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Preface
From a young age, I have had a huge fascination with food. When I 

think of my childhood the Wednesday afternoons pop into my head, 
my favorite day of the week. Early out of school, inviting as many 
friends as possible, to eat tosti’s or pancakes together. After that, 
we baked shortbread cookies (of which we secretly ate 1/3rd of the 
dough). Intensely enjoyable that was for me!

The older I got the more I learned about the functions of food, 
physically but also socially and culturally. My dear sister Hanneke 
van Dommelen (who as a dietician has helped me a lot with this 
project, thanks Hannie!) taught me a lot about the (un)healthiness 
of food. This is also the time when I started to realize how privileged 
I am to be able to enjoy food. More and more I came across people 
with eating disorders, intollerances, allergies or conditions, where 
eating pleasure is definitely not as obvious.

It really got me thinking. Eating is not just food, eating is so much 
more. It influences people’s whole quality of life and is therefore an 
incredibly important and powerful force. My major goal is to make 
eating enjoyable for everyone. With this graduation project I think I’m 
taking a step in the right direction with the concept I Gut This. 

Even though I sometimes find it hard to be proud of myself, I think 
I can be more than proud of what I managed to establish (in this so 
to say special time). I’m not just talking about I Gut This itself, but 
the overall year in which personal and professional development was 
central for me. It feels like the closure of a wonderful learning period 
at the Trend Research and Concept Creation program, in which I 
have formed myself into the lifestyle professional that I am today. 

Therefore I would like to thank Marloes as a commissioning 
party, who gave me the opportunity to show myself as a lifestyle 
professional. Thanking Linda Hofman together with my fellow 
students as supervisors. Thanking my family and friends for 
emotional support and help (even when I was the biggest grump 
in the world). And of course big thanks to all the respondents and 
stakeholders for all the time and insights they gave me. I Gut This is 
something we should be all proud of together!

In the upcoming report, I will take you from A to Z on the road to I 
Gut This. I did my best to make it something beautiful and I hope it 
inspires you.

I’m Sil van Dommelen and I wish you all the eating pleasure in the 
whole world! 

Have a nice day :)
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Executive 
summary

How can more eating pleasure be 
achieved for people with irritable bowel 
syndrome by making eating more enjoyable 
and carefree?

Food is, and is becoming, increasingly important within society. 
Being able to enjoy food is therefore something that is highly 
valued. To achieve this, we built a whole system around it, 
according to the norms of society. However, what if you do not 
belong to the norm, and so do not fit in the system?

Lifestyle

10% of the Dutch population suffers from irritable bowel 
syndrome (IBS). A chronic functional bowel disorder that leads 
to many symptoms such as abnormal stools, abdominal pain or 
bloating. These symptoms are triggered by food and/or mental 
factors. To prevent or reduce these symptoms there are several 
treatments which require different lifestyles. Currently within these 
treatments there is a strong focus on food (specifically avoiding 
triggering foods). This food-oriented lifestyle makes it difficult for 
this target group to keep up with the current societal system, which 
in turn impedes the pleasure of eating. This results in a need for 
more control and accessibility with desires for eating pleasure in 
social occasions without worrying excessively about the disorder.

Sector

It is not surprising that the target group does not fit within 
the system. At the moment there is a taboo on gastrointestinal 
symptoms. Consequently, within the food and health sector, little 
attention is paid to this group of people. However just like the rest 
of society, the target group needs more inspiration, knowledge and 
personal guidance.

Organisation

This knowledge and inspiration does exist! Among others, 
at Optima Vita. A dietician, sports professional and online food 
influencer, who herself has experience with IBS. With her work 
she tries to guide people in a positive way to a healthy, fun and 
balanced lifestyle. In the future she wants to do this by means of 
longer term coaching projects.  

Trends

As a health professional and influencer, Optima Vita has 
significant influence right now. Within society, a value shift can be 
seen where people are placing more and more value on information, 
self-knowledge, and health. This is accompanied by the greater 
need for pleasure and enjoyment which is reinforced by the 
obstacles of COVID 19. Information, inspiration and happiness is 
exactly what Optima Vita has to offer. 

I Gut This

By combining these problems and opportunities through design-
oriented research, I Gut This was developed on behalf of Optima 
Vita. I Gut This aims to increase the pleasure in eating for people 
with irritable bowel syndrome by offering guidance towards an 
enjoyable lifestyle that does fit within the system. This will be done 
by means of a workbook that Optima Vita will compile. Through 
information and inspiration it will give the target group more insight 
and thus more control over their bodies, disorder, symptoms, 
triggers and enjoyment of eating. The focus is not only on food but 
on the entire lifestyle and context, so that avoiding food is no longer 
the only treatment. 

Within this research report, the entire concepting process is 
covered describing the underlying research, explaining the design 
phase along with other concept ideas, and describing how Optima 
Vita can implement I Gut This in a realizable way. In doing so, it 
will create a positive impact for the target group, Optima Vita, the 
sectors and society. 

Within this research report, the main focus is on Optima Vita as 
the commissioning party. Therefore, a concept book is also made, 
mainly addressed to stakeholders with the aim of gathering the 
right people for the realisation of the workbook. 
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Introduction

‘Christmas is just around the corner; two days full of food. I already 
start shivering when I think about it; so much food, it’s bound to go wrong. 
That’s why at lunch time I bring my own food and leave the rest. In the 
evening I decide to join the gourmet dinner. But yes, the whole night I lie 
awake with a stomach ache. Nausea strikes when I think of the following 
day. At the restaurant the next day I hesitantly walk past the buffet. Would 
it contain onion, garlic, gluten? All those delicious desserts, but all full of 
gluten, that’s going to give me trouble... My mother yells; take advantage 
of the buffet, you can eat as much as you want! Mom, half the food gives 
me a sore stomach and the other half I don’t know exactly what’s in it, I 
don’t know what to do.’ My mother tells me to stop worrying. She thinks 
I exaggerate. So I eat as carefully as possible. Unfortunately I end up 
spending the whole evening and night in pain on the toilet while everyone 
else is celebrating. Too bad because Christmas can be so much fun.’ 

- Loreta Soto

This is the story of one of the ladies interviewed 
with irritable bowel syndrome. And unfortunately 
she is not the only one who has to deal with this 
type of situations.

At least 10% of the Dutch suffer from irritable 
bowel syndrome, a chronic intestinal disorder that 
leads to symptoms such as diarrhea, constipation, 
abdominal pain and flatulence. The symptoms 
often arise after eating certain foods, and can be 
exacerbated by mental triggers such as stress or 
anxiety. Avoiding triggering foods can reduce the 
symptoms. However, as you can understand, this 
does not make eating any more fun. 

At the moment, more and more research is 
being done on IBS. There are already several 
proven treatments that reduce symptoms. In the 
current treatment plan the focus is on the diet 
whereby different foods are avoided which relieves 
symptoms. However little attention is paid to the 
negative effects on eating pleasure caused by the 
symptoms and associated treatments. As a result, 
many people with IBS develop a negative attitude 
toward eating, which becomes more deeply rooted 
in their quality of life by, for example, avoiding 
social activities or developing depressive feelings.

It was therefore the goal of this graduation 
project to create eating pleasure by making eating 
more fun and carefree for people suffering from 
irritable bowel syndrome in the Netherlands.

To achieve this goal, I Gut This was designed 
for Optima Vita that ensures more eating pleasure 
for people with IBS. Optima Vita is a dietician 
and online food influencer in the Netherlands 
who demonstrates that a healthy lifestyle can be 
enjoyable through a positive approach. 

I Gut This is a workbook in which Optima Vita, 
together with other stakeholders, guides the target 
group to a positive and enjoyable lifestyle with IBS 
that doesn’t obstruct eating pleasure.

This concept is based on design oriented 
research regarding the target group, sectors, 
organisation and trends. In this research report 
the whole concept and process is presented. 
Alongside, there is a concept book in Dutch and 
English that is specifically addressed to publishers 
and stakeholders.

ALSO KNOWN 
AS IBS

TO UNDERSTAND THE SEVERITY OF THE 
PROBLEM AND THE NECESSITY OF THIS 
CONCEPT, IT IS BENEFICIAL TO UNDERSTAND 
THE IMPORTANCE OF GOOD GUT HEALTH. IF 
YOU DO NOT HAVE THIS UNDERSTANDING YET, 
IT IS HIGHLY RECOMMENDED TO READ THE 
SHORTCOURSE “GUT HEALTH AND IBS” WHICH 
CAN BE FOUND IN THE APPENDIX (1.1). 



7

Thesis outline
PHASE 1 Research: 

The goal of the research phase is to present relevant insights 
that together form the solid base of information that is used during 
the design phase.

•	 Chapter 1 Lifestyle: Provides a clear and up-to-date picture 
of the target group by answering the question: What are 
the pains, gains, values, and needs of the target group with 
regards to joyful and carefree eating?

•	 Chapter 2 Sector: Presents opportunities for value creation in 
the food and health sector by answering the question: Which 
developments and stakeholders in the health and food sector 
contribute to the target group and carefree and joyful eating?

•	 Chapter 3 Organisation: Explains opportunities for shared value 
creation for Optima Vita and the target group by answering 
the questions; How can Optima Vita be valuable and beneficial 
commissioning party for this project? And What is the mentality 
of Optima Vita also regarding the target group and joyful/ 
carefree eating?

•	 Chapter 4 Trends: Provides a clear overview of trends that 
influence or can influence the project by answering the 
question: Which societal trends are inspiring/related to the 
target group, the commissioning party, and joyful and carefree 
eating?

•	 Chapter 5 Value Fit: The insights from these 4 studies are 
brought together in a Value Fit which is translated into a 
Concept Statement. These two together seal the research 
phase by providing a clear focus for the design phase.

PHASE 2 Design:

The goal of the design phase is to present how I Gut This is 
designed, based on the research insights, that improves eating 
pleasure for the target group.

•	 Chapter 6 Creative Sessions: Shows how concept ideas were 
conceived (diverging) and the best were chosen (converging). 

•	 Chapter 7 Testing: Explains how the best ideas were made 
tangible (activating) and how the final concept idea was 
chosen (checking and testing).

PHASE 3 Realisation:

The goal of the realisation phase is to present how I Gut This can 
make impact following an implementation plan that is feasible.

•	 Chapter 8 The Concept: Provides a clear description and 
visualisation of I Gut This.

•	 Chapter 9 Feasibility: Explains why and how I Gut This is 
organisationally, financially and legally feasible.

•	 Chapter 10 Impact: Concludes the report with a presentation of 
how I Gut This creates impact.

What will you be reading about in this report?
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Process
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The goal of the research phase is to present relevant insights that together 

form the solid base of information that is used during the design phase.

The research was divided into 4 directions whose main results will be 

presented in the following chapters.

•	 Chapter 1: Lifestyle

•	 Chapter 2: Sector

•	 Chapter 3: Organisation

•	 Chapter 4: Trends

RESEARCH
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LIFESTYLE ANALYSIS
RESEARCH PHASE

To develop a valuable concept that creates eating pleasure for people with IBS it 
is important to understand this target group well. Therefore in-depth and extensive 
research has been carried out to gain an insightful and comprehensible picture of 
them.

This chapter is an analysis of the target group research. First, an explanation is 
given of how the research took place. Then the insights in the manifested values and 
needs (expressed in pains and gains) are presented with corresponding visualizations 
and elaborations. Finally, the research question is answered by summarizing the most 
important knowledge gained

Research question: 

What are the pains, gains, values and 
needs of the target group with regards to 
joyful and carefree eating and food?

Research methods: 

•	 Desk Research

•	 Expert Interviews

•	 Individual Interviews

•	 Online survey

•	 Worksheets

•	 Quality of life model

•	 Segmentation model
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The following research methods were applied to get a better 
picture of the target group:

1.1 Methodology

What Subject How many How

Online survey IBS & quality 
of life

75 Survio 
distributed via 
Facebook and 
PDSB

Individual 
interviews

IBS & eating 
pleasure

8 MS Teams

Creative 
worksheets

Mental 
experience of 
symptoms and 
perception 
of eating 
pleasure

36 E-mail and 
social media 
of Optima Vita

Expert 
interviews

Causes of the 
pains of the 
target group 

5 MS Teams

In addition, desk research was used to compare and confirm the 
research outcomes, or gain new insights. Turning these insights into 
information, transcripts of all interviews were written and all insights 
were coded using the QDA miner program. The found information 
is compared and combined through personas, visualizations and a 
mood board.

APPENDIX: THE KEY RESULTS ARE SHOWN IN THIS REPORT. THE 
COMPREHENSIVE RESEARCH, INCLUDING ALL ELABORATIONS 
(SUCH AS TRANSCRIPTS AND SURVEY RESULTS) CAN BE FOUND 
IN THE APPENDIX (1.2).

CAUTION: THE RESULTS IN THIS REPORT ARE FROM THIS 
QUALITATIVE RESEARCH ONLY AND THUS ARE NOT YET 
STATISTICALLY PROVEN. THE REPRESENTATION OF THE TARGET 
GROUP IS THEREFORE AN INDICATION.
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Target Group

All people diagnosed with the irritable bowel 
syndrome and feel like this affects their quality of life 

within the Netherlands between the age of 20-60 
years. 

But who actually belongs to this target group? 

1.2 Target Group

What exactly is IBS? How does it obstruct the eating pleasure of 
the target group?

To answer this questions it is important to understand what IBS is 
and how it is perceived. This is explained clearly in the ‘Gut Health 
and IBS shortcourse’ (appendix 1.1), but a concise summary follows 
here. 

1.3 What is IBS

IBS

According to MLDS Irritable Bowel Syndrome (IBS) is a disturbance 
in the function of the gastrointestinal tract, especially the colon 
which leads to intestinal symptoms (MLDS, sd). The symptoms, 
triggers and effective treatments are different for each person. 

Symptoms that often occur are stool-related problems, bloating, 
stomach ache and fatigue. Usually, symptoms arise after eating 
specific foods and/or mental factors such as stress or anxiety. 
Since these triggers are different for each person they have to 
find out for themselves what causes their symptoms and what 
treatment works best for them. According to PDSB, there are 

several proven and non-proven treatments that can reduce these 
symptoms (PDSB, sd). Unfortunately, not all treatments work for 

everyone and the symptoms will never completely disappear.

Did you know?:
Within the Netherlands at least 10% (so 1.728.000 people) 

deal with IBS. To put this in perspective, more people have 
IBS than people who have had corona in the Netherlands 
(this is written on april 2021). That is more than 105 full 
Ahoy arena’s. Within this target group, 75% is female (at 
least 1.296.000 people so 79 full Ahoy arena’s). They expect 
that even 20% of the population has IBS however are not 
diagnosed yet. Nevertheless, it is sure that a large group of 
people in the Dutch society deal with IBS making a concept 
relevant.

Before the research question gets answered, it is important to 
take a step back. The project aims for more pleasure in eating for 
people with Irritable bowel syndrome. 
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How does this work out in reality?...

Question?
The next time you are offered food, try to imagine what 

it would be like if you had to reject it or else you would 
suffer from these symptoms. What would be the reaction 
of those around you and how would you feel?

It is difficult to imagine what it is like to have IBS. In order 
to understand the importance of this project, here are some 
statements from the target group that will assist in better 
understanding:

Cramps
•	 ‘‘feels like someone is punching in your belly’’
•	 ‘‘feels as if your stomach is being squeezed very hard’’

Abdominal pain
•	 ‘‘feels like your bowels are on fire’’
•	 ‘‘feels like you have a giant bruise feels like your bowel is 

spinning and you cannot sit upright anymore’’

Diarrhoea
•	 ‘‘feels like you are emptying your whole body and only the 

casing remains’’
•	 ‘‘feels as if all the floodgates are opening’’

Constipation
•	 ‘‘feels as if a stone is stuck in your intestines’’
•	 ‘‘feels like the traffic jam on Black Saturday’’
•	 ‘‘feels like you are pregnant but will never give birth’’
•	 ‘‘feels like you literally have a cork in it’’

Bloathing
•	 ‘‘feels like your belly is a big balloon that gets in the way’’
•	 ‘‘feels like a valve needs to be opened in your stomach’’

For more examples, see the appendix (1.2c).
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This project applies to a large group of people however they can’t 
be all thrown in the same pot. It is important to further divide the 
target group into various segmentations to design a more suitable 
concept. 

Within the health sector 4 segmentations (subtypes of IBS) 
are used based on stool pattern because they need different 
treatments (D.L., 2020):

1.	 IBS-C constipation >25% hard or lumpy, <25% loose or 
watery poop

2.	 IBS- D Diarrhea >25% loose or watery, <25% hard or lumpy

3.	 IBS-M Mixed >25% hard or lumpy, >25% loose or watery

4.	 IBS-U Unclassified <25% hard or lumpy, <25% loose or 
watery

The Bristol-Stool-Form-Scale is used as a tool to define the IBS 
subtypes (Ibscounsel, sd). This segmentation works well within 
the health sector but since decreased eating pleasure occurs in all 
subtypes it is not the best segmentation for this project. Therefore, 
a separate segmentation model was made for this project. Yet 
the concept need to take the subtypes in mind to find suitable 
treatments for the right people.

Type 1
Seperate hard lumps
Severe constipation

Type 2
Lumpy and sausage

 like
Mild constipation

Type 3
A sausage shape with 
cracks in the surface

Normal

Type 4
Like a smooth, soft 

sausage or snake
Normal

Type 5
Soft blobs with clear-

cut edges
Lacking fibre

Type 6
Mushy consistency 
with ragged edges

Mild diarrhea

Type 7
Liquid consistency 

with no solid pieces
Severe diarrhea

1.4 Segmentation

Question?
What is your stoolpattern? For a moment, imagine 

yourself what it would be like to nearly always have 
diarrhea, constipation, or both, like some people with 
IBS.

Bristol-Stool-From-Scale
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Time after diagnosis in years

Maximum >4

Second axis: Diagnosis; how long the diagnosis has been made

The longer the diagnosis is made, the better the target group 
gets to know themselves and their condition. After a long and 
difficult journey they finally know what triggers their symptoms. 
These people have often found a way to limit symptoms (which isn’t 
always the most pleasant way). On the contrary, people who have 
recently been diagnosed are very desperate and don’t know what 
to do. They tend to be very frustrated and feel very helpless or lost 
in the whole process. 

Persona

Each person with IBS has their own place within this 
segmentation model. Nevertheless, for this project roughly 4 
personas were made and placed within the segmentation model. 
A persona is a fictional character who represents a typical 
person from the target group. Doing so helps to gain a better 
understanding of the target group. The persona’s represent the 
most stereotypical cases which makes it easier to focus the project, 
however each person is unique and cannot be pigeonholed.

New segmentation model

Eating pleasure depends on many factors different per person. 
However, in this research two factors emerged that strongly 
influence the enjoyment of eating for the target group. This made 
a clear segmentation based on the way how the target group deals 
with the shared pains, gains, values and needs. It is important to 
take this behavior difference into account since it influences the 
willingness to use a concept. 

This segmentation model consists of two axes; 

First Axis: Hindrance; the extent to which IBS was impeding their 
lives at the time of diagnosis

The worse IBS hinders life, the more time and energy the target 
group seems to be willing to sacrifice for ways to cope with the 
symptoms. And the more often and quickly the persons seek for 
help, change and improvement. On the other hand, the people 
in whom the symptoms are not so obstructive are more passive 
in finding a solution. They do not want to invest a lot of time and 
energy in finding or following a treatment and often take their 
symptoms for granted. 

ISA VONDEL LORETA SOTO

ZOËY VAN SWIETEN TED FLEMING

New segmentation model
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Isa Vondel

Short diagnosis - 
Maximal hindrance

25 years

Amsterdam

Marketing department 
manager

Single

Isa has been working for six months as a manager of a large marketing department 
with a high workload. She likes to spend her free time with her close group of friends 
from the city. She has been diagnosed for IBS through the hospital since two weeks 
as she has daily suffered from abdominal cramps and diarrhea for the past 3 months. 
These symptoms strongly hinder her work and leisure time which frustrates her 
greatly and thus hinders her quality of life.

Behavior:
•	 Often cancels friends due to 

escalating symptoms
•	 Obsessively searches for answers 

and advice on the internet
•	 Tries every treatment and trick she 

hears and reads (unfortunately 
also a lot of false information). 
Many times this does not work or is 
counterproductive. 

•	 Ends up asking for professional help
Attitude:

•	 Is willing to put time, money and 
energy into a solution

•	 Is ready to make major lifestyle 
changes to reduce her symptoms

Frustrations:
•	 Wants to join her friends
•	 Can’t see the forest for the trees 

anymore
•	 Feels hopeless

Needs:
•	 Clarity
•	 Knowledge
•	 Guidance and help

‘‘I just don’t know how to approach IBS. In 
restaurants; what the f*ck am I supposed to eat 

so I don’t get any trouble. And how to do it when 
traveling abroad, with vacations. I still don’t know, I 
really need to figure it out. Honestly not cool what 
happened to me almost out of the blue. From one 

moment to the next my whole life is turned upside 
down.’’

QUOTES 
COME 
FROM THE 
INTERVIEWS 
APPENDIX 1.2B

‘‘As a woman who is single, I consider IBS to be a 
mental barrier. How should I explain this to someone; 

hey listen I am really nice but eating is very tricky 
for me. And even in combination with my physical 

symptoms, very uncomfortable and incriminating. I 
have concerns about dating.’’

Time after diagnosis in years

Maximum >4
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Time after diagnosis in years

Maximum >4

Loreta Soto

Long diagnosis - 
Maximal hindrance

42 years

Katwijk

Waiter at beach restaurant

Married, mother of 3

Loreta works for 20 years as a waiter at a beach club in Katwijk. In her spare 
time she likes to go for a walk with her family near the beach. She was diagnosed 
with IBS 24 years ago through the GP with extreme fatigue, daily diarrhea or 
obstipation and abdominal pain. Loreta invested a lot of time and energy in 
different treatments. After finding advice on the internet she started following 
the FODMAP diet which led to undernourishment due to incorrect information. 
This was a very difficult and depressing period for her. After symptoms of 
undernourishment she was referred to the dietician who guided her in following 
the FODMAP diet correctly. This has taught Loreta which foods cause her to have 
symptoms. By now, she knows how to deal with her condition, but this lifestyle 
regularly hinders her enjoyment. 

Behavior:
•	 Avoids foods that give her 

symptoms
•	 Always takes her own food to 

social activities

Attitude:
•	 She is very glad to have her 

symptoms under control and 
would like to keep it that way

•	 Has accepted that she has IBS
•	 Would be willing to invest some 

time and energy in a more varied 
lifestyle

Frustrations:
•	 Disappointed that some products 

cause symptoms
•	 Frustrations: Finds it difficult to 

find new products or dishes that 
do not cause her symptoms.

Needs:
•	 More variety and inspiration
•	 Clarity about ingredients in the 

food industry

‘‘IBS occurs often in periods. Now it has been going 
really well for a while, and since a week I have been 

suffering a lot again. I am in a wrong rhythm and 
need to get it back on track. Fortunately, I now know 

what I can do about this. When I was younger this 
was more difficult. I often had to throw up a lot and 

that was also very annoying. I was constantly afraid 
that it would happen.’’

‘‘By now I know that if I have a daily rhythm it goes well. 
If I deviate from that I get problems. This is often the 

case with the most enjoyable things such as vacations, 
weekends with spontaneous events, festivals, or parties. 
Because I cannot relax and enjoy these things I will never 

be 100% comfortable. There is always a shadow over it. 
Even if you are standing on the most beautiful mountain in 
the world, or by the most beautiful sea, if you are standing 
there and you have a stomach ache and you have to run to 

the toilet, then even that is just not fun.’’ 
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Time after diagnosis in years

Maximum >4

Ted Fleming

Long diagnosis - 
Minimal hindrance

39 years

Maastricht

Dental assistant

Single

Ted has been working as a dental assistant for 18 years. In his spare time he is a 
guitarist in a rock band. He also enjoys going out for drinks and dinner with friends 
along with his partner. For 20 years he has been diagnosed with IBS through the 
hospital after having regular diarrhea, abdominal cramps and hemorrhoids started 
in a stressful period. At that time he received some tips from the hospital which 
he tried to take into account. Over the years, through trial and error, he did learn 
what causes him symptoms. For instance, he learned that stress aggravates his 
symptoms. By taking more time for himself and being more relaxed, his symptoms 
have become milder. Now they are annoying and uncomfortable but it doesn’t 
stop him from doing what he likes. 

Behavior:
•	 Well aware of what is causing him 

problems and therefore considers 
whether he should take the 
symptoms for granted or reject 
something for once. 

•	 When he takes his symptoms for 
granted he tries to reduce them 
with medication. 

