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Hi, I’m Vivian
This portfolio showcases a collection of projects by Vivian Baas,  
a business oriented design thinker, researcher & strategist.

E VIVIANBAAS@GMAIL.COM
T +31 6 30408911
W VIVIANBAAS.NL

mailto:hello%40vivianbaas.nl?subject=Let%27s%20get%20in%20touch%21
http://www.vivianbaas.nl
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Hi there, I’m Vivian. I am a design-oriented business strategist, having recently graduated 
with a Master’s degree in Strategic Product Design at Delft University of Technology. In my 
studies I have learned to collaborate within cross-disciplinary teams to design innovative 
strategies, services and user experiences. I strongly believe that the key to any good service 
or product offering is a balance between strategic business considerations and 
human centered research.

I like to study consumer behavior and explore co-creative research methodologies. I use 
Design Thinking approaches and the inclusion of stakeholders to create integrated systems 
of products, services and business models that excite consumers and inspire companies. 
Whether it be business-to-business or consumer-oriented; public or private sector; a 
multinational or a start-up.

On a personal front, having spent months traveling and living abroad has sparked a 
specific interest in initiatives operating in developing countries. I believe that any product 
or service should have a sustainable contribution to society, either by making people 
happier / improving their lives or by making a positive impact on our environment.

DESIGN & INNOVATION STRATEGY | CREATIVE FACILITATION |  
CO-CREATION | SERVICE DESIGN | BUSINESS MODEL INNOVATION  | 
CONTEXTUAL RESEARCH 

SOME OF MY 
FAVORITE PROJECTS

“BRAND & PRODUCT STRATEGY FOR BRINKERS”
Branding

“COLLABORATIVE INNOVATION APPROACH FOR LANTOR”
Innovation Approach, Strategy development & Co-creation

“DESIGNING CONVIVIAL ENCOUNTERS”
Service Design & Social Innovation

“ONLINE INSURANCE & BANKING FOR SME RABOBANK 
CUSTOMERS”
IU/UX

“FOTOSAFARI: A SCAVENGER HUNT FOR KIDS”
Product design & Graphic Design

“A WATER-AT-HOME SERVICE FOR RURAL TANZANIA”
Product Service Systems, Ethnographic research & New Business Development
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The brief was to design a brand, innovation and product strategy for Brinkers, as to 
enhance the chocolate spread experience not only for the customer but also within 
the company. A strategy to create a coherent brand around the Brinkers products was 
designed.
 
First the brand itself was studied thoroughly and its product portfolio was studied. It was 
finally decided that we needed to concentrate on building the private label and its own 
products. Models like customer journeys, roadmaps were used to plot their core strategy 
and also define the future scenarios for the company

BRAND & PRODUCT 
STRATEGY FOR BRINKERS

BRAND STRATEGY
Brinkers is one of the world’s leading, fully certified producers of a unique range of high 
quality chocolate spread since 1889. The main revenue of Brinkers lies in long-term 
organic private label contracts with competitors specializing in producing big volumes 
cheaply. Brinkers wants to shift from a market-centered strategy to a user-centered 
strategy, focusing on their own organic chocolate spread brand in Europe. 

Current Brand Promise 
“The world’s most reliable, innovative and quality driven manufacturer of a wide range 
of the very best conventional and organic chocolate spreads.”

Authentic & Premium Quality
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SUPPLIER

BRINKERS

LONG TERM RETAIL &
WHOLESALE

30%

70% CONSUMER

30%OWN LABEL

PRIVATE LABEL

SHORT TERM

ORGANIC NON-ORGANIC

VOLUME PER LINE

80%20%

15%85%

80%20%

30%

40%

30%

OWN LABEL

20152013
Market-Driven Innovation

2020
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INNOVATION STRATEGY
The aim is to transform Brinkers’ current strategy from a market-driven to a user-driven 
one and use that as a foundation for innovation.Both internal and external opportunities 
are mapped out over time and according to the amount of resources that are provided and 
changed by Brinkers. The end result is a clear change from a mainly B2B-focused business 
model to a B2C one through the incorporation of design in the organization.

Innovation Roadmap
We arranged the innovation strategy process in three phases: creating a brand cohesion, 
integrating design in the organization and finally engaging by design. Each phase is 
focused on innovation in the three different levels – The Market, Brinkers and Design – 
and always aiming for a strong communication of the brand promise and connecting with the users.

