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Abstract 
In this thesis, an innovative concept that provides a platform for non-profit organizations and the 

fashion industry to co-create value through a range of charity activities is investigated, including the 

potential market for the platform and a proposal for the specific nature of the concept, entitled 

Copenhagen Charity Week (CCW).  

First, the thesis underlines its theoretical foundation, rooted in multiple theories regarding change 

management and service design. This framework thus provides the off-set for a methodological 

approach which includes interviews with relevant actors within non-profit organizations and the 

fashion industry and observation. Through these interviews and observations, the thesis shows a 

clear potential for the concept, which is confirmed by virtually all the stakeholders involved in my 

analysis. The findings here provide the grounds for the thesis’ further investigation of how to 

establish CCW as both a platform and brand.  

Finally, therefore, a business model canvas for the concept is proposed, including value 

propositions, along with a customer journey describing the three phases in the customer’s journey 

through CCW seen from the view of a non-profit organization. After this, a mock-up of the visual 

outlook of CCW is offered based on appropriate theory. Finally, an operating budget is presented 

along with the reasoning behind the numbers. It is concluded that there is more than enough 

evidence to suggest that the idea of the concept CCW can be established as an actual start-up. 

Finally, the future perspective, which includes an internationalization of the concept within three 

years, is described.  
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Chapter 1. Introduction 

1.1 research background 
There are multiple charity foundations around the globe as well as different types of charity and 

individual interpretations regarding the term "Charity Week". In my research, I found that an 

international organisation (www.charityweek.com) uses the name “charity week” but with a 

completely different concept and focus than that of this project; namely helping orphans and 

children in need through a campaign led by Islamic Relief. In general, the focus of charitable 

organisations such as charityweek.com is on creating events; typically, annual dinners, talks, 

gatherings and fundraising events, that in their combination raise awareness and money for a good 

cause. 

I love this idea yet miss the fashionable twist; the new black! or as some might say, the cool factor.  

This made me think of co-creation and co-branding between different non-profit organizations 

(NPO’s) with completely different causes, mission statements and visions. And on how the fashion 

industry, consisting of multiple fashion brands, is often waiting to be a part of something new and 

innovative. Fashion weeks are well known throughout the world, from Oslo to Stockholm, Paris, 

Milan, New York, Miami and Hong Kong. Why not unite the fashion week and the charity week? 

The new black!  

From the age of 16, I worked my way up through the fashion industry. However, I lost direction at 

one point because my heart and core values were not incorporated.  Therefore, I turned to charity at 

the age of 28 and started working for non-profit organizations. I started to collect money and gave it 

away to people who needed it more than I did. It made sense and gave me a sense of worth. My first 

charity concept was established in 2013 under the name Ladies Affairs and was a business concept 

based on creating fashion auctions based on items donated from exclusive fashion brands for 

professional women and donating the turnover to non-profit organizations like Make-A-Wish 

foundation and Kræftens Bekæmpelse. My idea to combine the worlds of fashion and charity 

started there. After starting my master programme at Copenhagen Business School (CBS) in 2016, I 

realized that I needed to redefine and refine my vision and mission to survive as an entrepreneur 

within business innovation, fashion and charity. I set out to use my resources, network, heart and 

goodwill to create something new and long term. As a result, I started conceptualizing and building 

the platform Copenhagencharityweek.com (CCW). Based on the knowledge and theoretical 

foundations coming from social science and service management that I learned at CBS, and my 

work with many partners in the project, I believe CCW have great potential, not only as an 

http://www.charityweek.com/
http://www.charityweek.com/
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international innovative business platform, but also on a personal level- In order to stay good, you 

must do good.  

1.2 Platform revolution 
Until recently, most businesses were built around products, which were designed and made at one 

end of the pipeline and delivered to consumers at the other end. Today, plenty of pipeline-based 

businesses still exist, however when platform-based businesses enter the same market place, the 

platforms virtually always win. Platforms beat pipelines because platforms scale more efficiently by 

eliminating gatekeepers (Choudary et.al, 2016 p.7). The platform concept is fundamentally simple: 

create a place where producers and consumers can come together through interactions that create 

value for both parties. The idea that humans have been practicing for millennia (Ibid p. 60). The 

main difference between the traditional platform businesses and modern platforms is the addition of 

digital technology, which expands a platform’s reach, speed, convenience, and efficiency.  

The internet and its associated technologies give today’s platform businesses an ability to transform 

industries in often unpredictable ways. A platform’s principle purpose is to match users and aid the 

exchange of goods, services, or social currency. Hereby, it enables value creation for all 

participants.  
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1.3 Problem statement  
My problem statement is the basis for developing my business case for Copenhagen Charity week. 

How can a digital charity platform be co-created by connecting non-profit organizations and 

increasing their resources by enabling collaboration with fashion brands as both sponsors and 

business partners?  

My problem statement is operationalized through 5 sub research questions, that are outlined below. 

My problem statement has a lot of different angels and I have chosen to embrace two different 

industries; non-profit Organization and the fashion industry to get a hole understanding of the 

phenomena Copenhagen Charity Week.  

• What can be learned from my partners about the relationship between digital platforms and 

charity work?  

• How can the digital platform be made into a sustainable business model?  

• What would be the right opportunity to open CCW in Denmark?  

• How can Non-profit organization co-brand and cooperate on one platform?  

• How can the fashion industry and fashion brands collaborate with non-profits through a 

digital platform?  

My research questions will be primarily investigated within chapter 3 Research Design and 

Methodology and outlined in chapter 4 the analysis, and chapter 5 The business model canvas for 

service firms. The work of this thesis is built on the following overall hypothesis, that is tested 

throughout the research questions: there are grounds for establishing a concept under the name 

Copenhagen Charity Week (CCW) that links the fundraising work of Non-profit organization to the 

fashion industry Copenhagen Fashion Week. 

1.4 Thesis structure 
The overall structure is presented in fig. 1. After my introduction, you will find an explanation of 

my idea in section 1.3.  

In chapter 2, I present theoretical concepts from my master’s in social science in Service 

Management that I have chosen to use in my master’s thesis within the field of service design, Non-

profit management, organizing the business model and value proposition canvas, psychology, 

digital mode and customer journey. Furthermore, this chapter will include a brief introduction to the 

different models and theories that I am going to include in the analysis of my digital platform CCW. 



  
  

9 
 

In chapter 3, you will find my methodology where my research design and methodological 

approach is discussed. The semi-structured interviews with 15 different Non-profit organization and 

10 fashion brands are explained in section 3.7. In section 3.8 my participant observation within 

fashion week is outlined and the validity of my research will be discussed further in section 3.9.  

In chapter 4 analysis I interpret the main findings of my research project CCW and attempt to do 

this from an action research perspective.  

Chapter 5 outlines the business idea of Copenhagen Charityweek by presenting the business model, 

prototypes and budget. The aim is to discern whether my business model is sustainable both from 

conceptual and financial perspectives.  

Finally, chapter 6 you will find the discussion of my research and finding and chapter 7 presents the 

conclusions from the chapters in the thesis and includes personal reflections about the project.  

 

Table 1: Thesis structure 

 

1.5 Idea and Hypothesis 
CCW is inspired by international charity work yet has a unique identity. I would like to develop a 

digital platform for NPO and combine the fashion industry’s yearly fashion week with my version 

of a charity week. Ideally, I would like to transform the fashion industry and create new 

opportunities for different non-profit organizations to fundraise through fashion consumers.  

This will be an opportunity for different fashion brands to choose their own charity cause and 

customize a collaborative project. It's already a trend to brand your company through different 
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charitable causes. Why not collect it in the most important week in the fashion industry; fashion 

week, and use the extra profit and attention for charity?  

Similarly, small non-profit organizations would benefit from the concept and the cool factor, 

resulting in a potential increase in their fundraising. Additionally, big Non-profit organization will 

potentially attract new sponsors, volunteers and business partners.     

Geographically the focus of CCW will be Copenhagen and it will be launched as a pilot project. As 

a CBS student, I have been trained in applying concepts and models in real life situations and 

customizing them, rather than exporting a generic model from one organization to another.  

My idea is based on analytical problem solving with relevant knowledge of the context as it 

emerges from working with my research questions and problem statement. The overall hypothesis 

to be investigated further through the pilot project is to ascertain if fashion brands and different 

Non-profit organization would cooperate within one platform (charity meets fashion) and whether 

the collaborative projects such a platform can host, would be beneficial to increase profitability and 

brand awareness.  

 

Chapter 2. Theoretical Framework 

2.1 Introduction 
The theories presented in this chapter are have expanded the scope of my business case and have 

challenged and extended the knowledge I had about navigating a business idea. The theories are 

used as a framework that holds and supports the research in the thesis as well as substantiates the 

relevancy of my problem statement (Abend et. al., 2013 pp.173 - 119).  

The theoretical framework is used to demonstrate an understanding of theories and concepts that are 

relevant to non-profit management (charity), fashion and innovation. Analytically this will help me 

to 1) strengthen my ability to evaluate the fields critically 2) show connections between theoretical 

understandings and my business idea 3) articulate theoretical assumptions at play in the wider field 

that the business idea evolves in (the why and how) 4) transition from describing a phenomenon in 

this field to making more general assumptions about such phenomena 5) identify the limits to those 

assumptions (Torraco et. al., 1997 pp.114 - 137).   

Methodologically my theoretical framework is used to limit the scope of the relevant data, by 

focusing on specific variables and defining the specific viewpoint that I will adopt to analyse and 
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interpret the collected data. Consequently, I will be able to gain insights into concepts and variables 

according to given definitions and build new knowledge by assessing my initial hypothesis and 

assumptions. 

Specifically, my framework consists of a mix of theories within the fields of non-profit 

management, service-design, psychology & decision-making and business-strategy, and the chosen 

authors, works and theories will be presented in the following sections.   

2.2 Literature review  
The theoretical framework is composed of a number of works by scholars within the areas of 

digitalization, business strategy, communication, service management and psychology. An 

overview of the chosen works is presented along with their specific relevance to the thesis.  

In order to frame the area of digitalization and digital platforms, Paul Choudary’s Platform 

Revolution is used. In his book, Choudary describes the use of digital platforms and the 

varying strategies behind these. He outlines nine different strategies concerning types of 

interaction, users, target groups etc. are described, providing an analytical and theoretical 

background to the management of digital platforms. In this research, Choudary’s strategies 

are used to inform the construction of the CCW platform.  

Jim Collins’ work, Good to Great, in which a number of management strategies related to 

non-profit organizational management are described, is useful to the thesis work. His 

‘hedgehog’ concept details the drivers behind non-profit organizations, their biggest strengths 

and the links between their overall vision, mission and strategies. Additionally, Collins’ 

‘flywheel’ model describes how best to build upon an organizations strength in order to build 

the brand and attract collaborators. Both the hedgehog concept and the flywheel model will be 

used in the thesis to build the CCW brand.  

The ‘donor pyramid’ proposed by Peter F. Drucker in his book, From Mission to 

Performance, relates to volunteer management and provides a theoretical backdrop to the 

potential management of the CCW platform.    
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Business Model Generation by Alexander Osterwalder & Yves Pigneur is used in the thesis to 

describe and classify the business model related to CCW. Through their ‘business model 

canvas’, the sustainability of the business model can be visualized and revised through nine 

different areas, subdivided into external and internal components, that can be moved around 

on a visual map. This helps uncovering the value stream of an organization. Ron Meyer book, 

Strategy and Gerry Johnson exploring strategy offers an overview of a range of classic 

business strategies upon which the thesis platform will also draw, including business level 

strategy, corporate level strategy and operational strategies. 

In the work to be undertaken regarding the visual expression of the thesis platform, The 

Truthful Art by Alberto Cairo is used to analyse the strategy of choice related to 

communication. Cairo’s book additionally describes how to navigate the use of digital data.  

The psychological aspects related to the inclusion of partners and collaborators on the CCW 

platform are considered through using Daniel Kahneman’s concepts of the human brain, 

including intuition and rationality, and particularly how to influence the stakeholder in terms 

of what influence their decision to be a part of CCW. Furthermore, Ladder of Inference 

Argyris, Chris (1923), used by, Senge, Peter (1994), will be considered in the personal 

reflections regarding the thesis work. 

2.3 Theoretical framework   

2.3.1 Theoretical part 1: Service management 
Service management focuses on the interaction between people through services. My service 

analysis is based on service design. To understand and describe the processes “behind the scene”, 

and the services that CCW provides, will be analysed though the theories based on the service 

blueprint and user journey the ‘backstage’ of the blueprint is where materials or information needed 

on the ‘frontstage’ are processed. The line of interaction fig. 5 show the different stages that need to 

be employed to make the activities effective, and the line of visibility show all the support activities 

that needs to function.  It is essential to consider the entire network of services, that comprise the 

back- and frontstage, as complementary (Glushko et.al., 2009 pp. 112, 118). CCW need concepts 

and methods to understand how the backstage information can improve the frontstage experience. 
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Backstage properties ensure efficiency and speed and are important for how services arrive and 

connect to each other on the front stage.   

The blueprint in fig. 5 consists of: The user journey, touchpoints, backstage processes. You can 

narrow it down to front stage, back stage and touchpoints. The blueprint is an extremely useful tool 

for my project because it is a way to map out CCW and relate service design decisions back to the 

original research because it is a combination between back stage and front stage that interacts with 

the touchpoints in an ongoing process. There are no typical standards for the blueprint and it can 

come out in many different flavors; it all depends on the project and its purpose. Therefor my 

service blueprint for CCW offers a framework to categorize and work systematically with insight in 

complex networks. It also lays the groundwork for generating ideas for CCW and designing 

solutions that work across the network of people, technologies, and processes. My service blueprint 

offers an overview for everyone who are involved in the process and it helps me to break down 

barriers between business units. The service blueprint of CCW is analysed further in chapter 4, 

section 4.6 and you will find a full blueprint for CCW visualized in figure 6 p. 47.  

 

Beyond simply focusing on service delivery through quantitative measures, it is important to also 

consider service quality aspects. Here the concept service intensity can be used to highlight 

relationships between the number of actions initiated and the modes of engagement taken by user 

groups or clients. Furthermore, the intensity strongly influences how usable, enjoyable and 

responsive the service appears to be to the service consumer at a B2B level, and you can divide a 

service into high and low quality.  