Attitude:
•	 Likes nice and cozy food and 

therefore often takes a little bit 
of the symptoms for granted. 
He does try to take into account 
the portion size, or other small, 
easy adjustments to reduce the 
severity of the symptoms.

•	 Found a way to live with IBS and 
has accepted it. Therefore, he 
would not quickly put time and 
energy into a solution. 

Frustrations:
•	 Always has to sacrifice something, 

either eating pleasure or his 
physical wellbeing

•	 Always has to think carefully about 
what he does or eats

•	 At home his lifestyle is very 
monotonous by avoiding anything 
that triggers symptoms

Needs:
•	 Carefree trying out new things
•	 More variety in his life
•	 Time and cost free solutions for 

fewer symptoms.
•	 Guidance and help

‘‘Today I can just do the things I like but it would 
all be more fun without IBS. I could do more 

spontaneous things and have fewer worries. For 
example, last week at work there were all kinds of 

sandwiches. Everyone could just eat that and enjoy 
it without thinking about it, and I would sit there with 

my dry gluten-free bread because I knew I couldn’t 
perform well at work if I have a stomachache.’’

‘‘Because I don’t know exactly what is bothering 
me I often eat less on purpose to avoid symptoms. 

Sometimes I react to something, and sometimes 
less.’’  
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Time after diagnosis in years

Maximum >4

Phase

Zoëy van Swieten

Short diagnosis - 
Minimal hindrance

20 years

Utrecht

Student Commercial 
Economics

Relationship

Zoëy is currently in the final year of her studies Commercial Economics. She 
studies in Utrecht where she stays in a dormitory of her student association. 
During her free time she practices strength training and hangs out with other girls 
from her student association. She was diagnosed with IBS a month ago by her 
family doctor because of her chronic obstipation and daily abdominal bloating. 
The doctor prescribed medication for her obstipation. Zoëy cares deeply about 
her appearance. She trains hard for a muscular body. Therefore, she finds it very 
annoying and embarrassing that she always has a bloated belly. This makes her 
very insecure. Despite her symptoms, she is able to continue doing what she 
wants to do.

Behavior:
•	 Takes into account how she 

dresses if she knows she is going 
to eat to cover up her bloated 
belly

•	 On medication for constipation 
but otherwise spends little time 
and attention on taking additional 
actions

•	 Watch You-Tube videos wherein 
tips are shared to prevent a 
bloated belly

Attitude:
•	 Doesn’t know what causes her 

symptoms and therefore doesn’t 
take her lifestyle into account. 

•	 Would like to find a solution for her 
bloated belly but is not actively 
looking for it and therefore takes 
her symptoms for granted.

Frustrations:
•	 That her belly is bloated so quickly 

and therefore she cannot always 
wear what she wants

•	 Never knows when her symptoms 
will occur

•	 Did not receive enough help and 
guidance from the GP and that 
there is not enough attention to 
the condition

Needs:
•	 Easy and accessible tips
•	 More accessible clear information
•	 More insight into what triggers her 

symptoms

I would like some advice on how to map my 
triggers in an easy way. I do a lot of sports and am 

used to having a six-pack. If I eat even one bite I 
look like I’m pregnant. People sometimes ask me 

that. Especially in the summer this makes me super 
insecure and it’s so discouraging because I train so 

hard. 

‘‘Together with my room mates and friends I like to 
try all kinds of new foods and recipes that pop-up 

on tiktok and instagram. sometimes I can expect to 
have symptoms however I take them for granted. 

it is way too much and too much fun to skip the 
activities!’’
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1.5 Research Question

The target group, and the background of their problem “reduced 
pleasure in eating,” are clear. It is time to switch back to the 
research question. What pains, gains, values, and needs are hiding 
behind this problem? As described under ‘methodology’ this is 
researched in various ways. This chapter describes and presents 
the most relevant insights from this research.

The desires of the target group that belong 
to eating pleasure.

The impossibility to actually fulfil that 
desire, and so achieve eating pleasure. 

The values that lead to the gains (desires)Things the target group needs, to satisfy 
the desires by reducing te pains, and so 

achieve eating pleasure. 
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The biggest desire of the target group is eating pleasure. What 
does eating pleasure look like for people with IBS? In collaboration 

with the target group, the following mood board was created as 
a representation of their pleasure to eat which helps to design a 

concept that contributes to it.

What was striking about the research was that the 
pleasure was often not very dependent on the food 

and the flavors, but rather on the experience and the 
contextual factors. This offers opportunities for the 

concepting process as it is mainly the food that is 
influenced by IBS and not so much the ambient.

EATING 
PLEASURE

Gains

All (stock)photo’s come from Pexels
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Gains

Values

The greatest desire is the pleasure of eating. This is a broad 
concept which can be divided into several gains. The first gain 
that came out very strongly is that the target group wants to 
be able to eat carefree like others do. This means enjoying 
social activities and good food. Above all, being able to eat 
whatever they feel. As the target group has to constantly think 
about what they eat, the result is often a boring monotonous 
eating pattern. Therefore, they would like to discover new 
flavors, obviously without experiencing symptoms.

It is not surprising that the target group likes to enjoy 
social activities and eat whatever they feel like. After all, they 
value spontaneity and carefreeness. For this, knowledge and 
control over themselves and their symptoms is very important. 
Because they do not have much grip on their symptoms they 
sometimes feel insecure while they do attach great value to 
self-confidence. 

It is understandable that the target group sometimes 
suffers from insecurity. At the moment they experience little 
understanding from their environment and society. People 
do not see the seriousness of the problem since there is 
hardly any attention for IBS. ‘Everyone has stomach ache now 
and then, right?!’ The target group attaches great value to 
recognition of the world because they find it important what 
others think of them.

Distribution of the gains

What are their desires?

Distribution of the values

All research insights were coded and calculated via QDA 
Miner Lite (appendix 1.2e). This distribution derives from the 
frequency of codes (created by the program) presenting the 
key insights of the research.

Where do these desires come from?
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Pains

Currently, the pleasure of eating with associated gains is 
hampered by several pains. Of course, the biggest pain are the 
symptoms experienced by the target group. However what pains 
lie behind these symptoms? The second biggest pain is that they 
always have to think about and pay attention to food. They have to 
plan When, Where and What they eat and Where they will buy it or 
Where it comes from to control symptoms. As a result, people with 
IBS often find out that they cannot eat things while they would like 
to. This mainly occurs outside the home because they have little 
control here. If they do not pay attention, they can get symptoms.

That is why many people with IBS sometimes cancel or do not 
participate in social activities in advance. Not only because of the 
symptoms, but also due to the anxiety of getting symptoms and 
not having a toilet nearby. As already explained, the target group 
places a high value on recognition and control. Because they often 
receive little recognition and guidance, the path to control is very 
difficult. This applies to the medical world and the food world; little 
support from the doctors, but also little attention and help from the 
hospitality industry. The lack of understanding seriously hinders the 
pleasure of eating.

Distribution of the pains

What keeps them from their desires?
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Needs

Feelings

In order to enjoy food, the target group would like to see 
more accessibility, awareness and clarity within the food 
and health sector. At the moment it is often unclear which 
ingredients are in which products or dishes, making it difficult 
to see whether it will cause symptoms. More understanding 
and guidance from the health sector can help find the right 
treatments. It is therefore also important that they know what 
triggers their symptoms. The target group would also like 
to have more variety, as their regular diet is getting boring 
often. At the moment, eating pleasure is hampered by a lot of 
thinking, they need simplicity.

At the moment, their desires cannot be met because of the 
pains which fuels different feelings. The target group feels a lot 
of misunderstanding of the world around them. Therefore they 
often feel insecure and may not trust their own bodies. Often 
they feel awkward or uncomfortable towards others when 
they have to be taken into account and they are sometimes 
ashamed of their symptoms. Overall, they are very fed up with 
their condition and it frustrates them deeply.

Distribution of the needs

Distribution of the feelings

What do they need to meet these desires? 

How do the unmet desires make them feel?
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Quality of life

How affect the unmet desires the quality of life of the target 
group?

The problems the target group is facing lead to a reduced quality 
of life. The study of PHARMO showed that in 2006 people with IBS 
experience low quality of life and suffer from severe pain (PHARMO, 
2006). Desk and field research concluded that still in 2021 living 
with IBS affects the quality of life perception of the target group. 

When the target group is objectively compared with the norm 
within society it is visible that the target group differs. They have 
physical symptoms, less varied diet or cancel social activities. 
When the target group is subjectively compared with the norm 
within society many similar desires appear like the desire for eating 
pleasure. 

These desires and the perception of eating pleasure come 
from the shared Dutch culture in which eating is seen as ‘gezellig’ 
- sociability, having freedom and control over what you want to 
eat. It is not socially accepted to ‘make a fuss about food’, in the 
Netherlands you eat ‘wat de pot schaft’ which means that you eat 
what is served. 

The perception of eating pleasure is thus shaped by this Dutch 
culture. Around this, a (healthcare and food) system has been built 
that fits in with the lifestyle of the norm of society (think about 
menu’s in restaurants or holiday traditions). Because the target 
group objectively deviates from the norm, and therefore needs a 
different lifestyle, they do not fit into the system that is built on the 
joy of eating. Yet they have the same needs. This shows that the 
lifestyle with IBS thus hinders the eating pleasure for the target 
group. Not being able to fulfill the desires decreases the quality of 
life.

Of course, the system will always be based on the norm of 
society. The concept will therefore have to ensure that the lifestyle 
of people with IBS fits better within this system so that they can 
still enjoy food like the rest.

The upcoming visualization shows how the subjective and 
objective insights of the target group research influence their well-
being (based on the Felce and Perry model), and thus the quality of 
life. On the left side (-) is visible what hinders the well-being and on 
the right side (+) is visible what can improve the well-being.

Definition

According to Felce and Perry quality of life is defined as 
an overall general well-being which comprises objective 

descriptors and subjective evaluations of physical, 
material, social and emotional well-being together with 

the extent of personal development and purposeful 
activity all weighted by a personal set of values (D.Felce 

and J. Perry, 1993).

Think about it:
If most people got a lot of physical symptoms from 

eating, then the system and the perception of eating 
pleasure would have been different. It would probably have 
been normal for restaurants to adapt a dish to someone’s 
diet, or for everyone to take someone’s diet into account 
when they visit for dinner. If everyone often had to suddenly 
go to the toilet, there would probably be more publicly 
accessible toilets. Perhaps dining pleasure was seen as all 
bringing your own food to a restaurant where you rent a 
table, rather than the freedom and spontaneity of choosing 
from a menu. Maybe Christmas was not celebrated with 
a fancy Christmas menu, but with an afternoon of games. 
Our system is based on the norm of people, which makes it 
difficult to enjoy if you deviate. 
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Quality of life

Physical symptoms lead to reduced social, material and 
developmental well-being and activity. This leads to lower 
emotional well-being. Emotional factors, in turn, trigger physical 
symptoms that perpetuate it. This negative cycle must be 
transformed into positive improvements that also influence each 
other positively.
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1.6 Conclusion

This study sought to answer the question: What are the pains, 
gains, values and needs of the target group with regards to joyful 
and carefree eating and food? To this end, a target group research 
was conducted among Dutch people with IBS between the ages of 
20 and 60, related to their enjoyment of food. 

The research results showed that this target group can be 
segmented in two ways. On the basis of their stool and on the basis 
of their diagnosis in combination with the degree of hindrance. 
During concept development, mainly the last one will be used.

Despite the fact that the target group can be segmented, the 
pains, gains, values and needs of these people often match. This 
research has shown which pains, gains, values and needs influence 
the eating pleasure and quality of life of the target group. And also 
the system that influences the way they deal with this. This makes 
it clear how the pleasure of eating is hindered and therefore how 
it can be improved through a concept that responds to these gain, 
needs and values by reducing the pains and so make the QoL circle 
positive.

•	 Socialize
•	 Eat together
•	 Tasty
•	 Discover 

Flavours

•	 No symptoms
•	 Not having to 

think
•	 Eat what you 

desire

•	 Carelessness
•	 Knowledge
•	 Control
•	 Confidence
•	 Spontaneity

•	 Sportiness
•	 Recognition
•	 Health
•	 What others 

think

•	 Accessebility
•	 Clarity
•	 Variety
•	 Simplicity
•	 Understanding 

triggers

•	 Understanding
•	 Awareness
•	 Guidance
•	 Recipes

•	 Always pay attention
•	 Unable to eat tings
•	 Outside the house
•	 Work
•	 Cancel activities
•	 No toilet

•	 Groceries
•	 Poor medical care
•	 Taboo
•	 Food service
•	 Helpless
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SECTOR ANALYSIS
RESEARCH PHASE

To develop a valuable concept that creates eating pleasure for people with 
IBS it is important to know where in the sector and with which stakeholders this 
problem occurs and how this sector is developing. Therefore in-depth and extensive 
research has been carried out to gain an insightful and comprehensible picture of 
the sectors Food and Health. 

This chapter is an analysis of the target group research. First, an explanation is 
given of how the research took place. Then the insights in the manifested values and 
needs (expressed in pains and gains) are presented with corresponding visualizations 
and elaborations. Finally, the research question is answered by summarizing the most 
important knowledge gained.

Research question: 

Which developments and stakeholders 
in the health and food sector contribute 
to the target group and carefree and 
joyful food and eating?

Research methods: 

•	 Desk Research

•	 Expert Interviews

•	 Individual interviews

•	 DESTEP Analysis

•	 Value Flow Model analysis
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To get a better picture of the sector Health and Food desk 
research was done into the stakeholders who influence the 
enjoyment of eating, based on the insights from the target group 
research. These results are visualized in a Value Flow Map where 
the value streams between the stakeholders and the target group 
are visible. This provides insight into gaps in the industry, creating 
opportunities for a concept to improve this situation.

By analyzing this map, two imbalances in the value streams were 
discovered. Through 5 expert interviews with dietician Optima 
Vita, Hanneke van Dommelen, Laura Tilt, food expert Daniëlle 
Leusink, and postdoctoral researcher nutrition intervention in brain 
disorders Astrid van Doorduijn the cause behind this imbalance was 
investigated. 

Based on these insights, desk research using the DESTEP 
method was conducted again. In this way a broad view of the Food 
and Health sectors was created. The relevant developments are 
shown in this chapter together with the Value Flow Map.

2.1 Methodology

2.2 Value Flow Map

Eating pleasure of people with IBS is mainly influenced by two 
sectors: the Food sector and the Health sector. Within these  
sectors research showed that there are 4 fields that influence the 
perception of eating pleasure among de target group: Resource, 
Eating, Inspiration & Knowledge and support

Within these fields value is flowing between stakeholders and the 
target group. These value flows are influenced by developments. 
The upcoming map shows value flows found during target group 
and expert interviews and desk research. By making these value 
flows visual, a few stand out that create opportunities for this 
project.
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Level of influence on 
eating pleasure

Direction of value flow

Strenght of value/ 
relationship

Goods

Financial value

Information, inspiration and service

Intangible valueDirect stakeholder

Indirect stakeholder

Knowledge and support

Inspiration

Resource

People 
with IBS

Eating

Restaurants

(online) 
Supermarket

Meal delivery

Work

Leisure 

activities

On the road

Close ones

- Hello Fresh

Social media

influencers

Magazines

Cooks

Tv-programs

Cookbooks

Doctor

Organizations

Hospital

Dietician

Food processors

Foodblogs

Health InsuranceHealth Insurance
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Flow 1: Inspiration

People 
with IBS

First of all there is a remarkable strong financial value 
flowing from the target group towards the inspiration field 
while the information, inspiration and service flow which 
comes back from the field isn’t quite strong.

What developments are causing the imbalance in this value 
stream?

Food and cooking is given more attention than ever before 
(Trendexplorer, sd). Since COVID-19 food becomes even more 
popular which is influencing several developments within the 
sectors. However within this food popularity there is nearly no 
focus on inspiration or information for people with IBS.

‘‘Even before COVID-19, people were 
becoming more conscious about what 
they eat. This trend has accelerated 
because of COVID-19’ – Divya Gautam, 
Global DDM/Precision Marketing lead 
Foods’’ - (Gautam, sd). 

71%
Of the people in the U.S. 
are continuing to cook 
more after the pandemic -	
according to a new survey 
by Hunter (Gautam, sd)

More than three quarters of 
this study stated they find 
enjoyment in cooking and 
enjoy the activity now more 
than ever before (HUNTER, 
2021).

7 in 10 US consumers wish 
they could cook a healthy 
dinner more quickly and 
want to spend less time 
planning out their meals, 
the pandemic has left 
them fatigued according 
a survey conducted by 
OnePoll (Sadlier, 2020). 

Planning different meals 
every day was also among 
the challenges named by 
consumers in a survey by 
Acosta’s (Contreras, 2020).

•	 Coming up with recipes
•	 saving time in the kitchen
•	 Spending less time on 

meal preparation

Goals

Home cooking
Home cooking is getting more popular since people spent 

more time at home. This is fueled by the growing inspiration 
field on the internet offered by food influencers who are 
gaining more popularity and power; 

‘‘E-commerce has had an immense 
boost’’ - (Gautam, sd)

Cooking at home serves as enjoyment, but also leads to 
fatigue since it requires a lot of thinking. This is also what 
hinders the target group, constantly thinking about what to 
eat. Therefore people are looking for inspiration online which 
makes the inspiration field grow. Just as the target group, 
however they can’t find suitable inspiration in the current 
online offer.
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OPPORTUNITY 

Fill the gap in the market with a concept within the 
inspiration field that provides cooking and eating enjoyment 
to the target by meal inspiration and information to cook and 
eat at home.

Nearly a million Dutch people with a 
digestive disease suffer from taboos, 
misunderstandings and stigmas according to 
MLDS (MLDS, 2020)

Flow

The combination of the cooking at home development, with the 
taboo around IBS can explain the disbalance in the flow between 
the target group and the inspiration field. The target group is 
searching for meal inspiration but since many recipes are not 
suitable for them there isn’t flowing many inspiration back to the 
target group.

Except for Symprove, they ran an 
advertising campaign for woman 

with IBS, exclusively in female toilets 
around the UK, encouraging them to 
say ‘Too Da Loo To The Poo Taboo’, 

(Symprove, sd).

Taboo
It is not surprising that there is no meal inspiration available for 

people with IBS since there is a taboo around it due to ‘awkward 
symptoms’. No attention is paid and therefore there is little 
understanding and recognition within society. Remarkably, since so 
many people suffer from IBS, and everybody and everyone has to 
go to the bathroom, you, your cutest niece and even Beyonce and 
Napoleon.
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Flow 2: Knowledge & Support

The second value disbalance comes from a remarkable weak 
intangible value flowing from the target group towards the 
Knowledge & Support field while the information, inspiration and 
service flow which comes back from the field is very strong.

What developments are causing the imbalance in this value 
stream?

Food as medicine
The rise of food popularity is also visible in the health sector. 

COVID-19 made more people consider the long-term effects on 
health of their diet. Food is used as medicine to improve overall 
health and prevent diseases (Balderrama, 2021). 

Within this development one of the most popular fields is 
digestive health (beneficial for removing the taboo). Fermented 
and probiotic foods have been a major area of growth for digestive 
health, with consumers associating health wonders with foods 
like kimchi, kombucha and sourdough bread. This sounds very 
promising however it is extremely important to make sure claims 
around proactive health are supported by science, explains 
Nutrition Scientist Nathan Pratt (Knhi, 2021).

Especially for people with IBS. During one of the expert 
interviews, Laura Tilt expressed her concerns about the gut health 
trend. 

Also dietician Marloes Waardijk expresses her concerns about 
misinformation during an expert interview. She explained that it is 
important to make clear what the difference is between nutritional 
consultations and dieticians. Where for dietician you have to 
obtain a diploma for a 4-year HBO education, for consultants 
you only have to follow a short course. Marloes notices that 
people, including consultants, often put claims online that are not 
scientifically grounded, which can lead to physical symptoms and 
damage health (Waardijk, 2021). This emphasizes the importance of 
background checking. 

All in all, according to Wageningen University & Research as well 
as the Netherlands’ National Institute for Public Health and the 
Environment (RIVM), a healthy diet and lifestyle as medicine for 
chronic illnesses is a very real solution. Their experts state that 
permanent diet and lifestyle changes can have extremely positive 
effects on the treatment of various bowel disorders like IBS, if done 
correctly (Witkamp, sd).

People 
with IBS

‘I think the main challenge is that people 
talk about gut health without any scientifical 
background. ‘Oh for gut problems you need 

to eat fermented foods and lots of fibre’ 
while all those can make IBS worse. It is 
important to separate the conversation, 
what is good for somebody who doesn’t 

have a gut condition, and what is 
appropriate for somebody that does. Making 

sure that those two worlds stay separate 
because the advice is different.’ - (Tilt, 

2021)
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FODMAP diet
A diet that can have extremely positive effects on the treatment 

of IBS is the FODMAP diet, an elimination diet which after following 
shows which foods cause symptoms. It is very important that 
this diet is followed under the guidance of a dietician to prevent 
nutritional deficiencies (MartininZiekenhuis, sd). The FODMAP diet 
is one of the most well-known and most used treatments of IBS, 
which again shows the popularity of food in the health sector.

Laura Tilt explained the diet is highly publicized by the rising 
popularity of food in general (appendix 1.2d). Many people have 
great results however it got so popular that people start following 
it without sufficient knowledge or professional support. As a result, 
she often sees clients in her practice who follow the FODMAP diet 
incorrectly with a decreased health as consequence (Tilt, 2021). 

Secondly she gets clients in her practice all the time that that tell 
her:

‘The doctor told me to do it on myself’. 

Often doctors don’t understand the diet either (Tilt, 2021). 

All in all, focusing on food can be very beneficial for people 
with IBS, if it is done correctly and with support. It can influence 
the eating pleasure of people with IBS positively and negatively 
which is why it is important to make sure all claims are scientifically 
proved.

Gut-brain-axis
IBS symptoms are often triggered by 2 factors; food and stress. 

There is a huge focus on food however there are also tons of 
treatments that are proven to be effective, which do not focus 
on food. This is an interesting opportunity for this project since 
eliminating food is a pain from the target group that decreases their 
eating pleasure. 

Within the health sector the guts are getting more attention, 
which results in more studies and scientific insights. The gut-brain 
axis (GBA) is an interesting insight; the connection of the guts 
and the brain who communicate with each other. Latest years 
researches found out that IBS is considered as a disorder of the 
GBA. That is why symptoms are triggered by both physical and 
mental factors (Meulenmeester, 2020). (Read for more information 
the ‘Gut Health and IBS’ short-course in the APPENDIX). Since our 
brain and gut are strongly connected it is important to not only 
focus on food (gut) but also on mental health (brain) in order to 
make eating more joyful.

In the expert interview Laura Tilt explained that she thinks in the 
future there might see some emphasize shifting away from diet, or 
having a more 360 approach. Somebody might benefit from doing 
some FODMAP restriction, but actually may also really benefit 
from doing some CBT, gut directed hypnotherapy, mindful eating 
and yoga, which doesn’t affect the eating pleasure and can even 
improve it (Tilt, IBS Gut Health, 2021).

Laura Tilt

Dietitian, Health Writer, Brand 
Consultant, Owner of the Gut Loving 

Podcast (Laura Tilt, sd)
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Lack of support
Daniëlle Leusink agreed that the FODMAP diet is often 

recommended too soon since even doctors often have a lack of 
knowledge about IBS treatments (Leusink, 2021) (appendix 1.2d). 
During target group research it already became clear that they were 
often sent back home by doctors with the idea of ‘deal with it’. A 
study by Health Union reveals that IBS respondents often found 
healthcare providers and the public in general lacking in empathy 
and understanding of the full impact of the disease. Self-treatment 
often becomes the norm and controlling symptoms is difficult 
(Union, 2016).

OPPORTUNITY 

By having more of a partnership with stakeholders who 
have a good value stream to the target group, along with 
stakeholders who have a lot of correct information, the 
target group can be better reached and helped and the 
disbalance in the value flow can be solved. Daniëlle Leusink

Nutritionist, nutrition consultant, 
expert by experience, owner 

of Bellyfine practice and recipe 
platform (Leusink, sd)

1 in 4 patients does not dare 
to discuss the problems 
with their GP, with a (too) 
late diagnosis or incorrect 
treatment as an imminent risk 
- according to MLDS

Of those who did go to the 
doctor, 25% felt that they 
were not taken seriously or 
even treated unfairly by the 
GP (MLDS, 2020).

“I need more 
empathy and 

listening from my 
HCP about how 

much IBS affects 
my life’’

In a Scandinavian research 
from Scand J Gastroenterol 
demonstrate that the patient-
Health Care Professional 
relationship is central to 
patients’ illness experience. In 
which 27% percent stated:

(Gastroenterol, 2011).

