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IDE Master Graduation

Project team, Procedural checks and personal Project brief

This document contains the agreements made between student and supervisory team about the student’s IDE Master
Graduation Project. This document can also include the involvement of an external organisation, however, it does not cover any
legal employment relationship that the student and the client (might) agree upon. Next to that, this document facilitates the
required procedural checks. In this document:

The student defines the team, what he/she is going to do/deliver and how that will come about.
SSC E&SA (Shared Service Center, Education & Student Affairs) reports on the student’s registration and study progress.
IDE's Board of Examiners confirms if the student is allowed to start the Graduation Project.

USE ADOBE ACROBAT READER TO OPEN, EDIT AND SAVE THIS DOCUMENT

family name ~_Stackmann Your master programme (only select the options that apply to you):
initials  T.S given name il IDE master(s): ( ) IPD ) ()ofl) () spp)
student number 5151341
street & no.
zipcode & city Honours Programme Master
country Medisign
phone Tech. in Sustainable Design
email Entrepeneurship
** chair _Conny Bakker dept. / section: _Design Methodology fo
** mentor _Femke De Jonge dept. / section: _New Product Marketin
Ales Mihelic
Gorenje
Velenje Slovenia

Ales will be mentor of the project, but there will be other key stakeholders
from the brands ASKO and Atag who will support the project for access to
information and collaborative (online/offline) workshops.
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APPROVAL PROJECT BRIEF

To be filled in by the chair of the supervisory team.

chair _Conny Bakker date 10 - 03 - 2021 signature

CHECK STUDY PROGRESS

To be filled in by the SSC E&SA (Shared Service Center, Education & Student Affairs), after approval of the project brief by the Chair.
The study progress will be checked for a 2nd time just before the green light meeting.

Master electives no. of EC accumulated in total: EC @ all 1*tyear master courses passed

Of which, taking the conditional requirements
into account, can be part of the exam programme EC missing 15" year master courses are:

List of electives obtained before the third
semester without approval of the BoE

name date - - signature

FORMAL APPROVAL GRADUATION PROJECT

To be filled in by the Board of Examiners of IDE TU Delft. Please check the supervisory team and study the parts of the brief marked **.
Next, please assess, (dis)approve and sign this Project Brief, by using the criteria below.

e Does the project fit within the (MSc)-programme of M) APPROVED[) NOT APPROVED )

the student (taking into account, if described, the

activities done next to the obligatory MSc specific ) APPROVED r) NOT APPROVED )
courses)?

¢ |s the level of the project challenging enough for a
MSc IDE graduating student?

e |s the project expected to be doable within 100
working days/20 weeks ?

¢ Does the composition of the supervisory team
comply with the regulations and fit the assignment ?

comments
name date - - signature
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Purpose-Driven Branding for Circular Washing Machine Schemes project title

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

start date 10 - 03 - 2021 30 - 08 - 2021 end date

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

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

space available for images / figures on next page

Sustainability has become the priority in the agenda of almost all organizations globally today. One of the solutions to
reduce to the impact of manufacturing new products is by offering circular product schemes. Circular product
schemes can reduce carbon footprints as components can be used and dematerialized, therefore fewer materials as
well as production processes are needed to provide the products to consumers.

Gorenje group is one of the leading white goods brands in Europe and has been developing a circular product
scheme specifically for washing machines. This washing machine may be introduced through Gorenje Group brands
such as Asko into various European markets including Denmark, Netherlands and Slovenia. However, the consumer
behaviour as well as washing rituals differ per region. For example, according to a study made by the European funded
study ReCipss, the Dutch consumers are more price driven, whilst Slovenian and Danish consumers prefer luxury as
well as sustainable products. In order to adapt to these sensitivities, Gorenje is piloting their circular washing machine
scheme with 100 users per country using three classes of subscriptions (Gold, Silver & Bronze). Gold users will receive a
brand new machine which is made to order, whilst silver and bronze will receive refurbished machines.

Whilst it is a massive step for Gorenje to bring a circular product into the market, there are growing pressures of
consumers who expect more transparency as well as purpose when purchasing goods, products and/or services.
Todays consumers identify themselves with a brands purpose, they purchase brands which connect with them at a
deeper level and aligns with who they are or want to be. Brands who fully utilize this through transparency and
communication can create growth three times as fast as their competitions, whilst satisfying the needs of their own
employees as well as consumers (O'Brien, 2019, October 15) .

Looking at current start-ups and corporate ventures such as "The Blue Movement" by Bosch, there is a lot of potential
to differentiate by creating a bigger purpose than just providing washing machines as a service. None of the brands
currently stand-out through aggressive sustainability branding, but rather position themselves as service providers.
Service is important, however it should not be the focus of branding, but rather a back-up of your organizational
capabilities. Since Gorenje Group has an umbrella of various brands, there is an opportunity to establish a new
corporate brand which differentiates through transparency and connects with todays and future consumers for bigger
purposes.

