricting (9) and nations based on shared location make
less sense. Brands can take over because companies have the agility people
require from leaders (10). These organisations have to become politically
engaged because being neutral is seen as complicit (11) and people want to
express their identity through their consumption behaviour (12). It is also an
indirect conseqguence of the decentralisation revolution (13) that rejects central
systems and makes room for other ‘self-chosen’ systems fo take their p|c|ce




D. Seamless mobility

Different ways of transport are matched so fluently, the transition time and
effort is almost neg|ecfob|e. The connection between different urban areas

is improved (14) to connect people’s living and working spaces. The network
of public transport inside the cities is also improved to support the growing
urban population (15) and facilitate the car-free city centres (16). All of this is
combined with increasingly personalised (last-mile) transport (17) that makes

people even more flexible.




E. Non-cognitive guidance from A to B

There are ‘rechno|ogies deve|opeo| fo comp|e‘re|y take over all the thinkwork of
moving from one p|oce to another. This deve|opmen‘r is pushed by the market
of Mobility as a Service (18) because the providers have to differentiate
somewhere apart from the vehicles themselves. Good tracking is possible
through existing technology (19) and is useful for more accurate guidance
software. Innovation in types of feedback of communication gadgets lead to
non-intrusive direction (20), like bone conduction, electroluminescence and
micro-vibrations. People will trust and enjoy this combination of great software

and hardware (21).

I



F. Impulse to convenience

Commercial institutions depend on the amount of profit and will therefore aim
for a solid or growing number of sales and higher margins (22). Convenience
produc‘rs proved their consistency in sales (23) and peop|e have occepfed the
high margin (24). They respond to acute needs and impulse buys (25) and
are suppor‘red by government po|icies (26). This leads to an ever-present push
for consumers to buy impulsively.




G. Mental health engagement

The pursuit of time well spent” has everyone engaged. Dull tasks are avoided
by relying on services (26) and a common appreciation of your own
wellbeing is widely accepted as normal, in your personal life as well as your
professional life (27). Next to that, the advancements in tracking together
with Al can predict emotional downtimes and accurately manage this through
extremely personalised support (28).

39



H. Focussed physical health

Coincidental physical activity is eradicated almost completely because of
seamless mobi|i+y (see D) and other ways fo make life more convenient (29).
However, there is a growing awareness of the importance of physical health
because people are growing older and are more knowledgeable about the
ailments they (will) have to deal with and there are more lifestyle diseases
(30) which results in preventive healthcare as a standard. Designated places
and times for fitness will arise to support this desire. Also, people need their
eating and drinking to facilitate this desired healthy body. Innovation in the
body-tracking-industry allows people to track nutritions and give advice on
food and beverage consumption (31).




l. Deep privacy

Kant's basic principles for ethics remain relevant: to behave ethically, people
need freedom to choose (32). Privacy is a key condition and therefore holds a
high stake to make people feel good (33). This is manifested in a deeper form
of privacy online as well as offline (34), which means people still separate
their public identity from their private identity, but now also within their
private identity make the distinction between ‘shareable’ private identity or
action and a non-shareable one. It gives people the feeling of belonging to a
social group (K) while still making a distinction for closer friends. In addition,
digitalisation has made it harder to know truth from opinion and asking the
right questions to form one’s own opinion is a virtue (35) and not trusting
unknown sources is normal instead of being suspicious. The complexity of
people’s daily lives justifies the need for highly personalised views (36) that
the individual holds power of sharing over.




J. Increasingly individualistic

The self-centeredness of generations has been growing ever since child-
centred pedagogic views were accepted as ‘good’ (38) and democracy has
led the individual to believe they are cornerstones of society (39). This is
cultivated by social media that lets people take centre stage at all fimes,
and the importance of psychological understanding of the individual (40).
It is not illogical: it is a basic human trait to feel like one belongs to a group
while wanting fo stand out in that group and since the world is increasingly
connected, there are more peop|e you have the urge to stand out from (41).




K. Serving the social group

The proximity principle elaborates on the idea that people are more
considerate to the ones that are close to them. If you can see someone, talk

to them and witness their behaviour, it is easier to feel compassion. However,
with the changing concept of proximity (42) this consideration is aimed more
towards people that have similar beliefs (43). In new digital worlds, it is
possible for the younger generation to make the same meaningful connections
that people used to only be able to make in real life. This gives everyone the
freedom to build friendships with others all around the world that already
share basic values and interests.




L. Contributive justice

Meritocracy has come to an end because people are done being measured
by their accomplishments. The idea of ‘contributive justice’ replaced this

belief because it provides more meaning to people’s lives (44). This is the
responsibility each of us has to contribute to civil society. It is manifested in
finding more meaning in your job, taking time for volunteer work and gaining
social status with kindness. The need for change is fed by the realisation of
the complexity of the impact of one’s actions (45) and we now know that we
are responsib|e for moking the world a better p|c|ce Humans will o|woys want
to be just, but now that positivism is the new elitist behaviour (46), there is
less constraint to actually act upon this desire. Popular beliefs become more
hopeful and the new scientists, artists and other influential individuals are
appreciated because they view the world in possibilities instead of constraints.




3.2 Framework
consuming on-the-go in
2036

Gaining clear insigiﬁ on the main patterns of
‘consuming on-the-go in 2036’ supports the
deve|0|omemL of an actionable framework. The
situational reactions of peop|e in the future context
of consumption on-the-go can be plotted along
tfwo ke\/ dimensions with each three quci|ifies that
all emerge from the themes that are relevant in
2036. The vertical axis, ‘community consideration’,
describes what elements individuals take into
consideration when deciding how we consume.
The qug|i‘ries are in an order from pure|\/ self-
reggrding consideration to social or even holistic
considerations. ‘Guidance in transport’ on the
horizontal axis reveals the amount of influence
from an external party that is allowed to serve the
individual on-the-move. From left to righf, peop|e
lose autonomy but gain support in their journey
from A to B. Laying them over each other reveals
the context structure and gives understanding of
consuming on-the-go in 2036. The different fields
will reveal opportunities to design for a more
desirable future world.

Community consideration
Care for the herd

The openness of information and empirico|
evidence of change makes more people aware

of their influence on the environment and society.
This is because climate chgnge affects everyone
(c|us‘rer A)i Next to ihgi, the belief that we all
have the moral ob|igo’rion to contribute to a better
society actually mobilizes individuals (cluster L).
The majority of our Western civilization takes their
impact into account when making decisions but the
success is dependent on the tools given.

Care for the pack

With a growing connectfion fo the world, peop|e
find their like-minded and form groups with
others that have similar visions and consume
alike outside of their geogrophiccﬂ boundaries
(cluster C). They care for each other and support
the shared community and goo|s (cluster K) but
seem neg|ecioni of the bigger picture and hostile
towards groups with other visions. This could lead
fo impu|sive, non-cogniftive consumpftion decisions
in favor of a brand or business because fhey feel
safe in this context (cluster F).

Care for the self

Peop|e are self-oriented and have insighi on the
possibi|i’ries for improving their mental and physicg|
health. This is because we see an increasing focus
on peop|e's own mental health, suppor‘red by
Jrrocking, processing and feedback Jrecimo|ogy
(cluster G). Individuals have also become aware

of the importance of physico| health since bodi|y
activity no |onger hoppens circumsigniioﬂy but we
do want to live long (cluster H).



Support in transport
Self-steering

A new wave of privacy, congruent with ancient
phi|osop|’1]co| wisdom, has led to peop|e requiring
a cleeper state of privacy (cluster 1). Individuals
aim fo go incognito in real life, ovoiding digi‘ro|
’rrocking while physico“y being on the move. They
avoid being ‘oart of the flock’ to confirm their
individualistic views (c|us’rer ). For transportation
this means ’rhey require full cognitive attention to
ctu‘ronomous|y move from A to B since the use of
third party services often requires the shoring of
information somehow.

Being nudged

There is an intermediate option that allows peop|e
to limit your data-sharing while still using a service
to assist them in transport. This guidance based
on nudges comes from the desire to be held by the
hand without losing autonomy which finds its roots
in the governmenfo| system (c|us+er B).

Complete guidance

Technical advancements and the competing
MaaS-sector has led to the possibility to go from
A to B without requiring conscious medd|ing in the
process of the user (E). One precondition that is
met is the absence o cluster f hick-ups or ‘thinking
cues’ because of the seamlessness of transport
(cluster D). This frees up much desired brain-space
and allows people to focus on other things.

Self-steering

Support in transport

Being
nudged

Being
guided



Support in transport
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Framework 3.1: The context of consuming on-the-go in 2036



Support in transport

Self-steering Being nudged Being guided
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Framework 3.2: Numbering of situational reactions in the context of
consuming on-the-go in 2036



3.3 Situational reactions

In every field that emerges from this 3 by 3 matrix,
a situational reaction can be described based on
the different combinations of 'quo|iiies' that arose
in chapter 4.3. These will help understand how a
person in a certain context can react in 2036.

D// A situational reaction is a form of behaviour
that is elicited by the situation and apparent
values at that moment. It is not attributed to one
person or context. It can be socially shared and
therefore resembles a practice.

One can be behaving like (7) on Monday
morning whereas he or she was benoving like (2)
on Sunday night. For each of these situational
reactions, an intervention can be designed to
prevent this from hoppening or pusn more peop|e
towards this behaviour in 2036. In the next
cnopier, the vision will be held up against the
matrix to unravel which situational reaction is the
most fruitful to intervene with.

(1) Peop|e put much cognitive effort in rnoking their own
decisions on how to move from A to B. If they consume,
ihey fry to take a holistic opprooch fo deciding what is
'good'. Reo|isfico||y, it is un|ii<e|y that ’rhey o1cfuo1||y make
the rign’r choice because ihey are preoccupied with
transit and the comp|exify of their persono| impact is
foo big to deal with at that moment.

(2) People move without using the service of third
parties to support them. Consumption choices are led by
the shared vision of the social group they feel connected
to. They are resistant to guidance in transport but
simultaneously follow people they view as peers for
making choices about consumptions.

(3) People autonomously try to figure out how to go
from A to B. When eating or drinking, they focus on
their own mental or physical health. They are consistent
in their self-centredness. It can be tiresome to figure
out transport as well as being conscious of the health
decisions you're taking, and therefore it is not easy to
behave according to your intent.

(4) There are nudges fo ne|p peop|e ’rnrougn their
transit and when peop|e consume, iney regord all
factors in the system. There are constant stimulants to
bring you from A to B so being ’rhoughh(u| of a comp|e><
system requires a lot of cognitive focus.

(5) Peop|e are assisted in their transit and consume
based on the behaviour they see around them of their
like-minded peers. A third party proposes routes and
actions for the person fo vo|un’rori|y react to, whereas

in consumption they are submissive to the social groups’
commands and desires.

(6) People get instructions on how to get from A to B
and consume ’rhings that are good for themselves. They
are conscious of sngring their data and therefore want
fo keep this to a minimum while being suppor’red in
transit. However, it is important for them to take care
of their own mental and physico1| health and to pay
attention to this, ’rhey need the broinspoce fney free up
by not moving 100% autonomously.

(7) Peop|e are comp|eie|y guided ihrougn fransport
and therefore have the broinspoce to be aware of the
importance of making conscious decisions concerning
everyone and everything. Doing this accurately is
unrealistic because of the complexity.

(8) Non-intrusive full guidance gives people the
opportunity to consciously think about other things or
perform other tasks. They make consumption decisions
based on perceived connection to the group they belong
to.

(9) Cornp|eie support takes over control to lead peop|e
fhrough fransport. This makes cognitive room for
conscious care in consumption for your physical and
mental wellbeing. Without the need to be attentive,
going from Ato B requires no fhinking and almost no
energy. In this freedom lies the opportunity to act upon
their intentions, which are driven by one’s own benefits






4. Desired future
practice

After understanding the possible reactions

per situation in the previous chapter, it is now
important to c|orif\/ how these practises compare
to the desired impact in the world. In the
intfroduction of this report the goals are stated and
this gives direction to the way we want people to
consume on-the-go. First in this phase, this vision
for this entire project is discussed: making the
practice of consuming OTG more sustainable on
an environmental, social and economical level.
After that, a prognosis is made to assess how this
vision manifests itself in the specific 9 situational
reactions that were shown in the framework. The
most interesting direction is distilled, so the focus
is put on the one where there is no indication of
sustainable intentions and a lack of cognitive
bandwith. The desired change that entails value
for the people and more sustainable behaviour is
e><|o|oineo| in the form of o statement. After this,
the statement is translated into the interaction of
the design, using an analogy as inspiration.



4.1 Vision design

Personal position

As stated in the title and e><|o|gineo| in the
introduction (2.1), the mission of the project is

to make this sector a more sustainable one. The
urgency of sustainable c|eve|opmen+ is g|obo||y
accepted (UN, 2021; Gaefke, 2009) but it is

also a persono| belief that a balanced world is
desirable. Not only do we have to make the global
human impact less in generg|, this current way of
consuming on—fhe—go is one where the intervention
could reg||y sensitise peop|e. A redesign of the
practice could chonge human behaviour and by
moking the transition eHorHess, we avoid friction
with the desire for convenience.

| want to focus on sustainable behaviour instead
of sensibilisation or a sustainable intention. This
means it would be more interesting fo make the
on|y action possib|e sustainable, than to make
peop|e aware of the susfoinobih’ry of their action.
By prioritising moking the action sustainable, the
intervention will be more effective than a focus on

the attitude (Whitmarsh, 2009)."

Situational reaction focus

In all areas of situational reactions, it is possib|e to
design an infervention to make the practice more
sustainable. The vertical axis ‘consideration frame’
has a direct influence on consumption choices
which makes it interesting fo consider first.

[t is most interesting to focus on the area where
the impact is most effective. Since the project
vision is to make the practice more sustainable,
the focus for intervention is on where sustainable
behaviour is least |i|<e|y fo hoppen by itself.

We look at two things for that: the intention to
behave sustainable and the possibi|i+y to translate
intentions into actions.

The intention to behave sus’roinob|y arises from
the community consideration on the vertical axis.
In the top fields (1, 4 and 7), people consider their
persono| impact in the bigger context. They fry

to take into account what the consequences of
their choices are and value best for everyone, also
in the future generations. Having a sustainable
mindset when you consider ‘the herd' is very likely
to happen. In the middle fields (2, 5 and 8), one
is more considerate of the social group ’rhey are
in. To facilitate a chonge in vo|ue, the initiative
would not lie with the individual but with how

the entire collective moves. With these situational
reactions, sustainable intentions could be cultivated
by group leaders like brands (representatives) or
influential peers (Appendix E.3). There are already
some exomp|es of this hoppening and therefore it
is quite |ike|y fo hoppen. The bottom situational
reactions (3, 6 and 9) intent to focus on their own
we||being. These fields show no indication to value
sustainable consumption since there is no obvious
link with self-care.