Flow

The combination of the huge focus on food, incorrect information 
and poor professional guidance can explain the disbalance in the 
flow between the target group and the Knowledge and Support 
field. Some stakeholders in the field (like dieticians) offer helpful 
information and guidance while others offer false information. This 
creates distrust and a lack of empathy among the target group. 
That is why there isn’t flowing many intangible value back to the 
field. 

More clarity and collaboration between health care providers, 
society and the target group can rebuild the trusting relationship. 
Deloitte announced in their healthcare predictions for 2022, that 
the boundaries between stakeholders is becoming increasingly 
blurred. They predict that in 2022 the healthcare landscape has 
changed with non-traditional health care players using their brand, 
engineering expertise and knowledge of customers to deliver a 
more customer-focused experience of health care (Deloitte, 2017).
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This study sought to answer the question: Which developments 
and stakeholders in the health and food sector contribute to the 
target group and carefree and joyful food and eating? To this end, 
target group, expert and desk research was conducted. 

The research results showed that within the Food and Health 
sectors there are 4 fields that influence the eating pleasure of the 
target group. Within these fields there are 2 significant disbalances 
in the value flow between the stakeholders and the target group 
(arose from multiple developments) that burden the eating 
pleasure. The first one located in the inspiration- and the second 
one located in the knowledge and support field. During concept 
development these disbalances will try to be resolved.

This research has shown which developments and stakeholders 
influence the eating pleasure and of the target group. This makes 
it clear how the pleasure of eating is hindered and therefore how it 
can be improved through a concept that responds to these insights.  

2.3 Conclusion

•	 Food is popular
•	 Home cooking 
•	 Taboo
•	 Food as medicine
•	 FODMAP diet
•	 Lack of support
•	 Gut-brain-Axis

Disbalances
•	 Inspiration field
•	 Knowledge & support field
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ORGANISATION 
ANALYSIS
RESEARCH PHASE

To develop a valuable concept that creates eating pleasure for people with IBS this 
concept needs to be aimed at an organisation who can create value for the target 
group and fits within the sectors. Therefore in-depth and extensive research has 
been carried out to gain an insightful and comprehensible picture of the stakeholder 
and eventually from the commissioning party Optima Vita.

This chapter is an analysis of the organisational research. First, an explanation is given 
of how the research took place. Then the insights in the stakeholders and Optima Vita’s 
mentality are presented with corresponding visualizations and elaborations. Finally, the 
research question is answered by summarizing the most important knowledge gained.

Research question: 

How can Optima Vita be valuable and 
beneficial commissioning party for this 
project? 

What is the mentality of Optima Vita 
also regarding the target group and 
joyful/ carefree eating?

Research methods: 

•	 Desk Research

•	 Expert Interview

•	 Individual Interviews

•	 Mapping

•	 BusinessLocus-model

•	 TOWS-matrix
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3.1 Methodology

3.2 Mapping
Mapping out the lifestyle and sector research insights in the 

Value Flow Map from the Sector Research made visible which 
stakeholders could be valuable and beneficial for this project. (The 
Value Flow Map made clear which stakeholder fields contribute to 
the eating pleasure of the target group, and which developments 
influence this). The map helps to see at which stakeholders 
problems and opportunities arise. 

As visible in the map, most insights are located within the 
‘Inspiration’ and ‘knowledge’ fields which is why the stakeholders 
within these fields are the most valuable to focus on. They have the 
most potential and room for improvement and positive influence.

The online inspiration sources (social media and foodblogs), and 
the dieticians have the most influence on the eating pleasure of 
people with IBS (since they are the biggest in the Value Flow Map). 
That is why these stakeholders can be a valuable and beneficial 
commissioning party for this project.

Organisational research was conducted to get a clear picture 
of Optima Vita’s mentality as a commissioning party. First, an 
investigation was done into which stakeholders in which fields have 
the most influence on the target group by placing the insights from 
the target group and sector research into the Value Flow Map. Also, 
during target group research, potential commissioning parties were 
explored. It was found from this research that Optima Vita is the 
most valuable stakeholder for this project. 

To do more research on the mentality of Optima Vita, desk 
research was done. Interviews were also conducted with Marloes 
(description of the briefing can be found in the appendix 1.4). In 
order to gain more insight into Optima Vita’s corporate culture, 
Marloes conducted the BusinessLocus test. From the results, 
further desk research has been carried out. 

Finally, to turn these insights into opportunities for concept 
development, all insights from the entire research so far have been 
plotted in the TOWS matrix. This provided strategies that Optima 
Vita can deploy with the concept to increase the target group’s 
enjoyment of food in a valuable way.
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Knowledge and support

Inspiration

Resource

People 
with IBS

Eating

Restaurants

(online) 
Supermarket

Meal delivery

Work

Leisure 

activities

On the road

Close ones

- Hello Fresh

Social media

influencers

Magazines

Cooks

Tv-programs

Cookbooks

Doctor

Organizations

Hospital

Dietician

Food processors

Foodblogs

Health InsuranceHealth Insurance

Pains
Weakness

Gains
Opportunity

Values

Needs

SocializeSocialize
Eat togetherEat together

Eat tastyEat tasty
Eat what desireEat what desire
Not having to thinkNot having to think

Discover flavorsDiscover flavors

Eating pleasureEating pleasure

MindfullnessMindfullness

Accesibility/ 
clarity

Variety

Simplicity

Understanding

Understanding triggers

Guidance

Awareness

Recipes

Empathy

Incomprehension

Always pay attention

Unable to
 

eat things

Outside 
the house

Groceries

Misinformation

Poor medical care

Lack of support

Taboo

Helpless

Carelessness

Knowledge

Control

Spontaneity

Recognition
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3.3 Optima Vita

3.4 Past & present

The commissioning party of this project is Optima Vita. Optima 
Vita belongs as food influencer and dietician to the inspiration and 
knowledge fields, which makes her a valuable commissioning party 
for this project.  

‘She is fit, healthy, full of energy and likes 
a bar of chocolate and ice cream at its time.’ 
(Hellosprakle, sd). 

Marloes is a passionate blogger and vlogger, personal trainer and 
owner of her own certified dietician practice Optima Vita. Marloes 
is an experience expert in the field of IBS. With her knowledge and 
experience she has found a way to live happily with it and wants to 
share this with others via this project. 

The concept must fit the mentality of Optima Vita to create value 
for the target group. To get a better idea of the mentality, desk and 
field research is done based on the pas, present and future. 

First, the past and present working approach of Optima Vita is 
analyzed by investigating her culture and values to get a better idea 
of where she stands for. 

Work

Marloes Korver- Waardijk completed 3 studies; Exercise and 
Lifestyle Consultant at the Hanze University of Applied Sciences 
in Groningen, Nutrition and Dietetics and sports dietician at 
the University of Applied Sciences Arnhem Nijmegen. In 2011 
she started Optima Vita with her dietician practice in Eelde – 
PatersWolde. In 2013 she started her online food platform under 
the same name. Besides Optima Vita, Marloes works as a trainer at 
Sportrade fitness and wellness (in which her dietician practice is 
located).

Dietician

Marloes is a dietician which means that she completed a 4-year 
HBO education in nutrition and dietetics and is allowed to help 
people with diseases. With Marloes’ specialism as a dietician, 
exercise and lifestyle consultant, she offers the complete set for 
optimal health for her clients.

Most of her clients come from her region. Some of them are 
referred by the GP and others know her from mouth-to-mouth 
advertising, her platform or Sportrade. Since the last 2 years, 
she has noticed that more people approach her for consultations 
through her online platform. It wasn’t her intention to recruit clients 
via her platform however afterwards she thinks the motivation of 
these people is often more pleasant to work with. As a result, she 
stopped hiring clients who have been referred by the GP, and she is 
completely focusing on people who come of their own initiative.

Marloes Korver- Waardijk

Owner of Optima Vita, dietician, 
sportsprofessional, foodinfluencer 

(Waardijk M. , sd)

‘It is my passion to guide people on 
their way to a healthy lifestyle, my 

dream has become reality in the form 
of my own company: Optima Vita.’ – 

Marloes (Waardijk, sd)

CAUTION: IN THIS REPORT THERE IS INFORMATION 
ABOUT WEIGHT CONSULTANTS / NUTRITION 

CONSULTANTS AND DIETICIANS. DIETICIAN IS A 
PROTECTED TITLE WHICH MAY ONLY BE USED 

AFTER OBTAINING A DIETICIAN DIPLOMA. THE TITLE 
CONSULTANT IS NOT PROTECTED AND CAN BE USED BY 

ANYONE, IT SAYS NOTHING ABOUT THE KNOWLEDGE 
AND EDUCATION OF THIS PARTICULAR PERSON. A 

DIETICIAN IS, OTHER THAN A NUTRITION CONSULTANT, 
ALLOWED TO GIVE PEOPLE WITH DISEASES 

NUTRITIONAL ADVICE. 
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Irritable bowel syndrome

Marloes often treats people with IBS in her dietician practice 
using her expertise as dietician, but also her own experiences since 
she deals with IBS as well. She indicates that it can be quite difficult 
for someone without deeper knowledge on IBS, to find the right 
treatments that make their life more enjoyable. 

Marloes starts with other treatments and lifestyle adjustments 
focusing on what is possible before she starts the FODMAP diet. 
She bases the treatments on an examination of the individual its 
personal situation. However not everyone has access to a dietician 
who can give personal advice. That is why Marloes thinks it would 
be valuable to structure and clarify the treatments better. So people 
themselves can already try to make some lifestyle changes that 
relieve symptoms without consultation with a dietician. 

Online platform:

On the Optima Vita platform Marloes shares recipes, workouts, 
articles about sports and activity, food and nutrition, lifestyle and 
rest and relaxation. She posts a new article every day, a video 
on Monday and Friday, and a vlog on Wednesday. With her blog 
Marloes reaches around 10.000 unique people per month. Her 
website has around 450.000 page views (Waardijk M. , sd). Hereby 
she manages to spreads her positivity, balance and inspiration 
amongst many people.

145K
44,9K
19,6K
10K



ResearchPhase

42

Culture

The culture is the way how the bundle of norms and values are 
organized and managed within the company. It is important to know 
what drives Optima Vita so the concept suits well.

The BusinessLocus-model is used to define the culture of Optima 
Vita. It is a segmentation model for SMEs (Motivactoin, sd). Marloes 
completed the test which revealed that Optima Vita belongs to the 
Expert profile.

‘Trust is good, control is better’ - The 
expert: Self-confident and self-competent 
entrepreneurs who attach great value to 
independence and who want to prove 
their expertise by delivering quality (MKB-
Nederland, 2010)

Values

The values of Optima Vita help to understand where she stands 
for and gives guidance for the concept to make the right decisions 
to achieve the vision, mission and goals of Optima Vita.

Positivity Self-love Balance

In Marloes her eyes, positivity is the key 
value that helps to achieve personal 
goals. In her practice she tries to coach 
her clients to a more positive mindset 
when making lifestyle or diet changes. 
‘Negative thoughts increase the change 
of a relapse.’ With her positivity she tries 
to inspire others to be positive as well, 
making a lifestyle easy to be sustained.

Living healthy means not only a healthy 
body, but also a healthy mind. In order to 
feel well, you need to appreciate and love 
yourself. ‘Treat your body to good health’- 
Marloes (Waardijk M. , Effectief Afvallen: 
Positief Denken!, 2018).

Marloes shares in her vlogs how she 
maintains a healthy lifestyle by keeping 
balance. By not forbidding certain foods, 
enjoying something unhealthy now 
and then, taking a rest in time, but also 
exercising hard she wants to show people 
how to find the right balance.

Values

What does the Expert reveal about Marloes?
•	 Perfectionists
•	 Discipline
•	 Passion
•	 Control freak
•	 Sets realistic goals
•	 Strives for stability and quality
•	 Great sense of responsibility
•	 Up-to-date about the developments within 

their sector 
•	 Optimistic about the future
•	 Reliable
•	 Driven
•	 Want to be recognized as an expert
•	 Risk-averse(Motivaction, sd)
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The future perspectives are analyzed since it is important to 
know how Marloes envisions Optima Vita in the future to contribute 
to this. This is done by analyzing her vision, mission and goals. 

Vision: 

A vision is the future perspective, how the future will look like 
when the mission is fulfilled. It serves as a strategic plan for 
success and acts as a guide to make well thought decisions and 
goals (Indeed, 2021). 

Marloes notes that people often think negatively about changing 
to a healthy lifestyle. With Optima Vita she would like to change 
this in the future so that people understand that a healthy lifestyle 
can be very pleasant and fun, and doesn’t have to burden eating 
pleasure.

Mission

A mission is about today, why does the company exist and what 
is their purpose within the sector. 

With Optima Vita Marloes shows people in the Netherlands and 
Belgium that a healthy life is positive. It can be designed to personal 
preference so people not have to forbid themselves anything or 
do things they don’t like to do. Do it from positivity and self-love. 
Marloes provides her clients with the best possible guidance in a 
way that suits them since very person is unique and deserves their 
own approach (Waardijk, sd).

Goals:

Goals help to execute the vision with its mission by setting 
specific milestones that can be achieved. Like the Expert profile 
showed; Marloes her goals are often realistic and achievable. 

(Marloes indicated that she has no sense of competition because 
she has a unique range of services and knowledge. She also refers 
her clients to other experts or inspiration sources if that can help 
them. She finds it important to collectively reach her vision, with 
the quality of life of the people on top). 

3.5 Future

Vision

Show people that a healthy lifestyle is 
something fun and positive to change the 

negative thoughts. 

Mission:

Make a healthy lifestyle positive by showing 
people how to design a personal healthy lifestyle 

that sparks self-love. 

Goals
•	 Spread positivity and self-love by 

incorporating inspiration and examples into 
EACH online content that she shares.

•	 Offering long-term coaching projects and 
courses in which specific target groups are 
coached towards a more personal healthy 

lifestyle. 
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The TOWS matrix is used to analyze Optima Vita’s Strengths, 
Weaknesses, Opportunities, and Threats. This matrix helps to 
create a strategy by using her strengths, improve her weaknesses, 
return the treats to minimize risks, and take the greatest possible 
advantage of opportunities for success. The internal part of the 
matrix is filled based on insights from meetings with Marloes. The 
external parts are based on insights from Lifestyle, Sector and 
Organisation research, and therefore this matrix can contain new 
information. It does not serve as a conclusion. 

3.6 TOWS-matrix

Opportunities
•	 Food is gaining more popularity 

in COVID times 
•	 Guts are getting more attention, 

especially the gut-Brain-axis
•	 More people are seeking for 

meal inspiration 
•	 More people seek for 

knowledge

Threats
•	 There are many people (among 

which nutrition counselors) 
who share conflicting or false 
information online

•	 There is a feeling of distrust 
in dieticians and healthcare 
professionals

Attack strategy

Use knowledge, as dietician and 
IBS experience expert, to share food 
inspiration and IBS related advice on 
the well running food platform Optima 
Vita.

Attack training

Use knowledge and the platform 
Optima Vita to debunk false information 
and provide proven information, for 
example about IBS.   

Share personal positivity, feelings of 
empathy and evidence of effectiveness 
of tips through online content to gain 
trust from people with IBS.

Strengths
•	 Knowledge expertise
•	 Positivity
•	 Focus on what is possible rather 

than what is not
•	 Balance
•	 Empathy (experience)
•	 Combination of sport and nutrition
•	 Platform has a big reach of people

Defense strategy

Share more professionalism in 
online content (like the food and 
meal inspiration) to help more 
people, like the target group, to 
design a healthy lifestyle that works 
for them (and ask for commission).

Defense training

Put focus on profession and 
vision online by showing people 
how a healthy lifestyle can be 
positive, to gain more interest and 
trust as a healthcare professional 
(ask comission for these services). 

Weaknesses
•	 Professionalism does not 

always show up well
•	 Not all posts contribute to the 

vision and mission 
•	 Provides only free content 

causing it to lose a valuable 
revenue stream
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This study sought to answer the questions: How can Optima Vita 
be valuable and beneficial commissioning party for this project? 
What is the mentality of Optima Vita also regarding the target group 
and joyful/ carefree eating? To this end desk research and field 
research was conducted. 

Based on the organisational analyses it is clear that Optima Vita 
is a valuable and beneficial commissioning party since she both 
shares inspiration and knowledge. Through her dietician practice 
and her online food platform she positively shows people, including 
the target group, that a healthy lifestyle can be fun and designed 
to own preference. Therefore a reduced eating pleasure is not 
needed. In addition, Marloes is working on offering longer term 
coaching projects to be able to guide and support people more 
intensively towards a healthy lifestyle, offering opportunities for this 
project.

This research has shown with which mentality Optima Vita works. 
This makes it clear which strategies the pleasure of eating can 
improve through a concept.  

Positivity Self-love Balance

Vision

Show people that a healthy 
lifestyle is something fun and 

positive to change the negative 
thoughts. 

Mission:

Make a healthy lifestyle positive 
by showing people how to design 
a personal healthy lifestyle that 

sparks self-love. 

Goals

Spread positivity and self-love 
by incorporating inspiration and 

examples into EACH online content 
that she shares.

Offering long-term coaching 
projects and courses in which 

specific target groups are coached 
towards a more personal healthy 

lifestyle. 

Expert 

3.7 Conclusion
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TREND ANALYSIS
RESEARCH PHASE

To develop a valuable concept that creates eating pleasure for people with IBS 
it is important to understand the (future) society in which the concept will be 
implemented. Therefore in-depth and extensive research has been carried out to 
gain an insightful and comprehensible picture of the societal trends.

This chapter is an analysis of the trend research. First, an explanation is given of 
how the research took place. Then the insights in the manifested trends are presented 
with corresponding visualizations and elaborations. Finally, the research question is 
answered by summarizing the most important knowledge gained.

Research question: 

What societal trends are related to the 
target group/ the commissioning party 
and joyful and carefree eating?

Research methods: 

•	 Desk research

•	 Field research

•	 Cross Cultural Analysis

•	 Trend Map

•	 Consumer Trend Event
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‘‘The world is a dynamic place with 

continuous movement. 

Big forces above human power drive changes 

in the values and needs of people. 

Organisations act upon these changes by 

making products and services that fit to the 

new demands of society. 

When designing a concept (service or product) 

it is important to be aware of the current values 

changes of society in order to make a future 

proof concept.’’  - Sil van Dommelen
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4.1 Methodology

The trend research is done by Cross Cultural analysis, the 
empirical study of members of different cultures having different 
experiences that lead to predictable and significant differences in 
behavior. In this case, the study did not look at different cultures, 
but at the cultural differences created over time.

To do so the research is divided through the 5 why’s:

Desk and field research has been used to get a good picture 
of the society in the past. This gave insight into Why change took 
place. Then the present was investigated by detecting signals of 
value changes within society on and offline. These were all stored 
in an online database via Evernote with detailed description. Later 
all these insights were compared and connections were made using 
mind maps and an online evidence wall. This helped analyze What 
is happening, Where, When and with Whom. These insights were 
visualized in a trend map.

By placing all these insights on the already found insights from 
target group, sector and organisation research, it was investigated 
What this will mean for the future concept. 
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4.2 Past

Where do we come from?

As we all know, the world used to look very different back in the 
days. Some important differences are that people were directed 
by their religion and immediate environment following the slow 
fixed system consisting of human time-worn actions. Religion 
imposed values and norms that people strictly adhered to. Family, 
religion and environment shaped people’s identity, purpose and 
future. Options were often limited, take a job in the neighborhood, 
go to the local school, and get in touch with people within a small 
radius. People’s world was tiny and the earth was huge. As a result, 
there were few outside stimuli and thus less food to feed and form 
opinions with. In addition, technology was not yet highly developed. 
Many tasks had to be done by hand, there were few tools so 
actions took time and energy. In sum, the earth was big and our 
world was small, simple, slow and limited.

During the last couple of hundred years, there have been several 
global movements that changed the world order. These forces go 
beyond the individual’s power and slowly, almost unnoticeable, 
come into people’s lives (Dragt, 2017). We call these forces; drivers 
of change or Megatrends (Sutmuller, 2017). Megatrends drive a 
change in values and needs of people and so drive the emergence 
of a trend. The mega trend force cannot be stopped – it will find 
new ways to disrupt (Gillior, 2018).

For this project there are 3 main mega trends that are important 
to keep an eye on:

Mega Trend

Big forces that drive change in values and 
needs of people within society

Last 10 - 50 years 

Society oriented

Digitalization 

Digitalization is the force of new 
technological capabilities that nestle in 
the current system. According to Gillior 
‘Digitalisation is not a technical evolution 
but rather an industrial and social revolution 
driven by citizens and customers’ (Gillior, 
2018).

Globalization

Globalization is the force of cultural, 
economic, and political connections and 
coalescence. Borders are blurring making 
cooperation easier and faster making the 
earth appear smaller, and our world appear 
bigger, in relative terms.

Individualism

Individualization is the force of 
centralizing the individual by putting one’s 
own needs and values first. Whereby an 
individual is no longer considered a member 
of a larger group but an independent 
person.
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How have these mega trends driven changes in our present time 
frame?

The growing technological capabilities automated many actions 
which gave the world a faster pace. More connectedness emerged, 
both digital and analog. This introduced new influences from all 
over the world. People no longer were just influenced by their direct 
environment, they were influenced by the entire world. As a result 
they let more and more go of religion and started focusing more on 
themselves, expressing their own opinions fueled by the new global 
influences. This evolved over the years and driven a lot of change 
in society. 

We see these changes within society through changing values 
and needs of various groups of people. These changing values and 
needs are known as macro trends. The macro trend is the core of a 
trend. 

Not only megatrends but also events can lead to changes within 
society. One of the biggest and most important events is of course 
COVID which turned the whole system upside down. This pandemic 
has strengthened macro trends and weakened others. 

The endlessly innovating companies respond to change with new 
products and services that meet the new needs and fit the new 
values of society. This manifestation of change in products and 
services is called microtrends. They are evidence that a trend is 
already happening.

Macro Trend

Change in values and needs of people within 
society

Last 5 - 10 years 

Consumer oriented

Micro Trend

New groups of product and services on the 
market that fit to the new values and needs of 

people within the society

Last 1 - 5 years 

Society oriented

4.3 Present

Now that it is clear where we are coming from and what forces 
are leading change, it is time to go deeper into what is happening 
in the present. This is done by explaining the current macro trends 
that are related to this project with the driving mega trends. Each 
macro trend is supported by 3 micro trends. Each micro trend is 
explained and supported with at least 3 examples of product/ 
service manifestations (also called signals) that can be seen in the 
current market. These signals are further explained in the appendix 
1.4.

To get a clear picture of how the 3 trend levels relate in today’s 
society, a trend map is created that visualizes the trends that 
influence this project.
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Trend Map
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Macro trend 1 - Anchoring

Globalization and digitalization lead to an overwhelming amount 
of (personal) stimuli that compete for our attention online and 
offline. Not all of this information is correct - there is also a lot of 
false information being spread around the world. Many people feel 
they are losing their autonomy because of all these influences, or 
get over-stimulated and overwhelmed. 

Then COVID stopped the train of life which caused even 
more uncertainty. In order to sustain ourselves people search 
for direction and solid footing, therefore need true information. 
On the one hand this fuels individualization, people are thrown 
back on themselves, their own opinion and behavior (how they 
adhere COVID measures or support their immunesystem). On the 
other hand people are once more seeking connectedness to get 
through these uncertain times together (for example the hospitality 
initiatives). 

These disruptive factors (including COVID) are stirring up 
new values and norms leading to a search for new products and 
services to match them. The search for these new needs runs in 
different directions visible in the following micro trends. 

Past Present

Coming from a time where 
people valued obedience, 

sobriety, duty, steadfastness 
and tenacity.

People now value sense of 
purpose, self-awareness and 

determination, certainty and security, 
connectedness, profundity and 

meaning. 

They show this in the need for 
truth, information, freedom, self-
fulfillment and more archetypal 

human needs are emerging.

Anchoring

Destination 
inner self

The name 
is BOND

Real 
Deal

CAUTION: ON THE FOLLOWING PAGES, THE MICRO 
TRENDS ARE PRESENTED WITH 3 ASSOCIATED SIGNALS. 
TO PREVENT THE REPORT FROM BEING LONG-WINDED, 

ONLY THE NAME AND IMAGE OF THE SIGNALS ARE 
SHOWN.  THE DETAILED EXPLANATIONS OF THESE 

SIGNALS CAN BE FOUND IN THE APPENDIX (1.4). 
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Destination inner self

With all the hubbub and outside influences, people 
lost themselves a little. When corona stopped the 

train of life, people were confronted with the current 
situation and themselves. In the Netherlands, in 
March 2021, the second chamber election took 

place, where people had to know what they stand 
for. These factors led to a search for inner self. Many 
companies see the need for more depth and insight 
into inner values, self-awareness and determination. 
With new products and services they help people to 

reach this final destination.

