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“�TEXTBOOKS ARE 
PRODUCED ONLY 
IN THE AFTERMATH 
OF A SCIENTIFIC 
REVOLUTION. THEY 
ARE THE BASES FOR 
A NEW TRADITION OF 
NORMAL SCIENCE.”  
(KUHN, 1970, P. 144)

This book is a marketing book. But it is not your usual market-
ing book – not by a long shot. The foundation on which this 
book is based is completely different from the foundation of 

other marketing books. The foundation of this book is design. This 
book therefore positions marketing as a design science, not as 
an economic or management science. That is why we specifically 
talk about the design of marketing, something you will not find in 
standard marketing books. This design approach is most evident 
in the way we arrive at a marketing strategy in this book: through 
design thinking. This book exudes design in everything it does 
and therefore, in our opinion, this book forms the basis of a new 
tradition in marketing.

We don’t focus on design simply because we happen to like it. We 
do so because we see more and more organizations around us 
switching to a design-driven strategy. This makes it increasingly 
important to have creative skills in addition to analytical skills. 
Design is seen as a way to differentiate yourself from the compe-
tition but also as a process that puts the needs of the customer 
first. In design-driven marketing, you don’t try to sell consumers 
products they don’t really want; instead, you design a way to be as 
meaningful as possible to consumers. This approach goes hand in 
hand with social responsibility. The Social Responsibility Model is 
therefore an important gene in the DNA of this book. 

Marketing is not something you can see or touch; it is an ap-
proach, a framework that you design and use to bring about 
change. To learn this, you need to spend hours designing. This 
book also offers you that practical training. Through numerous 
exercises and ethical questions, it teaches you how to design a 
marketing strategy and present it using a marketing design poster. 
It teaches you to see how things relate to each other and to be 
responsible for the effects of your design. It teaches you to be 
aware of your own values as well as those of the customer (Value 
Sensitive Design).

With this book, we hope to breathe new life into the market-
ing landscape. We combine theory with practice, analysis with 
creativity, and science with magic. After all, marketing is both a 
science and an art, and both sides of the coin are examined in this 
book. In that respect, this book aims to be like one of Leonardo da 
Vinci’s (1452-1519) most famous works: the Vitruvian Man. Today’s 
society sees the Vitruvian Man as a work of art. But it is also a sci-
entific work in which Da Vinci presented the results of his empiri-
cal anatomical research into human proportions. It is science that 
became art. Hopefully, with the help of this book, you too will be 
able to design the happy medium between science and art. 

PREFACE

PREFACE

the Vitruvian Man by 

Leonardo da Vinci
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THIS BOOK HAS THREE OBJECTIVES:
1. 	�	To teach you the basic principles of marketing from a designer’s perspective.
2.	�To help you conduct thorough research and design a marketing strategy based on that 

research.
3.	�To inspire and intrigue you as you read it. Learning and designing can be a lot of fun!

Good ideas never come out of the blue. For that, you need inspiration. And this book is full of 
inspiring examples –– from the arts to technology, from big global brands to small businesses 
with a big impact. Besides inspiring you, this book also encourages you to think. It is peppered 
with thought exercises, generally with a moral backbone, to help you learn to think about what 
responsible marketing behavior means to you and how you want to convey that. 

THE BOOK IS BASED ON SEVERAL THEORETICAL PILLARS:
1. �Design thinking & imagination: In this book, we combine design thinking with ‘marketing 

imagination’ using a concept put forward by the renowned Harvard professor Theodore 
Levitt (1983; 1960).

2.	�Value propositions & design: This book depicts marketers as ‘value engineers’ (Kotler, 2020) 
who work from a ‘value proposition design’ (Osterwalder et al., 2014).

3.	�Consumer psychology & innovation: Because new designs are always innovative in 
nature, we pay particular attention to consumer psychology and how consumers deal with 
innovations. 

In this book, we work step by step toward designing a marketing strategy. However, we do not 
develop this strategy into a traditional marketing plan but instead use the form of a marketing 
design poster. By focusing not on writing a plan but on visualizing a poster, the emphasis is 
much more on designing and presenting ideas. It is important to illustrate how these ideas are 
related to each other. This poster has the same function as a marketing plan but is presented 
on a single large sheet of paper. The poster consists of three different parts, which we discuss in 
turn:
• 	�Investigating value (Part II). We do this using the 5C model, focusing on the Customer 

(Chapter 3), the social Context (Chapter 4), the Company (Chapter 5), and the Collaborators 
& Competitors (Chapter 6).

• 	�Designing value (Part III). To ensure Value Sensitive Design, we identify your values as a 
designer and the core values of the organization (Chapter 7). We then design different frames 
for a value proposition and work out the design principles for the marketing mix (Chapter 8).