Future interactions: a 
chocolate experience!
Brinkers consumers will be 
engaged in the experience of 
consuming chocolate spread 
the same way that people enjoy 
coffee or tea with others or as 
part of their daily rituals. 

The goal of the new brand strategy is to create a coherent and engaging brand out of their 
current product portfolio that conveys Brinkers’ core values both inside and outside the 
organization to move the company from their current manufacturing focus to a recognized 
chocolate spread brand.

Exciting Quality Authentic Knowledge

Brinkers’ new brand promise
“Let our heritage of chocolate 
expertise and care for rich 
flavors make even your shortest 
moments exciting!” 
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Storing 
Jar

Brand Exposure

Smart Packaging

Innovative, Versatile 
Usage

ENGAGEMENT BY DESIGN

Complimentary Products

Full Sensory Experience

Re-Use

Brand Coherence

Campaigns & Workshops

Social Media

Standing out in Retail ShelfActivate POP

    Spreading 
on bread

Eating

Dispose jar

Buying

Comparison & 
decision making

Viewing product 
assortment

Word of Mouth

DESIGN STRATEGY
The new brand promise is fulfilled in the future scenarios. They can be used to create a 
shared understanding of the Brinkers Organic brand and its aspirations within the entire 
company. These ambitions can be fulfilled using the more concrete innovation roadmap.

The three phases of the costumer journey are broken down into the different experiences. 
Different touchpoints are identified from those experiences and used to develop future 
touchpoint concepts. Each interaction with the brand can be used to engage the users 
through design and co-creation, and should be constructed while keeping the brand 
promise and future interactions in mind.

These three scenarios for possible touchpoints are each conveying the brand promise. They 
aim to raise brand awareness and extensive possibilities of use of chocolate spread. By 
using various types of co-creative design activities the users are engaged with the Brinkers 
brand. At the same time the user will provide Brinkers with input for new products, 
services and innovation directions.

Art Accessories Collection
Eating chocolate spread is more than just eating a 
sandwich. Brinkers will add products to their portfolio 
that are used along with chocolate spread, such as 
plates, cups and cutlery. They would be like durable 
good with and creative art-touch in collaboration 
with artists and users. These products make the use 
experience of chocolate spread more special and diverse.

Versatility Competition
Brinkers will hold a competition to explore the 
different ways of using chocolate spread. This could 
mean different recipes or methods of using their 
products. This platform would involve users making 
them think out of the box and use chocolate spread in 
non-traditional ways.

Experience Lab 
In order to enhance the overall experience of eating 
chocolate spread, Brinkers will start to dedicate an 
open research lab to investigate the relationship 
between sensory stimuli and our cognitive and 
emotional responses. This is a lab where Brinkers can 
also test its new innovations and get feedback from users.

Scope: Branding

In cooperation with Bernd Brinkers, 

Jeroen Coelen, Laura Engelshove, Mileha 

Soneji & Rafael Canales.

2014Brinkers Food is one of the 
world’s leading, fully certified 

producers of a unique range of high quality chocolate 
spreads. The company, based in Holland and existing 
for more  than 100 years, is widely recognised to be a 
true and unique specialist.
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For a medium-sized manufacturing company based in the Netherlands a collaborative 
approach was designed to source (radical) innovations. The project was the final step 
in achieving my Masters degree in Strategic Product Design at Delft University of 
Technology. What started as a search for a new market for a recently developed product 
became an investigation into how the company could deploy customer-centric, well-
structured innovation methods to develop products that have market-fit.

ORIGINAL ASSIGNMENT
Lantor BV (Est. 1959) develops, manufactures and sells functional specialty products 
based on non-woven textiles for a variety of technical and industrial applications. In an 
attempt to find a market for new products in an early stage, one of the company’s latest 
technologies was developed using input from (potential) buyers and partners in a variety of 

new industries and markets. Lantor approached Delft 
University of Technology with the request to “look 
for opportunities to translate the PowerSHEAT® 
technology into innovative applications for markets 
outside of the composites industry”. The assignment 
was meant to focus on market research, executed 
under the wings of Lantor’s fourth business unit: Custom.