The main stakeholders for the circular washing machine scheme will be marketing staff which represent Asko, Gorenje
& Atag brands as well as the service and the maintenance providers for the installation, de-installation & refurbishment
of machines. They are important to identify the customer journey as well as processes to deliver and provide the
service surrounding the circular product schemes.

The key limitations are that due to the coronavirus, it will be more difficult to organise workshops with stakeholders
internally. Not being able to visit the factory and see the process physically will make it more challenging to identify
and visualise the stakeholder ecosystem & overall business model (which are essential to pinpointing touchpoints for
branding). If online workshops were to occur, more preparation will be needed in order to facilitate a smooth session
using online collaboration tools (such as Miro).
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Bundles

Homie

BlueMovement (bosch)

B pay Per Use (2-5 Pw) B pay per Use (25 PW)2 Monthly Lease (3m, 1Y, 6Y)
Classic Machine New 1395 € 20.45€ - 25.20€ 12.75€ - 19.50€ (+/)* 12.75€ - 19.50€ (+/-)* 57,99 (3m), 18,95(1Y), 12,99 {6Y) =
Classic Machine Used 1195 € 18,45€ - 23,20€ N/A N/A 54,99 (3m), 17,99(1Y), 5,99 (6Y) <
Premium Machine New 1595 € 22,45€ - 27,20€ 15.00€ - 22 50€ (+/-)* 15.00€ - 22.50€ (+/)* £0,99 (3m), 27,99(1Y), 15,99 (6Y) <
Premium Machine Used 1395¢€ 20,45€ - 25,20€ N/A N/A / <
Delivery and Installation Free Free Free Free Free <
Maintenance Free Free Free Free Free <
125 € 125 € 75€ 75€ 75€ <
Deposit 75€ 75€ 35-50 35-50 315 <
C ivity (Smart) Yes (payment, App, Usage, Tips) Yes (payment, App, Usage, Tips) Yes [payment, App, Usage, Tips)| Yes (payment, App, Usage, Tips) i-DOS (premium) <
i Yes (lifecycle) Yes {lifecycle) Yes (Circular) Yes (Circular) Yes (Circular) <
Link: dles.nl/en/product/miele-washing-machlindles.nl/en/product/miele-washing-machinps://www.homiepayperuse.com/en/ https://www.bluemovement.nl/premium-blue?cq <
i Miele W1 (classic), Miele Classic TBD Zanussi ZWFN743CW, AEG L6FE £ Bosch Serie 4, Serie 8 <
nt No Yes (TwinDos ic Reflilling system) No <
Other Products No No Driers, Dishwashers Driers, Dishwashers |Wash&Dry, Vacuum, Fridge, Freezer, Kitchen Apf <
» ® min is 12,75 and 19.50, but can increase depending on usage) <
Brand Focus Quality, Service...Sustainable < Cheap, Sustainable .. Worry Fnﬁ < Quality, Sustainable <
Service Rating 9 4.5 (out of 5) 5 (out of 5) <
Market Size 2500+ <
Return Policy Cancel Monthly (but 125 pay fee) Cancel Monthly (but 125 pay fee) NfA NfA 30 Day Trial <
Reparation Period N/A N/A Within 3 Days Within 3 Days Within 3 Days <
Contract Periods Cancel Monthly (but 125 pay fee) Cancel Monthly (but 125 pay fee) min. 12 months min. 12 months 3M, 1Y, 6Y =
Take Old Machine Yes Yes Yes Yes Yes <

image / figure 2:

Competitors - Service Level
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PROBLEM DEFINITION **

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

ASSIGNMENT **
State in 2 or 3 sentences what you are going to research, design, create and / or generate, that will solve (part of) the issue(s) pointed

Scope:

Gorenje has made extensive research and testing into the consumer behavior of a circular washing machine scheme.
In collaboration with the European ReCipss study, they have additionally established a rough pricing strategy and
business model for their circular washing machines. However, Gorenje is still missing knowledge not only on how to
position the washing machine scheme as a brand, but also how to adapt communication to several markets with
different user needs and/or values. In addtion, there has not been any research made into how purpose-driven
branding can bring added value to circular product schemes as well as how this may impact the pricing strategy
towards consumers.

Solution Space:

For Gorenje, the solutions space will be to design a branding or new venture proposition for their circular washing
machine scheme. This will need to take the into consideration a branding strategy for each operating market which
may include a brand positioning, its communication and brand experience for the identified customer archetypes.