Woke Heroes (WokeHero, sd)

Social therapy wellness platform

Mastering Mindful Eating (BABB, 
2020)

Mindful and intuitive eating book

Headspace guide to meditation 
(Netflix, 2021)

Netflix series with the basics of 
meditation. Image (Streamwijzer, 
2021)

Real Deal

People are not only searching for the deeper 
meaning in themselves but also in brands and 
companies. They want this purpose to align 

with their own purpose, values and needs. As a 
result, more and more companies are focusing 

on communicating their core values. This allows 
people to invest in products with a corresponding 

purpose. When companies have very strong values, 
people will connect with these brands and wear 
them as if it is their new religion, which leads to 
more togetherness. In the Netherlands they say 

‘merken zijn de nieuwe kerken’ – ‘brands are the new 
churches’ (Branding, sd)

JustSalad (JustSalad, sd)

Carbon labels on menu

Heineken (Heineken, sd)

Don’t drink and drive campaign

Reframd (Reframd, sd)

Glasses for wide and low nose 
profiles

Genuinfluencers

‘Genuine’ experts as 
influencers
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The name is BOND

As a counter-reaction to the growing 
individualization, the overshooting egocentrism 
of the performance society, and digitalization 

which substitutes analog for digital, people crave 
to re-connect with humans and the planet. COVID 

has reinforced this change. People are looking 
for consolation and support from each other, and 
want to face this difficult time together: bonding.

Broquet (Thinkerbell, 2021)

Conversation starting bouquet for 
men

TeaWithStrangers 
(TeaWithStrangers, sd)

Community organisation to meet 
new people

PEEK (Peek, sd)

Virtual workshops
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Macro trend 2 - 101 lives

All efficient new technologies and automations allow more to 
be done in a short time. As a result it becomes the norm to do as 
much as we possibly can in the time people have. With growing 
individualisation, the focus is on ‘having it all and doing it all’. Using 
time most efficiently to be the best versions of ourselves and 
getting the most out of life. Through sharing accomplishments on 
social media, a true performance society has emerged.

COVID-19 swallowed a year of our lives. And as time became 
our most precious possessions, this feels like a big loss for people. 
We are more aware than ever of our vulnerable life and so want to 
get the most out of it before it isn’t possible anymore. People want 
to catch up 2020, and enjoy life 100%. The technology makes it 
possible to be at more than one place at the time, multi-task, and 
live in the blur. 

As people try to live multiple lives at once, they often demand 
more than they should from themselves. Consequently, a lot of 
stress, burnout and depression occurs. As a counterreaction to 
ultimate enjoyment, people are looking for peace and tranquility.

Past Present

Coming from a time 
where people valued work, 
determination, normalcy, 

rapidity and money.

Now people value enjoyment, 
happiness, awareness, performance 

and time more strongly. 

The over-performance people 
demand of themselves generates 
the growing need for peace, calm, 

silence, free space, balance, time for 
oneself and rituals.

101 lives

Super 
hero

Battery 
low

Bed of 
roses
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Super Hero

Through COVID, we have become all the more 
conscious of the precious possessions of time and 

our performance. Companies respond to these 
values by providing new products and services 
leading to maximum output with the ultimate 

performance.

Foodpanda (Foodpanda, sd)

Bite-size courses for deliverers

Nonfood (Nonfood, sd)

Micro-algae based meal 
replacement

Nootropics 

Supplements that support 
cognitive function. (Nootropics-shop, 
sd)

Bed of roses

People not only want to maximize their ability 
and performance, but also strive for maximum 
happiness. Because many activities have been 
cancelled due to COVID, people try to enjoy the 

things that they can do at home. Small enjoyment 
moments, spending the money on luxury. Not a 

bag of chips on the couch, but a fancy charcuterie 
board or cheese platter. Even the lager has been 
replaced by special beers. People show the need 
for small-scale ways to get a dopamine boost and 

feel special and cared for and value enjoyment, 
happiness.

Avital virtual events (Avital, sd)

Virtual events

Old Pulteney (pulteney, 2020)

Soundscape video to watch 
alongside Whiskey

CookLikeAChef (Cooklikeachef, sd)

Michelin star meal boxes 
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Battery low

The pressure to perform, combined with the 
enormous amount of stimuli screaming for attention, 
resulted in a need for rest and relaxation in society. 

COVID expanded on this. Uncertainty, disruptive 
measures and stress made people value balance, 

time and care for themselves more than before. The 
market is responding to this by offering wellness-

related products and services to recharge the 
drained battery.

Good Night snacks Nestlé 
(goodnightfood, sd)

Snacks that contain 3 sleep-
promoting substances

Wellbeing sabbatical (Kamalaya, 
2020)

Program to restore balance and 
relaxation 

FRAMED salon (Framedsalon, sd)

Mindful beauty salon
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Macro trend 3 - Healthification

Digitalization and globalization have simplified many operations; 
prepackaged food, fast means of transport and internet 
communication. In response, we see the number of lifestyle 
diseases rising, making people question this fast and digital way of 
life. People began to value a healthy lifestyle, exercise and nutrition 
more. An increasing number of fitfluencers, healthy foodies and 
health gurus became popular on the internet.

COVID has reinforced this movement. Obese people (most 
common lifestyle disease) are among the more vulnerable groups to 
the virus. This bolsters society’s need for healthy product choices. 
Also, people regain consciousness of the importance of a strong 
immune system as a prevention method for disease. To reach 
ultimate health, accurate information and supportive products and 
services are needed.

This awareness of the importance of good health leads to new 
values and needs. New research, products, lifestyles and services 
respond to these.

Past Present

Coming from a time where 
people placed more value on 

the system with needs for 
convenience, simplicity and 

speed.

People now focus more on 
themselves as human individuals, 
increasingly value health, lifestyle, 

autonomy nutrition and vitality. 

To achieve this, the need for 
experts information and healthy 

options arises in all sectors.

Healthification

OhMyGut! NaturoPath

Upgreat
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Oh My Gut 

It is becoming increasingly clear how important 
our gut is to one’ s overall health. In this respect, 
the discovery of the brain-gut axis plays a major 
role, showing that healthy gut is not only of great 
importance physically but also mentally. After all, 
our intestines are called the second brain for a 

reason. Within the last decade, the US digestive 
health market has nearly tripled in size and 48% 

of US consumers agree that good digestive health 
is key for overall wellbeing, and many consumes 

seek gastric health solutions (FONA, 2020).

BUIKGEVOEL (Activia, sd)

Podcast about guts

YOGA THERAPY 
(TheYogaTherapyInstitute, sd)

Yoga for people with bowel issues 

Gut Skin Axis (LAWRENSON, 2020)

Probiotic products that improve 
skin by maintaining gut health

Kellogs Happy Gut Range (Kellogs, 
sd)

Gut-healthy breakfast cereal line

Upgreat

People realized out that the old lifestyle was 
not the healthiest. Therefore, people needed 

an upgrade of the system which is made 
possible by the growing technological and 
scientific possibilities. With the growth of 

individualization, people are showing the need for 
more personalization. This need combined with 
the growing value for health leads to products 
and services that can promote the health of a 

specific group of people through technology, data 
and scientific insights. We can see this need in 
America where 18% of Americans use an app or 
health monitoring device to track their physical 

activity, food consumption or overall health; 45% 
of users say it helps greatly; 66% say it led to 

healthy changes they otherwise wouldn’t have 
made (Lempert, 2020).

Rootine (Rootine, sd)

Personalized micronutrients. 

#GiveAShitForScience 
(FastCompany, 2020)

Photo’s train artificial intelligence 
which can recognize healthy versus 
unhealthy stool

Nike NTC Menstrual cycle (Nike, 
sd).

Workout plans to fit menstrual 
cycle
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NaturoPath

Technology has greatly contributed to our health 
in recent years. From pre-packaged food to hyper 
personalized services, with both negative and 
positive health effects. This extreme technological 
change, in combination with fake news and health 
scams, provokes a counter-reaction. With all the 
technological changes, people feel alienated and 
have a greater need for traditional and nature, 
walking the natural path to maintaining a healthy 

lifestyle.

Ice bathing

Ice bathing celebreties 
(Fitzmaurice, 2021). 

Sourdough bread

Artisan bread without instant yeast

Rice and Glow (RiceAndGlow, sd).

Centuries-old hair traditions
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4.4 Future 4.4 Conclusion

Now that it is clear how today’s society is changing, opportunities 
and threats arise for future concepts for Optima Vita and the target 
group which are identified by trend.

Anchoring: 

Like society, the target group is also looking for more insight 
into themselves in terms of triggers, symptoms and treatments 
(destination inner self). In addition, they are also looking to bond, 
by receiving recognition and understanding, and to eat together 
with others (the name is bond). This offers future opportunities for 
Marloes to use her nutritional knowledge as influencers to fulfill 
these needs with a new meaningfull concept (real deal).

101 lives: 

The target group wants to be able to eat carefree and enjoyable. 
With the shortfall created by COVID, it is to be expected that when 
the measures become less, the need for carefree enjoyment of 
food will increase among the target group. Like others, they want 
to perform to the maximum (super hero) and enjoy to the maximum 
(bed of roses). As described in lifestyle research, this pleasure is 
shaped by the system in which their lifestyle with IBS does not fit. It 
is to be expected that in the search for pleasure, the symptoms are 
more likely to interfere with their quality of life, increasing the need 
for a solution (concept). 

 Target group research showed that stress-reducing activities 
can result in less extreme symptoms (battery low). This offers 
opportunities for a future concept that reduces symptoms without 
focussing on food. 

Healthification: 

The target group is looking for more information. Because the 
gut is becoming more popular, this information will also appear 
(oh my gut). However, this brings the risk that this information will 
backfire on the target group because they need different advice 
than someone with a healthy gut (see Sector). Therefore, especially 
in the future, the target group needs more personal information 
and guidance (UpGreat). This offers opportunities for Optima Vita 
although it is important for the concept to take into account the 
growing need for natural treatments (naturopath). 

This study sought to answer the questions: What societal trends 
are related to the target group/ the commissioning party and joyful 
and carefree eating? To this end desk research and field research 
was conducted. 

Based on the trend analyses it is clear that there are 3 macro 
trends occurring within society related to the people with IBS, 
Optima Vita and the pleasure of eating; 1. Anchoring, 2. 101 lives, 
3. Healtification. These are driven by 3 mega trends and result in 9 
micro trends. 

As a result of the trend analysis, Optima Vita is able to use the 
current value changes in an efficient way to create a future-proof 
concept that enhances the pleasure of eating for people with IBS 

•	 Globalization
•	 Digitalization
•	 Individualism

Anchoring
•	 Destination inner self
•	 Real Deal
•	 The name is BOND

101 Lives
•	 Super Hero
•	 Bed of roses
•	 Battery low

Healthification
•	 Oh My Gut
•	 Upgreat
•	 NaturoPath
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VALUE FIT
RESEARCH PHASE

All the key insights of the research are now presented. To design a concept from 
this hump of insights, a Value Fit was made. In a Value Fit, direction is given to the 
design process by combining the most relevant insights into a valuable opportunity. 
This opportunity is translated into a concept statement that creatively summarizes 
the research in a few sentences as a bridge to the design phase. 
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Pains

People with IBS, like many, want to enjoy eating. They therefore 
value carelessness, spontaneity, socializing and variety. To 
deal with the IBS related symptoms they often make lifestyle 
adjustments based on food. Unfortunately this lifestyle doesn’t 
fit into the current system of society on which the perception of 
eating pleasure is based. Therefore their current lifestyle with IBS 
hinders their eating pleasure and so quality of life, visible in many 
others pains like a one-sided diet. Holistic control over their disease 
can help to design a lifestyle that fits within the system and so gain 
eating pleasure. Therefore they need information and guidance in 
an empathetic way.

Gains: 

The target group enjoys food when they don’t have to think about 
it excessively, they control their symptoms, have spontaneous 
tasty meals with others and discover new flavors. At the moment 
the focus in treatments is placed on avoiding triggering food which 
obstruct eating pleasure. However it has been proven that focusing 
complete lifestyle, like mental health, can be as effective. When it 
comes to the pleasure of eating, it is not necessarily the food that 
is important, but rather the ambient factors and the experience. By 
broadening the food-only focus to a more holistic focus on eating 
and IBS, the likelihood that the target audience fits within the 
system and so can enjoy food is increased. 

Opportunity 

As a dietician and sports professional Marloes from Optima Vita 
wants to show the world the positive and fun sides of a healthy 
lifestyle via her Online Platform. These platforms are getting 
increasingly popular these days. The target group is also in need 
for more food, health and lifestyle related inspiration, information 
and guidance to gain more insight into themselves. However, there 
is not much focus on IBS within the inspiration and knowledge 
field yet. This provides opportunities for Marloes who deals with 
IBS herself. Combining her expertise together with her positivity 
and empathy, she can help people with IBS to find an enjoyable 
personal lifestyle and eating pattern by providing the right 
information and inspiration.   

5.1 Value Fit
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5.2 Concept Statement

Food is essential for our quality of life, particularly for 
people with irritable bowel syndrome. Where food brings 
happiness and enjoyment for most, it is often a burden 
for people with irritable bowel syndrome. Currently, the 
target group lacks on vitamin P - pleasure. Approaching 

eating with irritable bowel syndrome in a holistic way 
instead of focusing only on the food itself can add 

vitamin P back into the target groups life.

Vitamin P - pleasure

The Value Fit is translated into the following concept statement 
that creatively summarizes the direction in a few sentences as a 
bridge to the design phase. 
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DESIGN
The goal of the design phase is to present how I Gut This is designed, based 

on the research insights, that improves eating pleasure for the target group.

The research phase has been rounded off with a clear direction; Vitamin P. The 

design phase acts on this direction through 4 steps that are explained in two 

chapters:

•	 Chapter 1: Creative sessions: How concept ideas were conceived and chosen

•	 Diverging: creating as many ideas as possible 

•	 Converging: selecting the best ideas

•	 Chapter 2: Testing: How concept ideas were tested and the best one was 

chosen

•	 Activating: make tangible concepts out of the ideas 

•	 Checking and testing: test which concept is the most valuable
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CREATIVE SESSIONS
DESIGN PHASE

To develop a valuable concept that creates eating pleasure for people with 
IBS innovative and original ideas need to be developed. Therefore creative 
sessions been carried out with several participants to create ideas from different 
perspectives.

This chapter is an analysis of the creative sessions. First, an explanation is given of 
how the concept ideas were generated through diverging. Then an explanation is given 
on how the 4 best ideas were selected through conversion.

Starting questions: 
•	 How can we ensure that people with 

IBS can enjoy food by focusing on 
food in general?

•	 How can we help the target group 
to discover new flavors without 
experiencing symptoms?

•	 How can optima vita give people with 
IBS a fun way to understand their own 
symptoms and causes?

•	 How can optima vita disseminate 
information in a positive way to make 
eating more fun and carefree?

•	 How can Optima Vita increase the 
enjoyment of eating for people with 
IBS by modifying their lifestyle?

•	 How can we make eating outside the 
home more carefree for people with 
IBS?

•	 How can we make eating indoors 
more carefree for people with IBS?

Techniques used: 
•	 Braindump
•	 Random simulation
•	 Association flower
•	 Daily life
•	 Super hero
•	 Direct analogy
•	 Eureka
•	 COCD
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To come up with ideas creative sessions were held. The invited 
persons were 6 students of TCL. Two of the students are also 
working on their thesis within the food and health sectors, which 
means they have a lot of inspiration and knowledge of these 
sectors. In addition, 4 students with a focus on other sectors were 
deliberately invited to achieve more cross-sectoral insights. In 
addition, brainstorming with 3 dieticians, 4 people from the target 
group and 3 people who have nothing to do with the topic was also 
done to get ideas from multiple perspectives. In addition, 3 more 
individual brainstorming sessions took place. 

In order to adhere to the measures of COVID-19, an online 
brainstorming board through the software MIRO was used. In it, all 
participants were able to place their ideas on virtual post-its to the 
appropriate starting question. All ideas given by the target group 
and experts during previous research were included.

Diverging 

The goal of the diverging phase is to come up with as many and 
as wild ideas as possible. This is done by brainstorming through 7 
“how can we” start questions (questions specifically designed to 
inspire and elicit creativity). These questions were based on the 
insights from the Value Fit. Each brainstorm session started with a 
brain dump, then 2 to 3 brainstorming techniques were applied to 
think outside the box. The MIRO board with all ideas can be found 
in the appendix (2.1)

The goal of the converging sessions is to select or combine the 
best idea. After diverging, using the COCD box, 8 concept ideas 
were selected and discussed with Marloes. The COCD box helped 
to choose and combine ideas. Together with Marloes the 4 best 
were selected.

4 best ideas:
•	 1) Meet & Eat
•	 2) IBS Card
•	 3) Workbook
•	 4) Tear-off calendar

These are further elaborated and explained in the next chapter.

6.1 Diverging

6.2 Converging
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Common ideas Original ideas
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CHECKING & TESTING
DESIGN PHASE

To develop a valuable concept that creates eating pleasure for people with IBS 
the best idea out of the 4 concept ideas needs to be chosen. Therefore all ideas are 
activated and several tests have been carried out among the target group, Optima 
Vita and stakeholders.

This chapter is an analysis of the testing. First, an explanation is given of how the 
ideas were activated. Then an explanation is given on how the 4 activated ideas were 
tested and the final concept was chosen. 

Test question:
•	 What concept idea has the most 

ambition to eventually make a positive 
impact?

Methods used: 
•	 Infographics
•	 5 focus points (table)
•	 Target group survey
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In order to choose the best concept idea out of the 4 they 
needed to be tested. In order to do so they were further elaborated 
by an infographic of each that explains the most important parts of 
the concept idea in a realistic and tangible manner.

7.1 Activating
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IBS
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Holidays
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First, the concepts were tested based on the 5 focus points 
of Serious Concepting. The 5 focus points test and compare the 
concept ideas on the ambition to eventually make a difference. 
In other words, it tests if it achieves ‘future-proof innovation that 
improves quality of life (Sutmuller, Serious Concepting, 2017).

5 focus points:
•	 Trends:  It is the ambition to develop products and services 

that join the emerging zeitgeist, therefore being innovative. It 
checks if the concept is a potential manifestation of the trend 
Anchoring, 101 Lives and Healtification and if the value change 
of this specific trend matches with the values of the target 
group. 

•	 Innovation: It is the ambition for the concept to have a 
significant social impact. It checks if the concept is innovative 
and suits Optima Vita. 

•	 Lifestyle: It is the ambition to develop a concept that is well-
suited to the values of people with IBS. It checks if the concept 
aligns with the values of the target group. 

•	 Cross-sectoral: The ambition is to develop concepts that 
are cross-sectoral. It checks if the concept is based on 
opportunities from multiple sectors. 

•	 Quality of life: It is the ambition to design a concept that 
improves the quality of life of the target group. It checks if 
the concept sufficiently improves the wellbeing of people 
with IBS and so improves the quality of life (Sutmuller, Serious 
Concepting, 2017).

Each point is tested on its own way. An elaborate explanation can 
be found in the appendix (2.2). Finally, based on these insights, the 
4 ideas were compared in the following table. This made it clear 
that the workbook has the most ambition to make a positive impact 
as a future-proof innovation that improves quality of life.

7.2 -  5 focus points

Trends Innovative Lifestyle Cross-sectoral Quality of life Total

Meat and Eat

IBS Card

Workbook

Tear-off 
calendar
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Through testing the 5 focus points it is clear that the workbook 
has the most ambition to ultimately make a difference. However, 
the opinion of the target group and Optima Vita is also important. 
While there is an ambition to make a difference, the target group 
and Optima Vita still has to be willing to do so. 

Target group

Normally the opinion of the target group is tested by means of 
a pretotype. Because of time constraints, a fully reliable pretotype 
test virtually (by COVID-19) couldn’t been done. For this reason, a 
survey was conducted. 

The survey was created through Google forms and distributed 
through Optima Vita’s Instagram page and PDSB’s social media. 181 
people with IBS completed the survey about the concept ideas in 
combination with their effect on eating pleasure. 

These were the key results, all results can be found in the 
appendix (2.2):

7.3 Testing

48% 51% 77% 54%
would participate the 

event. 
would use the card. 22% 
would use the backside 

feature, 30% the language 
feature, and 73% the 

application. 

would use the workbook. 
65% would prefer a 

physical book for 21,50 
euros instead of an e-book 

for 12.50 euros. 

would use the tear-off 
calendar. 18% would 

share recipes online for 
the challenge, 44% would 
search for recipes online. 

Meet and Eat

Favorite idea Least favorite

IBS Card Workbook Calendar
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Optima Vita

During a meeting with Marloes all concepts with further 
elaborations and the test results were discussed. Marloes joined 
the target group’s opinion and approved to proceed with the 
workbook. 

Normally for each concept design a Business Model Canvas 
(BMC) would be made to test them on the ambition for value 
creation. Because the workbook stands out in all tests, for the 
target group and Optima Vita, this extra test factor was not 
necessary. Only a BMC for the workbook was created to ensure 
that the concept can create value. Explanation can be found in the 
appendix (2.2)

Key partners

Cost structure

Key activities

Key resources

Key partners Customer relationships

Channels

Revenue streams

Customer segments

•	 Publishers
•	 Professionals
•	 PDSB

•	 Publisher
•	 Books
•	 Shipping
•	 Content creation

•	 Boosting current revenue stream by more brand 
awareness

•	 (Pre)sales of the book

•	 Gathering 
information 

•	 Writing 
•	 Marketing
•	 Using workbook 

in practice and 
coaching programs

•	 Knowledge and 
information

•	 Help from multiple 
professionals in 
several areas 

•	 For the creation of 
recipes a kitchen, 
photo material and 
ingredients are 
needed

•	 Shipping material 

•	 Indirect help and 
remote guidance. 

•	 Personal direct help 
and guidance as a 
complement. 

•	 Publisher
•	 Book
•	 Optima Vita 

platform
•	 Dietitian and sports 

professional
•	 Coaching programs

Everyone with IBS 
however mainly:

•	 First: Isa Vondel 
(short diagnose, 
and many 
hindrance)

•	 Second: Loreta 
Soto (long 
diagnose and many 
hindrance)

Optima Vita helps 
people with IBS 
to more eating 

pleasure by offering 
information and 

inspiration (guidance) 
and so create control 
over living with IBS 

in positive ways 
without interfering 

with eating pleasure, 
by the IBS workbook 
together with other 
IBS professionals. 

Doing so the 
workbook can be 
used as a tool to 

support the future 
coaching programs.

Business model
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This test sought answer to the question: What concept idea has 
the most ambition to eventually make a positive impact? Finally, the 
two tests among the target group and Optima Vita were added to 
the table from the 5 focus points to provide an overview of the test 
phase. This makes clear that the workbook is the concept idea that 
has the most ambition to eventually make a positive impact. 

7.4 Conclusion

Total 5 focus 
points

Target group Total Business value

Meat and Eat

IBS Card

Workbook

Tear-off 
calendar

Final test
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REALISATION
The goal of the realisation phase is to present how the workbook can make impact following a 

feasible implementation plan.

The design phase is concluded with the workbook as best potential concept. It is time to dive into the 

realisation of this concept which is divided into 3 chapters:

•	 Chapter 8 The Concept: provides a clear description and visualisation of the workbook

•	 Chapter 9 Feasibility: Explains why and how the concept is organisationally, financially and legally 

feasible

•	 Chapter 10 Impact: Concludes the report with a presentation of how the concept creates impact
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THE CONCEPT
REALISATION PHASE

To make the workbook a valuable concept that creates eating pleasure for people 
with IBS it needs to be tangible. Therefore visualisations and explenations are 
created based on concept markers.

This chapter is a presentation of the concept, named I Gut This. First is explained 
what I Gut This is. Then an impression of how the workbook could look like and how it 
functions is given by means of visualisations. 
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‘‘Find out what IBS means to you, what you’ve gut. With personal help, 
gain control over your own gut and design a positive and enjoyable 
lifestyle that suits you. Finally find pleasure in eating and living in 

harmony with IBS.’’

I Gut This stands for increasing eating pleasure by designing an enjoyable personal and positive lifestyle with 
IBS that fits better within the system of society and so improves their quality of life. In this case, this concept 
was developed in the form of a multi-purpose workbook aimed at people with IBS. 

In the book, Optima Vita, together with other experts, guides the target group to this new lifestyle by offering 
the information and inspiration that the target group is searching for. They help the target group to map their 
own lifestyle in relation to IBS and pleasure and provide personalized tips to improve their lifestyle based on the 
mapped insights.