REDEFINED PROBLEM STATEMENT
Exploratory research into external markets and in-depth understanding of Lantor’s current 
strategic position was undertaken to understand which market would be interesting. 
Along the process it became clear that finding a market wasn’t as straightforward as it 
seemed; nor was understanding what suited Lantor both in terms of working processes 
and strategic vision. After three months no market had been ‘discovered’ in which the 
PowerSHEAT® was found to be truly differentiating from existing products. This was a 
turning point in the project: instead of using a shotgun approach by targeting different 
markets and hoping for a hit, Lantor needs a way to focus and streamline their innovation 
activities: an innovation approach.

COLLABORATIVE INNOVATION 
APPROACH FOR LANTOR

Located in the beginning of the value chain; a company 

is much more reliant on the developments made in later 

stages of the chain. Applying customer-centric research 

methods as input for innovation proved a challenge.

Value chain

TEN INSIGHTS
The internal and external research resulted into the development of ten insights related 
to innovation at Lantor; each supported by an observation, consequence of said 
observation for the company and an advice on how to proceed. The insights range from 
research and customer-centric topics to innovation management and strategic advices on a 
corporate level:
1. PowerSHEAT® is not differentiating enough in any of the researched markets
2. An idea is not the same as an opportunity
3. Exploratory research focusses on discovery
4. A value proposition is based on the understanding of user needs
5. Stakeholders can be involved through co-creation
6. Structured input from the outside through Open Innovation
7. Different types of innovation require different approaches
8. Expectations between departments need to be aligned
9. Failures can be learned from
10. Innovation requires strategic direction

The advice resulting from the ten insights were gathered and seven common identifiers 
-building blocks-  were found that influence innovation. Four insights are related to e.g. ‘People’:

Culture NetworkPeopleStrategy StructureToolsProcess

1

2

3

4

7

6 8

9

An idea is not the same as 

an opportunity

Failures can be learned 

from

Expectations between 

departments need to be 

aligned

Structured input from the 

outside through Open 

Innovation 
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SOLUTION: BUILDING BLOCKS FOR INNOVATION
Using the seven building blocks an approach was designed, intended for the development 
of products and markets while placing the Custom BU in the role of innovation platform. 
The shift from a closed innovation paradigm to co-creative product-, service-, market- and 
business development in collaboration with external parties requires a shift in strategy;  
shared within the organisational culture, and supported by the necessary processes, tools, 
structure and people. 

Subsequent steps need to be taken in order to get to know new markets and develop 
modified or new products. For the building block ‘process’ for example, a structured 
NPD process was developped to be applied in (mostly) transformational and adjacent 
innovation projects.

For each of these seven building blocks the necessary steps are determined and an 
implementation plan was developed. An example of how ech of the steps mentioned above 
was detailed into a workable approach:

STEP  1. 
Project kick-o�

Align expectations

STEP 5.
Create Value

Define customer segments

Develop value proposition

Asses competition

STEP 3a. 
Prepare
customer research

Develop research plan 

Define stakeholders

List assumptions

STEP 3b. 
Customer research

STEP 3c. 
Analyse insights 
from data

Execute customer research

Organise data

Find themes

STEP 4. 
Opportunities

Prioritize opportunities

Define opportunities

STEP 7.
Deliver & Capture
value

STEP 6. 
Ideation

Business model dev.Ideation workshop

Create decision criteria

Weigh ideas

for every value proposition 

a new trajectory is initiated

for every value proposition 

a new trajectory is initiated

Product Development Commercialisation

market
launch

market
Dev.

developmentbusiness 
case

G3 G4G2

Fuzzy Front End

trends Value 
Creation

trends

User Needs /
Frictions

User Needs / Frictions

opportunities

opportunities

concept

concept

Ideation

Ideation

G1

STEP 2c
Trend Analysis

Trend research analysis

Searchfield identification

Redefine Lantor criteria

Prioritize searchfields

STEP 2b
Trend Research

STEP  2a. 
Prepare
trend Research

Trend research plan

Execute trend research

Research Insight

Value  Creation Value Delivery / Capture

test, learn, improve and test again

test, learn, improve and test again

STEP  1. 
Project kick-o�

Align expectations

STEP 5.
Create Value

Define customer segments

Develop value proposition

Asses competition

STEP 3a. 
Prepare
customer research

Develop research plan 
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List assumptions

STEP 3b. 
Customer research

STEP 3c. 
Analyse insights 
from data

Execute customer research

Organise data

Find themes

STEP 4. 
Opportunities

Prioritize opportunities

Define opportunities

STEP 7.
Deliver & Capture
value

STEP 6. 
Ideation

Business model dev.Ideation workshop

Create decision criteria

Weigh ideas

for every value proposition 

a new trajectory is initiated

for every value proposition 

a new trajectory is initiated

Product Development Commercialisation

market
launch

market
Dev.