For products and services to be successful, they need to harmonize seamlessly with the customers’ 

needs and perceptions. Service design is an instrument for achieving this harmony. It is an 

integrated approach that enables organizations to develop effective and distinctive services together 

with the customers. Service design has been applied though prototyping the service experience that 

CCW provide and will be analysed and implemented though the four levels of proto typing; 1) user 

experience, interaction with technologies, 2) customer experience, experience with retail brands 3) 

service provider experience, what is it like one the other side 4) human experience, the emotional 

effect of services (Polaine, et. al., 2013 pp. 139- 149).    

The Value Proposition Canvas is created by Osterwalder et al. and consists of two parts. First, the 

Customer Profile is a tool used to achieve a clarification of customer understanding. Subsequently, 
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the Value Map is used to describe how you intend to create value for that customer. When these two 

models meet, fit is achieved.  

The Business Model Canvas is created by Alexander Osterwalder and Yves Pigneur. The model is 

used as a tool to describe how an organization creates, delivers, and captures value. The canvas is 

split in two parts. On the left side is the efficiency part of the canvas that captures the internal 

strategy and the right side captures the value and the increased profits of the business. The value 

proposition is used to describe how value can be created for the customers of CCW and their 

customer relationship when they become a part of the charity auction. Key resources, partners and 

channels describe the synergy and flow in the business model canvas. The discussion describes the 

“pros and cons” in CCW implementation of the platform.  

The business model is used to illustrate the difference from a competitive strategy and the well-

known chain by Michael E. Porter. The difference lies in the way that strategy and tactics are 

performed. A company can have the same strategy with different outcomes and therefore a business 

model is closely connected to management control.  

A narrative approach will be employed to describe the charitable aspect and describe the potential 

gains for CCW by using this approach.  

Mapping the customer journey provides insight to the channels that are influential during the buying 

cycle. To maximize customer satisfaction, companies emphasize touchpoints. Touchpoints reflect 

the organization and accountability and are relatively easy to build into operations. Companies try to 

ensure that the customer is happy with their product or service. A journey can be long stretching 

across multiple channels. Those who provide customers with the experience from start to finish 

along the journey can expect to enhance customer satisfaction, improve sales and retention, reduce 

end-to-end service costs and strengthen employee satisfaction. In the analysis, a customer journey 

will be presented with a view of the journey of the non-profit organizations. Here, the relevant 

touchpoints related to the three stages of pre-purchase, purchase and post-purchase, and the 

considerations regarding these, will be touched upon.  

 

In relation to the result of my analysis, chapter 5, I aim to design a business model, based on the 

theory behind the business model canvas. The ‘business model canvas’, is used as a visual 

representation of current business models for CCW. The canvas is used to provide a holistic view of 

CCW and is especially useful in running a comparative analysis on the impact of an increase in 
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investment may have on any of the contributing factors. I will use the business model canvas to 

focus on giving the stakeholders a common language through which they can evaluate the existing 

business practices and processes within the business model for CCW. Furthermore, I will deliver a 

proto type of the service experience, that is based on the theory behind the customer journey and 

experience seen from a B2B perspective. Finally, mock ups, will be used to visualize the platform 

and an operating budget will be made to present for the potential investors of CCW.      

The AIDA model (attention, interest, desire and action) provides a detailed understanding of how to 

target the customers change overtime and provide insights to what message to send to the 

customers. This is described as a sales or marketing funnel, a relatively substantial number of 

potential customers becomes aware of the product then a smaller amount becomes interested, with 

only a relatively small proportion is moving though the actual purchase. The AIDA model will be 

used to explain my thoughts behind the platform and visualization, Mock Up. Furthermore, the 

thoughts behind my mock ups is based on the five qualities of visualization truthful, functional, 

beautiful, insightful and enlightening (Cairo, Alberto 2016 p.45).  Which will be explained in the 

steps of the AIDA model and how these qualities will be used to draw attention, interest, desire and 

action section 5.8.      

An additional perspective to the financial consideration, is the strategy that is explained though the 

three sub-categories of strategy, corporate-level strategy, business-level strategy and operational 

strategies (Johnson et. al., 2011 p.7) to define how CCW should use their resources to meet the 

objectives e.g charity activities for the NPOs. While strategic control focus on value or is the 

strategy should be changed, management control systems(MCS) focus on execution and involve 

addressing the general question of manpower and employees (Merchant et. al., p.6). The Objective 

setting are important for the MSC and indeed, for purposeful charity activities that CCW provides. 

The objectives can either be financial or non-financial. Good control means that CCW can be 

confident that no major unpleasant surprises will occur. The label of control is used to describe a 

situation that could occur in CCW, where there is a high probability or poor performance, either 

overall or in a specific performance area, despite having a good stragtegy in place (Merchant et. al., 

13).     
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2.3.2 Theoretical part 2: Change management 
Most missions of non-profits must be revised repeatedly to consider whether it needs to be 

refocused to attend new types of needs, problems or gaps in field. Building strategies is a recursive 

task, that has to address how the organization remains relevant for its field and sustainable for its 

employees, volunteers and members. The theoretical concepts that arise from non-profit 

management can help to build CCW as a non-profit platform based on services of volunteer 

management systems (VMS). 

The framework of greatness is built on five structure paradigms 1) defining “great”, (2) Level 5 

leadership, (3) First Who- getting the right people on the buss, (4) Hedgehog concept, (5) Turning 

the flywheel (Ibid. 3) (Collins, 2006 p. 3). Building a framework of greatness involves articulating 

timeless principles, which explain why some become great and others do not. According to Collins, 

who derived his principles from comparative studies, insists that business has little do to with the 

difference between good and great (Collins, 2006 p. 2).  

According to Collins, the executive (business sector) versus legislative (social sector) distinction 

remains on a working hypothesis, where empirical evidence validates the distinction, is unlikely to 

be as simple as business sector and social sector but more likely most effective leaders will show a 

blend of both executive and legislative skills (Ibid. 12).  

The pivot point in good to great is the Hedgehog concept. “The essence of a Hedgehog concept is to 

attain clarity about how to produce the best long-term results, and then exercising the relentless 

discipline to say, “no thank you” to opportunities that fail the hedgehog test” (Collins, 2006 p. 17). 

The Hedgehog concept is used in my analysis to understand how to establish core values, based on 

three intersecting circles:1) what you are deeply passionate about, 2) what you can be the best in the 

world, at, and 3) what drives your economic engine (Ibid. 19), and how those can uniquely 

contribute to stakeholders and people a company touches and ultimately understand the best 

strategic drivers for CCW. This will enable me to balance the short term and long terms goals and 

be aware of both the big picture and minor details.  

The flywheel image (Collins, 2006 p. 23) captures the overall process of what is takes for a 

company to go from good to great. No matter how dramatic the end result, the good-to-great 

transformations never happened overnight.  The whole theory aims to build around turning the 

flywheel and building momentum by building the brand. Good to great comes about by a 
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cumulative process – step by step, action by action, decision by decision, and turn by turn of the 

flywheel, that adds up to sustained and spectacular results.        

The Mental model, Ladder of Inference Argyris, Chris (1923), used by, Senge, Peter (1994), adds a 

layer of psychological thinking to this process, by emphasizing what humans go through, usually 

without realizing it. The model foregrounds conditioning phases; moving from an observation or 

experience to a decision or action. The thinking stages, illustrated by the steps on the ladder, are 

displayed in Fig. 4. on page 38.  My idea for building CCW as an ongoing organizing process is 

based on this ladder. The model points to the ability of members of organizations to mutually use 

their beliefs and experiences actively to create a positive network effect, rather than allowing this to 

narrow their judgment. Following this step-by-step reasoning leads to better collective results, find 

the best solutions and overcome resistance to change.  Based on allowing different perceptions of 

reality to not just co-exist but be an active resource for an organization, thus learning from mistakes 

and conflicts, rather than avoiding them at all cost. Furthermore, it will help my idea develop and 

enable me to draw better conclusions throughout the creation of my business model. Additionally, it 

will challenge other people's conclusions based on true facts and reality.  

We often think of ourselves as rational and in retrospect try to argue that our decisions are fully 

based on logic and rational thinking, while indeed it is not, as proven by the Nobel price taker 

Daniel Kahneman. He argues that we all have a cognitive machinery that is faulty and will 

influence our decisions. The two systems theories, system 1 is fast, automatic, intuitive and largely 

unconscious. System 2 is slow, deliberate, analytical and consciously effortful (Kahneman, 2011, 

pp. 20-26) is used in terms of rational thinking process and the analyses of the decision-making 

pattern within CCW.  

Iceberg theory (Sigmund, Freud, 1939) is used to uncover what is under the surface, and both tacit 

(being able to do things, without being able to explain how) which is the bases for our skills and the 

reflection of our experience e.g pattern making, perceptual skills, mental models etc. is used within 

my research and analysis to understand and explain the experience and events the actors involved in 

CCW have lived through searching for the keys to adaptive decision making and to judge what 

category of the situation CCW are facing. Explicit knowledge (facts and rules) are used to carried 

out procedure within my analysis, explicit knowledge is important, but it isn’t he entire story 

(Klein, 2011 pp.33-41).  
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The term frame effect is an example of cognitive bias, in which people react to a particular choice 

in different ways depending on how it is presented e.g. as a loss or as a gain. People tend to avoid 

risk when a positive frame is presented but seek risks when a negative frame is presented. There are 

two factors obviously crucial for any decision, and these factors are central utility theory, a 

conception of decision making endorsed by many economists. According to this theory you should 

first consider the possible outcomes of a decision and chose the most desirable one (Gleitman et. al. 

2010, p. 359). The term frame means that the way people behave depends on the way that their 

decisions are framed. Framing is a cognitive heuristic in which researchers tend to reach to a 

conclusion based on the framework, within which a situation is represented.   

Framing is used within in my qualitative research and questionnaire though the way the questions 

phrased (framed) and which peripheral aspects of the framing can influence decisions by changing 

the point of reference. I have chosen within my questions to consider the possible outcome of the 

answers and choose the most desirable one. It seems obvious that you should always choose the 

option with the greatest benefit, but how do you make the participant choose your desire is the 

question. This is done through the use of heuristic strategies; framing as describe above and 

anchoring heuristic that affects real-world judgments (Klein, 2011 p., 50). By using high and low 

anchor within my questionnaires for the NPOs and Fashion brands, I could affect the outcome of 

my qualitative research, that what is meant by biasing peoples judgments.     

The cognitive bias within my research is the type of error in thinking that occurs when people are 

processing and interpreting information in the world around them. The human brain is powerful but 

subject to limitations. Cognitive biases are often a result of your brain’s attempt to simplify 

information processing. They are rules that help you make sense of the world and reach decision 

with relative speed. Though my deductive approach and hypothesis and qualitative research I have 

been searching for confirmation biases. I have been searching for information that confirms my 

existing beliefs and discounting evidence that does not conform (Gleitman et. al., p. 354).  

Double-loop learning is contrasted with single-loop learning (Argyris, Chris 1978. As Argyris and 

Schon wrote in 1978: “Double loop learning occurs when the error is detected and corrected in 

ways that involve the modification of an organization’s underlying norms, policies and objectives” 

(Argyris, et. al., 1978, p. 2). In double loop learning, we learn to think outside the box. To examine 

problems from a different angle, perhaps questioning the rules and attempting to make changes that 

are more holistic and wide ranging than merely avoiding or solving the problem itself.  
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I find the double-loop learning useful because it is often necessary to attempt to investigate and 

change the mental models on which decisions depend.  

2.4 Summary  
My theoretical framework seeks to provide readers with an overall understanding of the 

construction my business plan. Through the framework I will seek to find the right construction for 

the digital platform CCW and co-create value for non-profit organizations as well as the fashion 

brands involved. The Mental model, Ladder of Inference Argyris, Chris (1923), used by, Senge, 

Peter (1994), adds a layer of psychological thinking to this process of my idea, for building CCW.  

Jim Collin’s framework of greatness; defining great, level 5 leadership, the hedgehog concept and 

turning the flywheel will help optimizing the interaction among the non-profit organizations within 

Charity Week. Furthermore, the theory behind volunteer management systems will help to discover 

strategies for motivating people involved in the project and keep them on task, while also meeting 

my budget.   

To analyse the services needed to build CCW, I have chosen to use the elements within service 

design, to analyse how stakeholder’s needs can be met, and deliver a great customer experience. 

The result will be visualized using the concepts of front- and backstage to structure a service 

blueprint and a prototype of a service experience. The customer journey will also be visually 

presented to enhance the readers’ understanding of what happens from A to Z if they choose to 

become a part of CCW. The business model service canvas visualizes the business model for CCW 

and the value proposition map explain the customers’ pains and gains; in other words, what the cost 

and benefits are for the participating Non-profit organization and fashion brands. An additional 

perspective to the financial consideration, is the strategy that is explained though the three sub-

categories and management control systems. The Aida model and the qualities for great 

visualization (Cairo, Alberto 2016) will be introduced within my thoughts and design behind the 

platform.  

Kurt Lewin’s three level model and Argyris double loop learning will be used to demonstrate how 

to employ change management within the fashion industry as well as non-profit organizations.  
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3. Research Design and Methodology  

3.1 Introduction 
This chapter explains the methodological approach of this thesis, which is based on a qualitative 

design, outlined in the overall research design in section 3.2. The thesis’ inspiration from action 

research in the data collection is explained in section 3.3, while epistemological considerations, based 

on philosophical beliefs about social processes, are outlined in section 3.5. Prior to this, the deductive 

approach of the thesis, concerning the testing of my hypothesis, is outlined in section 3.4  

    

I seek to evaluate my idea and test my hypothesis through “qualitative interviews” with a range of 

Non-profit organization and fashion brands, explained further in sections 3.6 and 3.7. Ethnographic 

participant observation in section 3.8 explains how this method is used in connection to 

Copenhagen Fashion Week in order to obtain subjective knowledge about fashion week and how it 

has developed over the past five years. This is also a part of the explorative phase of my qualitative 

research in which I attempt to build a bridge between the two worlds of non-profit organizations 

and the fashion industry. Finally, validity in section 3.9 is concerned with whether my data is 

reliable and seeks to evaluate the validity of my overall research and conclusions. 
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 Type of data Amount 

Total data collection Video recordings 

Web material 

Phone interviews 

Meetings 

2 

20 

6 

20 

Action research  

Ethnographic participant 

observation (explorative 

phase) 

Overall research design  

Participant observation of 

Copenhagen Fashion Week 

 

 

1 

1 

Deductive design 

(hypothesis) 

Qualitative interviews 

 

Qualitative interviews 

Qualitative interviews   

Hypothesis 0 and 1                              

Semi-structured interviews 

with Non-profit organization 

Semi-structured interview 

with fashion brands 

With investors/sponsors      

1 

 

15 

 

14            

2                                                                       

Sampling  Purposive sequential 

snowball sampling 

 

3 

 

Table 2: Overview of total data collect 

 

3.2 Overall research design  
This thesis employs a range of different research design procedures for collecting and analysing 

different aspects of the problem statement. These are outlined on the left side of fig. 2 and illustrated 

through my use of arrows from boxes 1, 2, 3 and 4 to the different approaches explained in the middle 

of fig. 2 on the left side.  