In regards to academic research, there is still an unexplored area of how purpose-driven branding can influence
circular product schemes. Various studies have investigated the consumer acceptance of circular product schemes,
but have not specifically looked into how purpose driven branding can influence this. Previous studies have shown
how 86% of consumers are willing to pay a higher price if the value is communicated clearly (Gottlieb, 2019). It would
be interesting to see if consumers would also pay higher prices if the brand has a bigger purpose communicated.

out in “problem definition”. Then illustrate this assignment by indicating what kind of solution you expect and / or aim to deliver, for
instance: a product, a product-service combination, a strategy illustrated through product or product-service combination ideas, ... . In
case of a Specialisation and/or Annotation, make sure the assignment reflects this/these.

Quantita
archetypes.

3. Iterate branding concepts with internal stakeholders & experts and create a brand strategy.

Company Research:

Semi-structured interviews and workshops will be organised with the marketing team in order to identify the current
business model, environmental initiatives (such as packaging) and organisational strategy. These will help to illustrate
the ecosystem which surrounds the circular products schemes and pinpoint specific branding touchpoints for the
customer journey.

User Research:

Quantitative Surveys will be published towards multiple user groups to get an idea of values when purchasing
purpose-driven brands, transparency requirements, awareness on circular product schemes & brand loyalty. The aim of
this survey should be to get more than 100 participants. Some of these topics can also be covered by interviewing
individual user archetypes within semi-structured interviews (such as identifying core values and purchase behaviour
for purpose driven products or services).

Outcome (may change in course of project):

Brand Strategy - Market Positioning, brand purpose, target customer, portfolio definition & migration.
Brand DNA & Manifestation - Brand Positioning, DNA, Rationale, Visual Identity & customer touchpoints.
Launch Campaign - Launch strategy, roadmap, roll-out plan, video, website demo.
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PLANNING AND APPROACH **
Include a Gantt Chart (replace the example below - more examples can be found in Manual 2) that shows the different phases of your
project, deliverables you have in mind, meetings, and how you plan to spend your time. Please note that all activities should fit within

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

Surviook [CRTEIN

Literature Review & Market Analysis |

Interviews/Workshops Gorenje
Experience]
Mapping,

Mapping
Project Definition

Concept Generation
Consumer Validation & Analysis
Final Brand Strategy

B

Discovery Phase:

In the discovery phase the key goal is to come to a detailed project definition through a literature review, market
analysis and qualitative interviews with Gorenje and potential user archetypes. The literature review is aimed to
understand branding concepts in relation to brand meaning or purpose and its effects towards creating customer
relationships. In the meanwhile, the qualitative interviews are targeted to identify the core business model and
strategy of Gorenje, whilst getting insights from consumers towards their purchase behaviour for purpose driven
brands. These findings will be presented at the mid-term, with a clear plan on how to proceed.

Define Phase:

After findings from the discovery phase, workshops with Gorenje will be organised (online or at Atag) for creative
brainstorming sessions on brand strategies. In addition, a quantitative survey (based on project definition) will be sent
on multiple platforms to receive data from +/- 150 participants and analysed through SPSS.

Develop:
In the develop base, first concepts as well as branding proposals will be iterated with Gorenje Stakeholders (online or
via workshops) and possibly with consumers (through an online survey or interviews).

Deliver:
In the delivery phase, all of the findings as well as feedback will be summarised through a launch campaign,
strategy,implementation plan, Brand DNA and manifestation.

Title of Project  Purpose-Driven Branding for Circular Washing Machine Schemes
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MOTIVATION AND PERSONAL AMBITIONS
Explain why you set up this project, what competences you want to prove and learn. For example: acquired competences from your
MSc programme, the elective semester, extra-curricular activities (etc.) and point out the competences you have yet developed.

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

With previous work experience in doing project management for a cargo bike concept model, I have extreme interest
in creating new products or services which have a bigger purpose behind it. In my personal live, my partner and are
constantly testing new habits to help decrease the environmental footprint as well as other global issues. This is one of
the key reasons why being able to come up with a purpose driven strategy for a circular washing machine scheme
would fit with my personal values.

Having studied SPD at the TU Delft, | have learned to master many multidisciplinary skills ranging from branding to
business model planning with a strategic outlook. These skills will support and motivate me to guide this project with
an entrepreneurial mindset. Additionally, my ambition to create a broad network and use my pitching skills will
additionally support me in convincing key stakeholders within Gorenje group on strategic ways to go forward using
the back-up of qualitative and quantitative research results.

Throughout this project, | want to additionally achieve the following learning objectives:

1. Design Methodology: Use the design methodological mindset of Gorenje Group to showcase the strengths of a
strategic designer.

2. Entrepreneurial Design: Apply all skills from the SPD master to come up with a start-up or cooperature venture
proposition for a purpose driven initiative.

3. Purpose Driven Branding: Identify the core values of consumers for purpose driven organizations and build a
relationship with them through the cooperate venture through engaging and transactional offering.

4. Build Future with Gorenje: Come up with an implementable strategy for the operating markets and play a role on
building it post-graduation.

5. Application: Findings of the research should be applicable for other industries which are transforming into circular
business models.

FINAL COMMENTS

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