developmentbusiness 
case

G3 G4G2

Fuzzy Front End

trends Value 
Creation

trends

User Needs /
Frictions

User Needs / Frictions

opportunities

opportunities

concept

concept

Ideation

Ideation

G1

STEP 2c
Trend Analysis

Trend research analysis

Searchfield identification

Redefine Lantor criteria

Prioritize searchfields

STEP 2b
Trend Research

STEP  2a. 
Prepare
trend Research

Trend research plan

Execute trend research

Research Insight

Value  Creation Value Delivery / Capture

test, learn, improve and test again

test, learn, improve and test again

Action #

Substeps

• questions / approach 

  (tools)

Step #. Titel
How should it be executed?

• internal workshop

• external workshop

• individual actions

Deliverables after step

is executed

STEP #. Title

Who should be involved?

• Corporate Management

• Innovation Board (meeting)

• Multi disciplinary team

Tools  that may help 

to support this step

Deliverables
• ...

Multi-x-team

 I.B.M.T. P.M. R&D SALES

      workshopTools

The results were presented to several departments within the organisation, as well as upper 
management. A Design Thinking workshop was held to familiarize employees with some of 
the concepts introduced in the report, such as interview techniques and prototyping.

Lantor focusses on 
the development, 
manufacturing and global 

marketing of nonwovens for industrial applications in 
the Cable, Composites, Construction and Packaging 
industries. 

Scope: Innovation Approach, Strategy 

development & Co-creation. Individual 

project during a six month internship. 

Close contact with PM, Sales & R&D depts.
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The brief was to design a convivial encounter for an organized collaboration between 
design students and local entrepreneurs on the island of Syros, Greece. Subsequently 
providing mutual benefits and raising the islanders’ recognition of the ability to make 
a change through design. We organized a co-creation session to map out this service, 
attracting both local students and entrepreneurs. 

DESIGNING CONVIVIAL 
ENCOUNTERS

EXPLORATION
In order to fully understand the scope of the project, meetings were held with local 
students and entrepreneurs. The findings were grouped together and three possible 
problem design directions were defined.Interviews with eight local entrepreneurs 
& case studies. It was found that a lack of mutual understanding between islanders and 
students exists. For islanders, innovation proves to be difficult and a high interest for 
collaboration exists.  After formulating an objective to design a convivial encounter for an 
organized collaboration between design students and local businesses providing mutual 
benefits and raising recognition of design’s ability to change, we started exploring what 
opportunities existed. 

DESIGN TOOLS
Some tools & methods included: wishful thinking: 
ice-breaking. issuecards: three touchpoints in the 
process and group sketching: finding possibilities 
for showcasing collaboration results the islanders.

CO-CREATION 
To design a new meaningful service a prototype event of co-creation was organized with 
the main stakeholders. The workshop participants had to envision the ideal collaboration 
between each other and open themselves up for fresh ideas and radical insights. To get 

them familiar with the topic we used issue cards and with their help we have designed 
different touchpoints in the process of collaboration: means of getting in touch, required 
information exchange, first meeting between a student and potential employees. To 
find possibilities for showcasing collaboration results to Syros local community  group 
sketching was used.

PARA DOSE
With these results which we had to summarize and 
evaluate we could proceed further to design service 
flowchart, system map with all the information and 
financial flows, and to prepare story telling in order to 
be able to explain the service in function. As an outcome 
we have designed a service called Para Dose, what in 
greek language means “Give & take”.
Deliverables: stakeholders map, system map, service 
flow chart with different touchpoints and story telling 
(customer journey).

Scope: Service Design & Social 

Innovation.

In cooperation with: Alexandra 

Agafonova (Köln Int. School of Design)., 

Elisa Berzuini (Politecnico di Milano), Sara 

Gancho (Lancaster University), Ioanna 

Kentri (The University of Aegean)

2013SUSEDE
In autumn 2013 I participated in the SuSeDe Erasmus 
Intensive Program. The program was hosted by 
the University of the Aegean on the island of Syros 
and consisted of lectures and group projects in 
collaboration with four European universities. We 
were introduced to emerging theories, methodologies 
and applications in the area of sustainability and 
service design. 

http://kisd.de/en/
http://www.susede.syros.aegean.gr/
http://www.susede.syros.aegean.gr/
http://www.aegean.gr/aegean/en/intro_en.htm
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Small Medium Enterprises (SME) form a large share of the Dutch economic landscape 
with well over 1 million companies, all employing less then 10fte’s. Every company needs 
bank accounts and, to a certain degree, insurance. These businesses form a large deal of 
Rabobanks’ current business accountholders; especially as being insured at Interpolis 
requires having a Rabobank bankaccount.