 

When dealing with building business relationships as a part of a research process e.g. between charity 

and fashion, it does not make sense to work deductively. What makes sense is to mobilize both 

theoretical concepts and practical experimentation. This is illustrated by the arrows that symbolize 

interactions between my engagement with the field on the left side, and the more hypothesis driven 

research methods I employ on the right side.    
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My research design is inspired by action research (Lewin Kurt, 1946) and practice-based theory, or 

what Gibbons and Michael describe as “knowledge which emerges from a particular context of 

application, with its own distinct theoretical structures, research methods and modes of practice, but 

which may not be locatable on the prevailing disciplinary map” (Gibbons et. al., 2007, p. 27). This is 

outlined on the left side of fig. 2 where you can see my research method and how I have chosen to 

collaborate as a researcher with the members of non-profit organizations, fashion brands and other 

strategic actors related to CCW.  

 

My qualitative research is based on interviews with non-profit organizations, fashion brands and 

strategic actors. This is illustrated by the arrows from box 3 and box 4 to the action that I have made 

to attain answers from CEOs, fundraising managers and designers simultaneously (fig. 2, left side). 

This has helped me understand fashion week strategically, without separating my research from the 

non-profit organizations and actors e.g. lawyers and investors involved (box 1 and box 2, fig.2, left 

side).   

 

My ethnographic research is the explorative phase of my research design. Here I have gained 

insight into my interpretation of what happens within the fashion industry and how it has evolved 

over time. This is evaluated further and outlined in section 3.8 and illustrated with the arrows from 

box 3 to strategic actor in fig. 2, left side. Finally, my validity is based on qualitative data and 

subjective results (section 3.9.  The overall research is outlined below in fig.2.      
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Fig. 1 Overall research design 

 

3.3 Action research   
Kurt Lewin1 is a leading expert in action research. Action research is a research method in which the 

researcher intervenes in societal processes through long term collaborative processes, through his or 

her research methods. One of the main characteristics of action research relates to the collaboration 

between the researcher and members of organizations in order to solve societal problems. Inspired by 

action research, I will act as a social change expert who helps and encourages the fashion industry to 

change their behaviour towards democratic values and leadership as well as the non-profit 

organizations, which will enable them to cooperate via one platform, CCW. The balance between 

using fundamental and applied research is essential for this.   

 

According to Lewin, scientific research is achieved through cooperation between the researcher 

(academic) and people in other fields of practice. This means that it is assumed that the social world 

can be changed, and not only analysed and described through action research. I orient my research 

process according to this understanding but have not been able to work long enough to work 

relationally to see such changes implemented or rejected. For my research process to be successful, 

                                                           
1 Social psychologist 1890-1947  
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the research must be problem-oriented, my collaborators must be at the centre, the problems of their 

current situations must be included, and my research must reflect direct and indirect observations.   

 

Another aspect of action research that I draw methodological inspiration from is the nature of 

exception, in which stability (Freeze) is the starting point. A research process can be seen as a 

deviation from that standard that could open up the field of study (Unfreezing) to produce 

modifications and lasting change (Refreeze) (Van Vliet, V., 2013) During the Unfreezing stage, a 

period of problem awareness takes places (Planning). During the Change stage, new forms of 

behaviour are tested (Action) and during the Refreezing stage, this new behaviour is reinforced and 

will become a habit over time (Results) (Van Vliet, V 2013. Action research).  

It is about practice and a goal-oriented approach in which planning, action and reflection leads to a 

change and increased mutual understanding among the participants. While most researchers use 

Lewin’s model at an organizational or societal level, I have chosen to use Lewin’s model on the 

fashion and Non-profit industry more generally.   

 

 

Fig. 2 Change management model - (Kurt Lewin 1947)  

 

3.4 The deductive approach  
The deductive approach of this project is concerned with testing a hypothesis by designing a 

research strategy to evaluate it. Through deductive reasoning, I will investigate if causal 

relationships or links exists as assumed, and thereby improve the basis of my organizational design.  

The deductive analysis of this thesis begins with an expected pattern that is tested against 
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observations through my qualitative research design. Here, I make use of qualitative data through 

semi-structured interviews and sampling. This is outlined in a comparative design that entails the 

comparison of two cases, fashion week and charity week, in order to illuminate existing theory or 

generate theoretical insight (Bryman, 2016 p. 64).  

 

My deductive approach helps my research and provides the following advantages:  

1) The possibility to explain relationships between concepts  

2) The possibility to measure concepts qualitatively  

3) The possibility to generalize research findings to a certain extent (Ibid. p.21). 

 

I will use my deductive research design to explore known theory based on the theoretical 

foundations of the master’s in social science in service management (chapter 2) and test if this 

theory is valid in my project.  My deductive approach follows the path of logic. Therefore, my 

reasoning starts with theory that leads to a hypothesis (fig.3).  My hypothesis, there are grounds for 

establishing a concept under the name Copenhagen Charity Week (CCW) that links the fundraising 

work of Non-profit organization to the fashion industry Copenhagen Fashion Week, is tested with 

interviews and observations that either lead to the confirmation or rejection of my hypothesis. In 

other words, reasoning from the general to the particular. My hypothesis is marked with a 0 

hypothesis and a 1 hypothesis: 0 = There are no grounds for establishing the concept 1= There are 

grounds for establishing the concept. Through my observation and ethnographic research, I will 

either confirm or reject my hypothesis (fig. 3).     

 

Fig. 3 deductive approach 
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3.5 Epistemological consideration  
My master’s thesis is built on subjective epistemology. My research does not belong in 

hermeneutics nor in social constructionism but has roots in critical theory. My philosophical 

foundation is action research (Kurt Lewin 1947) and phenomenology (Hegel 1770-1831) and 

employs mixed methods and method combinations. The phenomenological approach is used within 

my interpretation of social processes between the interaction from the different actors, Non-profit 

organization and fashion brands, and within the overall phenomena, what works and what doesn’t, 

how to make the wanted change and action. 

The phenomenological research is based on the fact that we only know phenomena as they appear to 

us as humans. This means that it does not make sense to try to make descriptions and explanations 

that does not include the context in which they arise and exist.  

Phenomenology considers subjects and objects as interrelated, inseparable; as parts of the same 

whole. Thus, in the phenomena they cease being 'subject' and 'object', that is, the former is no longer 

ruling over the latter. I aim, through this approach, to understand, examine and interpret the 

phenomenon, CCW, as it emerges from the context of my research.  

I aim to describe the phenomenon through discovering how it makes sense for it to exist in the context 

I conduct my research in. When you realize that you are a part of something bigger, that can only 

happen, because it is a human that experience it (Ebdrup, 2015). Charity is not about saving the world 

but belongs to the experience of participating in solving tangible problems, by consuming a service, 

that allows individual users to be a part of something bigger. It is not only because of its own 

subjective experiences. To come closer to a description of CCW as a phenomenon involves detail 

orientation; to include people's descriptions and interpretations of the fashion industry, charity work 

and reactions to the changes proposed by my project.  

My phenomenological approach is inspired by action research and thus adopts a critical stance aiming 

to provide changes to the context of the research. For me it is not only about arriving at a correct 

description, but also to aim for discovering possibilities for change and improvements. This 

perspective focuses on practical conditions for change and aims to create knowledge through active 

participation in fields of practice.  
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My reasoning for this epistemological combination is a normative one. I desire to make a change in 

the world and to help others make that change through charity. With inspiration from action 

research I assume that the social world is constantly changing with both the researcher and research 

being one part of that change. Social processes are constantly evolving, and I believe that it is 

possible to change how things look today. 

3.6 Qualitative research  
My qualitative research is designed to learn more about non-profit organizations’ and fashion 

brands use of fundraising and branding strategies and to assess the potentials for a charity week. 

This will be a part of my research will be illustrated as a visual encoding of my collected data. The 

qualitative research will form the foundation for the thesis’ next step, which is to analyse the 

combined market of charity work and fashion to determine whether there are grounds for launching 

CCW.  

 

3.7 Qualitative interviews   
My qualitative research consists of semi-structured interviews with 15 different Non-profit 

organization and 14 fashion brands (Bryman, 2016 p .468). This type of interview is conducted 

within some relatively open frames that allow a focused, call-based, two-way communication. The 

technique can be used both to provide and receive information. Basically, semi-structured 

interviews are predetermined regarding purpose and structure, and are often used in connection with 

other measurement techniques, where the derived information forms the basis of several general 

questions.  

The framework, or questions used within my qualitative research for CCW, serves as a checklist 

during the interviews and ensures that information about the same subjects from the various 

strategic actors is obtained in table 4. However, some flexibility exists, as the order of the questions 

and the way they are addressed are not predetermined. In addition, I, as the interviewer, have the 

freedom to go into depth with special questions- e.g. What do you think about the concept CCW? 

all the questions in the interview guide can be found in the appendix.  

 

The advantage of the interview guide is that the interviews become more systematic in a 

comprehensive interview series. Through my semi-structured interviews, logical holes in the 

collected data can be addressed and closed while the interview progresses as a conversation. 
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This interview method gathers the necessary inside knowledge from the right strategic actors and 

decision makers. This, in turn, fosters ground for collaboration between clients and my research 

project, resulting in a diagnosis, solutions, findings and explanations regarding CCW as a potential 

phenomenon. 

My collection of qualitative data is based on a maximum variation sampling approach to ensure as 

wide a variation as possible and to ensure a wide variety of participants (Bryman, 2016, p.409). 

Through my sampling, I considered what links the various potential interviewees have to my 

research question, so that the organizations represented in my analysis were selected in terms of 

criteria that will allow the research question to be answered. My point of departure was a list of 

non-profit organizations based on my previous experience of working for and with these types of 

organizations. From this list, I began with non-profit organizations that are most widely known to 

the public, creating an initial selection of 5-7 which I contacted first. In these interviews I enquired 

about their recommendations concerning other relevant Non-profit organization that could be 

contacted. This process meant that I ended up with a total list of 15 Non-profit organization related 

to my topic. 

 

Kræftens Bekæmpelse  Danske Hospitals Klovne  

Røde Kors  Landscenteret for autisme  

Hjerte Foreningen  Kirkens korshær   

Landscenter for spiseforstyrrelser (LMS) Folkekirkens Nødhjælp 

Fonden For Social Ansvar  Red Barnet  

Støt Soldaterne og pårørende  UNICEF 

Gadens Børn  Mødrehjælpen  

Make-A-Wish Ønskefonden   

 

Table 3: List of Non-profit organization for qualitative interviews 

 

Therefore, the process described here was similar to elements in a sequential sampling approach 

(Teddlie and Yu 2007, p. 410), which makes use of snowball sampling. Through this sampling 

approach, my procedure involves interviewing a diversity of fundraising directors, communication 

managers, and general secretaries from the different non-profit organizations involved in 

innovation, branding processes and fundraising. In this way, I will be able to discuss how the 
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different non-profit organization might think and act relating to digital platforms, new forms of 

fundraising and types of branding. My main areas of focus in my interviews with the non-profit 

organizations were firstly, whether there is openness towards co-branding in the form suggested by 

the concept of CCW and secondly, whether the non-profit organizations could see themselves 

interacting on a digital PR platform.  

 

The interview guide created for my qualitative interviews consists of 10 questions related to my 

hypothesis. The first nine questions (including “Does your organization make use of co-branding 

with other Non-profit organization?” and “Would you be interested in interacting with other Non-

profit organization on a digital platform?”) sought to uncover facts about the organizations’ views 

and opinions concerning co-branding and digital platforms in addition to existing fundraising 

partners and practices. The final and tenth question was specifically related to whether or not the 

organization was interested in participating in CCW based on a brief pitch on the concept. 12 out of 

the 15 organizations interviewed were asked the final question, as three organizations had obvious 

reasons to not be interested as they preferred doing everything by themselves and do not want to 

outsource any PR activities. 

 

The interview process was structured with two to three interviews per day over the course of 

approximately one week. All interviews were recorded, and hand-written notes, to note their ways 

of showing interest and mood was taken during the interviews. After the interviews, I listened to the 

recordings. In table 5 on page 31 an overview of answers relating to my main areas of interest was 

compiled together with a selection of practical considerations.  
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Table 4: Interview process 

 

After this, I searched for all answers that could either reject (0) or confirm (1) my hypothesis, 

suggesting grounds for the market availability for my CCW. From these answers, a single quote 

(statement) related to this was selected and presented in table 5, found below.  

 

 

 

 

 

 

 

 

Non-profit 

organizations 

Contact 

Person  

Co-

branding  

Participating 

in CCW 

Coopera

tion in 

digital 

platform 

Use 

Ambassadors  

Live Phone  B2B  B2C  

Kræften bekæmpelse  Søren Buhl  X X X X X   X X 

Røde Kors  

Morten 

Jørgensen  X X X X X   X X 

Red Barnet  

Karin 

Hindkjær  X X   X   X   x  

Danske Hospital 

Klovne  

Christine 

Egeskov Bak  X X X X X   X  

SSOP  

Bendte 

Mandler  X X X X X     X 

Gadens Børn  Pia Quist       X X   X   X 

Hjerte Foreningen  

Peter 

Rasmussen X    X X   X X 

Kirkens Korshær  

Jesper Rønn 

Simonsen  X X X   X   X X 

Folke Kirkens 

Nødhjælp  

Per Bjerre/ 

Lars 

Damgaard  X X X X X   X X 

Mødre Hjælpen  

Anette 

Thorup    X   X X     X 

Landsforeningen for 

Autisme  

Heidi 

Thamestrup  X X X X   X X X 

Fonden for socialt 

ansvar  

Lene 

Grøngaard  X   X     X X X 

LMS  Henrik 

Christensen  X X X X   X X X 

UNICEF 

Steen 

Andersen  X X X X   X X X 

Make A Wish 

Ønskefonden 

Djamilla 

Honoré  X X X X X   X X 
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Non-profit 

Organization  Title Statements  

Kræften 

bekæmpelse  

Digital 

Fundraising 

Manager  

"I believe in branding and PR agencies that specialize in non-profit and 

co-branding rather than a full service branding concept" 

 

Røde Kors  Fundraising 

Manager  

"CPHCW sounds interesting, if there's a ROI, and furthermore, we'd 

need to know what you expect from us in terms of participation and if 

your concept can give us new volunteers and increase our cash flow" 

 

Red Barnet  Communica

tion 

Manager  

"Yes, we'd like to be a part of CPHCW, and if we'd stand stronger as a 

brand together with other NGOs that work for children and the same 

political agenda, it'd be a solution that we'd like to be a part of"  

Danske Hospital 

Klovne  

Fundraising 

Manager  

"Yes, of course that'd for sure be an opportunity and especially if it'd be 

together with other NGOs that support children in Denmark - you need 

to realize your idea of a CPHCW!" 