The possibility to translate intentions into actions is
dependen‘r on the amount of broinspoce because
one has to be aware of their own values on the
moment ‘rhey take action to effectuate them.

The horizontal axis of ‘support in transit” has the
indirect influence that from left to right, you gain
more cognitive bandwidth. This could indicate that

Cognitive

bandwith

o
Z

Sustainable
intentions

Area of focus

choices concerning consumption are more in line
with believes and values. However, this is not set

in stone since the gained bandwidth could also be
used to perform other tasks or to relax. The righ‘r
fields (7,8 and 9) uses almost no cognition to move
from A to B and therefore it is more likely that
people put their sustainable intention into action.

Being nudged

The middle (4,5 and 6) uses a bit more cognition
and will therefore be less likely but still there is a
window for thought. The left situational reactions
(1,2 and 3) are so preoccupied with their transport,
they need all their focus to go from A to B. Here,
the possibility to effectuate your intentions is the
smallest because the priority lies with getting to B.

Support in transport

Self-steering

Being guided
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Focussing on the bottom fields would mean we
catch the situational reactions that are the least
likely to have sustainable intentions. In these
moments, people lack the most interest in caring
for the environment and intervening here would
therefore have the biggesf impact. In the left
situational reactions, people are least able to
translate their intentions into behaviour. But also
in the middle and right, it is not a given that they
will reassign their cognitive bandwidth to conscious
consumption. Therefore, {ocussing on situational
reaction 3 would be the most interesting with the
side note that it could also work for 6 and even 9.

Designing for practices where people care for their
own mental and physico| health AND have limited
cognitive bandwith (field 3, maybe 6 and 9) would
create the most effective intervention.

Statement

To move towards a more desirable Wor|o|, the
situational reaction where people care for
themselves and have limited cognitive bandwith
(primarly field 3, subsequently field 6 and 9) must
be facilitated while becoming more sustainable
when consuming on-the-go. This situational
reaction does have the intention to care for
one’s own wellbeing so making an intervention
to actualise this intention is desirable. If this
actualisation is made inherenﬂy sustainable, the
intervention is integrating sustainability in a part
of the practice of consuming on—fhe—go.

“I want people to be able to actualise their self-care
intentions while consuming on-the-go and make this
inherently sustainable”






4.2 Interaction design

In the ViP-method, an analogy is used to ascribe
product qualities to the final design based on your
vision. This is a creative way fo make the step
between a desired direction and the concept that
supports that. It can also function as a validation
tool to check whether the design is aligned with the
vision. This analogy arose from Hnding an existing
product that shows the desired interaction that is
described in the statement on an abstract level.

Analogy

The design should be to a person what the
cross necklace is to its wearer. The owner is
focussed on the pendon‘r. That cross is a reminder
of faith, hope and a greater p|om. It links to the
statement in the sense that the user is focussed on
oc‘ruo|ising their faith. They believe in someﬂﬁing
and want to carry out that value. What supports
this is the necklace, without peop|e questioning ifs
importance.

The wearing of re|igious symbo|s on jewe”ery
dates back to the Ancient Egyptians, who wore

it as a way to ‘ensure divine profection and to
indicate devotion'(Glenn, 2021). In the first century,
Chrisfionify became wio|e|y occepfed and wearing
a cross was a way to express your beliefs (Devillier
Donegan Enterprises, 2006). The shape went
from representing a horrific execution device to an
emblem of hope and love (David Leonard, 2021).

In religion today, the cross necklace is often worn
to celebrate and declare faith. It is commonly
given as a gift for religious celebration or as a
reminder of one’s trust in God. Even though the




shope is wide|y recognised, variety in the design of
the cross can make the re|igious symbo| persono|.

But the cross necklace is not always a religious
symbol. It can have a unique meaning for the
wearer who interprets the symbolism for his or her
own lifepath.

Qualities

The cross |oendc1mL has a symbo|ic quo|i+y to it and
can even represent the owners’ belief in a bigger
p|on. It is declarative, expressing the presence of
symbo|ism even fhough the inferpretation is open.
The cross shows that the person who wears it has
a certain purpose and the peno|c1mL therefore is
intentional. All of this proves a certain level of
involvement, giving the object a caring quality.

Wearing a meaningful pendant on your chest
also works as a talisman. In difficult times, it

is encouraging and gives you the strength you
need to proceed. But it also has the ability to be
corrective in situation where you might behave
non-conform to the values you attach to the cross.

The necklace itself has very different quo|i‘ries.
When it is matched well with the appearance of

the cross, it is humble and even impercepﬂb|e, even
Jrhough it is essential to the entire producf. [+ simp|y

does what it needs to do and is utterly efficient.

As a whole, a good cross necklace enjoys harmony
between the center-stage pendant and the
obedient necklace. Wearing it regularly is not a
doi|y active decision but more a habit. The visual
appedrance can be mainstream but there are
unique and persono|isob|e options.

HUMBLE BUT EFFICIENT HABIT
ESSENTIAL

SYMBOLIC INTENTIONAL HARMONY

&

DECLARITIVE CARING ENCOURAGING







5. Design

In the previous chopfer, the vision for a desired
future practice was stated as | want people to be
able to actualise their self-care intentions while
consuming on-fhe-go and make this inherenﬂy
sustainable’. First in the chapter, the newly
developed practice is described and briefly
reflected upon using the vision and interaction
quo|ifies from the previous chopfer. Then, to to
elicit this new social behaviour an intervention is
proposed in the form of a produc’r-service system:
Tend. The possible particularities are discussed to
give the concept depfh and show what it could be
like. Steps that would be needed over time to get
to the new practice are presen’red in the form of a
roudmap. Fino||y, the new practice is compored fo
the old by comparing the sustainable impact.



M// To set out a sustainable concept, Lenneke Kuijer shifts to a

practice being the unit of the design cycle. She describes the process

of a reconfiguration of an old practice (orange square on the right).
However, using the ViP method, you try to disrupt from the old practice
and generate a new one (apple-blue-sea-green square on the right).
That is why | will also use the original manifesto of Elisabeth Shove who
uses practice as a unit of design. Unlike Kuijer, she misses the link with
sustainability but she does explain more about innovation by ‘making
and breaking existing links” (Shove, 2006). Like Shove explains, the
conﬁguro’rion of new links between meanings, skills and stuff form the
base of the new practice of consuming on-the-go in 2036. To facilitate the
chonge, an infervention is set out in the form of a producf—service system.

Shi|

Image 5.1: Systemic overview of an innovative redesign of
practices according to Shove (2016).



Consuming on-the-go out of
care for your own wellbeing

In 2036, a part of Western
popu|ofion consume on-fhe-go
because Jrhey care for their own
mental health and physico| health.
The meaning of the practice has
changed from convenience and
haste to a value of kindness for
yourself and desire to 'be well'. I
an intervention would facilitate this
transition, it could infegrate other
values and skills because it has hold
of the reins. With this in mind, this
chopfer proposes a design that
acts as an intervention to make
the practice of consuming on-the-
go more about self-care while

integrating sustainability.



5.1 Introducing a new practice

Tend is a holistic produd—service system that monitors the intention of an
individual concerning his or her own We||—being and makes this a recn|ier by
suggesting a consumption that is in line with this intention This way, peop|e
link self-care to consuming on—’rhe—go and this becomes the primary value of
the practice. By moking this intervention, we have the possibi|i+y fo imp|emen’r

sus+oinobi|i’ry. This comes nofuro”y with self-care, nome|y consuming natural
Things and ovoiding overconsumption. But the service can take it to a new
level by Focussing first on |iquio| consumptions and infegrating this in more
aspects, like the suggestion calculation (have a sustainability factor) and the
container in which it is tfransported (a reusable cup).

Image 5.2 (L): A collage of the current
practice, wastefull and full of rush

Image 5.3 (R): A collage of the desired
future practice, caring and sustainable
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5.1.1 Future scenario

It's Tuesc/oy morning, you have a deadline fodoy
and know you still have to do some work. The
alarm went off early so when it is 10 AM, you
o/reody have done a lot of work. According to your
phone, it is time for a break. You know it is best to
take a short walk outside and take your Tenc/—cup
with you. There is a small coffee-shop at the end of
the street, rig/’)f where the pork starts. There, you
enter and hand over your Tend—cup to the young
woman behind the counter. She scans it with her
phone, smiles and asks ‘a double espresso?”. That
would be a great way to stay producfive until the
deadline so you nod and say: "Yeah, great’ She
makes the espresso and hands it over. "Enjoy!”

she says and you continue your short walk. After
hard doys Work, you send over the report, righf
before the deadline and lean back in your chair. A
message from Stan appears: ‘Want to go out for

a walk?' it reads. You meet Stan and bring your
Tend-cup again. Somewhere near where he lives
isa c/onuf—p/oce you both reo”y love and decide

to go there. At the till both of you hand over

your Tend-cup and ask for a sugar-glazed donut
with it. "Ooo, a hot pure chocolate with oat milk
and whipped cream! What a treat!” "Could | get

it without whipped cream though?’ you ask the
barista. He chonges it in his app and starts moking
the drinks. Stan sees the drink and congrofu/ofes
you as We//, rea/ising that you deserve a reward. At
that moment, you feel proud of your achievement
and enjoy a well-earned drink.

Left blank intentionally for you
fo imagine the story.



5.1.2 Vision elements

In the vision, it was stated that ‘| want people to
be able to actualise their self-care intentions while
consuming on—fhe—go and make this inherenﬂy
sustainable’. To make sure this intervention
eﬁtec‘rive|y realises fhis, the two core elements need
to be fulfilled. Peop|e need to be able to care for
themselves while consuming on the go and this

needsa to be made sustainable.

Self-care by consuming on-the-go

In 2036, people go out for a drink or other
consumption while ‘rrcnve||ing from A to B because
+hey care for their own we||—being. Instead of
consuming on—fhe—go because it is tfime-efficient
and convenient, peop|e are motivated by their
infention fo provide themselves with better mental
health, physico| health or produc‘rivi*y.

The value of your own We||—being is o|reody taken
intfo practice when peop|e enter the p|oh(orm This
is a form of self-care agency, where the user has
the skill to initiate health care activities in order to
maintain one’s life, health and wellbeing (Denyes
et al, 2001; Taylor et al, 2000). These individual
beliefs about copobihﬂes can predic’r behaviour
performance (Bandura, 1997) and entering the
|o|oh(orm is therefore in itself o|reody a form of
self-care. When you make a choice that you want
to take better care for yourseh(, you are o|reody
Jroking better care of yourse|f.

When you decide to get a consumption on-’rhe—go
is also eﬁecfuo’ring the self-care intention. Going
out fo get a consumption on—fhe—go is ocfive|y
Jroking chorge of your mental health, by Jroking

a break, and your physico| health when you walk
or take the bike somewhere and then come back
(A to A). Another way of consuming on-the-go

is when you oc’ruo”y have to travel from A to B.

Then, by moking the decision to slow down in your

travels, you also o|reody effectuate the self-care
infention by |e’r+ing go of the hurry. This reduces
stress and can result in a more relaxed state of

mind, evenfuo”y improving mental health.

Lds‘r|y, the consumption itself can also actuate self-
care. A drink can have many functions, especially
if you order the rigM one. Gaining physiccﬂ health
with the right choice of consumption is most
sTroighfforword: choose a drink that contains the
nutritions you need, providing good Jrhings for your
body in a balanced manner. You can enhance
your producﬁvi’ry with sugar and caffeine or other
sources of energy and focus. But it is also possib|e
to support your mental health by containing
some’rhing that works re|0xing or rewording, like
reducing fee|ings of anxiety with Rooibos tea.

An inherently sustainable practice

When people consume on-the-go because of self-
care, susfoinobihfy should be infegrofed as a key
feature in this practice. This is done Through the
consumption ifse”, but also the way it is mode,
Jrronsporfed and boughf. By infroducing a self-
care value, overconsumption is o|reody avoided
because it is not good for your own we||—being. The
infervention can also add a |oyer of responsib|e
producﬂon by moking the food and drinks that
are better for the environment more attractive to
choose when you care for your mental and physico|
health. Mokmg a reusable container link to this
practice would also eliminate sing|e—use items at a
consumption level.



5.1.3 Qualities translation

In chapter 429, the desired qualities of the
inferaction are described using an Cmo|ogy. These

are translated into this new practice.

Caring

Tend allows and encourages
peop|e to care for some‘rhing:
their well-being. The service
can feel like a warm b|cm|<e‘r,
reassuring yourself and
o||owing self-care.

Declarative

Becoming part of the service is
a form of dec|0ring fo yoursehE
that you dre going fo take the
actions needed to come to a
better mental and physico|
health. Using the product

and the service is a way of
shoring with the peop|e around
you that you find self-care
important and are going to
work for it.

Symbolic

The Tend-cup itself is not
something that actually
performs ‘self-care’ but it is
a means-to-an-end and this
association can act symbolic
for the surrounding.

6 © ©0 O

Encouraging and corrective

Having someone (or
somefhing) that supports you
in the journey to self-care is
important to get the courage
fo ocfuon”y do it. The moment
the service suggests a drink, it
actualises your intentions and
fosters wellbeing.

Hormony

The digital design of the Tend-
apps and the physico| design
of the Tend-cup are visually

in harmony. They both work
effort|ess|y Jrogefher when
suggesting a consumption.

Intentional

Joining the service allows
peop|e to show and validate
their intentions. This makes
clear that there is a bigger
plan people strive towards.

Effective and efficient

The positive impact on the
environment and your health

is clear and can be quonfified
over time. This can continuously
be updated in its accuracy and
therefore remain effective.

Humble but essential

The sustainability part is so
humble that you don't even
notice it. The calculations

that suggest a drink take into
account the impact on the
environment. This is not visible
for the user but essential to get
an output. Also, sing|e-use cups
are avoided with the use of a
reusable cup that functions as
an ID. Making the cup and the
system inherenHy connected to
each other means you can't use
one without the other.

Habit

Taking the cup with you when
you go out for a walk should
not be an active decision but
something you just do. Tend
links the cup fo the practice

of self-care while consuming
on-the-go and makes this a
habit. According to Duhigg, a
habit is formed when there is
a trigger, a behaviour and a
reward (2014). In this system,
taking the cup is the behaviour,
the frigger would be the break
and the reward would be the
accuracy of the drink.
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What's in a name?

Tend (verb) present participle: tending
/3nd/

verb

1. Regularly or frequently behave in a particular way or have a
certain characteristic.

2. Go or move in a specific direction
verb (middle English)

3. Care for or look after. Give one’s attention to
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5.2 The concept

To build and understand the intervention made
to support the new practice, a proposed design
for the concept is made for 2036. Then, the steps
that are needed to get there are adressed in a
roadmap that could guide the transition.