With this new lifestyle the target group can gain more control over their symptoms and eating pleasure, so 
they can live more pleasantly with IBS within the societal system. Besides that it offers new inspiration so that 
more variation in the eating pattern is possible (not only in terms of food but also in terms of experience and 
ambience). 

The workbook is an insightful product that offers clarity in a simple manner. It is an accessible and 
inexpensive way of personal guidance which can be extended by participating in the coaching program of 
Optima Vita to offer complete support.

LAUNCHING I GUT THIS GOES FURTHER THAN JUST LAUNCHING 
THE WORKBOOK. TO CREATE REAL VALUE, THE CONCEPT MUST 
CONSISTENTLY PRESENT THE BIGGER IDEA IN ALL AREAS; 
COMMUNICATION, ORGANISATION, PHYSICAL ENVIRONMENT, 
MATERIALIZATION AND NETWORKS, SO THE TARGET GROUP 
CAN IDENTIFY WITH THE WHOLE IDEA INSTEAD OF JUST THE 
IBS WORKBOOK. THESE CONCEPT MARKERS ARE DESCRIBED IN 
THE APPENDIX (3.2) AND HAVE BEEN INCORPORATED INTO THE 
VISUALISATIONS, BMC MODEL, IMPLEMENTATION PLAN AND 
FINANCIAL FEASIBILITY TO BE FOUND IN THIS CHAPTER. 
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THE FOLLOWING PAGES GIVE AN IMPRESSION OF THE CONTENT, 
EXPLAINING THE CONCEPT. THE IMAGES REPRESENT THE IDEA 
BEHIND I GUT THIS AND ARE MEANT PURELY FOR EXPLANATION. 
IT IS STILL AN ABSTRACT CONCEPT AND IS STILL COMPLETELY 
FICTITIOUS. THE PAGES WITHOUT MOCKUPS CAN BE FOUND IN 
THE APPENDIX (3.1)
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Marloes introduces 
the book in a positive 

empathic way. 
Stakeholders show 

compassion and 
knowledge. 

Marloes shares her 
mission and vision

Marloes speaks about her own 
IBS experiences to express 
understanding and share 

positivity by highlighting what her 
new lifestyle has brought her.

Introduction
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Basic knowledge about 
the gut, digestive 

system, Gut-Brain-Axis 
and IBS. Why a healthy 

gut is so important.

Basic lifestyle tips for healthy guts 
such as sleeping, eating and drinking, 
exercising, taking rest, as well as what 

position to sit on the toilet etc. When the 
basics are right, specific IBS adjustments 

can be made if still needed. 

CH 1 Basics
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CH 2 IBS journey

All kinds of assignments and 
exercises to recognize patterns in 
triggers and symptoms, but also, 

for example, factors that influence 
eating pleasure. 

Map out the results 
visually to get a better 

overview
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CH 3 Diagram

By filling in the answers from the previous 
section into the flowchart, a complete 
picture of the readers personal IBS is 

created. The diagram is used to show how 
the book can help them with this. 
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CH 4 Mental health

More information on the connection 
between the brain and the gut with 
lifestyle tips for better mental health 

such as good sleep, mindfulness, 
relaxation and happiness.

Assignments and exercises 
that create ways for the reader 

personally to improve their mental 
well-being which they can apply 

when needed. 
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CH 5 Food

35 recipes and additional inspiration that 
are customizable to personal dietary needs 

with tips on how to add more variety to 
the diet, add more flavor, and food swaps 
that help with replacing triggering foods. 
In addition, tips are given on how to make 
eating more enjoyable without focusing on 

the food itself.

All kinds of exercises and challenges can be 
given that, for example, challenge to vary 
more, try new flavors or create ultimate 

eating pleasure habits. 

There is space to write down own 
recipes, with room to mention 

memories and experiences. This 
gives readers more control over 

their eating pleasure and symptoms 
per recipe. 
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CH 6 Movement

Information on how exercise affects 
the gut with personalized tips on 

which way of moving suits the 
reader and how they can use it as a 

treament. 

Personal yoga tips 
proven to have 
an effect on IBS 

symptoms.

Exercises such as abdominal 
massages that can reduce 

symptoms, as well as sports, 
walking or yoga challenges that 

help readers discover their personal 
way of moving. 
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CH 7 Lifestyle

More tips and information 
on how to implement and 
sustain the new lifestyle, 

adapt new habits and 
unlearn old ones.

Motivating exercises 
by setting personal 

goals.

Tips and advice on how the readers 
can deal with (social) situations that 

are often experienced as difficult 
by the target group, such as eating 
out, waiting for the toilet or going 

on holiday. 
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FEASIBILITY
REALISATION PHASE

To make I Gut This a valuable concept that creates eating pleasure for people 
with IBS, it needs to be feasible. Therefore 3 feasibility checks have been done: 
Organisational, Economical and Legal.

This chapter is an analysis of the feasibility. First, an explenation is given on the 
organisational feasibility by a plan for implementation. Then the financial feasibility is 
presented along with several budgets. Lastly the legal feasibility is explained. 

Research question: 

How can I Gut This be a feasible 
concept for Optima Vita?

Methods: 

•	 Time planning

•	 Implementation plan

•	 Financial budgets

•	 Legal feasibility check
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9.1 Organisational feasibility

How can Optima Vita implement I Gut This?

Publishing a book can be done in several ways. These options were discussed with 
Marloes, after which was decided to work out a plan to have the book published by a 
publisher. To support Marloes in this process an implementation plan has been written 
(more information about the choice for a publisher, and the implementation plan 
can be found in the appendix 4.1). It outlines the process with an indication of time, 
potential risks and tips to make the process run smoothly. The following time planning 
and visualisation was made of the plan to get an idea of the steps:
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Implementation plan

* USE THE ENCLOSED 
CONCEPT BOOK 
TOGETHER WITH A 
STRONG SALES PITCH
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9.2 Financial feasibility

To create value for the target audience by implementing the 
book, it must be financially feasible and valuable to Optima Vita. 
Several budgets were made to check this. For understanding these 
budgets, some numbers are important to know (the calculations for 
these numbers can be found in the appendix 4.2).

1500 10% €21,50

€7,34 €2,22

The first edition consists of 
1500 books

of the books will Optima 
Vita sell herself, so 150 

books

is the consumer price for 
the book.

makes each book sold by 
Optima Vita herself

makes each book sold via 
the publisher

The following budgets were made:
•	 Investment budget: how much money is needed to implement 

the concept?
•	 Financial budget: how will this be paid for?
•	 Operating budget: how much will be earned with the first 

edition?
•	 Profit statement with breakeven point: what is a book worth, 

and how many must be sold to make a profit?

Marloes will try to sell 150 books herself to people in her practice, 
her coaching program or followers from her platform. For this 
she will have to buy books from the publisher which requires an 
investment. Marloes can also choose to leave the entire sale with 
the publisher and reduce investment costs. To make this decision, 
all budgets have been made for both options to show the financial 
differences. 



RealisationPhase

93

Investment budget

Optima Vita

Incl VAT VAT Excl VAT
 Price p/u  Unit  Total costs   Price p/u  Unit  Total costs  

Fixed Costs
Recipe ingredients 7,40€            35 259,00€        21,39€     6,79€             35 237,61€        
Books 10,99€          1 10,99€          0,91€       10,08€           1 10,08€          

12,99€           1 12,99€          1,07€       11,92€            1 11,92€           
7,99€            1 7,99€            0,66€      7,33€             1 7,33€            

Total fixed 290,97€        24,03€    266,94€        

Variable Costs
Books 13,21€           150 1.981,62€     163,62€  12,12€            150 1.981,62€     
Packaging material 0,42€            150 63,00€          10,93€    0,42€             150 52,07€          
Shipping costs -€              150 -€              -€        4,10€             150 615,00€        
Total variable 2.044,62€    174,55€   2.648,69€   

Total 2.626,56€    198,58€  2.915,63€    

How much money is needed to implement I Gut This?

If Optima Vita will try to sell 150 books, the investment will be 
2915,63 euros. If the publisher is responsible for all the sales the 
investment is only 266,94 euros.

Publisher

Incl VAT VAT Excl VAT

 Price p/u Unit  Total costs  Price p/u Unit  Total costs 
Fixed Costs
Recipe ingredients 7,40€            35 259,00€       21,39€             6,79€             35 237,61€       
Books 10,99€          1 10,99€          0,91€               10,08€           1 10,08€         

12,99€           1 12,99€          1,07€               11,92€            1 11,92€         
7,99€            1 7,99€            0,66€               7,33€             1 7,33€          

Total fixed 290,97€        24,03€            266,94€      

Total 290,97€        24,03€            266,94€      
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Financial budget

Optima Vita

Assets Incl VAT VAT Excl VAT Capital
Fixed Assets Equity Capital
Recipe ingredients 259,00€        21,39€        237,61€        Savings 1.837,63€      
Books 31,97€           2,64€         29,33€          

Current Assets  Borrowed capital  
Books 1.981,62€      163,62€     1.981,62€      Pre-orders 1.078,00€      
Packaging material 63,00€          10,93€       52,07€          
Shipping costs -€              - 615,00€        

Total 2.335,59€    198,58€     2.915,63€     2.915,63€      

Publisher

Assets Incl VAT VAT Excl VAT Capital
Fixed Assets Equity capital
Recipe ingredients 259,00€        21,39€     237,61€      Savings 266,94€    
Books 31,97€           2,64€      29,33€        

Total 290,97€         24,03€    266,94€      266,94€    

How will Optima Vita pay for this?

When Optima Vita wants to sell books herself, she can arrange 
a pre-sale (explained in the investment plan). This will probably 
provide her with an advance of 1078 euros. As a result, Marloes 
herself will have to add another 1837,63 euros to cover the costs 
This is not a onetime payment, the cost will be spread over a period 
of one year and one month. When Marloes decides to leave the 
sales for the publisher, it asks for 266,94 euros of savings.
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Operating budget

Optima Vita

Unit Price excl VAT Royalties Total
Revenue
Optima Vita 150 20,21€              2,22€      3.364,50€      
Shipping costs 150 3,75€                562,59€         
Publisher 1350 2,22€      2.997,00€      
Total 6.924,09€      

Operating expenses
Books 150 12,12€               1.818,00€       
Shipping costs 150 4,10€                615,00€          
Packaging material 150 0,35€                52,07€            
Total 2.485,07€      

Gross results 4.439,02€      

Production expenses
Recipe production 237,61€          
Content production 29,33€           
Total 266,94€          

Profits 4.172,08€       

Publisher

Unit Royalties Total
Revenue
Publisher 1500 2,22€          3.330,00€      
Total 3.330,00€     
Gross results 3.330,00€     

Production expenses
Recipe production 237,61€          
Content production 29,33€           
Total 266,94€          
Profits 3.063,06€     

How much will Optima Vita earn with the first edition?

When Optima Vita sells 150 books there will be total profit of 
4172,09 euros. When Marloes decides to leave the responsibility for 
sales up to the publisher, the total profit for Marloes will be 3036,06 
euros.
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Profit statement

Optima Vita BEP

 Price incl 
VAT VAT

 Price excl 
VAT 

Books sold by 
Optima Vita

BEP for 
publisher

Sales Optima Vita 0 1313
Revenue 45 (pre-orders) 1165
Book 21,50€            1,29€      20,21€     150 818
Shipping costs 3,99€             0,24€      3,75€       
Royalty -€               -€       2,22€       
Total per book 25,49€            1,53€      23,96€     

Costs
Book 13,21€            1,09€      12,12€      
Shipping costs -€               -€       4,10€       
Packaging material 0,42€             0,02€      0,40€       
Total per book 13,63€             1,11€        16,62€      
Profits per book 7,34€        

Sales Publisher
Revenue 
Royalty 2,22€       
Profits per book 2,22€        

Publisher BEP

Price excl VAT BEP 
Revenue 120
Royalty 2,22€                
Total per book 2,22€                   
Profits per book 2,22€                   

What is a book worth, and how many must be sold to make a 
profit?

When Optima Vita sells books herself, she will earn 7.34 euros per 
book, and will be paid 2.22 euros in royalties per book sold through 
the publisher. This means that if she sells 150 books, the publisher 
must sell another 818 to cover the costs. However when Optima 
Vita leaves the entire sale to the publisher, she only earns the 2.22 
euros in royalties per book. Since the investment is smaller, the 
publisher only needs to sell 120 books to cover the cost. However, 
her profit will then be smaller, as shown in the operating budget.

Break-even 
point
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Advice

Is I Gut This financially feasible and valuable for Optima Vita?

I Gut This requires an investment of 2916 euros for the first 
edition, of which 1078 will be paid by the proceeds of pre-orders. 
This requires an investment of 1836 euros from own savings which 
is feasible for Optima Vita. This investment consists mainly of the 
cost of buying the books from the publisher and packaging.

Each book Optima Vita sells makes a profit of 7.35 euros. Each 
book sold by the publisher makes a profit of 2.22 euros. When 
Optima Vita has sold all 150 books, the publisher will need to sell 
another 818 books to get the investment out. When all books are 
sold this will bring Optima Vita 4172 euros. 

If Marloes chooses not to sell any books herself the investment 
will only be 267 euros. Therefore the publisher only has to sell 120 
books to get her investment out of it. But if all books are sold it will 
only bring in 3063 Euros. That is 1109 less than when Marloes will 
sell books herself. 

Both options are financially viable so it is up to Marloes to decide 
whether she feels the greater return on investment is worth the risk 
and whether she finds it a valuable addition to sell the book directly 
to her customers. Of course, Marloes could also choose to buy 
more or less than 150 books from the publisher. The more books 
she will sell herself, the more profit she will make, but the higher the 
investment cost will be. The risk of expenses then becomes more 
and more significant. Therefore it is advisable to first test, by means 
of a pre-order test, how many books can be sold by Optima Vita. 
Based on this a reliable estimation can be made, making the risk of 
loss smaller. 

THIS IS A FINANCIAL INDICATION. THE FINANCES VARY GREATLY 
FROM ONE PUBLISHER TO ANOTHER. IT IS THEREFORE STRONGLY 
ADVISED TO ASK FOR A FINANCIAL OVERVIEW BEFORE CLOSING 
THE DEAL IN ORDER TO AVOID SURPRISES. 
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9.3 Legal feasibility

The legal feasibility of this concept relies mainly on the 
intellectual property rights. 

At this moment the copyright of I Gut This and the reports 
belongs to Sil van Dommelen according to Article 1 of Copyright 
Act. This means that at this moment it can only be used with 
permission. In this case only Marloes has permission to use or 
modify. 

When Marloes decides to implement the workbook concept, and 
thus make a tangible product, Marloes herself will get the copyright 
over the book. This protects Marloes against publication and 
reproduction of the book without permission. 

When Marloes publishes the book through a publisher it is 
recommended to read the contract carefully. Often the contract 
gives the publisher partial or full copyright through a license. This 
allows them to exploit the book. Fortunately, this license is well 
protected by Article 25d and 25e of the Copyright Act which makes 
it safe for Marloes. 

Through the copyrights, this concept and workbook is well 
protected which makes it a legally feasible concept. More 
information about the legal feasibility, and the named articles can 
be found in the appendix (4.3).

Article 1

Copyright is the exclusive right of the creator 
of a literary, scientific or artistic work, or of his 

successors in title, to publish and reproduce this 
work, subject to the restrictions imposed by law 

(Wetten.overheid, 1994).

Article 25d

The creator may claim in court additional 
equitable remuneration from his other party, if the 
agreed remuneration is seriously disproportionate 
in relation to the proceeds from the exploitation 
of the work in view of the mutual performances 

(Wetten.overheid, 1994).

Article 25e

The creator may terminate the contract, in 
whole or in part, if the other party does not 

exploit the copyright in the work to a sufficient 
extent within a reasonable period of time after 
the conclusion of the contract or, after initially 

taking exploitation steps, no longer exploits the 
copyright to a sufficient extent (Wetten.overheid, 

1994).
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IMPACT
REALISATION PHASE

To make I Gut This a valuable concept that creates eating pleasure for people with 
IBS, it needs to make impact. Therefore 4 impact analyses are done based on the 
user, the organisation, the ecosystem and society.

This chapter is an analysis of the impact. First, an explenation is given on how I Gut 
This can make impact on all 4 levels. The impact creation is then substantiated by 
linking the research results to the customer journey of I Gut This. 

Research question: 

How can I Gut This make impact for 
the user, Optima Vita, the stakeholder in 
the ecosystem and society as a whole?

Research methods: 

•	 Theory of change

•	 Value journey
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10.1 Theory of Change (TOC)
It is now clear that I Gut This is realisable and desirable. However 

does it also lead to the right impact? The ultimate impact that this 
project wants to achieve is eating pleasure for all people with IBS. 
This TOC model shows how I Gut This workbook contributes to 
this. Normally a theory of change model shows how an organisation 
creates positive impact for the target group with their activities, 
based on assumptions. The further down you go, the bigger these 
assumptions get. 

 However according to Elke den Ouden’s value framework, a 
concept makes impact when it brings value within four levels 
(Ouden, sd); 

•	 The user, people with irritable bowel syndrome, examined in 
lifestyle research 

•	 The organisation, Optima Vita, studied in organisational 
research,

•	 The ecosystem, the Food and Health sectors including 
stakeholders, examined in sector research

•	 The society, the changing values, examined in trend research. 

Therefore, the 4 levels of the value framework are incorporated in 
the TOC, showing how I Gut This creates impact on all 4 levels. 

Optima Vita sells, promotes and uses the book during coaching sessions.

Some of the target group buys the book and read and work with it by 
implementing the content into their lifestyle.

More and more people see and hear 
about I Gut This

There is more talk about I Gut This and 
the informative content.

More people are talking and learning 
about the gut and gut health.

The taboo on intestines is slowly 
diminishing which leads to a greater 

understanding of the  society in the target 
group.

The publisher is appealing to a new 
target group through the sale of I Gut 

and turns over more sales

The publisher publishes the book

I Gut This users better understand the guts, their bodies, condition, symptoms 
and triggers. 

By acting on these insights under the guidance of the book, they find out how 
to influence their own bodies with IBS and their own eating and living pleasure (for 

example, through mindfulness or by replacing triggering foods with new tastes). 
Not only with food, but with all lifestyle factors.

The users also find out how they can cope emotionally and socially with IBS so 
that they make more self-confident choices.

The target group reads more about 
the stakeholders and their knowledge.

They implement the knowledge and 
tips into their lifestyle and notice relief 

and improvement. 

Through this positive experience, 
coupled with multiple stakeholders, 

more trust is created.

This growing trust also creates more 
trust in the health sector makes them 

feel better supported.

The users create a new lifestyle that fits better within the system of society (read 
quality of life for more information). 

This lifestyle gives the users more control, which offers reassurance in 
(spontaneous) social situations.  

Through this control, they have more influence on their own eating pleasure and 
can therefore ensure that they enjoy eating more often. 

Eating pleasure for people with irritable bowel syndrome.

Activities

Outputs

Effects

Higher effects

Ultimate impact

Direct measurable results from activities

Direct short-term results from the outputs

Indirect long-term results

USER  ORGANISATION ECOSYSTEM SOCIETY
Stakeholders)
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10.2 Value Journey

The TOC  may be somewhat abstract with many assumptions. 
These assumptions are based on the research that has been 
done. To make the impact more concrete and substantiate the 
assumptions, a combination of a customer journey with 4 levels 
of the value framework has been created. It shows how the 
research results are implemented in I Gut This, and thus where the 
assumptions of the impact path come from. Here the entire concept 
development process is joined together. 

The first column shows the phase of implementation plan. The 
second shows the activities of Optima Vita. The third shows the 
customer journey. The fourth shows which chapter of the book the 
user reads. The fifth shows which lifestyle research insights are 
incorporated. The sixth for organisation research. The seventh and 
eighth for the sector and lastly tenth for trend research insights. 
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This analysis sought answer to the question; how can I Gut 
This make impact for the user, Optima Vita, the stakeholder in the 
ecosystem and society as a whole?

During the research, the problems and opportunities surrounding 
eating pleasure among the target group, in combination with 
Optima Vita, were examined within the health and nutrition sector 
within the overarching and evolving society. As can be seen in 
the TOC and value journey, I Gut This responds to these research 
results by using the opportunities to disappear problems, and so 
makes a positive impact on all levels.



104

CONCLUSION
To increase the pleasure in eating among people with 

irritable bowel syndrome the I Gut This workbook 

has been designed, on behalf of Optima Vita, based on 

insights from the target group, organisation, sectors and 

trends. In the workbook Optima Vita, together with other 

stakeholders, guides the target group to a positive and 

enjoyable lifestyle with IBS that does not get in the way of 

the pleasure of eating and fits in the societal system. 

Optima Vita is advised to publish the first edition of 

the workbook using the elaborated implementation plan 

in cooperation with one of the appointed publishers. 

The accompanying concept book is addressed to 

the stakeholders and publishers mentioned in the 

implementation plan. It can be used as an acquisition tool, 

in addition to a sales pitch, to find the right stakeholders 

and seal a deal. 

With I Gut This, Marloes will not only create value for 

the target group, but also for Optima Vita, the health and 

food sector and society as a whole.
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Dear reader,

 
Thank you for taking the time to read my bachelors thesis report. 

Although it was a very exciting project that I look back on with great 
pleasure, it has also taken me a lot of time and energy. It wasn’t 

always easy, however I learned so much from doing it. I truly did my 
best to make it an inspiring and insightful project. Therefore, I really 
appreciate that you have read this report - I hope you have enjoyed 

it.  
 

Have a very nice day today, with lots of eating pleasure :) 
 

Kind regards,

Sil van Dommelen 
 

Feel free to contact me with any questions, 
comments, feedback or ideas!  

 
Sil-van-dommelen@hotmail.com
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YOUR GUT, WHAT EXACTLY IS IT?
To properly understand what IBS is, here is a short course on gut 

health and IBS for dummies:

What is the gut? 
The gut is part of our digestive system. Our digestive system 

is a system in our body that ensures that the food we shove into 
our mouths is reduced in size so that our bodies can absorb it and 
use it as fuel or building material for our bodies. Any remaining 
substances that are not absorbed, are formed into poop and leave 
our bodies again. 

For the digestion of food we are partly responsible ourselves, 
but this is also partly done by all the little creatures in our body. 
First let’s look at what we do ourselves: When we take a bite of our 
sandwich, it passes through our mouth, down the esophagus to 
enter the stomach. This is where it is kneaded and has its juices 
added to it. This mash continues to our intestines. The two main 
intestines are the small intestine, and the large intestine.

Small intestine
First, the sandwich mash enters the small intestine. The small 

intestine breaks down the food into smaller bits that the intestinal 
wall can absorb and thus enter the bloodstream. In order to absorb 
enough nutrients, a very large surface area is needed. Because 
humans cannot be giant, the intestinal wall is folded, and it has a lot 
of protrusions, kind of like little fingers. This creates a total surface 
area as large as a tennis court (MLDS, sd).

Large intestine
Then the food mash enters the large intestine (colon). At this 

point the mash is still water thin. The large intestine takes the liquid 
out of the mash to make poop. The leftovers can then leave the 
body properly. The colon is about 1 meter long (MLDS, Wat is het 
microbioom, sd).

Gut health & IBS

Esophagus

Stomach

Small intestine

Large intestine

1.1 GUT HEALTH & IBS
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GUT FLORA
The intestines have to be very careful and selective. Not all 

substances that we ingest are good for our body. The intestines 
work like custom authorities, letting in everything our body needs, 
but keeping dangerous substances out so we don’t get infected. 
Fortunately, we don’t have to do this all by ourselves. In our 
intestines lives a kingdom of creatures (bacteria) that help our 
intestines in exchange for food and accommodation. There are 100 
trillion of them, which is more than 10 times the number of body 
cells (NEMO, sd). All those creatures in the intestines together form 
our gut flora. Just like in human society, there are not only good 
ones, there are bad ones too, but as long as our gut flora is healthy 
they stay in balance with each other. Everyone’s gut flora is unique, 
just like your fingerprint.

So what do these bacteria do?
• They help the intestines break down food into smaller 

chunks for absorption. 
• They take care of our intestinal wall. 
• They talk to our body through chemicals they release. For 

example, they release chemicals that tell the intestinal 
muscles to move. They also talk to our brain by informing it 
that we are satisfied, for example, which helps us to know 
when to stop eating.  

• They train our immune system to protect the body from 
harmful toxins.

BRAINS
This can all happen without the brains help. That is because 

the gut has its own nervous system that can work completely 
independently. Yet the intestines are connected to the brain so they 
can help and control each other. This communication between the 
brain and the intestines is called gut-brain-axis. You can notice this 
for example when there is danger. Then your brain sends signals to 
your gut to slow down, so your body has more energy to flee.