SSOP  Board 

Director  

"Yes, it'd be super interesting to participate in CPHCW, so let me know 

when you're ready!" 

Gadens Børn  Founder  "I'm not sure whether it'd be a good idea for us to co-brand with other 

NGOs - maybe! But I think that we're doing an excellent job on our 

own" 

Hjerte 

Foreningen 

Fundraising 

Manager 

"We're not closed to co-branding, but whether it'd benefit us to 

outsource PR activities I'm not sure, because I'm not an expert in that 

area" 

 

Kirkens Korshær  Fundraising 

Manager  

"Yes, we can imagine being a part of a digital PR platform for NGOs, 

but our concern is that we'd be too small although a lot of people know 

us very well"  

Folke Kirkens 

Nødhjælp  

Communica

tion 

Manager  

"Yes, we're open to co-branding and a PR platform as we already work 

on creating synergies with different NGOs, partners and branding 

agencies, so, yes, I could imagine cooperating with CPHCW"   

Mødre Hjælpen  Fundraising 

Manager  

"We already co-brand with different NGOs, however, it's also about 

politics, as we're open to co-branding on a digital platform but 

concerned about the reach" 

Landsforeningen 

for Autisme  

Country 

Manager 

"We're open to co-branding, as long as it's the right context, and I 

absolutely think that co-branding is a great opportunity"   

Fonden for socialt 

ansvar  

Fundraising 

Manager  

"Yes, we'd like to cooperate with different NGOs - I think, though, we 

might be too small, but co-branding sounds interesting"  

LMS  Fundraising 

Manager  

"We're not opposed to a PR platform and co-branding, though of course 

we think about competition - but it sounds interesting"  

UNICEF General 

Secretary  

"We're open to co-branding as long as there are big NGOs that are 

participating, and we're open to a yearly charity week"  

Make A Wish 

Ønskefonden 

Board 

Director  

"I'm not against co-branding on a digital PR platform as long as there's 

a cost benefit for us" 

 

 Table 5: Hypothesis confirmation from Non-profit organization – Statements 
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In relation to the interviews with relevant actors from the fashion industry, a different process was 

undertaken. Here, eight significant brands were selected based on exclusivity and influence within 

the fashion industry as relevant to my topic, and the relevant actors were contacted with a view of 

arranging an interview. The questions I asked could either reject (0) or confirm (1) my hypothesis 

for fashion industry as was the case for the non-profit organizations. Therefore, I initially chose to 

reveal my project and introduced it as an established collaborative platform. This allowed me to ask 

questions such as “How do you see your brand in connection with CCW?” and “What do you think 

about involving charity in fashion week?” If their answer was positive, I would have confirmed an 

initial interest and part of my hypothesis.  

 

The selected brands all responded positively and could envisage their brand cooperating with a half-

yearly CCW powered by Fashion Week. The answers were handled similarly to those of the Non-

profit organization, searching for a single quote that could either reject or confirm my hypothesis. 

These are presented in the table below.  
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Table 6: Statements fashion brands 

 

As a final part of my qualitative interviews and inspired by mobilizing action on behalf of a project 

as a part of a research process I interviewed potential sponsors, businessmen, a finance institution 

and a law firm to get expertise from outside the fields of practice. The interviews were also semi-

structured and the same questions that where ask to the NPOs and Fashion brand was used with a 

 

Fashion Brand  Title  
Statements  

Nue Group/ Nué 

Notes  

Sales Manager Yes, I think it would be a great and innovative opportunity - 

especially if it's powered by Fashion Week  

Love Child 1979 Sales Manager I Think CCW sounds very exciting and I think it's a really 

good idea and a good business case  

Copenhagen Fashion 

Week 

Head of 

Communication  

Yes, I think Charity Week is a fine idea, we would like to 

cooperate as a charity project if it's a sustainable business 

model  

Marc Jacobs /MN 

Retail  

CEO It's an exciting concept that blows into the Americanized spirit 

of charity and donations. In addition, it's a win-win for both 

NGOs and brands, which creates the opportunity for good and 

relevant PR both ways. 

Isabel Marant/MN 

Retail  

CEO Yes, we always support a good purpose. We've done that 

before and we're very much looking forward to it again. But it 

all comes back to the question of how? The business case must 

be ready when the project is to be sold. 

Månestråle/MN 

Retail   

CEO Yes, we always support a good purpose. We've done that 

before and we're very much looking forward to it again. But it 

all comes back to the question of how? The business case must 

be ready when the project is to be sold. 

Stella 

McCartney/MN 

Retail 

CEO Yes, we always support a good purpose. We've done that 

before and we're very much looking forward to it again. But it 

all comes back to the question of how? The business case must 

be ready when the project is to be sold. 

Laurentin Cosmos  Owner/Designer  Yes, I think it would be super interesting, especially because 

our brand has its own personal charity angle  

Kopenhagen Fur  Creative 

manager  

I Think CCW is a sympathetic project that I would support 

personally, but KF as a brand would not be able to, not 

because we don't want to, but because we are moving out of 

DK in 2019  

Karen By Simonsen  Owner/ 

Designer  

Yes, for sure, I don't believe that there will be any fashion 

brands who would not like to be a part of Charity Week  

Shamballa  Owner  Yes, I think it's a super initiative and of course it should be a 

part of fashion week and I hope that our brand will be a part of 

CCW as well  

IC Group  Head of 

Investor 

Relations 

Yes, I could see our own brands be a part of CCW, I think it's 

a good idea and fashion week is ready from IC Group we say 

Yes! 

Maria Black CEO  Yes, if there is a strategic point of departure, for our part, it's 

about strategic terms, it's about basic strategy. If we go into a 

project, it is a long-term business partner's cooperation. 

Oh! by 

Kopenhagenfur 

CEO  Yes, i differently see Oh! As a part of charity week. I Think 

CCW is a great idea and important to implement charity in 

fashion week, as an innovative aspect.  
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twist, because the potential sponsors where asked directly if they would sponsor CCW e.g “Would 

you like to be sponsors at Charity Week?” or “what does it takes before the project is a success?” 

the method was used to either reject (0) or confirm (1). The interviews where prepared as you 

would do when you were having a sponsor meeting e.g a short presentation and introduction of the 

project CCW is.  

This involved a subjective evaluation of CCW, an assessment of my business plan, and an initial 

response to whether they would support the project. The responses where positive and the law firm 

M&A Lundgren wanted to participate as sponsor at CCW, Saxo bank where interested and wanted 

to see my final business case, a copy of my master’s thesis and a budget before taking my project 

into any further consideration. The interviews were transcribed and can be found in the appendix. 

Quotations will be used for my business model in chapter 6 and also in parts of the main analysis in 

chapter 4.      

 

3.8 Ethnographic participant observation 
The goal of research is not necessarily published research, but rather usable insight that will 

improve the quality of the service design project CCW. Based on theory behind participant 

observation, I have chosen to have a menu of low, middle, and high levels of detail and effort to use 

as the situation requires (Polaine et. al. pp. 48-74). 

• Low—What They Say: The low granularity of analysis is basically a summary of what a 

small sample of around four or five research participants say in relatively short depth 

interviews and does not include any other activities, such as in-person observation, 

workshops, site visits, testing etc. The output is a brief summary.  

• Middle—What We Saw: The middle level of analysis provides deeper and more crafted 

insights based on research with around 10 participants. The output provides top insights plus 

a summary, but is more in-depth than the low level of analysis.  

• High—What It Means: A highly detailed level of analysis requires more depth interviews 

and a combination of other insights techniques to generate the data. The analysis in this level 

is much deeper and more systematic. The output can also be more varied, including those 

from the low and middle variants, but may extend to a short video or a workshop with the 

client (Polaine et. al. pp. 48-74)  
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Participant observation gives access to rich and in-depth insights into how people use products, 

processes, and procedures. It is very useful for understanding context, behavior, motivations, 

interactions, and draws attention to what people do, rather than what they say they do 

There are three types of observation; short, middle and depth. Short observations give a feeling of 

the atmosphere and daily activities in an organization, while a longer in-depth observation can 

provide insights into people’s regular routines as they repeat over time. The goals of my participant 

observation are to observe Fashion Week. For my research I have chosen a more active approach in 

which you interact with users by asking them questions about what they are doing.  

An additional part of my research design of ethnographic participant observation is based on 

commercial thinking. By employing ethnographic participant observation for a period of time, it 

will help me to understand if there are changes happening within Copenhagen Fashion Week today. 

As a participant, I can observe the behaviour, listen to what is said in conversations, and ask 

questions. This was the methodological practice I used while participating in Copenhagen Fashion 

Week and observe behaviour and receive feedback on my concept. The brands I have chosen are: 

Oh! by Kopenhagen Fur, Kopenhagen Fur, Shamballa Jewels, Maria Black, Karen by Simonsen, 

Nue Group; Nué Notes, Lovechild 1979, Copenhagen Fashion Week, IC Group, MN Retail; Marc 

Jacobs, Månestråle, Isabel Marant, Stella McCartney and Laurentin Cosmos.  

 

What I discovered at fashion week was that I have become very mainstream and that the brands 

involved where looking for sustainable solutions and wanted to make their own footprint rather than 

just being a part of a fashion week where they had very little influence and impact. When they were 

presented with CCW they got inspired and wanted to cooperate immediately as they saw new 

possibilities for making a personal footprint, innovative aspect in contributing to help making 

positive change within fashion week.   My ethnographic approach is based on commercial thinking 

related to a change in the fashion industry, in which exclusivity and notability were once the main 

drivers. These are now being replaced by social media actors with access to substantial global 

audiences.  
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3.9 Validity  
The most important quality criterion for evaluation and reliability of qualitative research is validity. 

While quantitative research strives to be reliable, qualitative research aims to be valid (Marsh et al., 

1995, p. 146). The validity of my qualitative research concerns the integrity and transparency of my 

methods and the coherence between problem statements, analysis and conclusions regarding the 

potential of CCW. Additionally, I asked for personal evaluations of my idea and project CCW from 

potential investors, businessmen and lawyers, to get their point of view and statements on the 

validity of my business case CCW. This is included in the appendix.  

 

The internal validity of my research distinguishes whether there is a connection between my 

observation and the theoretical ideas I have developed. This will also be a strength of my qualitative 

research, particularly ethnographic research. My ability to talk to so many important actors from 

charity and fashion means that there is a good chance that my empirical validity is well grounded. 

This might be because of my background in the industry, but my background did not get the people 

in my interviews to say what they said, they did that out their own free will.  

 

The alternative criteria for evaluating my qualitative research is trustworthiness, or, in other words, 

whether my research fairly represents different viewpoints among the Non-profit organization and 

fashion brands involved in the social contexts of my project; is it authentic and does it reflect the 

values and overall mission and vision for CCW. 

 

3.10 Summary 
The methodological approach of this Master’ s thesis is used as a foundation for my analysis and 

business model. Through my qualitative design, phenomenological epistemology and action research 

inspired approach, I have gathered empirical grounds for assessing whether there is a business 

fundament for establishing CCW.  

 

This was achieved through different approaches to evaluate the market and status quo and through 

dialogues and initial collaborations with non-profit organizations and Fashion Week, because I aim 

to create a synergy between these two specific industries. My hypothesis states that there is a market 

for such a project and my analysis will now investigate where such potential might lie, and whether 

non-profit organization and fashion brands are willing to cooperate in such an initiative.  
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4. Analysis 

4.1 Introduction  
Copenhagen Fashion Week has changed the past seasons and the big fashion brands have been 

changing location and their export market from Copenhagen to the capitals like: London, Milano 

and outside Europe e.g New York (Dansk Erhverv, 2018). Fashion week is losing its investors and 

the audience that usually consisted of royalties, famous artists, top models, famous fashion 

photographers and A-list people like politicians, actors, and people with high income levels is not 

participating at the same level as ten years ago. These actors have now been substituted by the so-

called SoMe personalities and YouTubers and Copenhagen Fashion Week has become accessible to 

a broader audience. And some brands, have chosen to move out of Copenhagen for the next fashion 

week e.g Kopenhagen Fur.  

As Trine Storm says: “I think CCW is an innovative idea I think we saw a fashion week in August 

2018, where there was a bit of confusion about fashion week, there are many fashion brands that 

are not included, and have no shows anymore. I Think there is a hug potential to change fashion 

week” - Head of marketing and PR Oh! by Kopenhagenfur.  

The Non-profit organizations, on the other hand, are looking for innovation, and although they 

compete, they are open to cooperating under one umbrella as long as it is beneficial, has a relevance 

to their organization and raises money.  

As Steen Andersen says: “Yes, we do co-branding with other NPOs including Børns Vilkår - we 

took the initiative to collaborate with other NPOs for debate. A yearly charity week is definitely 

something we would say no to” - general secretary UNICEF. These circumstances have motivated 

me within my research to establish the foundation for CCW.     

In the following, I will be analysing the potential of the idea of establishing CCW as a business case 

and which factors play a role in it. Every decision in establishing a company is based on a range of 

factors. Some we are aware of, but many are implicit. In the following I will consider how the 

different models can explain my motivation, thoughts and decisions behind CCW. 

 

My analysis is based on my theoretical framework and will help me in designing a long-term 

business model for CCW. Furthermore, I will use empirical material from my work and interviews 

with non-profit organizations and fashion brands, potential investors, business partners, and legal 

experts, within my analysis. First part of my analysis will describe my observations, the 
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development of my idea and the course of action. I wish to take the reader of this thesis through the 

initial conditioning phases, steps and considerations in developing a sustainable business platform 

for non-profit organizations. The service blueprint and frontstage and backstage processes will be 

explained further in section 4.4. In section 4.5, you will find the analysis and considerations behind 

my service proto type. The theory concerning non-profit organizations will be used to develop 

mission and vision statement and explain which kind of fundraising strategies and management 

CCW must consider. In section 4.7.  