5.2.1 Tend 1n 2036

From a user perspective, the interaction starts
when you decide that it is time to take care of
yourseh( in a different way. Tend is a digi+o| service
that you can sign up for to monitor your intentions

concerning self-care as a way to pre-commit. The
Tend—sys’rem on0|yses the intentions and translates
this into the most effective consumption at the

most effective time. The personal Tend-cup is used
as an identification medium to link the digital
proposo| fo your actual consumption. The cup is
scanned by a barista and fhey are then informed
with the proposed product. This serves as a
reminder, as well as eliciting the implementation of
the initial intention.

While using the service you connect parts of your
digi’ro| passport, like your health app, physico|
monitoring devices and calendar, to the Tend—opp
so the system can assess apparent infentions of
that week. This can be monuo”y overwritten by the
user if wanted. When the intentions are ossessed,
it is translated into the desirable properties of

a consumption and its fiming to match these
intentions. These intentions are combined with

a sus*oinobih’ry assessment of each prodchr at

participating shops to come to the right advice.
This way, behaving sustainable becomes so easy it
could even go unnoticed.

For the process map (image 54), this means that
the user checks the app periodico”y to see and
moybe odjusf intentions. The app can suggest a
gooo| time to take a break or the user can do this
autonomously. When the owner is notified, they
are Jrriggered to take the first step to meet the set
intfentions. When in a coffee-house or other store,
the personal Tend-cup is scanned and proposes a
consumption to the borisfo, based on intentions
and environmental impact. This is confirmed by the
user and put in the system. The cup is now filled
with the righ’r consumption and the owner is c|osing
a value-action gap.

Image 5.4: Process map of using Tend

We suggest a
‘Cappuccino with oat’
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The Tend application

The Tend service is a digital interaction between
the user opp|ico‘rion, the storefront opp|icoﬁon,

the store onboording website and the central Tend
server. In Appendix F, a visualisation of a high-level
solution overview that could be the base of the
system is provided in the form that proceeds the
communication with a programmer (Jansch, 2021).

The general design of the software should be
relaxing and non-intrusive. Using a dark blue as
the main colour, the application initiates rest and
focus. Secondarily, the app uses white and pale
pink as additional colours to highhghf or c|ori1(y
certain content. The Fonfs, icons and blocks are all
rounded off so there are no intense corners.

The details of the |ono|ing screen and homepoge
are different in the user opp|ico’rion and the store
opp|ico’rion4 In the fop row, you see the customer
frames as a visual prototype to show the in-

app onboording and the 'Todoy screen’ with the
genero| menu at the bottom. In the other row
below, the sfore—opphcoﬁon is preserﬁed with the
|og—in page, a quick guide on how to use Tend
and the homepoge. In the last frame, the pop-
up is profo‘ryped where the producf suggestion is
communicated with the store staff.

User application

In the user application there is an onboarding
wizard and the main features are the manual
assessment of intentions and insights on how you
are reaching this goal.

The onboording wizard is the first interaction
with the Tend-app. In this step, the user starts by
choosing whether ’rhey want to link the opp|icoﬂon

Welcome (o Tend

Submit

Hi Mickey?

Lets start by connecting
your o//g/fa/ passport.

How dlo you like cow'’s milk?

We believe you

might like ROAST

Image 5.5: Prototypes for digital
design of the customer app
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Tend

Browsing as store-owner

We he|p you fo slow down in a fast
poced world. Tend is here for those
who want to care for their mental
health, their p|wysico| health and
those who want to fel% produc’rive.

You bring your cup, we suggest a
drink that fits your vibe.

Image 5.6: Prototype for the
landing page on a desktop



to their digif0| passport or whether ‘rhey want to
add information monuo”y. When one links it to
their digital passport, they will be redirected to
the provider of this medium. In this environment,
it is possible to check what kind of information
you want to share. This can range from name and

demographics, to health monitoring devices and
a calendar. All the insighfs are used to make an
assessment of what you (should) find important
at certain moments concerning mental health,

physical health and productivity. If you decide
not to link your digital passport, the assessment is
based on a series of personal questions.

After onboarding, you enter the home page of the
opp|icoﬂon where you see the main features at the
bottom. There, you can answer more questions to
update your intentions, gain insights on the effects
of your recent actions and discover p|oces and
activities that mighf support you even more.

Tend

Add new product

Name of the product (
m e menu

Total amount
in milliliters

[P ]

Store onboa rdin website

When a store wants to participate in our program,
they have to apply online. On our website, they
can apply with their store name, location and
vision. If we add them to our system, they get login
credentials to enter in the storefront application
and they get access to their personal page on our
website. In the latter, they can add products by
filling in the entry form that is designed to assess
self-care attributes and environmental impact.

Image 5.7: Prototype for the
product add page on a laptop




Storefront opp|icoﬂon

The storefront opp|icofion can be entered with the
unique credentials provided on the onboording
platform. The main screen has as predominant
feature the call-to-action to scan a Tend—cup‘
Furthermore, there is an option to add produds

in the app, get an overview of trends in past sales
and a prognosis on future sales. When a Tend-cup
is close to the device with the app, it will scan the
NFC-code and send the customer ID to the Tend-
server, fogether with a timestamp and store ID.
The system refturns a pop-up with the proposed
consumption. This can be occepTed or declined.
When the store does not have the produc’r
anymore or the client wants another consumption,
the storefront staff can ask for an alternative offer
or select a product themselves in the application.
When the consumption is occepTed, it is added

to the Tend system and the store can make the
consumption in the Tend—cup

Central Tend server

The central Tend system has the important task
fo approximate the perFec‘r match between
someone’s intentions and the store’s offer. This is
done through attributing certain self-care features
to product qualities and finding the score that
matches with the customer needs at that point in
combination with the least environmental impact.
The input is the product offer of the store and

its quo|i’ries, the fiming and the intentions of the
customer and the output of the Tend-system is the
most effective consumption.

Next to #hot it also serves as a central database
for each consumption of users at specific stores.
This is important for the payment at the end of the
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Image 5.8: Mock-up of a

prototype for the pop-up on the
phone of a store-front staff with
the Tend-suggestion

An almond |
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month. Tend then asks the customer to pay 110% of
the store-price of the consumed beveroges After
that, fhey pay the stores 90% of the store-price of
the beveroges that fhey gave out using Tend.

The third and last function is the one of prognosis.
Using the assessment of intentions of their users
and the attributes fhe\/ have ossigned to the
producfs, fhey can make a solid assessment of
what fhey are going to propose in the coming
time. These insigh’rs are valuable for moking the
inventory of the stores as accurate as possib|e. A
proposo| for the system that could facilitate how
this would be done is found in Appendix G.

The Tend Cup

The cup should be made to reuse eno||ess|y, but
also to idenfify the owner without vio|ofing privacy.
To make it fu||y circu|or, it should also be made to
be repoired and recyc|ec|.

Material

Currenﬂy, the best option is stainless steel. This is a
very durable material and can be recycled without
reduction in quc1|i‘ry. It is harmless in use because

it has been FDA approved and in production
because it does not produce toxic run-off (Ulbrich,
2021). It is resistant to fire, chemical attack and
corrosion, moking it a Trusfwor’rhy material that
needs little maintenance (BSS limited, 2020).

According to Granta Edupack, stainless steel is an
expensive material and therefore should be used
very effectively (2021). It is also a non-renewable
material, meaning we should use it sporing|y. In
addition, steel is not biodegrodob|e so it is key fo
keep it in the |oop4



The surface

The inside of the cup should be as smooth as
possib|e, gvoiding sngrp corners. This is to enable
easy cleaning and therefore good hygiene. It is
also a preierred sricipe for baristas, since it guides
the beverage (Interview Barista). On the outside,
the main goci| is hygiene and should therefore also
be smooth.

Shape

The design should be double-walled to prevent
heat from irdnsierring too fast. This decreases the
donger of burning, increases the comfort to hold
a cup and makes the experience better since the
be\/eroge remains at the serving temperature.

The cup could have a big opening to drink from.
To prevent spi||ing, peop|e are nudged to walk
slower and take time to enjoy their beverage. This
adds to mental We||being, since s|owing down gives
peop|e some rest.

To make it easy to hold, the overall snope should
have a form that prevents the cup from s|ipping
down. The design therefore has a relatively bigger
upper part, also adding to the ‘big opening’ and
thus slowing-down experience.

Lid

It would be best to design one standard lid to
introduce the producr, but later mu|rip|e opfions
could be introduced to facilitate different kinds

of drinks. The primary lid would probob|y be a
minimalistic design that simp|y closes the cup when
it is not in use. Since the big opening is a desired
feature for drinking, the lid will not have a drinking
hole and it is pure|y made to fransport a dirfy

cup and to take a drink with you fo another p|oce
where you would like to drink it. This also facilitates
the practice redesign by foking the rush out of
OTG consumption and replacing it with self-care.
The lid should be comp|efe|y leak prooi, easy to

open and customisable.

Later on, more complicated designs could be
made to customise the use and make it feel
tailored to the owner. In the image, a lid with a
handle is shown that could be easier for people
who on|y want to take a cup when ’rhey go out or
if they want to clip it to the outside of their bags.
Next to that, a bottle-like lid is shown and that
would be more desirable if people are more keen
on cold drinks when rney work out for exomp|e.

D

Moking the cup a personc1| identification medium,
we need to add somefning that can be scanned
and have a unique oufput. This should be done

in close proximity fo the reader, so no unwanted
scans can be done. The tfag itself should be
unique and therefore non—rep|icob|e and one

way fo do this is to make the content invisible.

An NFC-tag at the bottom would be the ideal
identification medium. This solution is not visible to
the naked eye, is heat resistant up to 120°C and
only readable within a range of 4cm (Near Field
Communication, 20292).

Image 5.9: Digital renders of prototypes
for the Tend-cup and its possible lids



Value exchange

On the image below you can see the value
exchange of Tend. This describes what kind of
ideas and aspirations the different stakeholders
have and how this is manifested throughout the
produc’r service system. The primary stakeholders
are the user and the store, who interact the
most and experience direct benefits from Tend.
Secondary stakeholders are institutions like the
emp|oyer of the user, the insurance company of the
user and the government under whom the store
operates. LosHy, there are tertiary stakeholders

Healthy &
productive
employees

Less costs on
accounts

who benefit but have no direct interaction with

Tend. A full overview can be found in Appendix H.

The business logic lies within the idea that

an accurate and he|pfu| suggestion is worth
something. When the user orders a consumption
using Tend, they will pay via the app for 110%

of the consumption. Assuming|y, the payment of
€010 to €0.60 is the right value for how well
the drink serves your intentions. This assumption
is based on the importance of self-care to these
customers but requires more validation. The store
makes and gives this consumption and gets 90%

®

Variable compensations

v

A

110% of the consumption

of the price. This loss in revenue is made up in the
lower amount of sing|e—use cups that need to be
bought by the store and the customer acquisition
costs (CAC) going down.

Insurance companies and the emp|oyer of the user
benefits from the heloy |h(es’ry|e and this value
could be compensated in some financial, advising
or promoting form. The sustainable deve|opmen+
that the stores make ou’ronomous|y could be of
great value to a government trying to reach UN
climate agreements and therefore also could be
compensated in some way.

Reaching
SDG's together

v

90% of the consumption

Supporting self-care

Image 5.10: overview

of the basic value
exchange

More and happier traffic

vV vy

Insight in future consumption



5.2.2 The roadmap
towards 2036

On the right you can see the roadmap towards a
more sustainable practice of consuming on-the-go
in 2036. The intervention in the form of Tend is
sp|i‘r up in three major points of intervention that
are either s|igh‘r|y ahead of societal chcnge or righ’r
at the same time. Each point needs the support

of a value exchange addition in the Tend system,
supported by a product (the cup) and a service
(the consumption advice based on intentions).

The roadmap has three horizons with each 5 years
in between. It is initiated after the time of the
research of the current practice, the year 2021, and
is laid out until 2036. This timing is essential to
capture the comp|ex chonge of practices.

From the top down, the first points of time to
highhgh’r are the societal chcmges that influence
the time-pacing of the parts of intervention. These
arose from the future practice construction of
chop’rer 4. Then the groduo| chcmge in practice is
laid out, pinning the points of intervention. Based
on these infterventions, the value proposition that
Tend generates is p|o’r’red using the deve|opmen’r
of produc’rs (the physico| produc’rs as well as the
c|igi’rcn| produc’rs). To support this, the business |ogic
must evolve and create the financial exchcmge

to become an economico”y sustainable service.
Codependen’r on this and Fcci|i’ro’ring the value
proposition is the orgoniso’riono| strategy: who

we hire and when, and our company culture.

This is all internal but since we have many more
stakeholders, it is also interesting fo p|o’r out our
external por‘rnerships and how ’rhey take shope‘

76

2021

r . il Tend user-app v1 launch
H!gdu:r Tend store
cevzlugmzng  onboardng

webpage

"""""" Tend staff-app launch

Tend-cup with NFC

Image 5.11: Strategic
roadmap for the
implementation of Tend




pt.l

Tend user-app v3 launch

with dlscovery page Inspiring content with ’rrocklng page Discovery page
and reflective interaction .

on home screen to introduces new

walking routes

engage and support

user-app v2 launch

Insights in future Track visibility
consumption in user-app

Company webpage where
thrid parties can buy credit
for Tend-users

Partner with insurance companies
that benefit from healthy customers
who can promote Tend and give
discounts to our users.

Onboard companies who want to
care for their employees by
compensating Tend consumptions.

Possibility to connect
with friends and send
credit to show support

Premium account
consumption discounts

Notifications
to help take
usefull breaks

— "N —
pt.2 i pt3

d user-app v4 launch
with connection to digim|
passport and deep learning
for personal intention creation

Premium account
pre-order possibilty

consuming on-the-go
out of self-care

Premium account
share insights with
other parties




5.3 Validation
5.3.1 Impact

M// Lenneke Kuijer validates the intervention
success by measuring the consumption impact of
the current practice and the one of the designed
practice. When the impact has signiiicgnﬂy gone
down, the concept is a valuable chonge.

In the iniroduc’rion, waste, overconsumption and
irresponsible productions are named as the two
bigges’r drivers of the environmental impact of
consuming on—’rhe—go in its current form. In addition
to that, the sustainable design princip|es of H.

van Weenen are used to validate whether the
change is positive (1999). These consist of ‘waste
prevention’, ‘source reduction’, ‘integral chain
control and ‘eco-cycle society’.

Towards reuse

Using a cup as an identification medium means
there is a persono| attachment to the produci.
According to Mugge et al, the Fee|ing that a
producf is irrep|oceob|e leads to a |ong—|os‘ring
re|o‘rionsnip. A condition like this is designed when
a produci and its meaning are inseporob|e. The
Tend—cup does this by moking the connection
between the cup and the customer ID, so it is
reo||y persono|. This drives the intention to reuse
the same as long as possible (Mugge et al, 2005).
By moking it robust with a material that on|y
gets more beautiful over use, the materialisation
facilitates the intention of using it |onger4

Looking back at the concept proposo|, the new
service mainly manages the single-use packaging

/8

Greenhouse Gas Emissions

. Single-use cups

Tend-cup

Image 5.12: It would take approximately 35 uses for a Tend-cup to make
up for the emissions of a single-use cup (LCA by Martineau, 2014)

of the drinkable convenience produci that is

made on demand. Since we can on|y find data

on coffee-cups (see image 2.1 on page 27), that is
the on|y solid reduction in environmental impact
but one can theorise that all kinds of consumable
|iquids can go in the Tend—cup (eg. smoothies, teq,
glihwein, proteine shakes, .). In image 512, the
LCA estimates it would take 35 uses for a Tend-
cup to be ‘better’, but this is an indication that
disregords ecosystem quo|ify indicators.