How does the gut communicate with the brain, and vice versa?
The gut can communicate with the brain in three ways:
1. The first way is through the vagus nerve. This is a nerve 

that connects the nervous system of the gut to the central 
nervous system. You can consider it as a kind of two-lane 
highway between the brain and the intestines where signals 
are continuously transported from one to the other.  

2. The second way is through the immune system. As 
mentioned earlier, the intestines and the intestinal bacteria 
pay close attention to harmful chemicals that try to enter. 
When they do, it signals to the brain that there is an intruder. 
In this way, the rest of the body can be alerted. 

3. The third way is metabolism. The intestines with the gut 
bacteria make all kinds of chemicals that are absorbed 
by the blood. These chemicals then arrive at the brain 
which processes these signals. For example, the hormone 
Serotonin, the happiness hormone, is made for 90% in the 
gut. Therefore your intestines also influence your feelings. 
This also applies the other way around; the brain can send 
chemicals to the gut and the gut will respond.

AS YOU CAN SEE, HEALTHY GUT IS VERY IMPORTANT FOR YOUR 
OVERALL HEALTH, AND FOR YOUR STATE OF MIND. IN ORDER TO 
HAVE HEALTHY AND WELL-FUNCTIONING GUT, MANY FACTORS 
COME INTO PLAY, INCLUDING YOUR GUT FLORA AND YOUR BRAIN.
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IRRITABLE BOWEL SYNDROME
For at least 10% of the Dutch people it is slightly different. We are 

talking about people with irritable bowel syndrome. IBS is a chronic 
disturbance of the function of the gastrointestinal tract, particularly 
of the large intestine. Above we learned the functions of the gut. 
For those without IBS, this system works like a factory where all 
the conveyor belts are well connected and work together. In the 
case of people with IBS, there is a failure somewhere which means 
that certain conveyor belts no longer function properly. This causes 
chaos in the entire system which leads to many symptoms. 

It is therefore a functional bowel disease which means that the 
normal function of the intestines is disturbed without any visible 
abnormalities (MaasstadZiekenhuis, sd).

What do those with IBS physically experience?
People with IBS experience symptoms such as abdominal 

pain related to stools, problems with stools such as diarrhea and 
constipation, a bloated abdomen, flatulence and fatigue. These 
symptoms occur after eating certain foods, and after mental 
disturbances such as stress or anxiety. 

• Whenever you are stressed, your cortisol increases and 
affects the movement of uour intestines - the way they 
move uour food around. For most people, the intestinal lining 
is not sensitive enough to cause cramping and pain - but if 
you have IBS, it can.

• If you eat certain foods that are rapidly fermented by 
bacteria, such as legumes (beans and pulses), garlic and 
onions, excess gas can be produced, which can stretch your 
gut a bit. For all people with IBS, there are different types of 
foods to which irritability is reacted to (ROSSI, 2021).

What is the cause of IBS?
At the moment, the cause of IBS is not 100% scientifically 

proven. However, there are many studies that show that the 
following factors probably play a role:
• Disruption in communication between the brain and the 

intestines.
• Damage to the intestinal wall allowing harmful substances to 

enter. This can occur after inflammation or infection. 
• The composition of the gut flora is out of balance. This can 

be caused by an infection, medication, diet and lifestyle. 
• A genetic predisposition

Do I have IBS?
Because IBS cannot be proven by examination, it is very 

difficult to make a diagnosis. Once the doctor has ruled out all 
other possible conditions and diseases, there are several criteria 
that your symptoms must meet to be diagnosed with IBS. For 
example, you must have abdominal pain for at least 3 days per 
month in the past 3 months, while the symptoms started at 
least 6 months before the diagnosis. These symptoms must be 
associated with 2 or more of the following criteria: the symptoms 
decrease after defecation, the symptoms are associated with 
a change in the amount and/or consistency of the stool. For a 
diagnosis you have to go to a health professional. 

Cramps
• feel like someone is punching in your belly
• feel as if your stomach is being squeezed very hard

Abdominal pain
• feel like someone is punching in your belly
• feels like your bowels are on fire
• feels like you have a giant bruise feels like your bowel 

is spinning and you cannot sit upright anymore

Diarrhoea
• feels like you are emptying your whole body and only 

the casing remains
• feels as if all the floodgates are opening

Constipation
• feels as if a stone is stuck in your intestines
• feels like the traffic jam on Black Saturday
• feels like you are pregnant but will never give birth
• feels like you literally have a cork in it

Bloathing
• feels like my belly is a big balloon that gets in the way
• feels like a valve needs to be opened in my stomach.

HOW DOES IT FEEL LIKE ACCORDING TO PEOPLE 
WITH IBS:
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HELP I GOT IBS!
After all, what can be done to relieve IBS?
Unfortunately, IBS cannot be resolved. However, there are 
treatments that can help reduce symptoms (PDSB, sd). 
• It all starts with a healthy lifestyle. This includes diet, 

exercise, sleep, and mental health. 
• Avoiding triggering foods with guidance and advice from a 

dietician. To find out what foods bother you, a special diet 
has been developed, called the FODMAP diet. 

• Pelvic floor therapy
• Taking medication for diarrhea, constipation or abdominal 

pain
• Taking supplements such as probiotics. These are living 

bacteria for intestines that can help rebalance the gut flora. 
• Hypnotherapy in which you are taught to control bodily 

processes through relaxation and more focus on your body. 
• Cognitive behavioral therapy where thoughts about pds are 

discussed and changed so you can learn to cope. 
• There are also many treatments that are not scientifically 

proven but which nevertheless benefit many people.  

SO.....
In short, good gut health is very important for our overall health, 
physically and mentally. For people with irritable bowel syndrome, 
handling good gut health is a little more complicated. However, 
there are several methods to relieve bowel symptoms. If you are 
interested in a concept that helps people with IBS to eat more? 
Then please read the accompanying research report and concept 
book!

PLEASE NOTE: A DIAGNOSIS SHOULD ALWAYS BE MADE THROUGH A 
DOCTOR OR PHYSICIAN. IF YOU HAVE INTESTINAL SYMPTOMS AND 
ARE IN DOUBT ABOUT IBS, MAKE AN APPOINTMENT WITH YOUR 
DOCTOR TO GET A PROPER DIAGNOSIS BEFORE YOU START WORKING 
ON TREATMENTS, DIETS OR SUPPLEMENTS (ON THE INTERNET) 
YOURSELF. FOLLOWING TREATMENTS FOR AN INCORRECT 
CONDITION CAN HARM YOUR HEALTH.
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1.2A LIFESTYLE SURVIO
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Interview 
 

Introductie: 

Hallo, bedankt dat je aanwezig kan zijn om mij te helpen via dit interview. Zou je het een probleem 

vinden als ik dit interview opneem. De opname wordt alleen gebruikt om straks een transcriptie van 

te schrijven en wordt daarna weer verwijderd, zodat ik nu niet zoveel hoef te notuleren en we 

gewoon een lopend gesprek kunnen voeren? 

Ik zal nog even kort vertellen waarom we hier zijn. Ik ben Sil van Dommelen, en ik ben bezig met mijn 

afstudeer project. Mijn doel is om een concept te ontwikkelen dat stress en depressieve gevoelens 

verminderd door eten en voeding zorgelozer en leuker maakt voor mensen met het prikkelbare darm 

syndroom. Om te weten op welke manier ik dit kan doen, moet ik meer inzicht krijgen in het leven 

van mensen met pds, waar lopen ze tegen aan, wat zou de kwaliteit van leven verbeteren, om zo de 

waardes en behoeftes te vinden ne daarop in te spelen. Daarnaast kan ik vanuit deze inzichten gaan 

kijken welke bedrijven hier positieve invloed op kunnen hebben, om een goed bedrijf te vinden om 

mee samen te werken.  

 

Heb je een maximale tijd waarin je zou willen dat dit interview is afgerond? 

- Zou dit voor jou van toepassing zijn? 

 

Basis: 

- Naam: 

- Leeftijd: 

- Stad/Dorp: 

- Sociale media kanalen:  

 

Pains: 

- Hoe lang heb je al last van pds? 

o Ben je gediagnostiseerd? 

- Heb je al iets aan PDS gedaan? 

o Werkte dit? 

o Waarom heb je hiervoor gekozen? 

- Van welke klachten heb je het meeste last? 

o Hoe vaak komt dit voor? 

1.2B LIFESTYLE INTERVIEWS
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o Waar worden ze door getriggerd? 

▪ Wordt jou pds verergerd door stress? 

o Hoe voel je je daardoor? 

- Van welke klachten heb je mentaal het meeste last? – Vind je het verlendste 

o Waarom? 

o Op welke momenten? 

o Hoe voel je je dan? Wat zou je dan willen voelen? 

- Ervaar je ooit stress of depressieve gevoelens door pds? (Zo ja hoe vaak, wat is de grootste 

drijfveer) 

o Waarom (welke waarde schuilt hier achter) 

- Dit is het kwaliteit van leven model van Felce and Perry. Hierop staan verschillende factoren 

die je kwaliteit van leven beïnvloeden. Welke van deze factoren wordt het meeste beïnvloed 

door pds? 

o Welke vind je het vervelendste? 

o Hoe voel je je dan? 

- Waarin belemmert pds jou het meeste? 

- (Heb je vandaag) Wat is het laatste moment dat je een keuze maakte beïnvloed door PDS? 

- Kan je je een moment herinneren dat je het allermeeste baalde dat je last had van PDS? 

o Waarom vond je dit zo’n lastige situatie? 

o Hoe voelde je je toen? 

 

Gains: 

- Wat is de voornaamste reden dat je (de fysieke klachten) van pds opgelost wil hebben? 

- Wat zou leven met pds comfortabeler voor jou kunnen maken? 

- Als je geen pds zou hebben, wat zou je dan anders doen? 

- Wat is jou ultieme doel/ droom, als het gaat om leven met pds? 

o Wat zou je graag willen dat er mogelijk was voor jullie? 

- Omschrijf je ideale dag, zonder pds, met wie, wat, waar, wanneer, eten? 

- Welke dingen zou je graag willen doen/kunnen, maar weerhoud pds je ervan? 

- Op welke momenten ben je jaloers op mensen zonder pds? 

 

Voeding 

Pains: 

- Eet je vegetarisch, vegan?  

- Van welk eten krijg jij het meeste last? 
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o Laat ook FODMAP lijstje zien. 

o Hoe belemmerd zijn je klachten dan? – Hoe belemmerd dit je kwaliteit van leven? 

o Brengt dit zorgen? 

o Hoe vaak komt dit voor? 

o Hoe voel je je daardoor? 

- Van welk eten vind je het vervelendste dat je daar last van krijgt? 

o Op welke momenten? 

o Levert dit stress op? 

- Hoe veel rekening houd je met pds binnen je eetpatroon? 

o Hoe voel je je daardoor? (zorgeloos) 

o Belemmerd dit je? Zou je hier graag wat aan willen veranderen 

o Wanneer, in welke situaties? (restaurant, boodschappen) 

o Zou het je kwaliteit van leven verbeteren als dit zorgelozer was? 

- Belemmerd pds je het meeste in Foodservice/horeca (dus boodschappen doen, 

restaurants, kantines) of Foodproducten (aanbod van producten)? 

o Zou een concept binnen de foodservice, of foodproducten, jouw kwaliteit van leven 

verbeteren? 

- Hoe zou je eetpatroon er uit zien zonder pds? 

- Zou jij je band met voedsel en eten eerder positief of negatief noemen? 

 

Gains: 

- Wanneer geniet je echt van eten? Wanneer maakt eten je echt gelukkig? 

o Belemmerd pds je hier in? 

- Omschrijf je ultieme geniet eet momentje (Zonder + Met pds) (wat je eet, waar je eet, met 

wie je eet, hoe je aan het eten komt, wanneer). 

- Als je 1 moment mag kiezen waarbij je geen klachten krijgt, welk moment zou je kiezen, 

ontbijt, lunch, middag snack, avond eten, avond snack, Warme dranken, koude dranken, 

koffie, elders. 

- Als je 1 product in de markt zou mogen zetten waar je geen last van krijgt, wat zou dat dan 

zijn? 

-  

 

Slot 

- Is er iets wat je mist in de voedingssector omtrent pds? 

o Waar heb je behoeftes aan? 
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- Wat zou eten voor jou zorgelozer kunnen maken? 

- Wat zou eten voor jou leuker kunnen maken? 

- Hoe zou dit jou kwaliteit van leven verbeteren? 

- Zou een nieuw voeding concept wat eten en zorgelozer en leuker maakt jou kwaliteit van 

leven kunnen verbeteren?  

o Zou het ook stress weg kunnen nemen? 

- Wat vind je het alle vervelendste aan leven met pds? 

 

Extra: 

- Schaam je je voor pds? 

o Wanneer? 

- Maak je je vaak zorgen over pds? 

- Als je voedsel koopt, wat vind je dan het belangrijkste: De prijs, De voedingswaardes, De 

afkomst, De bereikbaarheid, De sociale acceptatie, De herkenbaarheid, De bereidingstijd, De 

smaak, Het uiterlijk, De verpakking, de geur, de structuur. 

- Heb je het fodmap dieet gevolgd? 

o Wat zijn je ervaringen 

o Zou je het willen volgen? 

 

Vervolg 

Super bedankt voor het mee werken! Zou ik je nog mogen benaderen voor eventuele vervolg 

onderzoeken, natuurlijk compleet onder voorbehoud, niks verplicht. 
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Insights worksheets

Idee = titel is ‘iedereen heeft wel eens buikpijn?!’

- 

- 

- 
- 
- 

- 

- 
- 

- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 

- 
- 

- 
- 
- 

- 
- 
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- 

- 
- 
- 
- 
- 
- 

- 
- 
- 

- 
- 
- 

- 
- 

- 

- 

- 

- 

- 

- 

- 
- 

- 

- 

- 
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- 
- 
- 
- 
- 
- 

- –

- –

- –

- –
- –
- –
- –
- –
- 
- 
- ‘ heeft wel eens buikpijn’
- –

- –

- 

- –

- 

aankijkt…
- 

buik en voel mij verdrietig. Ik zie er niet uit in mijn bikini…
- 

macho’s
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- 

- 

- –
- –
- –

- jou en “schoonzus” gekocht 

“schoonzus” lekkerder. 
- –
- –

- 

- 

- 

- 
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- 

- 

zit over het eten in, ik kook liever zelf.  M: …. Dat kun je toch gewoon vragen, 

lastig (emotioneel), ik kijk tegen die dingen op… en overdag verder dan, een 
… En het vliegtuig 

alleen al, man, dan kom ik aan met buikpijn… En ik kan niet overal naar de wc, 
) bus zitten…

- 

- 

- 

- –
- –
- 

- 

- –
- 

- 

- 

- 
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- –

- 
- –

- 

- 

– –

- 

- 
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- 

- 

- naar een fastfood keten. ‘
eten geeft mij veel pijn’. –

–

- Menukaart bekijken en diegene met wie je uit eten bent ‘oh ik neem dit
veel zin in! Jij dan?’–

- –
ommentaar krijgen ‘och ben je weer zo veel met je eten bezig’, ‘neem 

toch gewoon, je kan het hebben’ ‘oh mag je dit ook al niet nee?’ ‘’saai hoor..’
- 

gedaan om ‘iets anders’ voor je

om hun tevreden te houden en om die teleurstelling te voorkomen, ‘dan maar 
buikpijn vanavond/morgen’ om gedoe te voorkomen. 

- Of de opmerking nadat ik eten afwijs, ‘je kunt toch gewoon extra medicijnen 
innemen?’, alsof het niets is.

- 

- 

- 

     
- Van tevoren al zenuwachtig zijn voor een verjaardag/ feestdag. Tijdens zo’n dat 

‘gewoon’ mee willen doen en vervolgens toch b

- Uit eten met vriendinnen ‘gewoon’ mee willen eten en drinken. Vervolgens zo 
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krijgen: ‘je hoeft niet altijd te zijn, geniet nou gewoon eens’ en ‘hmmmm 
wat is dit ijsje lekker’

- 
- 

- 

- – –

- 
- 

- 

- 
- Voor het sporten aan kan ik geen pasta’s met knoflook, ui en tomaat eten. 

- 
m’n linkerzijde liggen om he
m’n darmen ga ik toch vaak op m’n rechterzijde liggen omdat het beter voelt.  

- 
- 
- 
- 
- 
- 
- 

- 
- 
- 

- 

- 
- 

- 
- 
- 
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- 

- 
- 

- 

- 
- 
- 
- 

- 

- 

- 

- 
- 
- 
- 
- 
- 

- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
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- 
- 

- 
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- 

- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 

- 

- 
- 
- 
- 
- 

- 

- 

- 

- 
- 
- 
- 

- 

- 

- 
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- 

- 

- 

- 

- 
- 
- 
- 
- 
- 
- 
- Recept ‘eigen’ maken, met producten waar ik wel goed op reageer
- 

- 
- 

- 
- 
- 

- 

- 
- 
- 

- 

- Kookprogramma’s 
- 
- 
- 
- 

- 
- 

- 

- 
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- 

- 
- 
- 
- 
- 
- 

- 
- 
- 
- 
- 
- 
- 
- 
- 

- 

- 

- 

mooi uitziet, en ervanuit gaan dat de mensen met wie ik borrel ‘de buik’ 

- 
- 
- 
- 

> juist ook gezond en ‘pds vriendelijk’
‘PDS vriendelijke’ gerechten zien en eten op menukaarten in cafés en 

- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
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- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
- 
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Interview Hanneke van Dommelen 
Pds is een aandoening van de functie van het maag darm stelsel. Dus is er niks medisch te vinden, of 
geks te zien in onderzoeken, maar stoornis van de functie. Het ontstaat door een stoornis in de 
communicatie tussen de hersenen en darmen, de hersen-darm-as. Die reageert overprikkeld. Dus 
dan zijn er eerder sprake van spastische darmen. Die reageert overprikkeld op externe factoren zoals 
bepaalde voedingsmiddelen of stress. In vergelijking tot mensen die geen prikkelbare darm hebben. 
Als iemand met pds iets eet wat gas vorming kan geven zoals vezels, dan krijgt die daar veel meer 
opgeblazen gevoel van dan iemand met geen pds. Je hebt fermenteerbare vezels, en niet 
fermenteerbare vezels. De niet fermenteerbare vezels slik je in en komen in dezelfde manier uit. De 
fermenteerbare vezels kunnen mensen niet opnemen, maar de bacteriën in de darm wel. Bij dit 
fermentatie proces komen gassen vrij en ook andere stofjes die belangrijk zijn voor je darm, zoals 
korte keten vetzuren. Maar omdat je prikkelbare darm hebt reageert je darm daar niet op met een 
klein beetje gasvorming maar met een extreme reactie zoals een hele erge opgeblazen buik. En 
doordat stofjes in je dikke darm komen trekken die als gevolg van osmose reactie water aan en dan 
krijg je diarree. Het gebeurd dus allemaal in je dikke darm want daar zitten bacteriën. Mensen met 
depressie hebben een andere samenstelling van de darm flora, ze hebben daarom ook vaker darm 
klachten. Hun darmflora heeft een minder goede diversiteit.  

 



202

AppendixReport 1.2E INTERVIEW CODES

Pains
Buitenshuis
Diagnose moeilijk
Opletten en nadenken
Taboe
Niet naar de wc kunnen
Bingen
Dingen niet kunnen eten
Weinig wat helpt
Niet weten wat te doen
Dingen niet doen door klachten
Express minder eten
Weinig info
Heel duur
FODMAP dieet
Boodschappen is moeilijk
Altijd uitleggen
Slechte hulp/begeleiding medische wereld
Werk
Vakantie
Horeca is lastig

Positive insight
Op eten letten werkt goed
Kleine beetjes eten
Meerdere keren op een dag
Gewend
Vegan
People know about it
Vers eten
Probiotica
E-nummers weglaten
Ritme
Balans

Complaints
Geluiden
Steken
Opgeblazen gevoel
Wc
Buikpijn
Slecht slapen
Overgeven
Dromen
Afvallen
Darm ontsteking
Winderigheid
Aambeien

Values
Spontaniteit
Wat andere van ze denken
Zelfverzekerheid
Plezier
Controle
Zorgeloosheid
Gezondheid
Uiterlijk
Sportiviteit
Gelijkwaardigheid
Kennis
Erkenning

Gains
Kunnen eten waar je zin in hebt
Sporten
Sociale dingen doen
Samen eten
Lekker eten
Nieuwe smaken ontdekken

Ontbijten zonder klachten
Lunchen zonder klachten
Nagerecht eten zonder klachten
Avond eten zonder klachten
Snacks zonder klachten
Niet hoeven na te denken

Needs
Eetplezier
Begrip
Voldoening
Foodservice
Recepten
Contact met andere
Foodproducten
Afwisseling
Toegankelijkheid
Bekendheid
Eenvoud
Weten wat je triggerd
Duidelijkheid
Begeleiding
Energie
Vertrouwen

Quality of life
Development and activity
Fysieke welbeing
Sociale wellbeing
Emotionele wellbeing
Material wellbeing

Feelings
Gefrustreerd
Eetplezier is weg
Ongemakkelijk
Schamen
Onbegrip
Onzekerheid
Stress
Lichaam niet vertrouwen
Balen/ Vervelend
Negatieve band
Nemen de pijn voorlief
Depressief
Lullig tegenover andere
Niet 100 voelen
Angstig
Niet 100 genieten door zorgen
Vermoeid

25-4-20211QDAProj
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Destination inner self

With all the hubbub and outside influences, people lost 
themselves a little. When corona stopped the train of life, people 
were confronted with the current situation and themselves. In 
the Netherlands, in March 2021, the second chamber election 
took place, where people had to know what they stand for. This 
led to a search for their inner self. Many companies see the need 
for more depth and insight into inner values, self-awareness and 
determination. With new products and services they help people 
to reach this final destination.

Woke Heroes (WokeHero, sd)

Woke Hero is a social therapy 
wellness platform launched by former 
tech exec-turned therapist Avantika 
Dixit. The platform is designed 
as a “roadmap for understanding 
ourselves and how we relate to the 
world and to each other.” (Mahas, 
2021). They offer online workshops 
about impact, love, wellness, self-
love, detox and soul love. 

Mastering Mindful Eating (BABB, 
2020)

The search for our inner self 
includes listening to our bodies. 
Intuitive eating is a growing trend. 
In fact, data from the International 
Food Information Council Federation 
finds that 39 percent of Americans 
are newly interested in mindful 
or intuitive eating, practices that 
emphasize listening to your body and 
its needs when determining what 
and how to eat. “Mindfulness has 
been bubbling up for the past year or 
two,” says Brigitte Zeitlin, MPH, RD, 
“but I think COVID-19 has escalated 
the conversation.” (Amburg, 2020). 
We can see this by for example new 
books on the market like ‘mastering 
mindful eating’ by Michelle Babb 
which transform your relationship 
with food and develops healthy 
eating habits through mindfulness.

Headspace guide to meditation 
(Netflix, 2021)

In collaboration with the mediation 
app Headspace, Netflix developed 
a meditation series. In the series 
Headspace Guide to Meditation, the 
basics of meditation and how it can 
help people be more present and 
less distracted in everyday life are 
explained. The series consists of 
eight 20-minute episodes, each with 
a different theme such as managing 
stress to embracing gratitude. This 
shows that even one of the most 
attention-grabbing organizations 
like Netflix is responding to this 
change in values and needs. Image 
(Streamwijzer, 2021)
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Real Deal

People are not only searching for the deeper meaning in 
themselves but also in brands and companies. They want 
this purpose to align with their own purpose, values and 
needs. As a result, more and more companies are focusing on 
communicating their core values. This allows people to invest 
in products with a corresponding purpose. When companies 
have very strong values, people will join brands themselves 
and wear them as if it is their new religion, which leads to more 
togetherness. In the Netherlands they say ‘merken zijn de 
nieuwe kerken’ – ‘brands are the new churches’ (Branding, sd) . 

JustSalad (JustSalad, sd)

JustSalad is the first US restaurant 
that adds carbon labels to its menu. 
The score for each menu item will 
be calculated in partnership with 
a team at the NYU Stern School of 
Business, and will indicate the total 
estimated greenhouse gas emissions 
associated with the production 
of ingredients in each menu item. 
They also offer many plant based 
options with lower carbon footprint  
than animal-based products 
(TrendWatching, 2020). They 
show their purpose of being eco-
conscious.