 

4.2 The ladder of inference  
 

 

 

Fig. 4 The Ladder of Inference (Senge, 1994) 

 
Observations 

My idea is constructed and based on the ladder of inference. I have found that the fashion industry 

has changed over the past years and that fashion week no longer hold the position it used to. I also 

discovered though my qualitative research and interviews that one of the largest and most important 

brands, namely Kopenhagen Fur, is moving out of Copenhagen Fashion Week in 2019, no longer 

deemed profitable for them to be a part of (appendix). The major brands are not spending the money 

on fashion shows any longer and instead they are thinking differently, by creating shop events and 

dressing reality stars with their newest items. This is partly because they no longer want to spend 



  
  

39 
 

money on famous photographers and top models at exotic locations, because there is no need, when 

you can dress up the Kardashians and other SoMe personalities with a million followers for a lower 

cost (New York Times, 2014).  

Social media platforms are slowly taking over the exclusivity of fashion week with consequences 

for the actors involved. As CEO Klaus Vemmer of Laurentin Cosmos says, “Lone from Valby can 

put on a patterned dress, and then she is the new influencer. The beautiful and the delicious is gone. 

So, if charity can help positively, it will upgrade the fashion industry because everything called 

SoMe smashes what is hot and delicious”. 

This could cause advertising agencies to start losing customers, and the ability to express fashion, 

that once was concerned about artistic freedom and culture, is becoming more accessible. In other 

words, you do not have to be someone or unique to enter fashion week anymore. Although Fashion 

Week uses the social media e.g fashion week, Instagram, they have not been able to maintain its 

exclusivity and use the potential of our world, that now is digitalized, to maintain its high standards.  

My interviews with the fashion industry suggested that having CCW and Copenhagen Fashion 

Week under one umbrella, e.g CCW powered by fashion week, is not necessarily a good idea:  

“I think it would mix too many things together. It means a lot to how the industry 

accepts it, and it must be beneficial to the industry. I fear that it would be to blend 

things together. But if there were opportunities, we would definitely like to see a 

business model on how things could hang together. We are ourselves an NPO, but we 

always look at how much time we spend on a project” –  Head of Communication, 

Copenhagen fashion week, Trine Rindsig Laursen.   

Based on the interview with fashion week I have learned that fashion week are not interested 

to my first suggestion of making CCW a part of fashion week. However, they are open to a 

collaboration if they see opportunities. The quote from fashion week taught me that my first 

intuition of making CCW powered by fashion week, will not be an option at this early stage 

of the process, however CCW can be the sponsors of fashion week and in that way still get 

access. I this lead me into more direction e.g that CCW could be an extensions of fashion 

week, and that i might be a good idea to split the two things apart and in that way still benefit 

from each other and co-create value. In other words what matters for my analysis is that they 

are openminded to my project and like my idea, one door closed does not necessary means 
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that there isn’t a way, its all about the business model and what’s in it for them. Furthermore, 

the interview with fashion week lead, me to think more creative i term of collaboration with 

the fashion brands and sponsors of CCW.  

As an additional part my research and i made a prototype regarding pricing, to observe 

weather the fashion brands were willing to pay 15.000 DKK to be a part of the platform.  

As Marise Østergaard, CEO and owner of MN Retail; Marc Jacobs, Måneståle, Stella McCartney, 

Isabel Marent, says – “Yes, we always support a good purpose. We've done that before and we're 

very much looking forward to it again. But it all comes back to the question of how? The business 

case must be ready when the project is to be sold. As a company, we need to know whether we will 

donate clothes, money or other things in addition to the 15,000 DKK to participate in the concept”.  

I learned that there is a market for CCW and that the fashion brands are interested in participating, 

furthermore that I need a solid business case and be specific in what i want from my clients and 

what they are paying for.             

My interview with the non-profit organizations suggested the opposite picture; here is an industry 

that is progressive, and most of the non-profit organizations are fully aware of how to use their 

digital tools, which are key components when it concerns fundraising and donations, B2C and B2B. 

Their own platforms, Facebook and Instagram are thus used for their campaigns and they have an 

easy access to their target group. Many of the Non-profit organization organize volunteer programs 

and are looking for new ways to develop this part of the organization. Furthermore, major donors, 

private funding, heritage and wills play a major role in their fundraising strategies  

Most of the non-profit organisations are looking for new ways to be more innovative and think out 

of the box in terms of new fundrasing campaigns, product development, volunteer management 

systems and sponsorships and are therefore very prone and minded to new ideas such as CCW. 

Furthermore, I discovered that most of the non-profit organization involved in my research do not 

make events like charity galas because of the work and costs connected to them. I also noted that 

there was an openness to cooperating and co-branding with other non-profit organizations. 12 out of 

the 15 NPO’s were open for working with the project CCW as long as it is beneficial and increases 

profit and their brand awareness, as expressed by Karin Hindkær, Head of communication at Red 

Barnet: “Yes, we will definitely do so, as long as it can meet our needs and as long as there is ROI, 

and you should also be willing to invest.”  
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I learned that the potential sponsors of CCW found the project very interesting and innovative and 

thought that the combination with Fashion Week would make it even more beneficial. They 

expressed that it is about time to make a change within the fashion industry, especially because they 

also see the problem and the unused potential: “If the fashion industry is not ready, then they have 

not understood the consumption pattern of appreciation, social awareness and sustainability. And if 

you do not understand this matter, then you have a huge problem because we see those as 

fundamental things, that is being discussed with the new generations who enter the labour market. 

The entire link to the younger generation through the link to sustainability is alfa omega for 

product survival”, says Ulrick Ross, who is Head of Group Treasury at Saxo Bank.       

Selection  

I have chosen to select my data about making my project CCW a real business case and lounge my 

pilot project CCW doing the next year. I will try to find keys to connecting the fashion brands with 

non-profit organizations, by looking at decision patterns, and behaviour. Only by integrating their 

ways of thinking into CCW, will it be possible to change their perception of fashion weeks and 

thereby start to create a new reality that make the enable both sectors to see common possibilities 

and joint future perspectives. This is done by implementing change management as a tool, to un-

freeze, change and then consider how to re-freeze aspects of how the non-profit organization and 

fashion brands think and how they make their decisions. My selection is based on the two-systems 

theory e.g system 1&2 (Kahneman, 2011 pp. 20-24).   

My initial understanding of this process is based on the following aspects:   

1. The Non-profit organization are willing to cooperate and co-brand with other non-profit 

organizations. 

 2. 12 out of 15 organizations are open to participating in CCW. 

 3. The non-profit organization expect a sustainable business case B2B and ROI. 

 4.The fashion brands involved in my qualitative research think that CCW is a good idea, both on a 

B2B and B2C level and want to participate in CCW.  

5. Both the sponsors and the 13 fashion brands within my qualitative research, thinks that CCW 

should be a part of fashion week and see it as an innovative concept. 

 6. The fashion brands do not mind paying 15.000 dk. kr. each to participate as long as the business 

case is strong.  
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7. Both the non-profit organization and fashion brands involved, expect increased brand awareness 

and cost-benefit within their participation.  

8. Fashion week does not initially want to be a part of CCW, or see itself under same umbrella, they 

think that the picture would be blurred, although they are still open to cooperating, if the business 

case is strong. 

 9. Every brand and sponsor involved in my project CCW supports and believes in the project, and 

believe and that it can cause a positive change, a project you can’t say no to, and most importantly 

raise money for the non-profit organizations.  

Meanings  

I the process of figuring out the implication of these initial understandings I used deductive 

reasoning to draw out what might bias further decisions (Klein, 2009.p. 35) suggests. My 

perspective has shifted from an ideal view to a view grounded in the expectations of possible 

collaborators of CCW. As a part of my deduction I sought to derive new assertions from how 

previous assertions were affected by what I learned from my interviews. This reflective process was 

built on the ladder of inference. When I founded the bases of my idea and business case CCW, I 

relied on tacit knowledge and based my decisions on System 1 (Kahneman, 1934, p. 20). 

Knowledge that has become more obvious to me now.  

The culture within the non-profit organization have not been one of co-branding, but rather one 

positioning them as competitors going after the same funding. But I discovered a change and 

openness to my innovative charity project. The non-profit organizations are open-minded to co-

branding, and do not mind being at the same platform as long as it is beneficial and increases their 

profit. This is essential for the foundation of CCW.  

Within the fashion brands involved my interpretation and tacit knowledge is telling me that they are 

looking for something new, something that can change the picture and help them become even more 

individualized, though charity. All of the fashion brands are interested in being a part of CCW and 

participate in fundraising with the non-profit organizations. The fashion brands involved see CCW 

as a way to express themselves with a new creative footprint and supporting a good cause at the 

same time.  

As Karen Simonsen designer and CEO of Karen by Simonsen says: “Immediately, I thought your 

project CCW sounds amazing, I agree with you that fashion week needs some new forces, some new 
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angles. It is necessary to grab and renovate the concept fashion week. It is important to take the 

new generation and merge it with the old designers, focusing on art and culture rather than the 

numbers. There is a need for focus on art and culture and what we think as a designer. In this way, 

I think there is absolutely room and need for CCW”.  

My initial interpretation is that Fashion week clearly has changed, and all the brands involved 

thought so too. From my interviews and observations, within 14 fashion brands, the only 

brand/organization that could not see this change and described phenomenon was the organization 

behind fashion week itself.  

As Trine Rindsig Lauersen Head of communication of fashion week says:” I think the industry is 

far more individualized than collecting it under an umbrella, it's about the unique element, I think 

that is goes against the industry to gather it, you are looking at more individualization”.  

They believed that the fashion industry is more individualized and the thought of connecting all in 

one and co-create value as new innovative aspect within fashion week was out of their reach.   

Overall, my interpretation is based on my explicit and tacit knowledge from the stakeholders 

involved in my research, who are overall positive, and it seems they will help my idea evolve and 

become a reality. 

 

Assumptions   

If CCW obtains financial backing and becomes a reality would the non-profit organizations sign the 

contract and start collaborating and communicating together on the same platform? And will the 

fashion brands commit and pay to be a part of the platform? Within my research, framing heuristics 

and anchoring occur in the way my questions are phrased in my interviews and options are 

described; who would say no to charity? and who would not find CCW a fine and sympathetic idea? 

Who would not support my project? When we look at the situational attribution that explains the 

way the non-profit organizations are behaving and reasoning, I assume that I have a strong business 

case. When it comes to fashion brands, we can explain their behaviour and point of view based on 

their circumstances and environment, rather than the fashion brand itself. 

I assume that the CCW platform will solve the problem, I have perceived to exist and found 

evidence in my empirical material to confirm this. But that the solution doesn’t have a clear 
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framework, because the organizations involved have very little in common, and the platform, CCW, 

I want to build on have no experience working outside the fashion world. 

Conclusion  

When we make causal attributions, we go beyond what is immediately available to our senses in 

order to make sense of an action or make a decision. The role of social cognition and my tendency 

to supplement what I perceive and experience, my memories and personal journey, is just as 

important when I try to make sense of decisions and look for answers within my project and beliefs. 

Throughout my decision to make my business case a reality, I learned that I am in at a very early 

stage and that there are still a lot of important steps to take, to the make it a reality and for the idea 

of CCW to become a successful platform.  

 

I learned that all the stakeholders involved supports the idea of CCW and would like to participate 

and are looking for innovation and a positive change. I learned that through my system 1 

(Kahneman, 2011 p. 20) and entrepreneurial skills, I must always listen to my intuition and use my 

remedy in a beneficial way, and that my tactic knowledge made me realize that my assumptions and 

hypothesis 1 (There is grounds for establishing CCW were correct. As my initial beliefs about CCW 

was based on my uncertainty e.g what if the stakeholders didn’t like my project or wouldn’t 

participate in CCW? Or the wasn’t grounds for establishing CCW. I challenges my beliefs by 

collecting evidence that worked against my core belief and discovered that I was wrong, in being 

uncertain and unsecure about realizing my project CCW. I arrived at a new understanding of how to 

create CCW.   

 

I found through deductive reasoning, explicit knowledge and qualitative interview that there are 

grounds for my idea CCW to be established. I found that my stakeholders use heuristics – mental 

shortcuts or rules to make quick judgments –  and base their decisions on system 1 rather than 

system 2. These heuristics leads to predictable errors, because estimations are always flawed when 

we don’t know or when there isn’t a precise answer. I found though my anchoring- and heuristic 

strategies, that my stakeholders within the non-profit organizations have a lot of knowhow within 

their respective fields, and that there is a lot of competition. Therefore, my question within my 

questionnaire appendix 1 were set with a higher emphasis to estimate whether they wanted to co-

brand with other NPOs and collaborate on one platform. This was done to get as honest answers as 

possible, as the NPOs are the key stakeholders for CCW. On the other hand, the fashion brands 
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were handled with a lower emphasis e.g. “what do you think about my idea CCW?”, to test if there 

was an openness to the introduction of charity within fashion week. I found that by adjusting the 

emphasis up that I can influence my insights into stakeholder judgements (Klein, 2011 pp. 49-52).  

 

Beliefs & action  

I believe that most of our thoughts, feelings and behaviours are shaped by the social world, often 

without us even noticing. The fashion industry does not respond to all of these general influences in 

a mechanical or reflexive fashion. Instead their responses to the social world depend to large extent 

on how they interpret others’ behaviour and how others interpret theirs.  

Based on my beliefs in social cognition, I believe that almost every fashion brand would like to 

participate in CCW, because if someone heard that a fashion brand said no to charity and being a 

part of CCW, the fashion brand would fail to live up to the expectance and being a part of the new 

order and social world, and surviving by staying conservative, predictable and trustworthy, that is 

important for product survival and development.  

My action within CCW is based on my core beliefs, and therefore my next step and decision will be 

to make my project CCW a reality by developing a sustainable business case, establishing CCW as 

a non-profit organization and build the collaborative branding platform.    

 

Reflections  

My reflections are based on Kurt Lewis’ tree level model of change “unfreeze- change- refreeze” 

which. These are the three phases that CCW have to go though, before the organization will be a 

success.  