With this new service that emp|oys a reusable and
recyc|ob|e cup instead of a sing|e—use/down—cyc|ed
cup, waste is prevented (van Weenen, 1990).

Towards responsible consumption

The Tend-system is designed in such a way that it
jusfii(ies the consumptions that the user gets and
takes away the impulsive nature of the product.
When people go out for coffee when they don't
reo||y need caffeine, a normal tea or even just

a glass of water is suggested. This should result
in less food and beverages consumed when it is
not really necessary and therefore decreasing

the impact on the environment. Preventing
overconsumption is the bridge between caring for
yourse|1( and behaving sustainably. By introducing
a practice that means peop|e on|y consume the



nutrition they need, the ingredient sourcing is
reduced (Hearne and Aucott, 1991).

Towards responsible production

Putting the susfoinobihfy-focfor in the calculation
makes the assesment of the best o|igned
consumption also more sustainable. Being
sugges’red more gives competitive odvon‘roge fo
the produc‘rs that have a low, no or even a positive
environmental impact. Once shops realise this,
Jrhey will odopf and take the sustainable vision
info practice by swifching from or reo|igning with
supp|iers, evo|uofing ingredien‘rs and refhinking
offers. This gives economic value to fru|y moking
produc‘rs more climate positive. Using a growfh—
centred opprooch fo sus‘roinobihfy will not on|y
tackle negatfive climate impact but also facilitate
economic s‘robi|ify for those who do well.

Reflecting on the SDG’s

In the introduction, it was brieﬂy highlighted
which SDG's were interesting to look at during
this project. When reflecting upon Tend and all
seventeen goals, ‘good health and wellbeing” and
‘responsible consumption’ are both facilitated very
well through this service. In addition, the system
prevents food loss in the Western countries and
when redistributed right it could lead to less
hunger in other p|oces. In contrast with popu|0r
beliefs, making the practice more sustainable will
not decrease economic value but maybe even
facilitate growth in the OTG sector. Since a lot of
the single-use items ended up in the plastic soup,
Tend can also contribute to life below water. SDG
9, 11,17, 13 and 15 also could benefit a little from
Tend and the insights of the reports can be used to
better deve|op the service.

INDUSTRY, INNOVATION 1 SUSTAINABLE CITIES 1 PARTNERSHIPS 13 CLIMATE
AND INFRASTRUCTURE

GOOD HEALTH 12 RESPONSIBLE
AND WELL-BEING

CONSUMPTION
AND PRODUCTION

ZERO DECENT WORK AND 1 LIFE
HUNGER ECONOMIC GROWTH BELOW WATER

({4

1 LIFE
AND COMMUNITIES ON LAND

FOR THE GOALS LHI

il Dol E

Image 5.13: Hierarchical visualisation of the SDG's that are
(positively) interlinked with the project and the concept.






6. Conclusion

To conclude this report and project, it would be
valuable to reflect on the outcome and discuss
where further details would be of interest. After

a short descripﬁon of the output of the process,
the designed practice itself is discussed and
compared with the practice in 2021. Then the
concept is discussed with its shortcomings and
what is necessary to solve them to realise a
product-service-system like Tend. The third subject
is important fo discuss as well because any project
shor’rcomings could stand in the way of the vo|idi+y
of the claims and should be addressed. Lastly,

the whole method and framework is put under a
mognifying g|cuss to reflect on their value for this
project and myse|1( as a designer.



This project set out to improve sustainability in the practice of ° .
consuming on-the-go in 2036. From deconstructing the current 6.1 ReﬂeCthn on the praCthC
practice, we learned the impact it has now on our environment

and humankind. To break with this and come to a more desirable When looking back at the outcome of the research of the current practice

and comparing this to the future practice, some similarities arise. Even Jrhough
the future construction of chapter 4 was done in complete separation from the
first analysis (chapter 3), not all situational reactions are novel.

situation, the future context of consuming on-the-go was sketched

and there appeared to be nine possible future situational
reactions. The choice was made for thr one was least likely to
be sustainable by ifse|f, and for this field an intervention was
designed to guide it towards a more desirable practice.

In type 2, 3 and 4, we see that convenience and immediate satisfaction are
the main drivers of consumption. When |oo|<ing at the situational reactions,
this is still a probability since transport only becomes more efficient for the
people who want it to be and have the financial resources to engage in this
practice (Fie|o| 7,8 and 9) and thus does not open up cognifive bandwidth
for everyone to consume consciously instead of impulsively. Even Jrhough the
numbers are lower in field 1 to 6, the types of practice are not eradicated
comp|e‘re|y. This is also the main reason why an intervention in one of these
situational reactions is more valuable.

Type 1 has a far more inferesting over|op with future situational reactions.

The ono|ysis of the current practises revealed a socio”y shared behaviour

that goes out for a snack or a drink on—’rhe—go as a form of caring for their
mental health. This has a lot of similarities with field 3, where peop|e have

the intention to care for their We||—beir1g and go from A to B without strict
guiclonce. It would be inferesting for future deve|opmen’r to assess how big this
group is and compare their current needs to future needs to infegrate this in
Tend's value proposo|. On the next page you can see screenshots from social
media of peop|e desribing their activity as 'self-care’ (collection 6.2).

Learning from this, it is inferesting fo reflect on the fiming in the roodmop.
Seeing practices in the current time that resemble the desired one could give
a head start but also pose a risk when implementing sustainability within the
new practice, because people already associate it with single-use and not
the cup as an ID and Tend making the practice more sustainable. A possible
solution would be to speed up the process and make the interventions earlier
on so the practice is already in place before 2036.
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6.2 Discussion of the concept
6.2.1 Ethics

This concept does pose an ethical risk: the more consumptions Tend suggests,
the more money the company and stores make. Also, when the price of the
consumption goes up, the reward for Tend goes up.

To avert this risk there are several possibie designs in the strategy. Peter |_|oyd
suggests additions in the orgonisoiionoi construction so the vision is deepiy
embedded in the company culture (2022). The most promising direction
would be to hire a Chief of Ethics, who defends the vision in the C-suite and
manages the realisation hereof ’ri’iroughoui the different depor‘rmenis. Since
this will be cos‘riy and not reoiiy feasible at the beginning, odding this task to
another generoi managers’ porfioiio would be a strategic outcome. Next to
the internal live-keeping of the sustainable and social mission, listing Tend as
a B-corp would give external pressure to pursue the balance between rnoi<ing
money and creating a better world.

6.2.2 Hygiene and safety

The project was carried out in the midst of a pondemici During this pondemic
it became even more pressing fo consider hygiene as a very important
condition for your safety. Companies like Starbucks, Kiosk and the smaller
coffee-shops on the TU Delft campus started refusing reusable cups because
of the assumed unhygienic connotation these producis have. Some sources
believe that the importance of nygiene is a pubiic value that is here to stay

(Howard et al, 2020; Blagov, 2021)

This might pose a risk for people’s disposition on the product, since self-care
and hygiene are loosely related. However, over 115 experts agree that reusable
systems do not pose a significantly higher risk than single-use products: “Based
on the best available science and guidonce from pubiic health proiessionois, it
is clear that reusable systems can be used safely by employing basic hygiene’
(Greenpeace, 2020). This scientific evidence is not a guarantee for public
opinion and could still be a piiioii for a concept that includes a reusable cup.

6.2.3 Business logic

In the concept, a business |ogic is proposed based on the value excnonge.
There is no prove whether peopie are oc’ruoiiy prepored to pay money fo
get support in the way ’rney effectuate self-care. This is assumed based
on the future context where mental and pn\/sicoi health gain imporftance
and produc‘rivi’ry stays relevant. Even if peopie would see the value of
this suggestion, it is easy to avoid payment. The suggestion is not binding
and there is no way of cnecking whether peopie ocfuoiiy make use of the
suggestion, and therefore it is quite easy to avoid the metrics that make
money for Tend. Peopie could use the app for free, scan the cup, get the
suggestion and then decline that suggestion to order it themselves. This way
the user avoids a fee and the store has a higher profit margin.

| personoiiy believe that peopie are Wi||ing fo pay the requesred amount if the
service you provide is iruiy valuable but it is important fo recognise this flaw
in the system that might be fatal for the financial stability of Tend.

6.2.4 Privacy and intention assessment

As seen in the roodmop, the Al that assesses your intentions ouiomo‘ricoiiy

is released around the same time when deep privacy becomes a factor. It is
predicted that people will value the possibility of being ‘incognito” and not
share all of their data in 2036. In this project, this desire is mostly translated
into the pubiic wish to travel under the radar but it could also be inierpreied
more generally.

In the analysis of the future theme it is explained how a ‘deeper’ level

of privacy can allow peopie to share personoi information in |oyers. For
exompie, one mignf have a personoi ogendo that third parties are allowed
to see (your coiieogues, Ouiiook, your financial odviser, Tend, ) but also a
personoi ogendo that you i<eep private. The way this distinction is made has
a big influence on the data that Tend can use to make an assessment of the
intentions. The accuracy of the suggestion depends neovi|y on this insighi. It
the deep privacy trend protects more data than this research foresees, the
infention assessment is iuiiy dependenf on manual impact and that would
make the concept less realistic.



6.3 Discussion of the project

6.3.1 Validity of the research to
uncover current practises

In chapter 3.2, types are distilled from 5 interviews and field research. To
truly validate the accuracy of this categorisation, more interviews should be
done about every ftype. |deo||y, one would find 8 respondenfs per type of
practice to research the socially shared behaviour and meaning behind this.
Eventually, to make it even more tangible, the insights could be confirmed
with a quantitative analysis and the respective scale of each type can be
mapped out. For now, the limited research is a reason to be careful about the
conclusions made about the current practice.

6.3.2 Validity of the future practice’s
impact

To validate the desirability of the intervention, Lenneke Kuijer suggests to
assess the impact before and assess the impact after the chonge in practice.
In the deconstruction of the current practice, the impact is ono|yseo| but it
remains unfeasible to exocHy quon‘rify the impact of consuming—on—fhe—go

in our Western society. Even harder is to validate the exact environmental
impact of the practice after the intervention. That is why the fopics from

the introduction are discussed on a genero| level to indicate a possib|e
improvement. This is no hard evidence but it does give an idea on the value
of this project.




Image 6.5:

Group of friends enjoying OTG in the park

6.3.3 User and store validation

The concept is built upon a framework of the consuming on-the-go context

in 2036. From that framework, certain needs emerged to which the need to
behave more sustainable was added because it was the aim of this project.
This resulted in the vision to enable peop|e to effectuate self-care while
benoving susioingb|y. The latter part of this statement was treated in cncipier
6.3 and 7.3.2 and shows good promise in reaching this vision. The first part
was not validated in any other way than the process that preceded it. With
more time, it would be good to assess whether the proposed concept gc’ruoiiy
facilitates the effectuation of self-care and whether the value for the stores

is enough tfo cooperate. This could be done by proposing the setting and the
concept in the form of siory—ie”ing, cusi(ing peop|e fo emerge in this context
and then gsi(ing about the irnogined effects of Tend on their we||being.

In addition, the roodrnop could also have more deprn on how to infegrate
different stakeholders. The roodrnop is se|i—exp|ono‘rory concerning societal
cnonges over time, how the practice evolves, when the interventions are made
and how the produci deve|oprnenr and organisation should support that. The
value exchange evolves but is mainly explained in the previous chapter (5.2.1).
The partnership section however, seems to have room for development. Better
researched ‘'next steps’ to involve the would increase validity.

6.4 Implications SPT for ViP

The hypothesis that ‘the ViP-method could benefit from a framework like
SPT to create a different dimension of unders‘ronding‘, can neither be
confirmed not denied but it can be concluded that the combination has led
to unexpec’red insignfs. Even inougn the brign’r pini< book has been used for
many projects over the last 11 years and a ‘oractice’ is seen as a possibie
unit of design, imp|emenfing Social Practice Tneory in this project has been
an interesting cng”enge. Moin|y because there was no previous experience
with this ‘rneory but also because it has been very recenfiy intfroduced to the
designer world and therefore is not yet s’rrgighncorwgrd in its use. Because of
that, there are some irnp|icgiions for future designers that are inferesting to
set out. The insights are linked to the different steps in the ViP-process and
therefore ordered in the same manner as the project.
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6.4.1 Deconstruction current practice

In the first part of the project, it was important fo ’rru|y understand the
comp|e><i‘ry of ‘consuming on—’rhe—go' and what the social constructs around
this were. In the literature used about Social Practice Theory and sustainable
design (Kuijer, 2014), the first step was to see the practice as a unit of
ono|ysis. Fo||owing the lines of this framework, the his’rory of the practice was
discussed, then the current shared behaviour and fino”y the impact of this
practice on the environment. The framework of ‘meanings, stuff and skills’

is used to compare describe shared behaviour in 2021 and eventually to
categorise different types.

It was very interesting to start the project with an analysis based on social
perceptions instead of individual ones. In previous education at IDE, students
are ‘rough‘r to look at interactions, which is individualistic, and systems, which
is sometimes too complex to tackle as a whole. Using SPT has been a new
experience that made the understanding more holistic but not overwhelming.

6.4.2 Constructing a future context and
creating a vision

In the phase that focussed on the future, Social Practice Theory has not been
developed enough to form a good support. From the design process of the 2
projects that Kuijer describes in her thesis, it is very focussed on the immediate
impact and lacks orientation for the long term.

What is interesting to investigate further is the comparison between
'situational reactions” and practises. The framework in chapter 4.2 showed

9 situational reactions that are described in chop‘rer 43 These descripfions
indicate over|op because fhey are socio||y shared behaviours that one may
odop‘r in a certain situation. It sporks curiosity to see what can be done with
this po‘renfio| common ground.



6.4.3 The design phase

As described in 74.2, the ViP-method is very future oriented whereas the
proposed techniques for using SPT in sustainable design are not. Therefore
the design phase of the ViP-method and the Social Practice Theory are not
in’rerciiongeobie and hard to compare in this project. | did find it interesting to
omo|\/se the designed intervention based on the subdivision of ‘meaning, stuff
and skills" to understand it better but it had no value in the process.