Today, the cooperation between Rabobank and Interpolis results in an ambiguous user 
experience - especially online. In order to gain insight in difficulties potential customers 
have to deal with, twelve SME owners were interviewed and a thorough analysis of both companies 
was done. The information gathered has been cast into the form of a customer journey.

Brand Analysis: There often is a difference in the way a brand is promoted and the way a 
brand is perceived. The interviewed SME owners were asked about their opinion on both 
brands, and additional online research was conducted to create insight in the brand perception.

Rabobank Group is a full-
range financial services 

provider that operates on cooperative principles. 
Its origins lie in the local loan cooperatives that 
were founded in the Netherlands nearly 110 years 
ago by enterprising people who had virtually no 
access to the capital market. 

ONLINE INSURANCE & BANKING 
FOR SME RABOBANK CUSTOMERS

ACTIVITY

ORIENTATION ADVICE DECIDE BUY INSURANCE CLAIM DAMAGEADJUST

EMOTION

COMPANY 
ENGAGEMENT

Figuring out 
what needs to 
be insured

Realizing need 
to get insured

Comparing 
insurances & 
companies

Choosing most 
appropriate 
options Making final 

decision 

Getting in 
contact with 
Rabobank

Getting 
advice from third 
parties

Getting advice 
from intermediar

Getting Rabobank to call 
for appointment

Getting Rabobank to call 
for appointment

Login with Rabo Reader 
to get extra insurance

Purchasing 
insurance

Opening Rabo account
at bank & getting 
insurance

Purchasing extra 
insurance

Evaluating 
insurance

Leaving / 
Staying

Getting more / 
less insurance

Contacting 
Interpolis

Getting paid

Getting prevention 
advice

no Rabo account, 
no Interpolis insurance

Rabo account, 
no Interpolis  insurance

Rabo account, 
Interpolis insurance

Friends/family/independent intermediar
Rabobank

Interpolis

SUSPICION / 
DISTRUST
... of insurance compa-
nies in general and small 
print in quotes

Consequence: 
more trust in one person 
(like an intermediary) 
than the insurance 
company

AVOIDANCE

... of the hassle of getting 
and managing an 
insurance

Consequence: Getting 
an intermediaryFrank (24)

Student board member

“There are hidden 
expenses, filthy small 
letters and always 
extra costs.” 

Man (70)
Book shop owner

“If my shop burns 
down I would rather 
pay for building a 
new store myself than 
paying for insurance.”

Anonymous woman (61)
Sewing shop owner

“The only contact with 
my insurance 
company I prefer is 
the bills and a happy
new year card. I’m 
happy with that.”

Man (66)
Paint Shop Owner

“I rather don’t have 
anything to do with 
my insurer, that’s why 
my intermediary fixes 
everything.”

Wouter (25)
Entrepreneur

“If I would switch, I 
would search for 
information online and 
then ask for advice 
from someone else.”

FEAR

... for distrust from 
insurance companies 
towards customers

Consequence: 
being careful what to 
insure and what to claim

Jan (55)
Shop Owner

“I only insure what I 
cannot pay for myself 
to make sure it 
doesn’t cost me.”

Jan (54)
Farmer

“There is always the fear 
that the small letters 
mean that you’re not 
insured for this problem 
at all. You have to make”

Ingrid (55)
Psychiat

"You build credit in 
a disability insurance by 
not claiming anything 
over the years, 
therefore I would not 
dare to switch."

Fear

Suspicion

Avoidance

Scope: UI/UX

In cooperation with Alexander 

Vervoort, Boris Jockin, Michelle Verbeek, 

Myrthe Lemmen & Nathalie Meuleman

2014

Een bank met hart voor de zaak.
Dat is het idee.

Rabobank. Een bank met ideeën.