Because Fashion week is losing investors and the major brands make their fashion shows during 

fashion week in other capital cities. It is necessary to do think out of the box. The non-profit 

organizations are looking for innovation and they are open to making a change; the new black 

CCW. I have advantageous position to do this because of my earlier work with both NPOs and 

fashion industry, this allows me to intervene faster and effectively, bringing about change. The 

reason that I have an advantageous position is that my background will provide me with a better 

understanding of the problems in close cooperation with the field.   
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If I want to make a sustaiable change within the Fashion Week, I have to (unfreeze) Fashion week, 

then I have to enable changes to take place by implementing CCW and make it a stable change 

(refreeze). To make the change a success I have to make sure that the non-profit organizations feel 

safe and trust the platform and will bring a focus on concrete charities in to fashion week.   

The other change I have to make is to (unfreeze) the non-profit organizations in terms of bringing 

them into one platform that will co-brand and unite them under the same conditions.  

A successful change demands that the stakeholders e.g business partners, non- profit organizations 

and fashion brands understand how to participate in the changes and make them permanent 

(refreeze). I have to motivate them, if they are not motivated the change will not happen. This is 

done through different charities and volunteers activities within CCW to create positive energy and 

collaboration between stakeholders.   

The change will be a transition phase for both the non-profit organizations and Fashion Week, but 

in particular the fashion brands. The idea is to unfreeze the stakeholders’ positions during this phase 

to have them start interacting and come with suggestions and their own individual creative input to 

CCW. Hopefully they will be interested to make their own charity case within CCW.  This phase is 

of course the most challenging because of my stakeholders’ experiences of uncertainty, which is a 

natural response to a change. This means that Fashion Week in particular has to move out of their 

comfort zone, but the Non-profit organization as well, when it comes to co-branding themselves in 

one platform, sharing their sponsors.   

To make my change a success I have discovered that I have to involve the stakeholders as much as 

possible. The final stage (refreeze) happens when Non-profit organization as well as the fashion 

brands are ready to stabilize some of the changes. To avoid uncertainty, I must create a feeling of 

stability, and identify what support processes to consider supporting the change before and after the 

transformation. This is done by the use of positive psychology as a tool used to explain pro and 

cons by interacting with CCW and by discussing the potential risks by joining the platform. By 

using this approach, I can move the client from a stage of feeling a dissonance and uncertainly, to a 

new stage where the client starts feeling convinced and balanced and believe in the project and can 

see the benefit of the changes. The project should force change but create it because they have a 

choice and the freedom to change. By following the three phases of change CCW will seek to 

implement the necessary change within the fashion industry and charity work.    
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My additional reflection is built on single and double loop learning (Argyris et.al., 1923). In short, 

this term brings forward the argument, that there is a difference between our conscious values (what 

we do) and real values (that control our actions). A single loop is our conscious action and its 

consequences and double loop appears when we open for the unconscious values, that are the bases 

for our actions.  

CCW attempts to operate within double-loop learning the learning first arises when you investigate 

the change and variable and then its actions. Though my observation, with my work in fashion.  I 

experienced that every time fashion week found an error, it was corrected, and no questions were 

asked by the participants involved. As an example, if a new upcoming fashion brand are 

participating in fashion week, there is no question asked and chosen by fashion week, although the 

brand would not be presented at the next fashion week.  I observed is that the error is changed 

through the fundamental values and what is selected by fashion week is that way fashion week 

detect the fashion scene in Copenhagen (single-loop learning). 

What CCW attempts to do is to implement a double-loop learning and raise the question of why 

fashion week has not been following the change within digitalization, sustainability and kept its 

stakeholders motivated. A way to work with the foundational layers is to involve the stakeholders in 

the selection of fashion brands and build a bridge to the NPO though CCW. I that way CCW will 

help fashion week to go back to the question and why do we exit and help them develop further by 

implementing charity as an assist in fashion week.   

In my opinion, this learning could happen if the fashion brands find the solution of CCW to be an 

asset and implement it, then fashion week will follow along. The double- loop leaning will be 

implemented in the consideration for the business model and CCW, because if CCW should be a 

succes, it is necessary to change the mental model e.g the stories that fashion week construct to 

understand how things work (Klein, 2011 pp.44-47).  

This will include the shift in understanding, going from simple and static to a more dynamic and 

innovate platform, and considering the changes within the field of CSR. This is a shift in the fashion 

weeks going from materialism, and a profit orientation, to a sustainable charitable fashion week 

with focus on fundraising, charity and culture. The focus will be on the individual fashion brand, 

that will promote their individual CSR strategy and connect them to the Non-profit organization as 

a new innovative aspect of fashion week.   
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4.4 Blueprint  
The blueprint for CCW is built as an overall production for both the platform as well as the physical 

event and charity auctions that will be launched during CCW. The actors involved will have clearly 

defined roles from the beginning, and the goals they want to achieve are clear to make a change. 

What adds change and complexity is how the actors and stakeholders face their challenges and 

overcome them as time progresses. Finally, there are the touchpoints which are both tangible and 

intangible aspects of the service experience that CCW provides.  

CCW will be presented in an improvised manner during multiple charity happenings taking place 

during Fashion Week. The improvisation lies in the different shape the event can have e.g charity 

product lounge, fashion auctions or reception with a speaker, a fashion show with charity elements 

incorporated, charity auctions with exclusive fashion items and art pieces and stock sales with 

donation with one of the non-profit organizations involved. As Karen Simonsen says- “We have so 

many layers and all brands have clothing stores, so I think that should also be taken into account in 

the strategy, of course I also think internationally” CEO and designer of Karen by Simonsen. 

If you provide the stakeholders and actors with goals and the necessary touchpoint, they are likely 

to make the most out of the situation and create a great experience together.  

 

Touch points     

CCW services involve many different touchpoints and channels that unfold over time. To make the 

best design of this service I need to map out and visually and show its complexity. The touch points 

is outlined in my blueprint and in the front and back stage interaction fig. 5, that shows connections 

between the customers and stakeholders of CCW. All questions asked within my blueprint has the 

main focus on how the activity flows when the various touchpoint channels of CCW have been 

added. Each row of the blueprint represents a channel of touchpoint fig. 5 include media channels 

such as print, app, digital platforms, PR and events, but also include people in form of staff and 

other stakeholders. The service also include interaction with products, and third-party services such 

as production, and other users such as the Non-profit organization and fashion brands. The number 

of rows fig. 5 is determined by the project context and having a lager set of touchpoints helps me 

broaden its scope. The idea is to capture the overall picture of my service concept as well as specific 

touchpoints that make up the service experience.  
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User journey  

Within my blueprint both user and service provider activities in the front stage and back stage 

which Includes users’ experience in three steps: before, during, and after the service interaction 

provided by CCW, which includes user to user activities.  

These are described in 7 different steps fig. 5 CCW s actions within charity week and the events 

that will be happening. Step 1) is where the connection between the NPO’s and fashion brands will 

be established, and united on the platform. 2) are the customer events during charity week and 

consist of charity dinners, shop events, stock sales and sponsors activities, that will benefit all 

stakeholders involved. 3) is the product launch and charity auction where the non-profit 

organizations and fashion brands will be cooperating 4) PR and B2B planning with the NPO’s and 

fashions brands so we will have the same overall communication strategy both on the platform, in 

SoMe campaigns etc. 5) implementing the volunteer programs online where volunteers can sign up 

to help CCW progress 6) interaction with sponsors, investors new stakeholder and expanding the 

platform though communication, meetings etc. 7) the ongoing contact with CCW with the focus on 

customer retention and support.    

 

Line of interaction  

The lines of interaction fig. 5 show which consideration the different interaction that the front stage 

need to employ to make the activities effective and work, are implemented before the line of 

visibility, what the office will provide and what the customers can see while facilitating the 

different services for CCW fig 5.The Backstage of interaction are all the process and touchpoints 

that goes along with the frontstage in order to make the frontstage work and is the process that 

happens over time.  

The Service blueprint for CCW, illustrate the different stages of the relationship with the service in 

order to analyze a service experience over time, instead of the market segmentation in classical 

marketing. The overall project management strategy, communication plans and coordination in 

between, are combined in the line of interaction for the core business model for CCW fig. 5. The 

support process is the final step within the process and the key without a value network with 

investors, the right management, production team and resources the project will have small chances 

to live. Though my blueprint I aim to give the readers an understanding of how different 
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touchpoints work together to form a complete service experience. Also, it is important to look for 

touchpoints that are missing, for superfluous touchpoints, that can make the service experience 

better, and to look for variation in the quality between the touchpoints.   

 

Design priorities above and below the line of visibility 

I have chosen to place the line of visibility at the front stage of interaction because it is crucial for 

the CCW survival. CCW focuses on fundrasing, customer experience, events, product launch and 

online auctions and overall platform activity. Therefore, the production team will carry out this 

process within CCW. When the Non-profit organization and the fashion brand sign onto the 

platform, they expect services in form of an event that would be planned together with them, and to 

be lounged at the platform and the social media. If the fashion brand chose to make a product 

launch this will have to be coordinated and send in production and planed with the non-profit 

organization of their chose.        

 

Below the line of visibility fig. 5, you see the support activities that need to work so the frontstage 

can function e.g production, communication strategies, support team, overall planning, meeting, 

sales and closures, and the touchpoints that interacts between front and backstage. 

 

Overall the backstage needs to function to make front stage a success, also when it comes to the 

innovative prospects. The service blueprint for CCW helps to structure, design, and align touchpoint 

interactions as they unfold over time. The key activity of service design is aligning what people 

want to do with the touchpoints they experience frontstage with the backstage business processes 

that support these activities.  
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Fig. 5 Blueprint 

 

4.5 Prototyping  
Analysis of my prototyping will be to test my services with stakeholders and present my testing 

procedures including what aspects of CCW I wish to test and why. Futhermore at what stage of my 

project I would include my prototypes and tests and why. In this regard experience is important. By 

telling the stories to people who use or who are affected by services, it is possible to either identify 

opportunities for innovation and improvement or describe future experiences as a way to 

communicate designs. Getting the experiences right means gaining customer loyalty (Polaine et. al., 

2013 p. 131). As a designer I aim to design the conditions for an experience, so that the readers of 

my thesis can see the importance of the experiences CCW will create for it’ s future customers.  

 

CCW provide three types of experience for its stakeholder, 1) user experience (UX); interaction 

with technologies 2) customer experience; experiences with products from retail brands and 3) 

service provider experience; what it is like on the other side for the end user. CCW is a web-based 

service (digital platform) with a focus on user experiences as an essential component of the way it 
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will operate. It’s usability approach, is based on increasing brand awareness, raise funds for the 

Non-profit organization and developing charity products, charity auctions together with the fashion 

brands. The customer experience CCW is concerned with the retails brands to improve the 

experience their customers have when using the service e.g Fashion Week or purchase of the design 

charity products. The customers for Copenhagen Charity are just link any other part of the business, 

a resource to be managed. The stakeholders have exportations of the service CCW provides in terms 

of quality and value. In many respects, the management of customer experience is about managing 

the delivery of the service and customer expectations against what is actually delivered (Polaine et. 

al., 2013 p. 133). The custormer experience is longer term than user experience, but generally have 

some limits to them, such as contractual limits when signing an agreement with the clients e.g 

fashion brand, sponsors or NPO for at 6-month period of co-branding on the platform. 

 

In many cases service experience are co- produced by the stakeholders and their interaction. One-

way service design differs from UX design or customer experience design is that is not just focused 

in on direction. Although the backstage/frontstage metaphor is used in designing the service for 

CCW and bases for the blueprint section 4.6 this metaphor can fall apart in many situations because 

it focuses on front-end, customer-facing experiences only. CCW provide a service that operates in 

at least two directions – to the non-profit organizations and fashion brands. CCW also provide 

services to the customers using the platform, events and production of charity items. At the same 

time the backstage processes fig. 5 are what enables business model of CCW and makes it 

sustainable.  

 

When developing a service, CCW can save large amounts of time and money if CCW design and 

test the experience early on, before resources are put into designing the processes and technology 

needed to eventually run the service. Therefor I conducted my research to create an environment in 

which involved stakeholders to ask for their opinions and input to CCW which will help me in 

designing my prototypes. Sometimes, seemingly small problems can have a huge effect on the 

customer experience, even small irritations can be enough of a barrier to prevent people from 

bothering to switch their old way of doing things to using a new service.  The challenge with the 

services CCW provide is, that the experiences are often hard to rationalize and explain abstractly 

beforehand. Stakeholders need to experience a service or touchpoint before they can tell you what 

does work and what really makes a difference.  
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Because a new service can provide stakeholders with an experience they have never had before, it is 

important to make it real and tangible. When I asked the stakeholders of CCW to imagine a new 

service, they tended to become analytical and problem-oriented. As Morten Jørgensen, Fundraising 

manager, Røde Kors, says: “As a starting point, it sounds interesting, but it all depends on what it 

takes of resources, how is the economy in it, we always look at it before we engage in such 

initiatives. Can Charity Week give us increased revenue, and can it create more volunteers? If 

that's possible, we'd like to join you. CCW might be a channel for us to get more business partners 

if it can answer. We do not only need to have more business partners - to get business partners, and 

I know that I'm a real merchant when I'm sitting and talking this way. Our experience is just that we 

may risk interacting with business partners that are a deficit business for us, and we do not want it. 

However, if you can make something that is both profitable and create mutual value for ourselves 

and others, of course we want it”. On the other hand, when people are allowed to experience a 

working prototype – something tangible that contains the key elements of the touchpoint and flow 

of the service interaction e.g blueprint fig. 7 they may react to the performance rather than the 

abstract concept (Polaine et. al., 2013 p. 140).  

 

My service prototype consists of multiple touchpoints, and it is considered how these experiences 

interact and unfold over time and in context. Unlike product prototyping, which is an object people 

hold in their hands to get a sense of how it feels. My service experience proto type is used to co-

design a new service. This means the prototype exists both as a live sketching tool used to conceive 

the concept CCW wish to establish, details and ideas.  

Following question have been considered: 1) Do stakeholders understand the service 2) Do the 

stakeholders see value of the service CCW provide for their NPO 3) Do the fashion brands 

understand how they could use CCW? 4) Which touchpoints are central to providing the service? 5) 

Is the visual element of the service working 6) Which ideas do the experiences prototype testers 

have for improvement?  

 

4.6 Four levels of prototyping  
Experience prototypes can range from quick and dirty to elaborate staging’s over longer periods of 

time. I have chosen to divide these levels into four types of prototyping: 1) discussion 2) 
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participation 3) simulation 4) pilot, which together will create an experience prototype for CCW 

(Polaine et. al., 2013 pp. 141-146).   