6.4.4 Validation

In a previous part of the discussion, it was already pointed out that the
validation of sustainable design when using SPT has some limitations. In
general, the validation is of sustainability alone and not the desirability of the
practice for its users as the added value for them is not discussed. Looking
more speciiico“y at this kind of validation in the ViP-method, it becomes
clear that it is almost impossible to make an assessment of the impact of a
prospective future practice and even harder to make that assessment of a
desired future practice. In the ViP-method, the process itself underlies the
validity of the outcome but with the iterative nature that Kuijer describes in
her thesis, this would not work. Therefore, the use of Social Practice Theory for
the validation in a ViP process does not seem logical (yet).

6.4.5 Further research

To discuss the general use of Social Practice Theory in this ViP-process, it

is safe to say it was a very educational experience. The unknown territory
required constant evaluation and initial enthusiasm is rep|oced with more
careful insights on the possibilities and questionable parts of using SPT in
this graduation project. Even though the framework can be used in every
step, it does not 0|W0ys provide better unders’ronding and sometimes

even urmecesscri|y comp|icoies a creative process. It would however be
inferesting to draw upon the previous conclusions in a next project fo see
whether adjustments can be made to make both theories more effective for
sustainable desigri. This means further research can be done to test the value
of a deconstruction of a current practice using the SPT framework, which

| believe is the most promising direction. Other than that, it could also be
interesting to research further how an impact ono|ysis on the begirming and
the end of a ViP-project that envisions sustainability could be of value for
the validity. Lastly, a concept can be build up with an SPT framework, using
meanings, skills and stuff as parts of the designi | have used this during the
process but for me, it was more a creativity tool. However, it is potentially an
inferesting idea to investigate more.



6.5 Final words

Conc|uding this report, the three themes that were adressed in the
introduction were: consuming on-fhe-go, sustainable practices and future
vision. In the project, a deeper undersfonding of these three themes was
formed. Sometimes, |osing one theme out of sighf but o|woys reo||igning at
the end, it was an itterative process to design an intervention that would
contribute to a more desirable world. To my best obi|i‘ry, | have deve|oppeo| a
sustainable strategy for consuming on-fhe-go in 2036.
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responsibly dispose of this. This leads 1o a bigger plie of garbage that can not be recycled comectly. To
design a solution for this would mean a reduce of resoUrce usage and trash. The stakes are not only tor
our planet, but people’s behaviour and experience can be heavily influgnced by stepping away from
business as usual. That Is why, in a socio-cultural context, this would be a very Interesting topic to
research and design far,

if Detining the ‘to-go sector': In this brief, | understand the 10-go Sector as an industry that provides toods
and bevarages that are consumed In Fansit. In image 1, a rough skatch of the current food-eating system
and people's movement around It. The line Indicates the current frame of consuming on-the-go.

On a meta-lavel, it will be valuable tor addressing human impact on climate changa and understanding
behavioural change in this area. Although the sclentific evidence |s present on how a lack of action will
nagatively affect our way of living, the exact consequences are still unknown. However, It 1S clear that
evaryona will be faced with unp 1ted natural d It we do not ur ke action.

A lavel that is more graspable are the current stakeholders in the to-go sector. (n Image 2 you can see a
rough sketch of the stakehalders that first come to mind. These are consumers of take-away tood and
baverages and the providers hereot. The first party enjoys the flexdbility and wide avallabiity of differant
kinds of culsines, while the other pary |s economically benefiting and expanding thelr brand awareness. A
less apparent stakeholder Is the one responsible for the atter-math: the waste. Currently, most contalners
are single-use and therefore disposed dinectly after consuming the product. This is done often on-the-go so
wasie ls made on public ground, meaning it ends up on the street or in public trash cans. The municipallty
managing these sireams are have an interast in reducing the problem as well.

On a more practical level, the peaple Invalved in my project galn Insights and can support me. My chalr,
Malthis, Is Interested (n the mobility side (the to-go Industry) and can support the strategic future vision.
Charlotte values the road towards more sustalinable consumer behaviour and can gulds me In the research
an user haoits and soclal interactions, | hope to Invalve many organisatons that can learn from, and act on
my Iinsights throughout my project. These being: governmental organisations, environment activists,
providers of current solutions, users of currant solutions and peers that want 1o make a positive iImpact in
his sector.

IDE TU Dalit - E&SA Departmant //f Graduation project beiaf & study ovanview [/ 2018-071 30 Pege 3of 7
hitials & Nama EAM. deGrefte Studentnumber 4448634 000000000
Titla of Frojact i trategies for consuming on-the-go
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B: Interview guide

Wat wil ik leren van deze gesprekken?
> Wanneer halen mensen on-the-go

> Waarom zijn ze op dat moment in transit (patroon? B timing, A timing,
wachttijd)

> Waarom halen ze dat?
> Hoe voelen mensen zich als ze ‘in transit’ zijn of als ze wachten op de ‘transit’
> Beschouwen ze consumeren als ‘nuttig”?

> Clockless consuming: zien mensen het eten on—fhe—go als een echte moo|fijc|?
Hoe valt het in hun consumptie-patroon?

Interview Guide

Technische dingen
Dingen opnemen - zoom gesprek recorden of geluidsopname op tafel leggen

Plaatjes klaar hebben om gedachten te triggeren?
Guide

Hel Fijn dat je mee wil doen aan dit interview. We gaan er meteen mee
beginnen maar eerste heb ik nog een aantal huishoudehjke mededehngen [k
wil dit gesprek graag opnemen zodat ik naar bepoo|de dingen die worden
gezegd kan refereren om het onderzoek te onderbouwen. Het zou dus ook
kunnen dat ik in een presentatie een keer een {rogmenf gebruik om een
bepoo|d inzicht te onderbouwen. Vind je dat oke?

Top! Dan zet ik nu de recording aan. Verder wil ik ook graag dat je alles zegt
waar je aan denkt zodat ik je gedoch’rengong kan vo|gen Je hoeft je nergens
zorgen over fe maken want niks is fout en ik leer overal graag van.

Oké dan gaan we nu beginnen met het onderwerp. Zoals je misschien wel al
wist gaat het over eten en drinken ‘on-the-go”. Met on-the-go bedoel ik dingen
die je op locatie A koop’r, deze zijn dan helemaal klaar om op te eten of
drinken, en vervo|gens consumeer je hefgeen je gekoch’r hebt op B. Dus ik heb
het bijvoorbee|o| niet over diepvries mooHijden of een koffiefje op het terras,
maar meer over een croissant halen voor je de trein op stapt. Is dat duidelijk of
zal ik nog wat meer voorbeelden geven?

Dan is nu mijn eerste vraag aan jou of je je kan herinneren wanneer je voor
het laatst iets te eten of te drinken heb gekocht en het toen ‘on-the-go’ hebt
opgegeten? Kan je dat moment weer even voor je halen?

Waar was dat?
Weet je nog waar je heen ging? En waar je vandaan kwam?

Moest je ergens op een bepoo|o|e tijd zijn? Wanneer ben je dan weg gegaan
bij de vorige locatie?

Was je alleen? Wie was er nog meer bij?

Op welk moment besloot jij ik ga daar even kijken of ik iets kan kopen om te
eten of drinken”? Kwam je toevallig langs die plek of had je vooraf al bedacht
dat je daar heen wou?

Wat heb je gekocht? Wist je al dat je dat wou kopen voor je naar binnen ging?
JA - heb je dat ook daadwerkelijk gekocht? Meer? Minder? lets anders? NEE

- had je wel een bepaalde product categorie in je hoofd? JA - Heb je je daar
aan gehouden? NEE -

Kan je je herinneren hoe je je voelde voor je naar binnen ging? En hoe je je
voelde toen je weer naar buiten kwam?

Wat vond je fijn aan de ervaring”?
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Wat vond je minder fijn aan de ervaring? Wat zou je verbeteren?

Zou je kunnen inschatten hoe vaak je ongeveer iets fe efen of drinken koopf on-
The-go? Bijvoorbeeld per week? |k wil over de rest van de ervaringen ook nog
even pratfen.

Is dat o|‘rijd op verschillende p|ekken of o|fijd ongeveer op dezelfde p|ek? Kan
je me vertellen welke p|ekken je je allemaal kan herinneren van de ofge|open
maand(en)?

Op plek X, weet je nog waar je vandaan kwam? En waar je heen moest?
Ervaarde je toen tijdsdruk?

Hoe voelt het voor jou om te reizen? Is dat leuk? Waardevol? Stom?
Kan je je herinneren wanneer je de bes|issing maakt om wat te halen?
Hoe zou jij het eten en drinken omschrijven wat je dan haalt?

Wat waren zoal de redenen om op die momenten dat te halen?

Zijn er bepoo|o|e gevoe|ens die je vaak doormaakt als je dit doet?

Wat voor een nut heeft het om op dat moment iets te eten of te drinken te
halen?

Hoe past het binnen de rest van je mooHijden?

Hoe sta jij tegenover die ervaring? Sommige mensen zijn bijvoorbee|o| trots als
ze een broodje on—The—go halen, andere mensen schamen zich misschien voor
de donut die ze kopen. Kan jij je daar in vinden? Wat zijn zoall argumenten
daarin?

Ik denk dat ik wel ongeveer voor me zie wat er allemaal gebeur’r op zo'n
moment. Maar het lijkt me toch fijn om nog even systematisch een overzicht te
maken van wat er allemaal gebeur’r. Kan je de verschillende stappen benoemen
van jouw ‘on-the-go’-moment? Je mag beginnen en eindigen waar je zelf denkt
dat het zou kunnen.

Hoe denk jij op dat moment na over prijzen?

Heb je een bepaald budget per maand ervoor?
Weet je ongeveer wat je eraan uit geeH?
Is de prijs eerlijk? Waarom wel? Waarom niet?

Wat zou je in de toekomst graag hieraan veranderen? Of is het goed z0? En
waarom is het dan goed z0?

Nu ik een beter beeld heb van hoe je het doet wil ik wat dieper in gaan op de
ervaring van ‘on-the-go’ consumeren.

Kan je me vertellen waarom Jij vo|gens jou iets koop’r en op eef of drinkt ‘on
the go™?

Een paar vragen ge|ec|en hebben we een overzicht gemookf van alle stappen.
Zullen we daar even doorheen gaan nog een keer zodat je kan vertellen wat je
meestal voelt bij welke stap en waarom dat zo is.

Wat vind je zo fijn of stom aan consumeren OTG?

Kan je é¢én hele slechte ervaring delen van iets kopen ‘on-the-go™? Wat ging er
is?
mis’

Zie je wel eens andere mensen OTG halen? Wat doen ze dan? Waarom denk
jij dat ze het zo doen?

Als laatste lijkt het me nog interessant om te horen hoe jouw ideale ervaring
eruit zou zien? Hoe zou je het in de toekomst graag willen doen als alle horeca
naar jou zou luisteren?

Dat was het! Bedankt!
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C: Research insights

C.1 User interviews
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C.2 Field research notes
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D: Full overview current practice

To deconstruct the current practice, | have split it up into 6 more specific
practices that together are the construct we call ‘consuming on-the-go’" based
on 8 interviews and field research on 5 different places (Appendix C). Each
of these practices are necessary and indispensable, but can have different
components.

When consuming on-the-go, the journey starts with ‘leaving’ the current
location. That is immediately followed by the practice of ‘being in transit,
which means you are transported (by yourself or another party). Somewhere
0|ong that journey comes the 'in‘rending to get a consumption), after which

Full journey overview
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you can either immediately act upon it or ‘be in transit’ some more. After
that the ‘getting consumption’ is common, which is again subdivided into

5 practices: ‘entering the establishment’, ‘deciding what to get’, ‘ordering

or taking the chosen product, ‘paying for the product(s)” and ‘leaving the
establishment’. Then the ‘in transit’ part is continued, which is momentarily
combined with ‘consuming the product. After the consumption, and in some
cases even just before consumption, the packaging of the product is disposed
of in the practice of 'disposing of waste material. The consumption of the
product can lead to a number of practices that are described in ‘experiencing
the consumption’. An overview can be found in image D.1.

Feeling bored
or useless
Experencing
h dc

~



Leaving

The practice of ‘leaving’ starts with an intention to leave. This arises in
multiple situations which | have divided into ‘having to leave” and ‘wanting

to leave’. Both can be done p|dnned, based on the time you want to exit the
current space or based on the desired time of arrival at the place you want to
be. Depending on these fime-constraints, peop|e can experience rush or even
stress. When the tfiming is of no importance, and neither is the duration of
your transit, peop|e tend to feel more relaxed in transit.

Before the actual departure, leaving’ can also contain the act of ‘planning
your transit, ‘communicating your transit’ and ‘collecting items you want to
relocate or use while you are in transit’.

Having to leave

The practice could start by the necessity to leave. This can have two reasons
that are equo||y common. The first one is that peop|e leave because the
location they are currently at (location A) is no longer welcoming them. The
second reason to leave location A is because rney are required to be at
location B.

Wanting to leave

Peop|e that want to leave are usuo||y |ooi<ing to take a break from the p|0ce
rney are at.

Being in transit

‘Being in transit’ is a very common practice of people moving from one place
to another. This can be done with different fransporftation means, otherwise
you walk. The different means can range from private (own car, bike, ) to
shared (Felyx, Bird, ..) to public (bus, train, .).

Using different means can lead to different degrees of comfort. When eating
or drinking, the level of enjoyment is very dependen’r on the comfort of the

vehicle. Things like ngving your hands free, the sngking of the vehicle and the
amount of attention needed to commute scrfe|y are all factors in this comfort.

Using different means also proposes different amounts of Hexibi|iry and
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Image D.2: An overview of transport modes, linked to comfort and consumption

waiting times. With a lower amount of Hexibi|i’ry in fransportation and stricter
schedules, the possibi|iiy of waiting increases. This has influence on the time
available for other activities which consequently is a factor in the consumption
of fo-go foods and drinks.

Intending to get consumption

The intention to get a consumption can arise onywnere, at any time.
Sometimes peop|e p|on for it before fney even leave, sometimes fhey are
Jrriggered during fransport by certain nudges but more often the idea arises
during waiting time.

‘Needs are onricipored, controlled, denied, pos’rponed, priori’rised, p|onned iEOI’,
addressed, sofisfied, i(u|1[i||ed, and grofified. Desires, on the other hand, are
overpowering; somefhing we give in to; sorne’rning that takes control of us and
totally dominates our thoughts, feelings, and actions.”

Timing consumption for efficiency

We live in a world where peop|e are consfgnﬂy |ooi<ing for the most efficient



way, because time is a valuable thing. If it is possible, we try to combine tasks
to 'save time'. Energising yourse|1( with foods or drinks and going to a certain
|o|oce are two actions that are perceived essential. If you combine them, it is
per definition more efficient.

Needing a consumption

Peop|e can experience an energy deficit indicoﬂng that Jrhey lack nutrition.
They can also experience hunger or thirst as a way of their boo|y anticipating
this deficit. We call this physico| experience homeostatic hunger.

Peop|e are also copob|e of conscious|y anticipating hunger, knowing that
Jr|f1ey are going fo need food or hydroﬂon before their body even tells them.
This can be through reasoning: ‘| skipped breakfast, | will probably be hungry
around 11, ‘I am usually hungry 30 minutes after my work-out’ or ‘I drank too
much last night, | will probably be needing a lot of high-sugar drinks’.