ORIENTATION

ADVICE

DECIDE

BUY PACKAGE
(INCL  INSURANCE)

CLAIM DAMAGE

ADJUST

Homepage
Interpolis.nl

Private Business

Homepage
Rabobank.nl

Homepage
Ikgastarten.nl

Business

Hart vd Zaak
Start

Information 
HvdZ:

Accounts
Insurance
Starters

Insurance
Personal
Business 

Employee 

Login HvdZ 
package holder

Login HvdZ 
package holder

Account 
HvdZ 

Homepage

5 questions for 
background info

Login

Custom Advice
(partially 
checked)

Your calculated
benefits

Your calculated
benefits

Get HvdZ 
Package

Login 
Rabo Account

No Rabo 
account yet

Directed to 
Rabo Office

Custom Advice
(wih current 

package)

Video Call Video Call

Claim

Video Call
Mentor

Adjust

Interpolis https://bankieren.rabobank.nl/klantenRabobank

“I dont want to 
get attached 

right away, I'll login 
later when 
I'm better 
informed”

3

3

1

2

1

“Having one contact person would be really 
helpfull. I can imagine that one person 
couldn’t cover all topics as some are very 
complex; so I wouldn’t mind being redirect-
ed as much. It would be nice to be able to 
reach them outside of regular office hours; 
like 8pm.”

Ingrid (55)
Psychiatrist

“I would be slightly reluctant about my 
bank and insurance being linked that close-
ly; but I really see it working simply from 
Rabobank’s good image. I would really like 
to just get the total package and only need 
one phone number to arrange it all!” 

Dimitri (24)
Student / Entrepreneur

“As a starter it is nice to take care of every-
thing at once because it is often all very 
confusing. Putting everything together 
would be intersting.”

Jesse (23)
Starter

2
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“Having one contact person would be really 
helpfull. I can imagine that one person 
couldn’t cover all topics as some are very 
complex; so I wouldn’t mind being redirect-
ed as much. It would be nice to be able to 
reach them outside of regular office hours; 
like 8pm.”

Ingrid (55)
Psychiatrist

“I would be slightly reluctant about my 
bank and insurance being linked that close-
ly; but I really see it working simply from 
Rabobank’s good image. I would really like 
to just get the total package and only need 
one phone number to arrange it all!” 

Dimitri (24)
Student / Entrepreneur

“As a starter it is nice to take care of every-
thing at once because it is often all very 
confusing. Putting everything together 
would be intersting.”

Jesse (23)
Starter

2

CONCEPT
How can Rabobank and Interpolis provide a service that is comprehensible and makes 
sense? A co-branding strategy was suggested: ‘Rabobank - powered by interpolis’. 
The powerful Interpolis brand will help SME owners to trust the new package offered 
by Rabobank, including loans, mortgage, a business bank account and an Interpolis 
insurance. With the new solution - Hart voor de zaak - we want to empower the user in 
a clear journey. Using the brands of Rabobank and Interpolis, we can win the trust of 
consumers & reduce negative emotions. Below, the site-map and the presentation given at 
the Rabobank headquarters.
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The FotoSafari (photohunt) game consists of a small box containing sets of cards, to be 
divided between two teams. Each card represents a task : explore and take pictures of your 
surroundings, such as ‘the entire team while sitting on a fence’ or ‘something that makes 
you smile’. The resulting photographs can be shared on social media or put on a special 
webpage on the HEMA company’s website.

Fotosafari was submitted to the annual HEMA Design Competition 2011. The theme of that 
year’s edition was sports & games. The game was voted second place by the jury and was 
nominated for the people’s choice award. A limited edition was put in HEMA stores shortly 
afterwards. The full jury report can be read online.

“This design shines in its 
simplicity, but the possibilities 
are endless.”
– Jury member 

Frederik van Heereveld

FOTOSAFARI: A SCAVENGER 
HUNT FOR KIDS

Scope: Product Design & Graphic Design.

The game was designed during my 

bachelor in Industrial Design Engineering 

at Delft University of Technology.

2011HEMA DESIGN COMPETITION
The HEMA design competition is an 
annual event, organized by one of The 

Netherlands’ leading retail companies. Nearly 420 
students from different creative programs in the 
Netherlands and Belgium participated in edition 2011. 