Discussion prototype  

Within my discussion prototype, my qualitative research and user insights interviews within the 

stakeholder, brought a range of touch points. The role of the people I have been interviewing is to 

be themselves, and react to the touchpoint, and offer feedback as if the interaction was real. The 

effect of the interview and discussion was to iron the out the most obvious issues or problems with 

the service proposition and avoid major pitfalls. My discussion prototype involved a selection of 10 

stakeholders within my qualitative research: Saxo bank, M&A Lundgren, Røde Kors, Red Barnet, 

Shamballa, Karen By Simonsen, Nué group, Laurentin Cosmos, Maria Black and Oh! by 

Copenhagen fur.  This has been extremely useful when trying to work out what the service 

proposition for CCW should be. I developed a short presentation of the concept to the fashion 

brands to see how some of the stakeholders would react to pricing, to the particular services that 

CCW offers to the fashion brands for participating on the platform.  

Participation prototype  

I will use a participation prototype before the lounge of my pilot project CCW carried out similar to 

the discussion prototype. This will be done in an environment where CCW is expected to take place 

at Fashion Week. I will provide the stakeholders with tangibles at physical locations and involve 

staff from CCW and deliver the service e.g shop events, charity dinners and interaction on the 

platform. The aim of the participation prototypes is to improve how the touchpoints work together 

when I add to the equation the elements of the service unfolding over time, in a real location and on 

the platform.  In this way I can learn more about which interactions are critical for the service and 

understand what people do, rather than what they say they do.  For my participation prototype I will 

use the same stakeholders as in my discussion to measure the validity.  

Simulation prototype 

My simulation prototype is a combination of the first two types of the prototyping above, but in 

more detail. For my simulation, I will recruit fewer stakeholder to provide them with a full-scale 

prototype of the service with more finished touchpoints than the in the participation prototype e.g 

making a customer journey to explain how the experience and service that CCW offers evolve.  
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In this way I will prepare touchpoints for real location and use the feedback from the NPO’s and 

fashion brands. This will involve working with the stakeholders over a period of a few weeks to see 

how the stakeholders’ experiences develop as they go through a series of interactions and test how 

the experience builds when moving between touchpoints and develop familiarity with CCW 

services and working with each other through these services. The effect of a simulation prototype is 

to understand how to improve touch-points, and the way they work over time. Through my 

simulation I hope to discover one or more “X factors” that would be impossible to know in advance 

of designing CCW in detail. Sometimes this can be critical to the succes and needs to be considered 

in all service aspect of CCW e.g promotion of an event, product development, product placement 

and online sale of the charity items. My simulation prototype enables me to share a detailed insights 

with a select group of stakeholders and the development team and further define improvements and 

key success factors for the service experience that CCW offers.   

Pilot       

When CCW is at the level where the infrastructure and manpower is available, I will launch the 

pilot. This level of prototyping is not simulating and CCW will at this point be delivering services 

and products to the users though the events, charity auctions, product launch and product sale, doing 

CCW. Though a sustained delivery of near-finished services, I can learn what works and what does 

not, when trying to meet the needs of a broader group of stakeholders, users and costumers. This 

will support iterative improvements throughout the life span of CCW so that I will be able to try 

new approaches to problem solving. Service quality, rather than service speed, is a central aspect of 

CCW, which is the quality of service determined at the ‘moment of truth’ when the service is 

delivered or ‘co-produced’ (Glushko, 2009 p., 408). Through the pilot project, services are 

delivered to and co-produced by the fashion brands and non-profit organizations. Here the service 

intensity implies that many of the key design decisions relate to the intensity of CCW, which is 

defined as the number of actions initiated by. The service intensity strongly influences how usable, 

enjoyable, and responsive the services appears to the customer.   

The aim of my pilot is to learn what works for a larger group of stakeholders, over a longer period 

of time, and what sort of resources need to be allocated to CCW for each service. This is done 

though the following three steps:  

Step 1: customer journey – the customer journey will be used to describe the situation I would like 

to create for and with customers. This can provide me with feedback on parts of the whole life cycle 
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of CCW and will act as the manuscript for the prototype and will be describing the different areas 

within which tangibles are needed.  

Step 2: participants – when recruiting people to participate in a prototype my first consideration is 

whether I need any help from my stakeholders and which staff I need with specific skills and 

knowledge. Next step is to recruit potential stakeholders the same way I did when recruiting for 

user insights interview qualitative research chap 3. It is important to recruit stakeholders at distinct 

stages in the service journey so that they can play roles in the different phases of the service 

ecology. This is done to define their roles clearly and provide clear goals for the NPO’s, their 

interaction, and to understand the value proposition relevant to different stakeholders e.g. sponsors 

and fashion brands. This part is illustrated within my business model canvas for CCW where the 

different processes will be visualized and analyzed further in chap 5.  

Step 3: tangibles – create tangibles for the central interaction I wish to create in the prototypes. Here 

I will design the tangibles and mock ups and test them as part of the journey, internally among the 

project team and few stakeholders, before CCW prototype in a live context. I aim to prototype 

elements that are critical to the service experience and hard to gauge as experience until I try them 

out. Finaly I will consider the tools I will need to document and run the prototype. When services 

are consistent across touchpoints and time, they deliver great experiences. To find out whether 

CCW hangs together as a coherent experience, I have therefor chosen to create some prototypes as 

customer journeys, business model canvas, mock up to visualize the platform and lounging charity 

dinners, charity auctions and developing the charity web shop online with fashion items and 

developing branding materials. Often the feel of the service touchpoint does not become apparent 

until somebody tries to use them (Polaine et. al., 2013 p. 149).  

4.7 Non-Profit Organization  
CCW will be established as an NPO, with the services within charity events, fundraising and charity 

products for the different NPOs. It’s important to state CCW’s mission and discuss the importance 

of mission and leadership in managing this NPO: “A good mission statement allows the generation 

and consideration of a range of feasible alternative objectives and strategies and would enhance 

management creativity. A good mission statement needs to be efficient and be appealing to the 

organization’s various stakeholders” (Drucker, 1990, p. 39).  CCW needs to have clear set goals and 

overview of the different processes as well as a fair share between what goes to the NPO and what 

goes to CCW.     
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CCW mission & vision  

Non-profit institutions exist for the sake of their mission and this must never be forgotten. They 

exist to make a difference in society and in the life of the individual. The first task of the leader is to 

make sure that everybody sees the mission; hears it, lives it and feels it. Therefore, CCW’s mission 

and vision statement will have to establish a strong statement. If you lose sight of your mission, you 

begin to stumble, and it shows very fast. In its vision, CPHFW thus echoes one of the great 

philanthropists of the modern era, Mahatma Gandhi:   

 

“Be the change you want to see in the world”  

 

To make sure that CCW can live out the overall vision, it’s important to state its mission. A well-

defined mission statement is a distinct characteristic of a successful NGO. It must state concrete 

goals, be operational and must be simple and clear. Furthermore, the mission must continually be 

revised to remain current and relevant. The three ‘must haves’ of successful mission control: First, 

the NGO must examine its strengths and performance to become even stronger and to “do better 

what it already does well” (Drucker,1990). Second, a mission statement must be operational, 

otherwise it will only be considered aspirational. Third, the mission statement must be simple and 

clear and shall not try to achieve too many goals.  

For CCW, this implies that the overall strategy must be converted into specific measurable goals to 

create a stronger mission. For the overall mission to stay relevant, CCW will need to establish a 

clear mission statement and perform a goal review. The Mission is long term, but the goals can be 

short-term. CCW does not have a declared mission statement yet. My suggestion would be to 

implement at clear mission statement that defines the organization's purpose and primary objectives. 

Its prime function would be internal and to define the key measure or measures of the organization's 

success and its prime audience is consequently the leadership team and various stakeholder groups. 

By implementing a clear mission statement, CCW will make a declaration of its reason for being, 

which answers the pivotal question "what is our business?". This is essential for effectively 

establishing objectives and formulating an even stronger strategy. It reveals what CHPCW want to 

be and who they want to serve. CCW’s mission statement will be a combined statement of purpose 

and philosophy, beliefs and business principles.  
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My suggestion for a mission statement for CCW is as follows: 

“CCW wants to be the world’s leading platform for non-profit organizations and make 

a sustainable change in the world by uniting the NPOs and the fashion industry in the 

same goal; to insure human rights trough friendship, sustainability and cooperation.” 

 

4.8 Volunteer management system (VMS)  
The key relationship with the volunteers in CCW is a crucial factor for our organizations survival 

and growth. CCW would have a volunteer program which involves fashion stock sales, charity 

products, social programs, charity events e.g product launches and shop events during CCW.  To 

recruit volunteers, CCW needs strong KPI’s2 that will used to evaluation of the activities and 

succes. The board is important to establish before CCW is launched. The board of CCW is the key 

fundraising organ and understands its obligation and sets goals for its own performance. CCW 

should build a comprehensive program on a two-way relationship with the staff, the board, the 

community, donors and volunteers. “The true test of a relationship is not that it can solve problems 

but that it can function despite problems” (Drucker, 1990 p. 125 line 14). CCW must maintain 

relations with government agencies, with all the other institutions in the community, and with the 

community's people in general. CCW volunteers live in the community and they represent the 

mission. To inspire the volunteer, CCW leaders need to set ambitious standards, by example. "For 

what one person does, another human being can always do again" (Drucker 1990 p. 132)   

 

Beside a clear mission and vision statement CCW needs to operate on all levels to encourage 

everyone within the organization positively. Leadership plays a pivotal role in the success or failure 

of volunteer programs, whether it comes from the senior management, the chief executive officer or 

the board they should walk the talk to establish credibility within our volunteers. This is done by 

effectively integrating CCW’s mission and vision in the corporate culture, e.g through a group of 

relevant stakeholders within fashion and NPOs. Furthermore, CCW should implement a VMS 

check list to develop our volunteer management. The VMS check list consist of following four 

stages:  1) Concept stage, CCW need to have a clearly defined vision, mission and goals for 

volunteers.  2) in the planning stage focuses on the volunteers need, 3) implementation stage e.g 

                                                           
2 Key performance indicator 
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design a budget for volunteer involvement 4) Review stage. CCW can look more deeply into VMS 

and try to determine whether the program should be changed. 

 

4.9 From good to great  
 

Defining “great” 

According to Jim Collins (2006), a great organization is one that delivers superior performance and 

makes a distinctive impact over an extended period. A KPI for CCW could be: how do we deliver 

an effective vision and strategy and make a distinctive impact, related to our resources? In the social 

sector, financial returns are a perfectly legitimate measure of performance. For a social sector 

organization, performance must be assessed relative to mission, and not financial returns. It’s 

important that CCW separate inputs from outputs and holds the NPO accountable for the progress 

in outputs, because in the social sector, money is only an input, and not a measure of greatness. In 

Collins’ view, the outputs of greatness are (1) superior performance, (2) distinctive impact, and (3) 

lasting endurance (Collins, Jim, 2006 p. 3- 6).  

Good to Great framework 

Collins’ good-to-great framework works as a generic set of input variables that correlate strongly 

with creating the input and outputs of greatness. The 4-stage framework is used to show how 

disciplined application of the good to great principles in CCW can lead to creating the output that 

defines a great organization. No matter how much you have achieved, you will always be merely 

good relative to what you can become. Greatness is an inherently dynamic process, not an end. The 

moment you think of yourselves as great, mediocrity will have already begun.   

Stage 1 Disciplined people – Level 5 leadership  

There are two types of leadership skill: Executive and legislative.  In CCW, we will implement 

executive leadership. If CCW wants to move from good to great, we have to focus on legislative 

leadership that relies on political involvement and shared interest to create the conditions for the 

right decisions to happen. If CCW implemented level 5 leadership and operated at level 5 it will 

help us to make the right decisions no matter how difficult or painful the process might be, but for 

the greatness of the institution and the achievement of its mission, independent of consensus or 

popularity. The level 5 executive builds enduring greatness through a paradoxical blend of personal 

humility and profession will. In short, business executives don’t have the same concentration of 
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pure executive power they once enjoyed. Level 5 leadership combined with legislative skill will 

become even more important. The combination of personal humility and professional will is a key 

factor on creating legitimacy and influence for level 5 leaders. True leadership only exists if people 

follow when they have the freedom not to. 

  

Stage 2 Disciplined thought –The Hedgehog concept 

For CCW to build a great organization they must make sure they have the right people on the bus, 

and the wrong people off the bus, and the right people in key seats before they figure out where to 

drive the bus. The number one resource for CCW to become a great social sector organization is 

having enough of the right people willing to commit themselves to the mission e.g stakeholders and 

sponsors. Time and talent can often compensate for lack of money, but money cannot ever 

compensate for lack of the right people. The Hedgehog Concept is an operating model that reflects 

understanding of three circles. CCW’s core values and why CCW has to exist are stated in our 

vision:” Be the change you want to see in the world”. 

CCW wants to be the best in creating value for its stakeholders, productions, fundraising and 

charity events within Non-profit organizations. Furthermore, CCW wants to support humanitarian 

work wold wide and social work in Denmark. Our resources are through activities and development 

and the mobilizing power of volunteers and generosity of donors, thinking out of the box and 

creating new innovative projects with the consumers within the fashion industry. The whole 

purpose of CCW is to meet social objectives, human needs and national priorities that cannot be 

priced at a profit. The wide variation in economic structures in CCW increases the importance of 

the hedgehog principle, the inherent complexity requires deeper, more penetrating insight and 

rigorous clarity than in your average business entity.  

CCW is co-creating value with charity week and corporate sponsorship business. This could be i 

terms of charity products, if jewellery manufacturer Shamballa made a bracelet and donated X 

percent to CCW and the NPO of their individual choice though the platform. This requires both 

business acumen and fundraising skill and is what CCW will be best at.  

Beside the governmental support CCW has to develop a strategy for what drives our resource 

engine, the overall strategy will focus on what drives our donor, private founding and voluntary 

workers, to make sure that if we can't raise funds for a certain cause or the fashion brand won’t pay 
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for a production or donate items for an event, that we can fund the project though other economic 

resources.  

I would recommend that CCW design a donor-base strategy and start with a thorough research to 

identify the needs and wants of the donors. CCW must segment the donor base into key sub groups 

that reflect the nature of the donors and tailor the communication to each segment appropriately. 