Heineken (Heineken, sd)

Heineken unveiled a new campaign 
featuring two formula 1 world 
champions with the deeper message 
of ‘when you drive, never drink’. 
Because whether you’re a Formula 1 
champion or the hero who’s driving 
everyone home, always remember 
even just one beer is too many. The 
TV commercial highlights that no 
matter how confident a driver you 
are, the best driver is always the 
one that doesn’t drink and drive. 
The film is unveiled on tv, social-
media and online in different formats. 
Heineken is committed to responsible 
consumption and uses the power of 
the global Heineken® brand to make 
moderate drinking cool which shows 
their deeper purpose (Heineken, 
Heineken® unveils new “When 
You Drive, Never Drink” campaign 
featuring two Formula 1 World 
Champions, 2020).

Reframd (Reframd, sd)

Reframd creates glasses especially 
for people with wide and low nose-
profiles. Often traditional glasses fit 
poorly on black people since they 
are designed for the shape of white 
peoples noses. They also make 
personal glasses by parametrically 
adjust frames based on 3d models. 
Reframd’s deeper purpose is to 
offer glasses for everyone without 
excluding certain groups of people 
within society. Wearing Reframd 
glasses makes a statement of 
inclusion. 

Genuinfluencers

There are different types of influencers of which one of 
them are Genuinfluencers. Genuinfluencers are focused on 
making a positive impact. During this pandemic, the spread 
of misinformation has led to more people seeking for true 
information. Agencies like the World Health Organization to 
reach out to these more responsible influencers to post accurate 
information about COVID-19 (STANLEY, 2020). These influencers 
have more deeper purpose like social activism, moral and ethical 
beliefs above all else for these influencers (Richmond, 2021).
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The name is BOND

As a counter-reaction to the growing individualization, the 
overshooting egocentrism of the performance society, and 
digitalization which substitutes analog for digital, people crave 
to re-connect with humans and the planet. COVID has reinforced 
this change. People are looking for consolation and support 
from each other, and want to face this difficult time together: 
bonding.

Broquet (Thinkerbell, 2021)

The Australian florist Fig and 
Bloom has teamed up with creative 
agency Thinkerbell to create a dry 
flower bouquet especially for men. 
with this bouquet, they give men the 
chance to console and support each 
other during this difficult time by 
sparking conversations. With this still 
fairly new way of connecting for men, 
they aim to reduce the suicide rate 
among men. (Thinkerbell, 2021)

TeaWithStrangers 
(TeaWithStrangers, sd)

Tea With Strangers is a 
community organization that’s all 
about making our cities feel more 
like neighborhoods by breaking 
the barriers between strangers 
because ‘neighborhoods make us 
feel like someone has our back’ 
(TeaWithStrangers, sd). 1 person 
hosts a tea time, and 5 stranger 
meet up for a 2 hour long ‘tea time’ 
in a public space. The intention is 
for the group to have a meaningful 
conversation. The hosts are trained 
to facilitate and create the space 
for a meaningful conversation 
(Pfortmüller, 2019). And even tough 
public spaces are closed due to 
COVID, tea times can be held via 
online services as Teams as well. 

PEEK (Peek, sd)

Peek offers special travel 
experiences to share with friends 
and family all over the world. Since 
COVID made travelling impossible, 
they started offering special virtual 
experiences like Virtual Chefinar, 
Mixology Masterclass, Wine Tasting, 
Dances of TikTok and Drag Queen 
Trivia Night. They spread the idea 
‘Don’t let COVID be a barrier to 
connecting with your clients’ by 
offering outrageously fun and 
memorable experiences for wherever 
you are (Peek, sd). Image (Dienst, 
2021)
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Super Hero

Through the corona, we have become all the more conscious 
of the precious possessions of time and our performance. 
Companies respond to these values by providing new products 
and services leading to maximum output with the ultimate 
performance. 

Foodpanda (Foodpanda, sd)

Food delivery app Foodpanda 
offers their riders bite-sized 
learning. Foodpanda themed up 
with educational platforms Gnowbe 
and Temasek Polytechnic to offer 
their delivery riders access to free 
bite-size courses allowing them to 
squeeze in some education while 
waiting for orders to come through 
(Trendwatching, 2021). In this way 
people can make most out of their 
time by working and studying at the 
same time. 

Nonfood (Nonfood, sd)

Nonfood offers micro-algae based 
foods providing all essential nutrients 
in one product. Algae’s are are plant-
based, nutritious and sustainable. 
The bars are ready-to-eat and so 
a time efficient way to eat all the 
necessary nutrients which promotes 
the ultimate health while working on 
the ultimate planet at the same time 
(Nonfood, sd).

Nootropics 

Nootropics are substances, 
drugs, or supplements that support 
cognitive function. For example the 
Genius Brand nootropic supplements. 
‘They offer a safe, natural way to 
unlock the inner Genius - Unleash 
your creativity, enhance focus, 
improve memory, and more’. 
Nootropics help to get the most out 
of our brain performance. Genius 
Brand offers special supplements 
for ultimate joy, consciousness, 
mindfulness but also special 
supplements for the ultimate gaming 
performance (Geniusbrand, sd). 
Image (Nootropics-shop, sd)
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Bed of roses

People not only want to maximize their ability and 
performance, but also strive for maximum happiness. Because 
many activities have been cancelled due to COVID, people try 
to enjoy the things that they can do at home. Small enjoyment 
moments, spending the money on luxury. No bag of chips on the 
couch, but a real drink board. Even the lager has been replaced 
by special beers. People show the need for small-scale ways to 
get a dopamine boost and feel special and cared for and value 
enjoyment, happiness.

Avital virtual events (Avital, sd)

Avital offers luxury virtual events 
that can be followed at home. For 
example, Virtual Mixologist, Virtual 
Chefinar, Virtual Flavor Tripping 
and Virtual Wine tastings. Al the 
necessities come in a luxe box and 
are hosted by award-winning culinary 
experts. They offer the perfect luxury 
at home. 

Old Pulteney (pulteney, 2020)

Old Pulteney created a 
soundscape video to watch 
alongside a dram of Old Pulteney 12 
Years Old Whiskey. With this video 
they wanted to bring a taste of the 
sea to all, transporting people to 
the tranquil sights and sounds of 
the home of The Maritime Malt as 
a luxurious product experience at 
home. 

CookLikeAChef (Cooklikeachef, sd)

CookLikeAChef offers meal boxes 
that allow you to enjoy signature 
dishes from the very best restaurants 
in the Netherlands at home. Chefs 
with a Michelin star have already 
done the prep work, and at home 
only the final touches need to be 
applied using simple instructions. So 
luxury meals can be enjoyed at home 
(Cooklikeachef, sd).
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Battery low

The pressure to perform, combined with the enormous 
amount of stimuli screaming for attention, resulted in a need 
for rest and relaxation in society. COVID expanded on this. 
Uncertainty, disruptive measures and stress made people 
value balance, time and care for themselves more than before. 
The market is responding to this by offering wellness-related 
products and services to recharge the drained battery.

Good Night snacks Nestlé 
(goodnightfood, sd)

What better way to get rest than 
sleep?  Goodnight from Nestlé 
understands the critical connection 
between getting good rest and living 
each day to its fullest. ‘In a world 
that is ever-more connected, hectic 
and stressful, we believe that simple, 
non-pharmaceutical methods are 
the best way to get ourselves back 
to resting right’. They developed 
snacks that contain 3 sleep-
promoting substances, L-THEANINE, 
MAGNESIUM and CASEIN PROTEIN. 

Wellbeing sabbatical (Kamalaya, 
2020)

Kamalaya is a Wellness Sanctuary 
and Holistic Spa Resort in 
thailand. They offer a WELLBEING 
SABBATICAL PROGRAM of 21 
days. The program is designed 
to counteract the stresses of 
contemporary lifestyles, such as 
exhaustion and even adrenal burnout, 
and guide you towards a healthier 
and more balanced life going 
forward. The program includes a 
revitalising treatments such as Royal 
Ayurvedic Massage, Shirodhara, 
Vital Essence Oil Massage, Tension 
Relief Massage and other healing 
modalities designed to release 
physical and mental tension and 
restore balance and relaxation 
(Kamalaya, 2020). 

FRAMED salon (Framedsalon, sd)

Framed Salon is a beauty salon 
with the focus on mindful beauty. As 
they say ‘framed is a sweet retreat 
from busy urban life’. They offer a 
variety of treatments, all of which 
are given as a wellness experience. 
Besides that they present Mindful 
Mondays. Each Monday a special 
guest offers wellness and mindful 
workshops (Framedsalon, sd). 
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Oh My Gut 

It is becoming increasingly clear how important our gut is to 
one’ s overall health. In this respect, the discovery of the brain-
gut axis plays a major role, showing that healthy gut is not only 
of great importance physically but also mentally. LATEN ZIEN 
WAAR DIT IS UITGELEGD. After all, our intestines are called the 
second brain for a reason.

IRI point-of-sale and OTC market data has revealed that 
consumer awareness of digestive health issues is largely driven 
by new research studies mentioned in the media and large-scale 
advertising campaigns (Iri, sd). Within the last decade, the US 
digestive health market has nearly tripled in size and is predicted 
to reach $5.7B USD by 2024. 48% of US consumers agree that 
good digestive health is key for overall wellbeing, and many 
consumers seek gastric health solutions (FONA, 2020).

BUIKGEVOEL (Activia, sd)

In the Activia podcast Belly 
Feeling, Sophie Frankemolen talks 
to experts and her friends. The 
topic: everything you didn’t know 
you wanted to know about your gut. 
Through a collaboration with the 
Dutch platform Linda they manage 
to inform many people about the 
importance of good gut health for 
body and mind. They do this by 
sharing recipes, interviews and 
useful tips on a special Bellyfine page 
(Linda, sd). 

YOGA THERAPY 
(TheYogaTherapyInstitute, sd)

Theyogatherapyinstitute offers an 
online course of yoga specifically 
designed for people with bowel 
issues. It is becoming clearer how 
our lifestyle affects the gut. Through 
this online course gut symptoms can 
be reduced by special movements 
and a calm mental state. They also 
offer courses for yoga teachers 
specifically focused on teaching 
gut-friendly yoga classes. One of 
the classes they teach is about IBS 
(TheYogaTherapyInstitute, sd). Image 
(Superyoga, sd)

Gut Skin Axis (LAWRENSON, 2020)

Whereas the brain-gut axis received a great amount of 
attention in the media, a new phenomenon is now emerging - 
the brain-skin axis. Nowadays more and more people are aware 
of the influence of the gut over our entire body, including our 
skin. Beauty platform Byrdie, for example, is also increasingly 
posting content about the brain skin axis and offer special 
probiotic supplements that improve skin by maintaining gut 
health.. “The gut and skin enjoy a constant dialogue via what 
has become known as the gut-skin axis. While symptoms of gut 
health issues can be incredibly varied, the skin is often a great 
barometer for what’s going on inside the gut.’’  (LAWRENSON, 
2020).

Kellogs Happy Gut Range (Kellogs, 
sd)

Kellogs has released a special 
gut-healthy breakfast cereal line. 
It contains a special kind of fiber, 
wheat bran fibre, that stimulates 
digestion and ensures a healthy 
microbiome. One serving of the 
breakfast cereal meets one-third of 
the recommended daily fibre intake. 
So Long, Misery Guts - Hello Happy 
Guts! (Kellogs, sd).
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Upgreat

We realized out that our old lifestyle was not the healthiest. 
Therefore, people need an upgrade of our system which is 
made possible by the growing technological and scientific 
possibilities. With the growth of individualization, people are 
showing the need for more and more personalization. This need 
combined with the growing value for health leads to products 
and services that can promote the health of a specific group of 
people through technology, data and scientific insights. We can 
see this need in Amercia where 18% of Americans use an app 
or health monitoring device to track their physical activity, food 
consumption or overall health; 45% of users say it helps greatly; 
66% say it led to healthy changes they otherwise wouldn’t have 
made (Lempert, 2020).

Rootine (Rootine, sd)

Flinndal (a vitamin webshop) 
partners with Rootine (personalized 
food company) to offer personalized 
health products. First people take 
a 19 question long quiz to develop 
a unique nutrient baseline. Further 
personalization comes from a DNA 
test. The combination of the quiz 
and DNA test results in precise 
and accurate formula with up to 18 
micronutrients to best support the 
body. Afterwards people can order 
the perfect mix of micronutrients 
which reduces stress, increases 
energy, creating an impenetrable 
metabolic foundation and improve 
total-body health by optimizing 
cellular function (Rootine, sd). 

#GiveAShitForScience 
(FastCompany, 2020)

Connecting to the Oh My Guts 
trend is #GiveAShit For Science. 
A winner of Fast Company’s 
2020 World Changing Ideas 
Awards. Seed Health, a microbial 
sciences company, and Auggi, 
an artificial intelligence-based 
gut health platform, started the 
#GiveAShitForScience. They ask 
public to snap a pic of their poop. 
The photo’s train artificial intelligence 
which can recognize healthy versus 
unhealthy stool, and make it easier 
for those with chronic gut conditions 
to better track their own health. 
Equipped with that information, Auggi 
can then provide direct feedback 
to its users, who can try different 
diets and get quick feedback on 
how that impacts their GI symptoms 
(FastCompany, 2020).

Nike NTC Menstrual cycle (Nike, 
sd).

The Nike Training Club is an 
online platform supported by various 
sports apps, podcasts and sports 
apparel. Among other things, they 
offer personal training plans, and all 
workouts and training sessions can 
be tracked through the app. Nike has 
recently added a new item about 
menstruation. They have researched 
which workout plans fit best at which 
time of the menstrual cycle and thus 
help women adjust their workouts to 
their own periods. They also provide 
matching lifestyle and nutritional 
advice. Learning to train to your 
cycle can help you manage stress, 
boost immunity, understand your 
metabolism and improve your sport 
performance (Nike, sd).
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NaturoPath

Technology has greatly contributed to our health in recent 
years. From pre-packaged food to hyper-personalized services, 
with both negative and positive health effects. This extreme 
technological change also provokes a counter-reaction. With 
all the technological changes, people feel alienated and have 
a greater need for traditional, walking the natural path to 
maintaining a healthy lifestyle.

Ice bathing

Instead of promoting processed 
supplements and medicines, we now 
see more and more celebrities taking 
ice baths, such as Lady Gaga, Joe 
Wicks, Jack Dorsey, Andy Murray 
and Naomi Osaka. The forerunner 
in this is Wim Hof, the ice man. “a 
cold shower a day keeps the doctor 
away.” And he may not be wrong, a 
large Dutch study found that  people 
who regularly took cold showers 
took 29 per cent less sick days than 
those who did not. Ice baths are 
said to provide many health benefits 
such as boosting the immune 
system, reducing stress, sleeping 
better and having more energy. It a 
simple natural way to promote health 
(Fitzmaurice, 2021). 

Sourdough bread

In the past year, sourdough 
bread has become tremendously 
popular. Partly because it is the 
new quarantine hobby of many, 
partly because it is the traditional 
healthy way of baking bread. People 
are noticing that they suffer from 
the quickly produced breads with 
commercial yeast. Sourdough bread 
contains only water, flour and salt. 
Wild yeast in the air causes the bread 
to rise. Because this yeast does not 
work as fast as commercial yeast, 
the dough has more time to develop. 
This makes it for many people easier 
to digest than regular bread. It also 
contains healthy bacteria that benefit 
the intestinal flora. (Laura, 2020).

Rice and Glow (RiceAndGlow, sd).

On tiktok, we see a hair care 
trend emerging where people wash 
their hair with rice water. Also in the 
grooming industry, we see more and 
more people letting go of processed 
hair products and trying to get their 
hair strong and healthy again through 
centuries-old traditions. Rice water 
has been a staple in both skincare 
and haircare for hundreds of years 
in ancient Japanese and Chinese 
cultures. Originally it is made by 
boiling rice in a clay pot on open fire, 
adding fragant ingreidents, drain 
it, and let it ferment for days up to 
months.. Studies have shown that 
a compound found in rice, called 
inositol, can repair damaged hair 
by infiltrating deep into damaged 
hair shafts (Djemesi, 2020). 
Companies like Rice and Grow act 
upon this by selling fermented rice 
water treatments or rice serums 
(RiceAndGlow, sd). 
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Checking

words, it tests if it achieves ‘future   (Sutmuller, 2017)

 
 (Sutmuller, 2017)
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knowledge of multiple stakeholders, communicating information in a different way which isn’t 
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People with IBS don’t 
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Concept carriers
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€ 2.915,63 € 1.078,00
€ 1.837,63

3.2 CONCEPT MARKERS
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marker describes which look and design suits the ‘Look & feel’ of people with IBS.
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4.1 IMPLEMENTATION PLAN

The advice is to present the I Gut This idea to a well-
known non-fiction publisher by means of the concept book (attached to this report, both EN and NL), supplemented by a 
strong sales pitch (like Dregon’s Den).
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in collaboration with the Voedingscentrum a warm meal costs on average € 2.78 in fresh ingredients

wastage (approx. 10%) and stocks (approx. 6%), you will pay a maximum of around €3.70 per person for an average 

4.2 NUMBER CALCULATION
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FONTYS ACI 

RESEARCH PLAN 
Improving Quality of Life of people with irritable bowel syndrome 

Dommelen,Sil S.F.M. van 
12-1-2020 
 (Philine, sd) 

5.1 RESEARCH PLAN
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Research Plan 
Since some readers are Dutch, and this research plan contains many scientific terms, here are some 
translations that could come in handy reading this report.  
 
Irritable bowel syndrome (IBS) = Prikkelbare darm syndroom (PDS), spastische darm. 
Intestinal wall =   Darmwand 
Abdomen =    Buik 
Urge to go =    Aandrang 
Stool pattern =    Ontlastingspatroon 
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1. Preface 
This project revolves around the irritable bowel syndrome (IBS). Not because I suffer from it myself, 
but because I see that it affects the quality of life of many people in my surroundings. The physical 
complaints of people with IBS highly affect their emotional, and social wellbeing. Where I enjoy 
dinners, holidays, or social gatherings, people with IBS often can’t due to the painful effects of eating. 
I would like to improve their quality of life so we can enjoy food together.  

A concept about the irritable bowel syndrome is needed because it is a condition that many people 
suffer from without knowing what to do about it. At least 10% of the Dutch population has IBS, but 
worldwide research indicates that up to 20% of the population could have IBS complaints (PDSB, sd). 
Even though the high prevalence, the cause is not clear yet and it is hard to diagnose. It is a lifelong 
problem and there is no cure (NHS, 2020). That is why a concept is needed that makes living with IBS 
more comfortable and joyful. 

I came to this topic through a meeting with a dietitian specialized in gastrointestinal problems. She 
mentioned that many of her clients suffer from IBS. I attended one of her consultations with a person 
with IBS and I was shocked by the issues the client had. These issues went beyond physical 
complaints. After preliminary field research, I found out that many people with IBS are for example 
scared to go out for dinner or meeting up with friends, have trouble doing groceries and cooking 
meals. This makes them stressed, worried, and depressed. Some explained that they would also like 
to enjoy good food without thinking, adjusting, or dealing with complaints. There are so many 
possibilities in the food industry and there are so many people with IBS, I feel like something should, 
and can be done, to help these people towards a more joyful relationship with food.  

Where many people see a problem, I see an opportunity. The fact that there is no cure for the 
physical pain of the syndrome, doesn’t mean there is not a cure for emotional pain. I want to 
combine my passion for food and nutrition with my trend research and concepting skills to make 
food and eating more joyful and carefree for people with IBS. They deserve to enjoy food as much as 
I do, and I will do the best I can to achieve this.  
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2. Background and problem analysis 
What is IBS 
This project revolves around irritable bowel syndrome (IBS). This is a chronic illness without a clear 
cause and cures. People with IBS suffer from a disturbance in the function of their digestive system, 
especially in the gut. More than 60% have extra sensitive nerves in the intestinal wall which leads to 
many complaints after eating certain foods (Mlds, sd). The most occurring complaints are pain in the 
abdomen and an abnormal stool pattern. Some suffer from constipation and others from diarrhea or 
an alternation of these two, combined with untenable urges to go. Other complaints can be 
flatulence, bloating, and fatigue (Pdsb, sd). The complaints can be worsened by feelings of stress.  
 
What are the pains of the target group 
People with IBS do not only suffer from physical complaints. During preliminary research, an online 
survey is spread amongst 75 people with IBS in the Netherlands about the influence of IBS on their 
quality of life. 45 respondents indicated that their emotional well-being, and 34 that their social 
well-being, is much too very much hindered by the physical complaints of IBS. Besides that 35 
respondents indicated that their development and activities are much too very much hindered. In 
the open questions, the respondents explained that due to the physical complaints after eating, they 
often do not attend or are afraid to attend social activities and activities outdoors because they feel 
embarrassed or suffer from pain. They explained that this emotionally hurts them, which shows 
their values of togetherness and activity. Besides that many find it difficult that they always have to 
pay attention and think about what they eat and do not know what’s coming, which shows their 
values of control, carelessness, and relaxation. They would like to eat delicious food (along with 
others) without having to worry so much which shows values of enjoyment and satisfaction. Since 
their values can’t be met, their emotional and social wellbeing is affected.  

These outcomes can be confirmed by an international survey conducted by the Gastrointestinal 
Society amongst 1966 people with IBS. They found out that people with IBS frequently report feeling 
depressed, embarrassed, and self-conscious. According to the International Foundation for 
Functional Gastrointestinal Disorders, individuals with IBS restrict their activities an average of 73 
days out of the year, which is 20% of the days and more than one day a week (Iffgd, 2018).  

Research has shown that stress increases and fuels the physical complaints of IBS (Darmgezondheid, 
sd). This creates a vicious circle in which the physical complaints lead to emotional complaints which 
in turn lead to physical complaints and so on. A concept is needed that breaks this circle to improve 
the quality of life from both sides. This project focuses on the emotional and social pains by creating 
a concept that makes food and eating more joyful and carefree for people with IBS. 

Beneficial developments 
An advantageous development in the health sector is that preventive healthcare is rising (Orange, 
sd). People are getting more in charge of their health to prevent illness. For people with IBS, it 
implies that by reducing their emotional pain (and so reducing their stress level) they can prevent 
complaints and improve their Quality of Life. This development shows that this project is future 
proof.   
 
Besides that, consumerism and individualism are rising. This means for the health sector that 
creating value for patients is getting more important these days. The focus is shifting towards a 
holistic patient experience (Reh, 2020). Healthcare is focusing on the overall wellbeing of the patient, 
not only on their physical pains. This creates the opportunity for a future proof concept focusing on 
reducing emotional and social pains to improve health.  
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Another change in the health sector is that the boundaries between stakeholders have become 
increasingly blurred. Deloitte Centre for Health solutions stated that in 2022 the health care 
landscape has changed significantly with non-traditional health care players using their expertise and 
knowledge of consumers, partnered with traditional providers, to deliver a more customer-focused 
experience of health care (Deloitte, 2017). This provides a perfect opportunity for a lifestyle 
professional. Using expertise and knowledge about the specific target group, organizations, sectors, 
and trends, in combination with health experts and stakeholders to improve the Quality of Life of 
people with IBS. Further research is needed to find out the main stakeholders in relation to the 
problem and their importance.  

Research and stakeholders 
Food has a big impact on the life of people with IBS. Food companies are the main stakeholders have 
the biggest influence on the target group in relation to their problem. However they can make a big 
difference in the way how people with IBS experience their quality of life, especially regarding the 
subject of this project. Looking from an organization's perspective, a project around people with IBS 
can be very beneficial within the food sector. Since the group of people with IBS is so big within 
society, it can be a very valuable target group for food organizations to focus on. At the moment 
there are not many organizations that do so. Starting as a pioneer is a good opportunity to directly 
connect to the target group without competition. That is why this project will search for a 
commissioning party within the food sector, for example, food producers or supermarkets, or 
catering industries. 
 
A lifestyle professional looks from a holistic perspective. To create a concept for this project that 
creates value on various levels, more in-depth research from multiple angles is needed. An important 
part that requires more research is influential and beneficial stakeholders. Not only within the food 
sector but also in for example the health and leisure sector, which connect to the emotional and 
social wellbeing of the target group. Stakeholders for this project can be for example doctors, 
dietitians, hospitals, supermarkets, restaurants, food delivery companies, governments, and even 
travel organizations.   
 
To find out which specific stakeholders influence this project, more information about the target 
group's lifestyle and their latent values and needs are needed. Besides that, information about 
trends within society to create future proof and innovative concept is important. More extensive 
information around the sectors of food and health is preferable to create an appropriate concept 
that fits within the lifestyle of the target group and the corresponding sector. All in all, we need 
research on 4 aspects, lifestyle, organizations, sectors, and trends.  
 
Conclusion 
According to the preliminary research and the online survey, it is clear that many people in society 
suffer from irritable bowel syndrome which shows the urge for this project. This syndrome affects 
their physical, emotional, and social well-being strongly by eating. Looking at the target group we can 
see that a concept to improve living with IBS is needed and demanded. 
 