An interview was published in 
Delta TU Delft, the newspaper  
of the Technical University Delft. 
The game was sold in 600+ 
HEMA stores for a limited time 
in 2012.

http://vivianbaas.nl/hema_report_jury_2011.pdf
http://issuu.com/tudelta/docs/delta43-18/12
http://issuu.com/tudelta/docs/delta43-18/12
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For a start-up collaboration between several Dutch and Tanzanian companies, Bomba Maji 
Ltd., ethnographic and qualitative research was conducted in several villages in the Mara 
Region, Tanzania. Resulting insights regarding the lifestyle and behavior of both individual 
households and the community lead to the design of a water-at-home delivery service 
and yard-tap. Service models and products were prototyped and validated to guide the 
enterprise in the implementation of the customer experience.

A WATER-AT-HOME SERVICE 
FOR RURAL TANZANIA

FIELD RESEARCH
Over the course of five weeks we 
used a human-centered design 
approach to get an in-depth 
understanding of the lifestyle and 
aspirations of villagers. Various 
tools, such as observations 
and in-depth interviews 
helped us gain empathy, question 
assumptions and explore 
product/service opportunities.

CO-CREATIVE SESSIONS
Several co-creative sessions 
were held with with villagers 
and expert stakeholders (such 
as local water providers, health 
organizations and an urban 
water-filtering center) to put 
the user-findings into the right 
perspective and to identify key 
problems and assets.

PROTOTYPE VALIDATION
After every visit into the field we analyzed and synthesized the data, and 
findings were thematically grouped into key insights and enabled 
us to develop follow-up questions and possible opportunities to 
research during the following field-trip. With the help of a 
local wood workshop we developed several prototypes of 
concrete taps that we installed on several locations in the 
villages. Next to that, we designed scenario’s regarding 
water payment and delivery models. These prototypes 
enabled us to test assumptions, functionality and social 
acceptance of a standardized water yard connection.
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Scope: Product Service Systems, Ethnographic 

research & New Business Development

 

In cooperation with Laura Engelshoven,  

Constantijn Belderbos & Brenda van Geel.

Read more: on the website of Bop Inc in this article.

SERVICE DESIGN PROPSAL
The final result was a product-service-system (PSS) 
called ‘Maji Mazuri’: a water delivery service at home 
for rural Tanzania. The main target group was defined 
as ‘women of the household’, as they are the ones that 
are in charge of water-related tasks; are the caretakers 
of families; make the small buying decisions and 
are able to convince their husbands. The value 
proposition for the service was defined as 
water@home: hygiene & convenience. 

ANNA (42), housewife

Married with 2 
children

FAMILY 
SIZE

“We have a special 
henhouse”

“Water should flow 24 
hours per day.”

Anna is a housewife and takes 
care of the domestic tasks in and 
around the house. Her husband 
is earning the money as a banker, 
which means that he works every 
day from 8am to 5pm. Their two 
children go to secondary school 
Their house has a small garden, 
which they can irrigate with the 
water from their private water tap. 
They have two cows and a dozen 
of chicken. Recently they 
invested in an outdoor shower, 
but due to the low water pressure 
they use it sparsely.

• Providing my family with a clean 
and healthy environment

• Having indoor sanitation

CHALLENGES

•  Keeping my living 
environment clean every day. 

•  Providing my children with 
good education

I USE MOST WATER FOR...

GOALS

“I wish my sons 
study hard so they 

can make it to Form 
4 of secondary 

school”

EXPENDITURES           $$$$

“ I should be able to trust 
that the company provides 

us with clean water”

drinking cooking cleaning environment animals

water

food

health

education

misc. (eg. clothing)

“I would like to extend 
my house, to improve 

my prosperity.”

CUSTOMER JOURNEY 
A customer journey was developed according to 
several persona’s. Several elements of the PSS 
were detailed, including the final tap design, the 
(mobile) payment- and rewardsystem as well as the 
establishment of a woman-to-woman network.

2014

community 
board

plumber

woman to 
woman

STAGES

TOUCHPOINTS

INTERACTION

Receiving bill, 
paying bill and 

receiving 
receipt

Getting to 
know the 
service

Hearing options 
about 

connections
to system

Subscribing & 
receiving all info 

about service 

Getting 
connected to 

network

Using tap 
daily

Having a 
problem & 

Complaining 
(eg. pufddle/leak-

age at her tap) 

Getting problem 
fixed / receiving 

request for 
feedback after 

fix

Attending 
quarterly 
meeting

TOUCHPOINT 2: Woman to woman 

TOUCHPOINT 4: Mazuri Products

TOUCHPOINT 1
Billing / payment 

from home

Live meetings in 
village center

TOUCHPOINT 3
Tap in yardCompany visits potential & existing customers at home

Demonstrations 
in village centre

pre-service service post-service

Safe water to prevent 
diseases and decrease 
chances of getting sick.