Wanting a consumption

New literature calls it 'hedonistic hunger’ when people think they need a
consumption but ocfuo”y experience a form of mental hunger which can
be related to senses (eye hunger, touch hunger, .) or a search for comfort
(finding comfort in food, eliminating boredom, ).

Getting consumption

Entering the establishment

For consuming on—’rhe—go, the ease with which you can find and enter the
establishment is key to the practice. When people are in a hurry, they want
to be as efficient as possib|e. When peop|e are on the route to relax, it is
because ’rhey want to feel welcome.

Deciding what to get

The choice of what establishment is entered usuo||y indicates to some extent
what the producf is that is chosen.

The porodox of choice becomes apparent in the assortment of these
convenience foods and drinks establishments. People have increasingly
person0|iseo| diets, where ’rhey require specific nutritions or avoid a certain

category. This genero“y means that the assortment has to grow, to expond
the choices. On the other hand, it is unnatural to have so many choices and
people might experience stress from the abundance of possibilities.

Choice becomes harder because of the unknown experience you are going fo
have with the produd. The insecurity about how it tastes can be more uneasy
than when it tastes bad. One way this phenomenon is avoided is by buying
some’rhing you have o|reody bougm before. But in case a novel purchose
wants or has to be made, the Fo||owing factors can be considered: price, value
for price, genero| needs or preferences (no lactose, sweet tooth) and time to
take-out (how |ong until you leave the store with your consumption).

Ordering/taking the chosen product

In consuming on—fhe—go there are reody—mode convenience producfs, and
produc‘rs that need to be made on the spoft (but usuo||y not from scratch).

The first one is made in advance, either by the establishment itself or by a
provider. They are always pre-packaged and usually the consumer can take
the product out themselves. An advantage for the consumer is that it is fast.
The disodvon’roge is the qu0|i’ry and freshness of the prodchr (which often go
hand in hand) that is compromised upon. The (mis)p|onning of which leads to
an undesirable amount of waste.

When a producf has to be finished on order, it is mosHy just the composition
of pre—mode elements. For exomp|e, putting the o|reoo|y ogeo| and sliced
cheese on an o|reoo|y baked piece of bread. Even Though the quo|i+y fypico”y
rises, the fiming decreases.

Quality

Made on the spot Pre-made

Image D.3: The effects of pre-made on quality and time-efficiency
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Paying for the product(s)

Trodiﬂono“y, peop|e pay for their food and drinks to a shop clerk. The
representative scans the producfs or reads the price monuo”y and shares

the total costs. This amount is then poid by the customer, predominonﬂy

by electronic payments - namely 85% at the end of 2020. Since 2006, it is
possible to scan and pay autonomously in the Netherlands. Thanks to ‘self
scan’ Jrechno|ogy, you don't need any interaction with an emp|oyee anymore.
This allows for a more efficient process and thus faster transaction. Having an
account or paying later is avoided by almost all businesses.

Leaving the establishment

People who are consuming on-the-go leave the establishment after they have
boughf somefhing but not consumed it inside. Sometimes, when you did not
find the desired consumption, changed your mind or were unable to choose,
you can leave empty handed.

Consuming the product

Eating or drinking what you bought

Experiencing the product

Disregard the product

A common experience with foods and drinks on—‘rhe—go is the lack of
awareness of the experience. Peop|e tend to disregord the smell, taste and
nutritional value of the produd and Forge’r that the practice ever took p|oceA
A reason for this could be that humans are not capable of multitasking. When
H\ey need to think about, or be odive|y engoged with their transit, fhe\/ have
less attention for the experience of consumption. It is also common for peop|e
to want to kill the {ee|ing of boredom even more by |oo|<ing on their phone or
engaging in social activities.

Homeostatic experience

Bio|ogico||y, food and drinks that have the righf nutrition can make you feel
energised. The diges‘rion can make you feel a bit energy—deprived, especio”y
for certain types and amounts. Once the valuable elements are absorbed, the
body uses them to perform tasks.

jiie}

If the Food—fype is not desirable for your body, it can be rejecfed. This can
make peop|e feel ill and nauseous. Also, eating or drinking too fast can make
a person feel uneasy or even bad, physically as well as mentally.

Hedonistic experience

Some peop|e view the exc|usivi+y and higher quo|i+y of a consumption that
has been made for you as a |uxury and therefore experience it as a reward.
This fee|ing is usuo||y self-cultivated by o||owing yoursehc such an expense on
specio| occasions like comp|eﬂng a task or motivating yourseh( for a next task.

This can also counteract. When you allow yourse” to make an expense,
without Fee|ing convinced that you deserve it, you mighf feel regret or shame.

Good

Pleasan t surprise Satisfied

Expectations

No feelings

Experience

Dissapointing

° Shame
Bad

Image D.4: The consequences of expectations and experiences

Disposing of waste

Conform

The practice of ‘disposing waste’ correctly has been made increasingly
more simp|e over the years to stimulate the behaviour and ensure a clean
environment. Peop|e that make use of pub|ic trash cans or take waste home
with them behave conform to the social norm.

Non-conform

Some people have not adopted this behaviour or are simply rebellious. They
dispose of the waste where it suits them best without aiming for a specified
container. This is also known as |i’r+ering.



E: Future expert interviews

E.1 Horeca - 9/11/2021

"Zo lekker dat het weer open is allemaal” vind hij bullshit. Mensen waren boos
toen het dicht was en vinden het alleen maar normaal dat het weer open is.
Ze denken dat ze recht hebben om op een terrasje te zitten en te genieten.

Co||ego's, of uitbaters van andere horeca ge|egenheo|en in Delft, verhogen
allemaal hun prijzen om fte compenseren voor het ofge|open jaar verlies. Dat
is slecht want mensen willen helemaal geen €4 betalen voor een cappuccino.
Zo jaag je alleen maar klanten weg want ze komen gewoon naar mij, waar
het normale prijs is met heel lekkere koffie.

I COVID heeft de samenleving helemaal niet zo erg veranderd

Houd van zijn klanten. Lekker bourgondisch. Doe maar veel vlees en veel kaas
en een lekkere bonbon. Ze zijn uit dus ze willen zichzelf verwennen en of het
dan ongezond is maakt niet uit. Anders dan die stomme vegan-tentjes waar
het eerste wat je op de kaart ziet tofu is. Rob is daar een tegenhanger van.
Daarom vindt hij ook niet dat hij zijn assortiment moet aanpassen om meer
klanten te trekken want hij wil gewoon niet voor iedereen zijn.

| Voor elke trend in de horeca is een ‘regenbeweging die evenveel s|oogkons
heeft door gewoontes vast fte houden.

Soms zitten er mensen die dan allemaal dingen gaan eisen. "Mag ik een
ijscappucino maar dan warm”. Ik wil best wat voor mensen doen maar moet
m'n grenzen steeds vroeger zetften. Ik ge|001C er niet in, ik heb wat ik heb

en daar ben ik trots op. Bovendien |ijk+ het voor sommige mensen ook een
sport geworden. /e komen hier dan voker, gaan lekker zitten, en bedenken
wat ze anders willen dan het gewone assortiment. Sommige willen me ook
letterlijk advies geven: “lk zou het zus doen, ik zou het zo doen”. Wat een
gezeik. Bovendien denk ik ook dat als mensen hier vaker zitten ze een soort
‘own’ krijgen. Alsof ze een deel van mij bezitten. Daar ga ik tot een bepaalde
hoogte in mee maar er was een man die consequent om 16h55 vroeg of hij
nog even een koﬁiefje mocht doen. Dat heb ik uifeindehjk de kop in moeten

drukken. Ben niet met hem gefrouwd. Ik ben hem niks schu|dig en hij heeft
geen onvoorwoordehjk recht op mij.

I'Als mensen vaker bij een zaak zitten krijgen ze gevoe| van ownership wat tot
periodieke uitgaven leidt maar ook tot het gevoe| van ‘verhevenheid' leidt.

I Mensen denken dat als ze ge|o| uitgeven dat het ook op hun manier moet.
Alsof ze recht hebben op mij en niet op mijn assortiment

I'Als mensen een consumptie laten persono|iseren oefenen ze een gevoe| van
macht uit. Gekocht met geld.

Met mensen die iets afthalen heb ik dat nooit. Zij zijn b|ij met wat ik kan
bieden en accepteren dat als goed Dat is ook een soort comp|imenf.

I Mensen die OTG halen zijn humble. Ze oefenen weinig tot geen gevoel van
macht uit

I Hoe komt het dat mensen die ergens niet b|ijven (‘roke—owoy), meer respect
laten voor de zaak dan mensen die gaan zitten en daardoor een gevoe| van
zeggenschop krijgen.

E.2 Filosofie - 13/10/2021

Informatie management

"Mensen moeten leren om net als Socrates de juiste vragen te stellen”

We hebben in onze wereld steeds meer informatie verzameld. Als je naar
artikelen kijkt die de stroom aan data op het internet evalueert, groeit het
nog elk jaar. Het wordt nu cruciaal om om te leren gaan met die informatie,
om de juiste dingen eruit te schiften. Op social media en andere |o|oh(ormen
kun je tegenwoordig alle meningen vinden, hetzelfde onderwerp langs
verschillende kanten belicht. De kunst is om samen te stellen wat jij vindt.

Dit moet op sociaal niveau oongepokf worden. We leren kinderen tellen, een
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eitie bakken en seksuele voorlichting, het is ook noodzakelijk om ze de digitale
vaardigheden bij te brengen. Veel mensen weten namelijk niet dat er ook
gevaren aan zijn.

Dit is belangrijk omdat wan-informatie vaak niet te onderscheiden is van
echte informatie. Ook krijg je digi’rct|e bubbels waarin o|gori+mes je steeds
dezelfde mening voorschotelen waardoor je kan gaan ge|oven dat iedereen

hetzelfde denkt.

De essentie van filosofie is dat je zelf vragen b|in stellen. Dit is meer dan ooit
be|ongrijk bij deze digifohsering en overload van informatie omdat je je eigen
beredeneerde opvattingen moet hebben, niet die gepushf zijn door Al.

Ongelijkheid

Een eeuwenoude vraag van de filosofie is: tot welke ordegrootte is
ongelijkheid oké? Het kan namelijk voordelig zijn, en eigen aan de mens, om
niet hetzelfde te zijn als je medemens. Maar door huidige ontwikkelingen zie
je een steeds grotere segregatie, wat deze vraag nog dringender maakt.

Door g|obo|isering zie je namelijk dat we steeds meer in contact komen met
elkaar. Dit breng’r goede dingen met zich mee - somenwerkingen, leren van
cu|furen, inferdisciphnoire teams - maar geef’r mensen met slechte intenties
ook meer kans om anderen uit te buiten. Dit, samen met het financigle
fenomeen dat ge|o| ge|o| maakt, zorgt voor een grotere kloof tussen arm en

rijk.

Een grofere kloof levert grotere spanningen op. Een po|iﬁek verlies - al is het
maar klein- voelt alsof je ge|ijk niet meer mee doet omdat de meningen zo
haaks op elkaar lijken te staan.

De meeste mensen zijn het eens dat ongelijkheid tot een bepaalde hoogte oké
is, maar op een bepoo|o| punt niet meer. De grootte waarin het nu is werkt als
benzine en kan heffige conflicten veroorzaken.

Distributieve rechtvaardigheid

Hoe kunnen we de dingen waar we nu p|ezier van hebben delen met anderen:

synchroon: mensen op andere plekken op de wereld, dieren en anderen met
bewusfzijn

12

dyssynchroon: Toekomsﬂge generaties

Ik zie steeds meer eten en drinken wat we OTG kunnen consumeren,

meer gemok voor iedereen. Dit staat averechts op de thematiek rondom
resource management’. Wat is het voordeel van consumeren OTG (snel iets
halen, meteen je needs fu|fi||en) tfen op zichten van even wachten en in de
supermork’r iets halen of thuis iets te eten? Staat dit in balans met de prijs die
anderen ervoor betalen? Als mensen hun huis |<Wij’r raken door overstromingen

O]( bI’OI’]d...

Het is wel een filosofische vraag: hebben mensen en dieren die nog niet
bestaan evenveel recht als wij? Meer? Minder? Het voelt oneerlijk om de
aarde op te maken maar hoe kan je er een oordeel over vellen?

Digitalisering & privacy

Ook door de huidige digitalisering is het steeds moeilijker om te zien wie

je bespiet en wie niet. Online kunnen mensen met je mee kijken zonder dat

je het door hebt. Dit slaat ook over naar de echte wereld, waar bedrijven

je smor‘rphone tracken en camera’s je gezichf herkennen. Zelfs overheden
gebruiken de online aanwezigheid van hun burgers in digitale oorlogscoering.
Je kan dus stellen dat individuele privacy onder vuur licht. Het ergste is dat
men het niet kan zien, hoe kan je je er dan tegen beschermen?

Waarom is het tegengaan de ondergong van privacy dan zo be|ongrijk?
De ethiek is het erover eens: privacy is een moreel recht. Dat heeft niks met
wetboeken te maken - hoewel het er ook in staat - maar tegen principes die
jou een individu maken. Kant's ethisch systeem heeft als basis dat als men
ethisch wil kunnen handelen, men vrije keuzes moet kunnen maken. Door
het meekijken van anderen in jouw gedrog, ga je je (onbewust) houden aan
sociale normen en ben je dus niet meer vrije keuzes aan het maken. Het
gaat zelfs zo ver dat ze je gedrog beinvloeden (welk bestek koop je online,
welke serie kijk je) en dan is het nog duidehjker dat je geen vo||eo|ig vrije
keuzes meer maakt. Ook andere filosofische stromingen zijn het er mee eens
dat privacy een be|ongrijk begrip is. Het utilitarisme stelt dat een privé-
leven hebben mensen gelukkiger maakt. Je ziet ook vaak dat beroemdheden
helemaal niks moeten hebben van de continue b|oofs’re||ing‘ Daarnaast is
privacy een be|ongrij|<e bouwsteen om vriendschoppen aan te kunnen gaan.
Als je alles met iedereen deelt is het privi|ege van iemand in vertrouwen
nemen weg en is een vriendschap minder waardevol.



I'ls dit al begonnen? Hebben mensen al zoveel lopen delen op Instagram en
andere social media dat vriendschappen minder waardevol zijn omdat het
privilege van informatie delen over jezelf bijna niet meer uniek is?

E.3 Technology - 13/10/2021

Heeft ook artikels over sociologie doorgestuurd omdat “dat bepaald welke
technologische ontwikkelingen de overhand krijgen”: https://superflux.in/index.
php/work/how-will-we-work/# & https://www.vn.nl/marguerite-van-den-berg-

betaald-werk/
Kijk naar celebrities, zijn vaak kop|opers‘ Elite neemt vaak voortouw.