Preliminary research showed that people with IBS want to enjoy food and eating without worrying 
too much. Lifestyle Professionals can see an opportunity in the health and food sector, by relevant 
developments, to design a concept that creates value for the target group by co-creating with 
stakeholders within the field. This project tries to improve the quality of life of people with IBS by 
creating a concept that makes food and eating more joyful and carefree. To do so, further research is 
needed for the design process. This research plan explains how this research will be done.  
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3. Objectives 
Design objective 
This research aims to develop a concept that creates eating pleasure for people with irritable bowel 
syndrome by making food and eating more joyful and carefree for them by the end of may 2021.  
 
Information objective 
To make informed choices in the design process, holistic insights are gained into the lifestyle of 
people with IBS older than 20 living in the Netherlands, with regards to their pains, gains, values, 
needs, and trends, main stakeholders, and developments in the food and health sector that (can) 
influence their perception of joyful and carefree eating and food.  

4. Contextual definition 
Definition of the concept: 
Concept(ing): This project aims to create a concept through a concepting process. The definition that 
this project uses is that a concept is a name or label that regards or treats an abstraction as if it had 
concrete or material existence. It is merely a representation of a certain abstraction and is always at 
a higher level than products and services and guides the actual manifestation of them. In other 
words, a concept is a detailed description of the ingredients that are required to start with product or 
service development (Sutmuller J. , 2017). 
 
Concepting is a specific way of thinking, the mental projection of an idea that is summarized in a 
higher class of equal or related phenomena or abstract relations. It is about the process which starts 
with a high abstraction level and becomes more concrete over time. It forms the connection 
between trend watching and the development of products and services. The result is a concept. 
 
IBS/ Irritable bowel syndrome: IBS is a disorder that affects the colon with many complaints as a 
result. Complaints are for example pain in the abdomen, untenable urges to go, and an abnormal 
stool pattern (Pdsb, sd). Three types are grouped by the main bowel problem that the person has. 
IBS-D (diarrhea), IBS-C (constipation), IBS-m (mixed) (Bhat, 2019).  
 
Pains and gains: The gain is an explicit need that a group of people has however the pain is then the 
impossibility to satisfy this need. 
 
Quality of life (QoL): This project aims to improve Quality of Life of people with IBS. There are many 
different definitions of Quality of Life. This project focuses on the definition of the World Health 
Organization who defines Quality of Life as an individual's perception of their position in life in the 
context of the culture and value systems in which they live and in relation to their goals, 
expectations, standards, and concerns. It is a broad-ranging concept affected in a complex way by 
the person's physical health, psychological state, personal beliefs, social relationships, and their 
relationship to salient features of their environment (WHO, sd).  
 
The Quality of Life will be perceived by the Quality of Life model from Felce and Perry (Perry, 1995). 
This model divides Quality of Life into 5 domains: physical, material, social, and emotional wellbeing 
and development and activity. By looking at the individuals' perception of these domains, the Quality 
of Life will be established.  
 
Trend: Trend is a direction of change in values and needs which is driven by forces and already 
manifests itself in various ways within certain groups of society (Dragt, 2017).  
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Scope: 
Target group: The target group of this concepting project is people with IBS. To scope this target 
group further this project only focuses on people with IBS from 20 years or older living within the 
Netherlands who daily deal with complaints after eating and feel like this affects their emotional and 
social wellbeing. 
 
Geography: This project has an international approach to gain more insights into IBS itself and trends 
and developments that may serve as inspiration or have an influence on the project. The target 
group and organization research has a national approach to keep the project scoped and 
manageable.  
 
Time: This concepting project is time-bounded. The deadline for the complete concepting process is 
the TCL graduation show in may 2021.  
 
Sector: This project has a cross-sectoral approach with the main focus on two sectors; Health and 
Food. This project aims to improve the health of the target group in terms of food behavior. 
Developments and stakeholders within these sectors will be researched. This doesn’t mean that this 
project hasn’t a cross-sectoral approach. By looking holistic, trends, and developments that influence 
these sectors are also used.  
 
Organization: This project will be created by co-creation with a commissioning party. The exact 
organization is not clear yet. The exact organization will be chosen when it is clear which company/ 
organization has the opportunity to create value for both the target group, as the company itself, 
within the ecosystem in society. 
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5. Research questions 
To find the right information, research questions are created. To obtain a holistic perspective, 
research questions are created according to the LOTS. This stands for Lifestyle (target group), 
Organization, Trends, and Sector.  

1. What are the pains, gains, values, and needs of the target group with regards to joyful and 
carefree eating and food? 
It is important to find out how the improvement of quality of life can be achieved. Therefore 
we need to know where are the biggest pains and gains and which values and needs they 
have. This question will be further elaborated to get a complete image of the target group, 
who they are, what they want, and the connections with stakeholders. Besides that, it is an 
important iteration from the preliminary research to check whether joyful and carefree 
eating will improve their quality of life for sure. 

2. Which developments and stakeholders in the health and food sector contribute to the 
target group and carefree and joyful food and eating? 
It is important to know which developments within the sector influence the goal of this 
project positively or negatively. Insights need to be gained into the stakeholders and the 
value flow (regarding IBS) within these sectors, to know where is an opportunity for value 
creation and where is not. 

3. Which stakeholders (arrived from questions 1 and 2) can/ would like to be, a valuable and 
beneficial commissioning party for this project? 
At this stage, it is important to have a commissioning party to give the research a more 
narrow scope. That is why it is crucial to investigate what stakeholders can contribute to 
more joyful and carefree eating and food for the target group. Besides that, it is important to 
find out where value can be created amongst the company/organization itself.  

4. What is the mentality of the commissioning party (arrived from question 3) also regarding 
the target group and joyful/ carefree eating and food? 
It is relevant to know what the overall mentality of the commissioning party is (including 
strengths, weaknesses, opportunities, threats, vision, mission, and goals). Besides that, it is 
important to find out the connection to the target group and the project subject to find out 
how they can contribute.  

5. Which societal trends are related to the target group/ the commissioning party, and joyful 
and carefree eating? 
It is relevant to know what changes in values and needs within a society connect to values 
and needs from the target group. It leads to insights for the design phase and helps to 
examine the effectiveness and sustainability of this project. Besides that, it is useful to know 
trends that are connected to the commissioning party. This helps to obtain a holistic view of 
the project and create value on all levels. Also, trends that serve as inspiration for a joyful 
and carefree food concept are beneficial. 
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6. Research design and accountability 
Design process 
To reach this goal in this project, the following design process will be used: 

 

The preliminary research phase is finished. The next phase is the research phase.  

Research phase 
The goal of the research phase is to collect relevant insights that together form a solid base of 
information that can be used during the design phase. The research will be done according to the 
LOTS and its corresponding research questions formulated above.  

Lifestyle research – Target group 
1. What are the pains, gains, values, and needs of the target group with regards to 

joyful and carefree eating and food? 
 

The goal of lifestyle research is to provide a clear and up-to-date picture of the target group and the 
associated manifest values and needs (Sutmuller J. , 2018). To achieve this goal the first question 
needs to be answered. This will be done through desk research for secondary data and field research 
for primary data. The research focuses on qualitative insights to understand the thoughts and 
experiences of the target group and may very occasionally use quantitative insights to confirm the 
assumptions and generalize facts.  
 

 

Preliminary 
research phase

Preliminary research

Research Plan

Research phase

Design oriented 
research based on 
research questions 

(LOTS)

Value Fit 

Concept statement

Research Report

Design phase

Diverging

Converging

Activating

Checking/ testing

Choosing 1 concept 
design

Realization phase

Concept defenition

Concept markers

End result

Explore Generate Evaluate Report



255

AppendixReport
 

Pa
ge

10
 

This research is structured into 3 steps. In the end, all the insights will be reported in a research 
report. The research will follow this order however sometimes it is needed to go back and forward to 
iterate and confirm the founded insights.  

Explorative research 
Explorative research helps to gain more in-depth insights about the target group and their context. 
The following tools will be used: 
 
Online desk research. Insights around the target group, their life with IBS, and their perception of 
joyful and carefree food and eating will be gained on the internet and saved within an online 
document. The sources of the insights will be checked on the validity to ensure reliability. Besides, 
that multiple sources will be compared for reliability. According to these insights, some broad 
assumptions will be written down in the same document. 
Individual interviews. Individual interviews are sessions for around 30 minutes where the 
interviewer talks with someone from the target group according to a list of questions. This list of 
questions is made using an operationalization scheme and will focus on IBS, Food, Eating, Lifestyle, 
and QOL to gain insights into their attitude, beliefs, and desires. During preliminary research, a list of 
27 people who would like to participate in the project is created. 5 people out of this list will be 
asked for this interview. The interviews will be recorded, notes will be made and there will be a 
transcription made afterward. There is chosen for individual interviews because it leads to more in-
depth insights since the participant gets more personal attention. Besides that, IBS is a personal topic 
and individual interviews will give the participants more privacy which leads to more honest and 
reliable insights. The assumptions from the desk research will be iterated by the interviews to 
implement triangularity. 
Expert interviews. Expert interviews will be held with a dietician specialized in gastrointestinal 
problems. The contact with this dietitian is already been made. The interviews will be recorded, 
notes will be made and transcription will be made afterward. This helps to gain insights around the 
target group from a different perspective within the field. By combining the insights of the target 
group with insights from the expert, a picture can be drawn about the relationship between the 
experts and the target group and their context.  
Desk research. Online desk research can be done again based on the find information if necessary to 
implement triangulation with secondary data. This will improve the reliability of the insights. 
 
Generative research 
Generative research helps to deviate from the beaten track. Questions are asked indirectly different 
from the explorative research. Together with the target group the researcher experiments with the 
subject. This activates the target group and generates creative input for the design phase. The 
following tools will be used: 
 
Diary ethnography. During the diary ethnography tool, 10 people out of the target group lists will be 
asked to keep a diary for a day about IBS. It will help to gain insights into the specific situations where 
IBS affects the Quality of Life of the target group, and what stakeholders, pains, gains, values, and 
needs influence it. This iterates the assumptions around QoL from the explorative research. Besides 
that, it helps to gain insights into the lifestyle of the target group.  
What I eat in a day. During this tool, 10 people out of the target group lists will be asked to 
creatively show their current perception of food and eating and their perception of joyful and 
carefree food and eating. This focuses on what, where, when, how, and with who the target group 
eats, and when IBS is troubling. Personal follow up questions will be asked to implement laddering 
and find the underlying reasons. These conversations will be recorded and transcribed. The 
outcomes will be saved in the online document. This will help to analyze what pains hinder their 
biggest gain the most. Besides that, it helps to create a more narrow focus on the intended outcome 
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of the project. The founded insights around pains, gains, values, and needs will be iterated to check 
their validity. 
 
Evaluative research 
During the explorative and generative research, phenomena are documented and selected which 
lead to research insights. It is time to use these insights to find relevant knowledge. The following 
structure (Inspired by Inez Groen and Kim Versluis) will be used (Groen, 2018): 
 

 

 

From research insights to information: 
Analyze. All the insights will be reviewed again to get back to the insights that perhaps are already 
forgotten. 
Customer journey. A customer journey will be created to visualize the insights from the dairy tool. A 
customer journey visually shows the path of sequential steps and experiences of the target group 
throughout the day. This helps to analyze the full experience of the target group. 
Coding. The documents of the desk research, the transcriptions of the interviews, the diaries, and 
the ‘what I eat in a day’ creations will be coded. Coding means breaking the insights apart and 
creating clusters of overlapping insights by giving them a specific label/ code. This will be done by 
highlighting and scribbling on the insights. 

• Open coding: Open coding means coding without judgment or influence. First, theme codes 
will be used to show what is about which subject. Then variation codes will be used to 
explain the content.  

• Axial coding: Axial coding means finding overlapping codes and creating connections to 
generate common information. These will be combined with keywords from the research 
questions like pains, gains, values, and needs. 
 

From information to knowledge 
To summarize the found information and to create useful knowledge, the information (and the 
codes) need to be compared and combined. The following tool will help with this process; 
 
Analysis scheme. Via Excel, a scheme will be created within the rows, the research tools, and in the 
columns the keywords/ codes like pains, gains, values, and needs. The information from the coding 
will be placed within this scheme to create a clear overview. The information will be compared and 
combined with a written summary to generate knowledge.  

Phenomenon •Document
•Select

Research 
insights

•Analyze
•Code

Information •Compare
•Combine

Knowledge •Visualize
•Reporte
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Empathy map. An empathy map helps to summarize what the target group thinks, feels, hears, and 
sees. This will be done by creating a visual overview of the compared and combined information 
divided by the different topics (see, hear, feel, think, pain, gain).  
 
Report 
The knowledge needs to be reported to present it to others. This will be done in a visual and in a 
written way; 
 
Lifestyle analysis. Within the research report, written conclusions about the found knowledge will be 
written with the most relevant and useful findings. This analysis gives a clear overview of the target 
group and answers the lifestyle-related research questions. The focus will be on the most relevant 
pains, gains, values, and needs.  
Persona. All the knowledge of the target group will be combined into a persona. A persona defines a 
target group in a visual and well-organized manner. This gives everyone the same picture of the 
target group and ensures imagination during the design phase. 
 

Sector research 
2. Which developments and stakeholders in the health and food sector contribute to the 

target group and carefree and joyful food and eating? 
 

The goal of sector research is to get a clear picture of the food and health sector. It helps to find out 
where are opportunities to create value. The research questions help to achieve this goal. By looking 
at what developments are happening within the sector we can also identify the stakeholders and 
their value flow. To achieve this the following tools are used: 

Desk research. Desk research will be used to gain more secondary knowledge about the sectors and 
current development. Besides that more research will be done on the stakeholders. The sources of 
the insights will be checked on the validity to ensure reliability. All the insights will be saved on an 
online document. 
Expert interviews. During the expert interviews from the Lifestyle research, questions around 
connections between different parties within the field will also be asked. This will help to gain a 
clearer view of value flow within the sector.  
Value flow model. The value flow model from Elke den Ouden will be used to identify the relevant 
stakeholders and the values that are important to them within the total system regarding this project 
(Ouden, 2013). This tool visually shows the interaction and the role of actors within the field 
concerning the target group. The stakeholders found in the previous research will be placed within 
this model. This helps to identify which stakeholders contribute to IBS and particular developments 
within the sectors.  
Report. All the knowledge about the sectors, their developments, and the field of stakeholders will 
be reported. Sector analysis will be written within the research report and the value flow model will 
be shown. This will answer the research question and give a clear overview of the sectors connected 
to this project. 
 

Organization research 
3. Which stakeholder (arrived from questions 1 and 2) can/ would like to be, a valuable 

and beneficial commissioning party for this project? 
4. What is the mentality of the commissioning party (arrived from question 3) also 

regarding the target group and joyful/ carefree eating and food? 
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The goal of the organization research is to gain more knowledge about a possible commissioning 
party that would like to co-create within this project.  
 
During the Lifestyle and Sector research already lots of organizations came across. Now it is time to 
connect the strengths and opportunities of organizations with the trends,  developments within the 
sector, and the pains and gains of the target group, to find an opportunity that can create value. 
Comparing different companies will be done with the following tool: 
 
SWOT. With the swot analysis tool, different companies will be analyzed according to their strengths, 
weaknesses, opportunities, and threats. These insights will be combined with insights from the 
lifestyle and sector analysis. According to these combinations, the most relevant possible 
commissioning parties will be found. All the insights will be saved in an online document.  
Maslow’s pyramid. With Maslow’s pyramid, the needs of the target group will be compared to the 
level where the organizations create value. This will help to find a company that can act upon the 
needs of the target group to create shared value. The insights will be added to the online document.  
Research. When a commissioning party is chosen it is time to do more in-depth research about the 
company to find their vision, mission, and goals that can influence the project. This will be done by 
desk research and meetings. The insights are saved in the online document.  
Report. All the relevant information will be summarized in an organization analysis within the 
research report.  
 
Trend research 

5. Which societal trends are inspiring/related to the target group, the commissioning 
party, and joyful and carefree eating? 

The goal of this trend research is to get a clear overview of trends that influence or can influence the 
project. This will help to design a future proof design. To achieve this goal, the fifth research question 
needs to be answered. This will be done by trend research. Trend research consists of three phases: 

 

Scan. First, the world will be scanned on signals to detect change. This will be done by desk and field 
research. These signals will be saved in an online Evernote database together with a detailed 
description.  
Analyze. The findings will be compared to find patterns and relationships. By asking ‘why?’ the 
deeper values and needs behind the signals will be found. Also, the bigger drivers that influence the 
change in values and needs will be researched. Signals with the same values and needs will form a 
cluster. These clusters will be written down together with the underlying values, needs, signals, and 
their bigger drivers. Each cluster will get a defining label. 
Report. To make the outcomes clear to other people, the trend research needs to be reported. This 
will be done in a visual and written way. First, a visual Trend Map will be created where the 
connection between the findings is visually shown. Besides that, a written trend analysis will be 
created for the research report. This analysis will give a clear overview of the possible direction of 
change within the current society by answering the third research question. 
 

Scan

Analyze

Report
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The outcome 
The outcome of the research phase will be a visually attractive research report with all the relevant 
information from the research. Two tools will help to prepare the most relevant insights for the 
design phase. The outcomes of these tools will be visualized in the research report as well.  

Value Fit. The gathered information will be translated into a Value Fit which will define an 
opportunity to create value that responds to observed pains and gains of the target group. This will 
be done by writing the insights down on post its, and combining these post-its. This combination is 
called Value Fit. The best Value Fit will be written down as an opportunity together with the 
corresponding pains and gains. 
Concept Statement. The Value Fit will be translated into a Concept Statement. This is a slogan 
together with a description that will illustrate which direction the project will take. 
 
The design phase 
The design phase will follow a specific structure to come up with a valuable concept: 

 
 
Diverging 
During the diverging phase, the goal is to create as many concept ideas as possible. This will be done 
by using the Value Fit and the Concept Statement as a guideline. The following tools will help: 

How can we question (HCW). HCW questions come from the Value Fit and Concept Statement and 
focus on activating the creative brain to come up with as many innovative and original ideas as 
possible. 5 HCW questions will be created for this project.  
Brainstorm sessions. During the brainstorm session, the goal is to generate as many ideas as 
possible. This will be done by co-creation together with relevant stakeholders that were found in the 
Sector research, and with other lifestyle professionals. The HCW questions will be largely written 
down on flip-overs. Then everyone will get a couple of minutes to write down the ideas on post-it’s 
that pop up in their mind and sticks them on the question. When everyone is out of ideas, brainstorm 
techniques will be used. These will be chosen at that moment to find a technique that activates all 
the participants. Photos will be taken from the post-it’s. The double post-its will be removed and the 
rest will be placed within a scheme, ordered on one side with numbers and the other side with 
letters.  
 

TestingActivatingConvergingDiverging

Many ideas Selection 
ideas

Concept 
design 1

Concept 
design 2

Final concept 
design

Concept 
design 3
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Converging 
When all ideas are generated it is time to select the most relevant ones. This will be done by using 
several tools. 

COCD-box. This tool helps to select ideas according to their feasibility and their originality by placing 
stickers on the post-its in the scheme. The chosen ideas will be placed within a big COCD canvas 
where the difference in feasibility and originality is visible.  
Concept combination. Concept designs will be created by combining ideas (post-its) with different 
feasibility and originally from the COCD box. The combination will be explained on paper and a photo 
will be taken from the post-it combination.  
 

Activating 
The three best designs will be made tangible in a way that fits the design to make them clear. This 
can, for example, be done by creating a storyboard, an infographic, or a look and feel.   
 
Testing 
It is time to test the tree ideas to find out which is the most valuable idea. This will be done by using 
the following tools: 

Pretotyping. A pretotype is the manifestation of a concept design realized in such a way that the 
intended target group can get familiar with the idea and experience it beforehand (Sutmuller J. , 
2017). The form of the pretotype will depend on which is the most suitable for the concept design. 
This pretotype will be assessed during a focus group together with 3/4 people (depending on the 
current COVID measures) out of the target group (and possibly the commissioning party) to find their 
opinion about the ideas. When it is not allowed to do a focus group, the session will be done online.  
7 Focus points. The 7 focus points of serious concepting will help to compare the ambition level of 
the concepts (Sutmuller J. , 2017). This will be done by filling in the assessment matrix with the 7 
focus points. The points are Trends, Innovations, Lifestyle, Cross-sectorality and QoL, Value, and 
Target group. The final matrix will show which concept design scores the best and show where 
improvement can be made by adjustments. For iteration, the concept design will be checked 
according to its consistency with the design goal, the value fit, and the concept statement and if 
needed be adjusted.  
Feasibility. The organizational and economic feasibility will be tested with a method that is most 
suitable for the chosen concept. According to this outcome, the design will be improved and adjusted 
to make it feasible. 
 

Realizing 
When the concept design is chosen, the realization phase can be started. The goal is to make the 
concept clear and presentable for others. This will be done in the following ways: 
 
Concept definition. A concept definition will be written which describes all the concept markers. 
Concept markers explain and show the visible and tangible manifestations of the concept as a whole. 
Think about communication, organization, physical environment, materialization, and networks 
(Sutmuller J. , 2017). 
Value framework. The value framework from Elke den Ouden will be filled in to show where the 
concept will create value within the whole system (Ouden, 2013). This tool combines different value 
perspectives and propositions into one model.  
Concept book. A concept book will be created which will contain all the relevant information about 
the concept that is needed for implementation.  
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Concept presentation. A concept presentation will be done for the commissioning party to present 
the final concept, and explain how it can be implemented. Besides that, the concept will be 
presented during the Fontys Graduation Show in may 2021. 
 

7. Project management 
It is important to oversee the whole process of the project which also implies looking at the possible 
obstacles, limitations, and risks. This will be done by looking at two focus points; the feasibility and 
the practicability to ascertain the likelihood of a concept creation that makes food and eating more 
joyful and carefree for people with IBS by the end of may 2021.  

Feasibility 
Timing: The deadline for the project is in may 2021. When everything goes as planned this has to be 
feasible. However, if there are time-consuming setbacks then some iterations or visualization within 
the process can be skipped or simplified to gain some extra time without losing relevant insights.  
Budget: At the moment there is no budget since there is no commissioning party who would like to 
invest in the project. That is why this project will be started without a budget. The process itself is 
costless however implementation of the concept possibly will cost money. When the commissioning 
party is clear, a budget will be discussed. This budget will be kept in mind during the design phase. If 
there is extra money needed, an investor can be searched by showing the research report and the 
concept book.  
 
Practicability 
Target group 
Accessibility: The target group may be harder to access than hoped. During preliminary research 
contact details from some people within the target group are already gathered. Besides that contact 
has been made with a national IBS interest group that has access to the target group. This ensures 
that the target group can be assessed however it may take some extra time, or it will lead to less 
diverse insights. The missed information will then be supplemented by extra desk research.  
Cooperation: The target group may do not want to cooperate or participate as much as hoped. When 
this happens, the research tools will be swapped by tools that require less input and effort and still 
will generate insights.  
Honesty: Working with human beings means that their honesty is not always ensured. Especially with 
topics that are still not completely understood by society like IBS. The target group may don’t answer 
honestly. The iterations and diversity within the research help to generate indirect insights as well. 
These will be combined with direct insights to detect the answers that perhaps are not right. Besides 
that, the target group will be addressed individually and collectively to see the differences.  
Commissioning party 
Finding: Finding a commissioning party can take more time than hoped. This means that creating 
direction in the concepting process can be hard. This will be prevented by already choosing a kind of 
commissioning party, for example, a supermarket. This leads to more focus on the project so it can 
continue while the research for an organization can be continued at the same time.  
Cooperation. A commissioning party can lead to extra value creation by using their knowledge and 
skills and can lead to a bigger reach and implementation. The founded commissioning party may 
doesn’t want to actively cooperate. This project plan is created that it can be executed without the 
highly concerned cooperation of a commissioning party since there is some co-creation with experts 
within the field. The value flow model will help to see which stakeholder can add value to the 
concept in what way.  
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Situation 
Corona: Corona can complicate the research since making contact with the target group is harder 
and direct contact is not allowed. This is already taken into account during the creation of this 
research plan. Technology can help to prevent problems according to corona like video calls or online 
pretotypes. 

7. Planning 
Here you can see the planning that is made for the project. At the top right, you see the official week 
numbers. These week numbers have a specific project week number. As you can see, this project will 
take around 19 weeks the first week will start in week 53. On the left, you can see which activities 
will be done.  

This is a rough estimation. Throughout the project, the planning will perhaps change a little bit. In 
week 12 there are no specific tasks to create some space for mistakes, delays, or unexpected 
happenings from the research phase. In week 13 the design phase will start.  
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