Improved hygiene  by 
having a consistent and 
sufficient water supply to 
keep your family healthy 
and your environment 
clean.

More time for you to take 
care of your family and 
other activities such as 
gardening and starting a 
small business.

A convenient service at 
your own home: reducing 
time spent on fetching 
water and eliminating 
costs for transportation.

value proposition

service experience

service target audience

Women play the key-role in all water related activities 
and are the main care takers of their families in terms of 
food, health and hygiene. They make most small 
buying decisions and convince their husbands to make 
bigger buying decisions. The service will mainly target 
them as their situation can be improved mostly by 
providing a more hygienic environment and a 
convenient way of living.

Trust can be generated in multiple ways, but as a 
starting point it is important to have a fair-to-all service 
(eg. no price discrimination) and a local attitude (eg. 
using community input and providing local jobs). To 
generate high service adoption and satisfaction it is 
necessary to provide the service in a simple and 
comprehensible manner which focusses on the benefits 
(value proposition) of the service above other sources 
of water or other water providers. Lastly, it is important 
that communication between company and customer is 
transparent at all times to avoid fear for corruption or 
lack or decreased trust in external, private operators.

In order for a water delivery service to 
succeed in a Mara region community the 
first step that needs to be achieved is a 
certain level of trust in the company. 
There is a strong culture of “Seeing is 
believing”, meaning that a copany that 
delivers what they promise gains trust 
fast. This will lead to increased service 
adoption with which the customers needs 
to be satisfied with on both a personal and 
community level. This in return generates 
higher trust in the company and its 
service(s).

local transparent

fair

trust in company

simple

high service 
adoption

satisfaction 
with service

good value 
for money

Observing situation at local’s homes Co-creative session with experts 
(plumbers) and villagers

Testing existing solutions with 
villagers

Designing three yard prototypes Building prototypes in workshop 
in Mwanza

Transporting taps from Mwanza 
to Shirati in the pick-up truck. 
Rice shells were used to protect 
the models form breaking 
during the journey

Discussing test possibilities 
and test locations with Shirati 
COWSO.

Testing prototypes on 
several locations, from 
community points to 
private yards

Reduction of risk and uncertainy & 
acquisation of specific resources and 
knowledge for Bomba:

BopInc, DUNEA, SNV, Chigoto 
Plus, Mehta, Wedeco

Implementation of service, community 
feedback & local expertise:

COWSO 
Local health organizations for 
woman-to-woman groups (eg. 
Maji Safi) 

Mobile Billing & Payment: 
VodaCom, Tigo Pesa etc  

Local workshops for tap 
production

Producers of Mazuri products 

Hygiene:

• Safe water to prevent diseases 
and decrease chances of getting 
sick.

• Improved hygiene by having a 
consistent and sufficient water 
supply to keep your family 
healthy and your environment 
clean.

Convenience:

• More time for you to take care 
of your family and other 
activities such as gardening and 
starting a small business.

• A convenient service at your 
own home: reducing physical 
work of fetching water and 
eliminating costs for 
transportation. 

Selling safe water

Management of Maji Mazuri 
Service 

Design and construction of 
network 

Mobilization of local teams

Service at home

Trust relationship through 
woman-to-woman

Community Board as voice of 
customer

Low income (<$2 p/p/a/day) 
Households in rural Mara 
Region of Tanzania.

Women of the household. 

Funding / financial back-up year 
one

Good relations with local 
government for permits etc.

Service notifications at home 
through mobile text messages

Product demonstrations at 
village center

Woman to woman workshops at 
home

Sale of water (per m3)

Collection of connection fee (2 years)

Sale of Mazuri products

Installation of water network (grid, cleaning facilities, tanks, 
delivery vans)

Running service (office, bomba teams, mobile payment 
system)

Key Partners Key Activities

Key Resources

Cost Structure Revenue Streams

Value Propositions Customer Relations

Customer Relations

Customer Segments

http://www.bopinc.org/updates/news/bomba-maji-an-exceptional-social-enterprise-ready-for-operations
https://vimeo.com/141597990

	Bomba Video: 