• 	�Creating and delivering value (Part IV). Instead of developing a classic marketing strategy 
based on Philip Kotler’s 4Ps (Product, Price, Place, and Promotion), we work from the value-
oriented SAVE model: Solution (Chapter 9), Access (Chapter 10), Value (Chapter 11), and 
Education (Chapter 12). 

But before creating this marketing design poster, we first lay the groundwork in Part I. Here, we 
discuss the intersection between marketing and design (Chapter 1) and the concept of value 
(Chapter 2). Then, after completing the marketing design poster in Chapter 12, Part V focuses 
on marketing in the context of an ecosystem and multiple value creation (Chapter 13) and on 
the future (Chapter 14). Each chapter in this book concludes with a summarizing mind map.

HOW TO READ 
THIS BOOK

HOW TO READ THIS BOOK 

Shaping value requires learning how to design based on research findings. Although this book 
is not a research book, we do want to help you get started with conducting research. That is 
why this book comes with an additional e-book on market and design research. Throughout 
this book, you will find QR codes with the text: “Scan the QR code to download the e-book 
on market and design research.” Get the e-book if you want to know more about how you can 
apply research to what you read.
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Of course, you can’t pay attention to every detail in your marketing design poster. 
That’s why the poster should be accompanied by a portfolio. A large part of that 
portfolio will be about your research. With the marketing design poster and your 
portfolio, you combine marketing, market research, and design research.

The structure of this book is in line with the Dublin descriptors:
•	 �Knowledge and understanding: This book contains a wealth of substantive 

knowledge, ranging from strategic marketing to design science. We zoom in on the 
consumer brain, in particular, to gain a truly deep understanding of the customer. 

•	 �	Application of knowledge: In this book, we give you all the tools you need to apply 
the knowledge to your own organization and to design a marketing strategy for that 
organization using the marketing design poster.  

•	� Judgment: This book teaches you three different ways to arrive at your judgment: 1)
by analyzing your data and drawing conclusions based on it, 2) 	by looking at the “fit” 
between the marketing problem and your designed marketing solution, and 3) by 
reflecting on marketing situations using moral values. 

•	� Communication: Value is not only something you design for your customers; it’s also 
something you explicitly communicate to them. Communication helps the customer 
see the value of your solution. In Chapter 12, we specifically focus on this skill.

•	 �	Study skills: In terms of study skills, we focus primarily on the core skill of every 
designer: the ability to zoom out and see the bigger picture while also zooming in 
and paying attention to the details. In the Intermezzo after Chapter 2, we will delve 
deeper into this skill.

LEGEND:
When reading this book, you will regularly encounter certain elements. You can 
recognize them as follows:

HOW TO READ THIS BOOK

TIME FOR YOU TO THINK

SCAN THE QR CODE TO 
CONTINUE READING, 
VIEWING, OR RESEARCHING

TIME TO GET STARTED

HERE IS A HINT OR TIP
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Mind map of the contents of this book

HOW TO READ THIS BOOK 
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IN
TRO
DUC
TION

PART I

A longside you can see Picasso’s painting 
Les Demoiselles d’Avignon. In 1907, 
it shocked the art world. It was so 

radically different from everything that had 
come before it that it is considered a turning 
point in art history. Picasso made more 
than 800 (!) sketches before painting this 
geometric work without a horizon. The angular 
bodies, the rejection of the beauty ideal, the 
faces that have almost become African masks: 
everything about this painting was different 
from what people were used to at the time. The 
Museum of Modern Art (MoMA) in New York 
City, where this work is on display, says: “No 
other painting in the history of Western art so 
boldly, and baldly, confronts the viewer.”

While we are not as radically different in 
this book as Picasso, this marketing book 
does have a fundamentally different view 
of marketing than other marketing books. It 
does not see marketing as part of “business 
and management,” but as part of “design.” 
Marketing is a design-oriented discipline, and 
it’s specifically designers who should play 
a role in designing a marketing strategy. In 
this book, we design that marketing strategy 
using a marketing design poster. But before 
we can start, we need to lay the foundations. 
In this introductory section, we discuss what 
marketing is and what it is not, as well as what 
design is and is not. In the first chapter, we also 
discuss the development of a design-oriented 
approach to marketing. This design-oriented 
approach to marketing is driven by value. That 
is why we take a detailed look at the concept of 
value in Chapter 2.

Designing a marketing strategy requires 
research — both market research and design-
oriented research. That is why we explain how 
best to research each building block of the 
marketing design poster. You will find some of 
this information in this book and some in an 
accompanying e-book. Now is a good time to 
download it so you can easily refer to it.

Scan the QR code to download 
the e-book on market and design 
research.

“�YOU HAVE TO START 
SOMEWHERE. 

YOU CAN ALWAYS 
ERASE REALITY 

LATER ON.”
PABLO PICASSO

INTRODUCTION