Welke dingen zijn waardevol waar we nu nog niet voor betalen? Kunnen die
gecommerciohseerd worden in de toekomst?

Off-the-grid

Mensen gaan manieren vinden om meer in privacy te reizen om uit te weg fe
gaan dat hun data wordt verzameld. De zonnebril-hoodie voor on|ine, om te
zorgen dat je incognito van A naar B kunt.

Zoals de sfi|‘re—coupé is ontwikkeld voor mensen die in stilte willen reizen,
komen er vast ook middelen om onder de radar te reizen. Dit kan open|ijk
(een gezomehjke op|ossing) or prive, als een soort ad-blocker voor je 9292

Ik ken programmeurs die hun smorf—phone thuis laten als ze het openboor
vervoer nemen’

Privatisering publiek eigendom

Met de druk op het milieu en nofuur|ijk kopifoo| gaan bedrijven op zoek naar
dingen die ze wel nog kunnen verkopen om toch aan hun economische groei
te komen. Het bedrij{s|even zoekt continu naar dingen die nu vonze”sprekend
en gratis zijn maar waar mensen wel aan gehechf zijn, dus bereidt voor te
betalen.

Bijvoorbee|o| een abonnement op ‘de juiste lucht voor een goede odemhohng'
of ‘orivé transport ook opnemen in een Maas$, hoeveel stappen je zet door
publieke ruimtes’.

De-growth

Tegenover het vorige principe staat een ’regenbeweging die op zoek is naar
het co'operoﬂef maken ipv privatiseren. De groei als wij die kennen is nome|ijk
niet vol te houden en wiskundig vo||eo|ig onrealistisch.

Banen in de toekomst

Hierop verder bordurend is het idee van de werkweek achterhaald, maar

Zijn we toch nog steeds op zoek naar groei Woorbij je van 9 tot 5 continu
produc‘rie{ moet zijn. Door onze burger|ijke gehoorzoomheid komen we hier
niet pub|ie|< tfegen in opsmnd maar zoeken we prive wel naar uitwegen.
Mensen gaan de kon‘rjes ervan af |open en creatief om met contactmomenten
zodat het bedrijf vermoed dat ze de hele dag berzig zijn.

‘Ogenschijnlijk veel doen, maar strategisch werk vermijden”

I Komt dit door ’rechno|ogie: roboﬂsering vraagt van ons dat we een
kenniseconomie worden maar 8 uur per dog nadenken is veel moei|ijker dan
8u per dag fysiek bezig zijn

Dubbel leven

Vroeger had men een dubbel leven: werk & privé. Maar aangezien je privé
leven steeds meer gezien wordt als werk (mensen worden brands, netwerk

en vriendschop mengt, ..) is dat dubbel leven niet meer zo duidehjk. Mensen
lossen dit op door een soort uber—privé leven te genereren waarin ze zich écht
niet bekeken voelen door de mom‘schoppij. Hierbij hoort het onder-de-radar
gedrag van ‘off-the-grid” maar ook de filosofie van ‘degrowth’.

E.4 Society - 12/11/2021

Life-style diseases

Welvaartsziektes komen steeds meer voor en we reageren er alleen maar op
in p|oofs van het te voorkomen.

Oorzaken
Bedrijven spe|en in op vers|oving

K|imoofverono|ering zorgt voor onno’ruur|ijke en extreme omsfondigheden

N



Kosfenbesporing: efficiéntere voedsel en drank producfie met |ongere
houdbaarheidsdatum door gecenfrohseerd proces

Individueel: We zijn te koppig om ons gedrog aan te passen, dit is een
bedreiging voor onze gezondheid en vitaliteit. We doen het onszelf aan.

Moofschoppehjk: het financieel be|ong van bedrijven is te groot om een
Tegenbeweging fe starten

Over 5 jaar zullen we hier de bio|ogische effecten allemaal van merken en
zijn er veel ergere ziektes die dieper geworteld zijn in ons lichaam. Dan komt
eerst de vraag hoe we de verschillende symptomen gaan behandelen. Pas een
aantal jaar later beseffen we dat ook hier prevenﬁ@t mee omgaan be|ongrijk
is en zullen we ons afzetten tegen bedrijven en organisaties die dat niet
serieus nemen.

E.5 Biology - 12/11/2021

Mijn project

Kijk naar de hypofheses die je op dit moment hebt.

“Vroeger kon je een kanon afvuren in een station en dan kon je nog geen
flikker krijgen. Nu struikel je zowat over de hamburgers, hete thee en Hema's”

Hoe veranderen aanbieders?

Hoe gaan ze zichzelf ‘displayen’, waar zijn ze zichtbaar
Hoe verpakken ze hun consumpties?

Wat is de kwaliteit van hun produc‘ren?

Hoe veranderen consumenten?

OTG is nu nog een luxe product: je hebt het vaak niet nodig en het is een
soort verwen momentje. Door de bewusfwording van het be|ong van bewust
eten (‘rrend) kan het gedrog veranderen naar het |<open van gezondere
alternatieven

Hoe verandert (de legislatie van) de overheid?

1

Het is belangrijk voor de productiviteit van een land dat de burgers gezond
zijn. Daarom kan rege|geving op het vlak van aanbod en communicatie
omfrent ongezonde snacks strenger worden in de toekomst. Het verbieden
ven verleiden’.

In |Qgere inkomens, of ‘slechtere’ Wijken, eten mensen vaker ongezond en halen
ze meer convenience foods ipv zelf koken. Als ze meer ruimte hebben (minder
ge|dzorgen), kunnen ze beter voor zichzelf en hun naasten zorgen.

Menselijke biologie

Dan gaat het over je lichaam en wanneer dat gezond is. De twee
hoofdfactoren zijn een gebo|onceerd dieet en voldoende beweging

Gebalanceerd dieet en OTG

Het consumeren OTG is vaak niet echt nodig en meer een vorm van
ver|eiding. Ik zie dat het steeds meer gebeur’r maar het hoeft niet echt.
Vaak is het een soort gemoksproduc‘r‘ Ik denk dat er ook niet zoveel
voedingswoorde in het huidige assortiment zit.

Als de consumpﬂe-grood wel stijgt maar de voedingswoorde niet is het
natuurlijk niet goeo| voor de mensen. Ze eten meer maar minder gezond en
dat is slecht voor je lichaam.

Voldoende beweging en OTG

Dit kan twee kanten op. Aan de ene kant zijn transportmiddelen steeds meer
voor de hand dus hoeven mensen minder zelf te |open en te fietsen. Dat
betekent dat ze minder beweging krijgen uit noodzaak en is slecht voor je
lichaam.

I Zijn er meer fronsporfmiddden voor handen waardoor mensen minder |open

Aan de andere kant kan een broodje halen buitenshuis of kantoor een
wonde|ing feweeg brengen die je anders niet had gemookf. Je zorgt dan voor
je lichaam met als ‘excuus’ de consumptie.

Biologie als kringloop

De kern van bio|ogie is dar alles een kring|oop is. Het leven en de dood van
alle organisme is een ecosysteem. Het is erg lastig om OTG als kringloop te



zien omdat het zo comp|e>< is. Bovendien onderzoekt bio|ogie vaak één |o|el<,
meer nog dan één product.

Toekomst van werk

Ook als Jrechno|ogie dingen overneemt b|ijf’r er steeds nieuw werk voor mensen
komen. Ik denk dus niet dat we per se minder hoeven te werken. De vraag is
wel hoe ze gaan werken want dat heeft invloed op hoe mensen reizen.

Hoe rege|mo‘rig en wanneer gaan ze naar kantoor? Blijft het woon-werk
verkeer een gewoonte of zullen mensen flexibeler omgaan? > is 'doi|y
commute’ nog een begrip als we niet meer doge|ijks gaan? En wat voor een
impact heeft dat op consumeren

Hoe |ong gaan mensen reizen? Willen mensen door de urbanisatie in dezelfde
stad werken of maakt het juist niet meer uit omdat iedereen met elkaar
verbonden is? > als mensen verder van hun werk wonen worden treinreizen
langer en gaan mensen waarschijnlijk meer OTG consumeren

Hoe gaan mensen reizen? Wordt de on+wi|<l<e|ing van de duurzame auto
genoeg om mensen in privé-transport te houden of gaat het openbogr
vervoer zo'n stappen maken dat het popu|oirder wordt? > In privé-transport is
commercie moei|ijker aan de man te brengen. Als mensen meer met openbogr
vervoer reizen is het makkehjker ze te verleiden door opportuniteit > kortere
en minder |ctoo|ﬁjo|en van elektrische auto’s zorgen ervoor dat mensen eigen|ijk
alleen nog thuis hoeven op te laden en maakt het idee van een tankstation
redelijk overbodig

I Wat is de toekomst en trends van openbaar vervoer?

! GOOI’] mensen verder van hun Wel’k WOI’]QI’]?

E.6 Big OTG retail #1 - 10/11/2021

About us: sometimes | think that we are ocfuo”y more a cup-brond than a
coffee brand. We are the third p|oce for peop|e. A p|oce to come home when
you're not home. We create an environment that is recognisob|e all around the
world and this gives peop|e comfort. This reflects in the consumption choices
themselves because 54% (in the US). The experience has to be uplifting.

Vision on sustainability

*We have to, because*

-> You have to be chcmging your organisation before po|ifics chcmges the
regu|oﬂons. It is more expensive to odop’r to rules because then you have to
be quick and that leads to bad organisation. Unforeseen laws lead to speed
and makes organisations move faster then is good for them

->Consumer intentions are driving the vision as well. They want brands to
make actionable what fhey find important. If you make the ideas behind your
produds desirob|e, it becomes a USP and the offer stands out.

*We want to, because®

->Starbucks has the genuine desire to do gooo|.

- Green - | don't want to pollute the planet

- Consumer - we want fo give the peop|e what Jrhey want, where and when
Jrhey want it. That is why we have high|y customisable producfs which is often
really complex for us as a business.

“But on the other hand*

People are obsessed with the waste, like coﬁ(ee—cups and stirring sticks, even
fhough this is on|y 1% of the prob|em. Brands should be brave enough fo
confront their consumers with the ’rhings that are reo”y important, cho”enge
them and open the debate. We have to make our customers understand the
entire story and that is Why we have to become better at s‘rory—‘re“ing and get
them around our table.

What we're doing
Now

Next step: localised production. During the pandemic we found that having a
central production has a very high risk and only rewards the financial picture.
We don't want to have all our eggs in one basket anymore and de-risk the
prooluc‘rion.

Future

On the 2-3 year horizon we have some blue-sky initiatives but the technology
is not there yet.

We want to elevate the brand's action to meet the expectations of the most



conscious peop|e. The ‘oremium’ attention is necessary if you want to be at
the price we are at. We have to be at that level.

We are moving into peop|e's homes because this is a bigger market. Also, this
is where convenience meets consciousness, especially concerning sustainability
and self-care. This is Why we are starting to expcmd our line for at-home
consumption like beans and cups.

We see a chonge in habits in where peop|e consume. More offices allow
flexible working and your |iving area has to fulfil the same requirements as a
working area. We have to meet the customers where ‘rhey are and that is why
we are moving fo urban residential areas.

> a comfortable environment to work or wind down

> fulfil digi+o| needs

We want to meet the chonging needs ‘rhroughouf the doy en that is w|f1y we
have to make a multi-purpose formula. The spaces should be like Swiss army
knifes where the |ighfs can chonge.

Morning: habits

Middoy: freating, rewording, remaining producﬂve

Evening: indulgent

What we've tried
Re-usable: borrow a cup. they're extending the project but now only 10% gets
used. Peop|e are still u’rJrer|y focussed on convenience.

but. there was once a protest from Extinction Rebellion in London. They shut
down the entire city, fighﬁng for a better po|icy against climate chonge. We
instructed all our emp|oyees fo exp|icif|y ask whether fhey wanted to use their
own cup but ocfuo”y no one Thoughf about that. Peop|e can ye|| all Jrhey want
but Jrhey on|y want chonge when it is convenient for them.

E.7 Big OTG retail #2 - 10/11/2021

Geschiedenis & organisatie

Vroeger werden in stations de ruimtes verhuurd door Servex in naam van
de NS. In 2004 kreeg OTG een groeispurt. Vroeger waren stations namelijk
onaangename plekken met criminaliteit en weinig faciliteiten. Toen is er
veel geTnveereerd om de ruimtes aangenamer te maken, waardoor het

1

oonfrekkehjker werd om er te ondernemen. Er zijn toen tot 2012 steeds meer
formules bij gekomen, zoals hema en starbucks. Op dat moment heeft NS
een hereiking gedoon van wie ze zijn omdat het bedrijf versp|infero| leek.

Ze zijn gaan focussen op de beste treinreizen en stations van wereldklasse.
Het bedrijf heeft dus twee takken: NS trein en NS station. In dat laatste

zit re’roi|, waar Floris deel van is. Hij is één van de drie onderdirecteuren en
is verantwoordelijk voor commercie in stations. Ze hebben nu een systeem
woorbij ze een deel aan de markt overlaten en de behoeftes die daardoor
nog niet worden vervuld op te nemen in NS diensten (schoonmaak, WC’s,
woch’rruim‘res,..). Ze hebben een deel externe exp|oi+o’rie en een deel zelf in
beheer (AH to-go, Kiosk, stationshuiskamers en Julia’s). Dit is hoe het in heel
Europa werkt, kijk maar naar SSB.

Visie

1. A||—o|0y relevance: porh(o|io moet de hele c|og de klant voorzien in behoeftes.
2. Peop|e: we willen de beste werkgever zijn. We hebben nu nome|ijk een
generatie die ander denkt over werken en bij ons |open de werknemers uiteen
van 16 tot 56.

3. Verantwoord retail:

1. De vraag & markt verandert: je kan niet meer neutraal zijn. Het is
raar om geen veron’rwoordehjkheid te nemen als je zo'n grote impact hebt op
mensenlevens. Duurzaamheid blijft ook een belangrijk thema de komende 50
jaar, het is urgent!

2. We voelen ons verantwoordelijk: NS in een bedrijf met hoge
duurzoomheid—woorde, die nemen wij over ook al is het comp|ex. Treinen is
ngfuur|ijk inherent ge|inkf aan duurzaam reizen maar het is ook CO2-neutraal
bij ons. We zijn ook een staatsdeelnemer, dat betekent dat het ministerie van
financién aandeelhouder heb’r, maar we hebben dus wel een link met Den
Haag en dan kunnen we niet opeens helemaal geen veron’rwoordehjkheid
nemen.

Duurzaamheid

Super complex probleem. NS trein krijgt prioriteit over NS retail bij besluiten.
Toch is de algemene NS visie dat duurzaamheid belangrijk is maar het is veel
comp|exer voor ons dan voor treinden. Daarom begirmen we meft |ow-honging
fruit.

- Service: Korting bij herbruikbare beker

- Assortiment: kleinere zokjes suiker, meer gezonde produc’ren



- Productieketen: hoe dingen worden geproduceerd, bv rainforest alliance
- Energieverbruik: verlichting (led verlichting), koeling (deurtjes voor
koe|kosfen), automatische deuren, warmtebakken (deurfjes voor werknemers)

Het is allemaal heel |ogisch maar het kost telkens wel veel ge|o|. Het zijn ook
maar kleine stapjes, dingen die we morgen kunnen veranderen.

We hebben voor over 20 jaar ook een visie: |ooris—|or001c zijn en de p|os‘ric
pact. Alle kleine stapjes drogen hieraan bij maar het grotfere beeld moet
ook geschetst worden. Daarvoor hangen wij ook af van ministeries en NS
algemeen. We hebben zelf ook Lotte Wezel die ons hierin ondersteunt.

Over het verduurzamen van de zelf-zorg OTG

Ik mis hierin dat de KPI's nu nog voornamelijk gaan over euro’s. Onze balance
sheets in vergoderingen draaien om ge|o| en niet om duurzaamheid of sociale
impact.

Kees Klomp over geld economie

> Het is nog niet normaal om rekening te houden met duurzaamheid of
sociale impact in de bestuurskamer, dat kan namelijk niet gemeten worden
> Zo|ong er geen meetbare impact is van het verbeteren van deze dingen
in de bedrijfswere|d is het moeilijk om hier echt rekening mee te houden. De
klant gaat uiteindelijk misschien wel minder kopen als je niet duurzaam bent
maar dat is weer niet de kern.

Reistijd naar O

Wij werken vo|gens de rege|ing van de trein en deze station retail is heel
anders dan high street retail. Als er een rij staat bij een gewone winkel dan
doe je er een kassa bij, als er drie mensen in de rij stfaan bij de Kiosk verlies je

de derde klant.

Als de reiziger binnenkomt in het station heeft die ongeveer 7 minuten de ftijd.
Dit is onderverdeeld in oonkoms‘r-domein, reis-domein en commercie-domein.

Dit laatste heeft gemiddeld 3 minuten tijd van de reiziger (behalve bij heavy
users, die hebben maar 30 seconden noo|ig want die hebben zo'n exact beeld
bij de trein). Onze stille belofte is dat jij je trein nooit mist door ons. Dit wordt
vertaald in de open ontwerpen, dat we op de perrons zitten en dat alles van

g|os is. Als mensen worden gerusfges’re|d dat ze hun trein halen zijn ze ook

rustiger in hun aankopen.

Interessant fenomeen bij de 10 minuten trein: elke 10 minuten een trein
zorgt ervoor dat mensen méér rust vinden in het reizen maar minder in het
consumeren tijdens deze reis. Waar ze voordien wisten ‘mijn trein gaat om 7
over’, zijn ze daar nu minder zeker van. Ze voelen minder controle op de ’rijd
en dat is essentieel voor commercie op het stations.

Types van NS reizigers
- Zakelijke reizigers = van werklplek naar werkplek met de trein
- Forens = van wonen naar werk of omgekeerd
- Student = van wonen naar educatie of omgekeerd

=> Je moet op B zijn met een tijdslimiet dus je wilt garantie dat je er op tijd
bent. Dan ben je Oﬂnonkehjk van fiming en wil je dus controle over de Jrijd

- Sociaal recreatief = gewoon gezellig even ergens heen, plezier
=> tijd is minder van be|ong + recreatie zorgt voor meer oonkopen

Kiosk gaat niet verplaatsen uit het station. Of ze passen zich aan aan de
seamless mobi|i+y (nog sneller mensen he|pen) of het be|ong van de frein
‘halen” moet verdwijnen.

N



F: High Level Solution Overview

Product sustain
ity attributes

Product self-care
attributes

Vision & goals

Transportation

Store product
attribute overview
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Retrieve customer
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Receive request
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G: Calculations proposal

G.1: Overview

-~ .

- 1 afos . .
Susicinasility product esszsinzni
INPUT Waste Waste Waste

Chemical use
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G.2: Details

Self-care score

Sustainabil ity score Physical hel i
Beverage ingredient (per 100ml)
Subject WF eature Calculation [T
Production 18% Energy use to grow the product Numeric Does it cost a lot of energy to make
20% 18% Energy use to process the product Numeric
18% Water use to grow the product Numeric Does it cost a lot of water to make
18% Water use to process the product Numeric
18% Land use Numeric Do you need a lot of land per product
10% Use of chemical aids Binary Do the farmers use chemical pesticides or grow aid
Depletion 30% Loss in production Numeric Food waste Eelnced
20% 30% Rapid deteoration of the product Binary Food waste producity _—
30% Scarcity of the product Binary
20% Monoculture Binary
20% Ground depletion Numeric
Transport 20% Custom temperature needed Binary
20% 0% Distance from origin Numeric Check transportation accuracy
10% Transport mode (resource -> production) Numeric
10% Distance traveled (resource -> production) Numeric
10% Transport mode (production -> packaging) Numeric
10% Distance traveled (production -> packaging) Numeric
10% Transport mode (packaging -> warehouse) Numeric Energy
10% Distance traveled (packaging -> warehouse) Numeric
10% Transport mode (warehouse -> coffee shop) Numeric
10% Distance traveled (warehouse -> coffee shop) Numeric
Preperation 30% Energy use to prepare the product Numeric
20% 30% Water use to prepare the product Numeric
10% Other products used to prepare the product (reus: Binary Mental health Relaxing
30% Water used to clean tools
Waste (end-of-life) 50% Food waste after preperation Numeric
20% 50% Other products used to prepare the product (singl Binary
100%
“ focus can change in accordance with governemnts s
ewarding

Supports digestive system

Helps with muscle building

Prevent aging

Keep organs working

Increase blood circulation

Amount of keal
Amount of chemicals
Place in diet

Increased oxygin in brain

Activate brain functions

Unlock creative potential

Improve memory/learning

Energy makers

Energy carriers

Staying awake

Reduce anxiety

Reduce/cope with stress

Avoid mental fatigue

Comforting

Dopamine release

ONLY WH

High in fibers

lodine

Pro-biotics

Proteine

Fatty acids
Calcium

Choline

Magnesium
Antioxidants
Theobromine
Minerals

Fatty acids

Alkaline

Vitamine A

Blood thinning

Iron (healthy blood)
Magnesium (healthy blood)

Increased blood circulation”

Potassium

Stimulants
Choline

Vitamine C
Neuro-protective functions
Increase dopamin
Choline
Hallucinogen drugs
Theobromine
Flavonoids

Vitamin C
Adaptogen
Dexamfetamine
Natural sugars
Good sleep
Electrolytes
Chromium
Temperature
Caffeine

Theanine
Theobromine
Adaptogen
Modafanil
Magnesium
Glycine
Antioxidants
Adaptogen
Theobromine

Energy’
Adaptogen
Temperature
Fatty foods
Theanine

Sugar

3 point scale
Binary
Binary.

3 point scale
3 point scale
5 point scale
3 point scale
5 point scale
3 point scale
5 point scale
3 point scale
3 point scale
5 point scale
3 point scale
3 point scale
3 point scale
Binary.

5 point scale
5 point scale
Numeric
Numeric

?

Score

3 point scale
Binary.

3 point scale
3 point scale
5 point scale

3 point scale

3 point scale
Binary

3 point scale
3 point scale
5 point scale
3 point scale
3 point scale
5 point scale
2

5 point scale
3 point scale
Numeric

5 point scale
5 point scale
3 point scale
3 point scale

3 point scale

3 point scale

Numeric

3 point scale
5 point scale

5 point scale

ble ingredients More explenation

Lemon

Ginger

Seaweed: milk; eggs

Kombucha; Kefir; LeS

Mill; soy; beans

Omega 3

Dairy; almond; soy; rice; leafy greens

Shiitake mushrooms; milk; cruciferous vegetables
Almonds; peanuts; cashews: soymilk; spinach; oat; banana; dark chocolate; milk
Blueberries

Cocao (70%)

Omega 3

carrots; tomatoes; milk; mango

Ginger

Beans; dark chocolate; spinach; nuts

Almonds; peanuts; cashews; soymilk; spinach; oat; banana; dark chocolate; milk

Cardemom

Dried fruits; banana; avocado; spinach

Cardemom

Beries

Eqos Synthesis of neurotransmiters

Citrus fruits; black currants; strawberries; broccoli potatoes; paprika's

Shiitake mushrooms; milk; cruciferous vegetables

LCD, psilocybin, DMT

Cocao (70%)

Cocao (70%)

Citrus fruits; black currants; strawberries; broccoli potatoes; paprika's

Rhodiola Rosea; mushroom; maca root; ashwagandha

Honey

Coconut water; milk; fruits

Apple; banana; coffee; broceoli; brewers yeast

Coffee; green tea
Green tea; black fea
Cocao (70%)

Rhodiola Rosea; mushroom; maca root; ashwagandha

Rooibos
Bone-broth slows down the production of norepinephrine
low blood levels of antioxidants have been linked fo the developmen
Rhodiola Roseo; mushroom; maca roof; ashwagandha
Cocao (70%)
Sage

Rhodiola Rosea; mushroom; maca root; ashwagandha

Green tea; black tea



H: Full value exchange

Supporting self-care (Tend <-> user (U))

The first and foremost meaning of Tend is that of self-care. Conscious love
and goocl will for your own health is why the user decides to make use of this
application. This is first insinuated (see 6.11 Actions) and then manifested in
three different ways: mental health, physico| health and producﬂvify (Becker,
et al, 1993; Victoria State Government, 2002).

Physical health through consumption is a sfroighh(orword idea. There has

to be a balance in what your body needs to reach certain goo|s (a heloy
maintenance of weighf, lose weight gain Weighf, gain muscle sfrengfh, gain
endurance, ..) and what you put in your system by eating or drinking There

is a lot of research that can support Hndmg the right consumption attributes
fo go with a certain goo|. For exomp|e, protfeine should support the rebui|ding
of muscle, whereas vinegar induces calorie burning and green tea may help
reduce heart disease risk.

Supporting people to be productive is an important part of mental health
since doing Fu|1ci||ing work gives peop|e a sense of purpose. It is also a way to
give people a stable income and avoid financial insecurities, which would be
terrible for one’s psyche.

Mental health fhrough consumption is a bit more comp|ico+eo|. The meaning
of the drink can be ‘a reward’ or ‘comforting” but the types of beverages

that act rewording can give negative mental effect after consumption. For
exomp|e, one migh‘r reward him or herself with a double chocolate milkshake
after a big presentation but feel bad about the unheloy aspects of this goo|—
send |iquio|. By using a smart system that tells you when you deserve a reward
or when you are allowed to comfort yoursehc, you are using d social setfing
and the doubt and negative fee|ings afterwards should be avoided (Bhaniji
and De|goo|o, 2014). Other incubators of mental health are the absence of
stress and enough s|eep, which should be balanced out with the 'producfivify'
and ‘physical health” aspects.

The best way to infegrate these meanings info the consumption attributes is
to have an Al-driven system that learns from each individual user. This way, d
comp|e>< chain of values, actions and their consequences are mopped and the
most suited assessment can be made. Until Then, the system should have some
base-values to start from.

More and happier traffic (Tend <-> store)

The store’s desire is to do good business and sq’risfy their customer needs.
Using Tend, they increase their traffic by using the platform’s visibility. On the
user-app, people can see the vision of the shop and are more inclined to go
there instead of other shops. Tend facilitates the discovery of new and smaller
shops, while simultaneously providing the customer and store with the best

fit. They can also more accurately support people in their consumption needs
because the system gives them the just-right suggestion. This is a guarantee
for peop|e to leave the store hqpp\/ and ascribes a more positive fee|ing
towards the place that helped them feel this way (Baty, 2006).

In genero|, chonging consuming on—‘rhe—go as a convenience-driven practice to
a self-care practice will hopefu”y generate an increase in traffic all over, since

convenience is based on coincidental circumstances and self-care should be
constant (Anderson, 1971; O'Neill et al, 2019).

Insight in future consumption (Tend <-> store)

Tend's system is not reactive but proactive in assessing peop|e's infentions.
In the opp|icofion, the user sets goo|s and the link with a digi‘ro| passport is
made to predicf what the customer needs in the future. This way, Tend can
act prevenﬂve|y and facilitate a stable form of self-care. This insighf is not
on|y useful for the customer, but also for the store. Tend communicates the
genero| Findings with the stores that are on the platform and they can do

a more accurate wholesale order. If the Tend-opp foresees that the second
week of January will have a burst of peop|e who need the support of muscle

—
—



gaining beveroges, the stores can put more proteine rich ingredienis in stock
and hold off on the chocolate and whipped cream. When the insighfs are
used correcHy, the stores avoid waste and avoid money and resource losses.

Business logic (U <-> Tend <-> store)

Because the Tend vision is embedded in the attributes of the consumption,
it is only logical to make the business model dependent on the accuracy of
our prediciions. The user pays his or her consumption via the Tend—gpp on a
mom‘h|\/ basis. This will feel like a small investment to facilitate self-care and
|iri|<ing the payment to the consumption is a great way fo keep the service
itself ‘free’. In addition, the customer on|y has to bring the Tend cup fo the
store and should nog be distracted with payment methods or other devices
to use this service. The price per consumption for the end-user is 110% of the
store price. At the end of each month, Tend pays the stores the consumptions
they have provided to the Tend-users. This is 90% of the store-price. Since
retailers often have a 66% profit margin, they will only lose 16% of their
income whereas they should have to spend 20% of this income on customer
acquisition costs (Schleckser, 2020) which they do not have to do now. It is
therefore economicg”y more viable to sell via the Tend—ctpp.

Healthy and productive employees (U <-> employer <-> Tend)

The company where the user works benefits from a heloy, hoppy and
producfive emp|oyee and can therefore for exomp|e buy credits for their
emp|oyees at Tend as part of their so|ory or as a reward system.

N

Less costs for the unhealthy (U <-> insurance company <-> Tend)

Insurance companies also benefit from heo|f|’1y customers and can provide a
discount on their services when peop|e use Tend, which is great pub|iciiy.

Reaching government SDG's (stores <-> government <-> Tend)

Since the stores gain economic value from integrating SDG's in their business,
the government under which the store is operating will benefit from small
actions |ego|ing tfo a bigger sustainable chcmge.

Further stakeholders

Lifesfy|e and gym coaches can extend their support ihrough the use of
the Tend-system, thereby making their work more effective. They can also
recommend the system to users or offer a specio| deal combining both
services.

Friends and iomi|y of the user are hoppy because the desire to see one’s
loved one hoppy and heloy is easier to occomp|ish with the Tend—opp. These
fertiary stakeholders can encourage and discuss usage or simp|y send credit
to show their support.

The supp|iers of the stores are also affected by the stores usage of the
Tend-app. Since the store will gain more insights in the desires and needs of
their (possib|e) customers, ‘rhey can make more accurate decisions on their
own produce acquisition. The sustainability assessment of Tend will also be
fransparent, |egding to more environmental producfs for the store.
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