Furthermore, CCW could analyse the response to each communication, and balance the effort 

between acquiring, retaining and developing donors. CCW could implement relationship 

fundraising that seeks to move supporters and donors up the loyalty ladder, and are centred around 

relationship building, combined with the key component of donor satisfaction, commitment and 

promise. The benefits of relationship fundraising are higher barriers to switching and a reduction in 

marketing communication costs, which enhances donor loyalty and creates an enhanced bond with 

supporters.  

CCW needs to establish a donor strategy and increase motivation of volunteers to maintain the 

hedgehog concept so it would be aligned with the overall vision and strategy of being best at 

fundraising for the Non-profit organization, making a change and connecting people for the good 

cause within humanitarian and social work. If CCW has the discipline to say no and attract and 

channel resources that drive us away from the centre of the circles in fig. 6, CCW will be of greater 

service to the world.  

 

Fig.6 Hedgehog concept, (Collins, 2006, p. 19) 
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Stage 3 Disciplined action - Turning the flywheel 

By focusing on the hedge concepts, we will build results. Those results, in turn, attract resources 

and commitment, which you use to build a stronger organization. That delivers an even better result, 

which attracts greater resources and commitment among the NPOs, business partners and sponsors, 

which builds a stronger organization, which enables even better and measurable results.  

Volunteers, stakeholders and employees in CCW will feel the excitement of being involved in 

something that works. When they begin to see tangible results, it would eventually lead to them 

feeling the flywheel beginning to build speed, that's when most people line up to throw their 

shoulders against the wheel and push, or as Jim Collins puts it: “People like to support winners!" 

(ibid. 24). 

Stage 4 Building greatness to last 

Truly great organizations prosper through multiple generations of leaders, the opposite of being 

built around a single great leader, great idea or specific program. It’s about clock building not time 

telling. In the Non-profit sectors, funding often favours “time telling” to specific projects or 

charismatic leaders, rather than building a sustainable organization.  

CCW is characterized by a fundamental duality and value network. On the one hand, we have a set 

of timeless core values and a core reason for being that remain constant over an extended period, on 

the other hand we will have multiple stakeholders that will aim for creativity and produce new ideas 

based on the same ideology:  be the change you wish to see. For CCW to become great we need a 

relentless drive for creating a change within the way the stakeholders think of Non-profit 

management going from one single leader and great idea to co-creation among each other and 

progress, a creative compulsion that manifests in timely and specific goals: “Great organizations 

make a clear difference between their core values and operating strategies and cultural practices, 

which endlessly adapt to a changing world”- (Ibid., 35)    
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Fig. 7 the flywheel (Collins, Jim 2006, p. 26)  

 

4.10 Summary  
Though my analysis, I found evidence supporting CCW’s existence and ideas for how to establish 

and run the platform. Furthermore, the analysis aimed to demonstrate how we can make a 

sustainable change within fashion week. The main focus of the analysis was to analyze and interpret 

the stakeholders and NPOs, and how best to combine the knowledge within service design, 

prototyping, blueprinting and change management. Key patterns within decision making were 

found, and this will aid in developing the platform. This will be presented in Chapter 5, in the 

business model canvas, and discussed further in relation to innovation and entrepreneurship in 

Chapter 6.       
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Chapter 5) The Business model CANVAS (results) 

5.1 Introduction  
The idea of a business concept was introduced by Peter Drucker as early as 1994 (Drucker,1994) as 

the theory of the business model canvas as a way of formulating the importance of the type of 

organization. This may be labeled as a business concept and is necessary a starting point for a 

strategic manager that wishes to change his business model (Lund, 2014, p. 31). As Morten Lund 

describes: “The purpose of strategic innovation is to develop a new business model and create the 

ability to create and realize the business idea and concept of the company by changing both the 

market of the company and the competencies and business system of the company. In this way 

strategic innovation is concerned with developing the entire company” (Lund, 2014, p. 31).    

While the ultimate goal of a company from a shareholder’s perspective is to create profits, the new 

knowledge of the business model canvas address criteria such as sustainable development which 

implies that focus is shifted from mere profit toward sustainable enterprises and an economic reality 

that connects the industry, society and environment (Lund, 2014, p. 33)    

Many companies have a great focus on value proposition. And that's actually reasonable. Because 

this is where you define and clarify the value of the company's products and services to its 

customers. According to Alex Osterwalder (2010), this is not enough. Even if you have a Great 

Value Proposition, you are not guaranteed success. Success, according to Osterwalder, requires that 

your business at the same time has a business model that ensures that your business has a structure 

that means you can also earn money. Osterwalder’s Value Proposition Canvas is thus described as a 

kind of plug and play for the Business Model Canvas, which both gives you the opportunity go 

further into describing the Value Proposition for CCW and ensuring that there is a link between the 

business model, the customer segment and Value Proposition (Osterwalder, 2014, pp. 26-61).  

 

5.2 Idea  
This Business model canvas presents the idea of CCW. It is recommended that CCW focuses on 

developing a digital platform for the Non-profit organization that focuses on generating PR for the 

NPOs and helps within fundraising activities and collecting money for the different charitable 

causes. One of the major PR activities for the platform is to develop a sustainable charity week 

called CCW, based on the elements of fashion, product development, charity auctions and 

fundraising to increase brand awareness and profit for the Non-profit organizations. The chosen 
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charity activities are: charity product lounge, product development, charity auctions, product sales, 

stock sales both online and off-line, where 75 % of the sales goes to NPOs involved in CCW.  

By creating a synergy between CCW’s sub-business divisions (Non-profit organizations, fashion 

brands and sponsors), CCW will be able to raise a substantial amount of money and funding for 

charity through fashion design, stock sales and sponsorship agreements. Based on one of the most 

important assets in the fashion industry for increasing profit every year, fashion week will be 

transformed into CCW and make a difference for the Non-profit organizations.  By supporting them 

in their work, research and science. CCW will cooperate with 20 leading fashion brands to create a 

customized luxury product, charity auctions, sponsor events and dinners for Non-profit 

organizations. Not only will CCW make a difference in helping people in need and human rights, 

they will also create value and increase their partnership potential, value network and profit 

globally. CCW will be live streamed during charity week as well as the auctions and all unsold 

items will be put up for auction at CCW’s online shop at semi-annual online auctions at the summer 

and winter editions of CCW. These additional online charity auctions and cooperation with existing 

fashion clients will create a profitable turnover for both CCW and the NPOs. By combining the 

three elements of fundraising, charity and fashion, CCW will not only raise funds for charity, but 

will also be the new black!. CCW will develop must-have customizable charity products for many 

fashion brands and customers worldwide. This innovative idea will create shared value for CCW, 

and a new and innovative concept and results in ROI for the NPOs, fashion brands and other 

investors and stakeholders. By combining these three elements, CCW will create a new investor 

network among designers and NPOs and achieve even wider exposure internationally, which will 

only benefit CCW’s position within the Non-profit organizations.       

 

5.3 Analytical part  

5.4 Customer profile  
In this section, the customer profile of CCW will be described. The value proposition benefits 

CCW’s wish to attract customers. The set of customer characteristics for the fashion industry 

indicate that status, innovation and power are the main aspects, while, for Non-profit organization 

social responsibility, politics and influence are key. The customer segment can be divided into jobs, 

pains, and gains. The jobs describe the things CCW’s customers are trying to get done in their work 

or in their life. Social jobs as mentioned above describe CCW customers in the fashion industry. 
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They want to look trendy as a consumer and to be perceived as being professional and socially 

aware of the society and they prefer sustainable solutions and prefer quality rather than quantity. As 

an example, fashion week has a significant impact in the fashion industry when it comes to fashion 

brands. This is because they work closely together with some of the best designers and through 

fashion week the new collections are presented though shows and events and is the most important 

week for sale and buying the fashion brand. Fashion week has a monopoly in the world of fashion 

and has a natural place in national and international fashion magazines like; “Vogue, Costume, 

Vanity Fair, Marie Claire, and Elle”. Without fashion week, the fashion brands would lose 

international reach and profit. The Non-profit organization are not affected by the social jobs but the 

personal/emotional job, the NPOs seek though their work a specific emotional state, where they feel 

good and secure – by doing good you feel good – and furthermore they seek peace of mind 

regarding funding, and more general fundraising for their own charity project and have their own 

political agenda, to fight for human rights, prevent human suffering and make the world a better 

place. When the NPOs succeed with one of their projects, they achieve the feeling of fulfillment and 

job security within their NPO.    

 

Another characteristic for CCW’s customers jobs are the supporting jobs performed in the context 

of co-creator of value: jobs related to co-creating value with CCW, such as posting product reviews 

and feedback and participating in the design of a product, charity event or service (Osterwalder, 

2014 p 12). These jobs arise from three different roles; co-creator of value is related to co-creating 

value from the fashion brands to decide whether they want to produce a charity item and donate the 

turnover for NPOs or want to donate items for the online auctions at CCW or donate the turnover 

from their stock sale to CCW. The fashion brand has the power to affect the charity auction and 

taking delivery of key fashion items for the charity auction. Furthermore, sponsors and business 

partners are also co-creating value within CCW in terms of long turn partnership agreement, 

donations that keep the platform running as well as co-branding among the different stakeholder 

within the platform. Co-creation of value within in the NPOs is related to the Non-profit 

organization and CCW that are co-creating value, such as posting product reviews, for the new 

charity items, feedback and participating in the design of a product or service such as charity events, 

dinners, charity auctions and establishing ambassador programs and PR that aim to increased brand 

awareness for the NPOs different charity product and fundraising to the multiple causes that suit 
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their political agenda and charitable cause, through sustainable solutions that will increase profit 

and raise funds. 

 

The second part of the customer profile, customer pains, will be described in this section. The major 

challenge for fashion week in Copenhagen is that it is difficult for them to maintain the exclusivity 

because of the natural change everyone is facing with the power of the SoMe and to keep the major 

brands participating in fashion week. For the NPOs the challenge has been to co-brand with other 

organization, as Per Bjerre, Communication Manager at Folkekirkens Nødhjælp, says: “We do not 

do co-branding with other NPOs, only at the Danish national fundraising show one time a year, it 

has not been the tradition. If you ask me, it will be obvious”.  

The pains for CCW can be divided into three sub-divisions. First, a functional part that can generate 

an unwanted side-effect. An example of this is if the customized charity items are unsold or there 

won’t be enough participation during charity week or the NPOs don’t think they will increase 

enough profit or value for being a part of the platform, or the sponsors get disappointed in the 

exposure they got for their donation. It will generate bad PR and a loss of potential business 

partners. Second, an obstacle is that internally in CCW it is expensive and time-consuming to 

develop a charity sale database, closing deals regards product development or to develop a 

sustainable charity fashion-line with the brands involved and maintain an on-line auction with the 

right product portfolio, and interest for the customers. Which is responsible for the revenue stream 

and turnover for CCW. Thus, the continued evolution of CCW is dependent on the success of 

NPOs. Finally, several risks are associated with CCW. It can generate bad PR, the project can be 

unpopular, and there is a risk for a low demand for the customized charity items. These risks can 

also be applied to the cooperating fashion brands.  

The gains desired and required by CCW are a to gain sustainable cooperation with the world’s 20 

leading Non-profit organization and fashion brands in order to test the charity project CCW in real 

life, in order to strengthen our positions as the world’s leading platform for NPOs, as well as 

develop our platform further. The fact that charity week will be created enables CCW to test out our 

idea and project as well to build the foundation for continued partnerships with various fashion 

brands and NPOS, The platforms stakeholders, investors and customers need to be convinced of the 

potential of the idea that supports NPOs and helps the fashion brands develop and donate 

sustainable charity products for CCW. Furthermore, an agreement with NPOs has to be made in 
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terms of ROI and shared value. Finally, a comprehensive PR strategy must be devised. The gains 

desired by CCW can be divided into the following sections. Their required gains are that it is crucial 

that an agreement is met with the world’s 20 leading NPOs and fashion brands, as well as an 

agreement has to be reached with our potential investor and sponsors. CCW’s stakeholders, 

investors and sponsors need to be convinced of the potential of the charity week idea that supports 

NPOs instead of fashion week. Furthermore, an agreement with the NPOs has to be made. Finally, a 

comprehensive PR strategy must be devised. 

The expected gains are that the platform is well-designed and the charity product desirable. 

Additionally, CCW’s desired gains are product placement in flagship stores and mass productions, 

and that the charity products will be a sustainable products of the designers existing collection that 

CCW will be in charge of, herein the ability to choose the NPOs and fashion brands of cooperation. 

An unexpected gain for CCW would be the creation of a charity app, which would unite the world’s 

leading Non-profit organization in one app under CCW control.  

Now that the customer profile has been described, the value map will be employed to describe 

specific value proposition for CCW. The value map divides the value proposition into products and 

services, pain relievers, and gain creators.   

5.5 Value Map 
The specific value proposition for CCW consists of both a product and a service. The product is the 

customized charity items while the service is the platform, charity events, auction, products lounge, 

ambassador programs etc. Thus, the product is both tangible and intangible while the service is 

intangible and digital, as it will both be a physical product, events and an online auction and sales. 

Both the product and the service are essential for the success of the value proposition (Ibid. pp. 31 -

40). Following the product description, the pain relievers describe how the charity auction and the 

customized fashion collection can help alleviate customer pains. To avoid unsold items at the 

charity auction, which will create negative PR for CCW, it is important that there is a 

comprehensive, well-thought out PR-strategy, the charity products must be saleable and desirable, 

and finally the right NPOs and fashion designers must be present at CCW. To ensure that CCW has 

the right foundation to create growth for NPOs, it is crucial to hire competent employees with the 

right profiles.  Finally, to ensure that CCW is a success it is important that CCW chooses the right 

brands, sponsors and the right NPOs. Furthermore, a narrative strategy must be employed. CCW 

should approach the leading fashion magazines, newspapers, SoMe and market CCW here.  
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The gain creators that CCW will create for NPOs will be described in this section. To ensure the 

cooperation between CCW and 20 leading Non-profit organization and fashion brands it is 

imperative that the negotiation is handled competently. The major advantages for CCW in this 

negotiation are the charitable aspect, which will create positive PR for the potential business partner 

e.g sponsors and fashion brands. Furthermore, the business partners only have to agree to design or 

donate one item for the charity auction and web shop, which will make them more inclined to agree. 

For NPOs to agree to participate in CCW, it is crucial that the operating budget is presented 

convincingly and with the promise of profit, thus making it difficult for the company to decline. The 

PR-strategy will be successful due to the narrative aspect, the use of TV and international fashion 

magazines and newspapers, and the use of brand ambassadors for CCW. All these aspects will help 

create significant growth for CCW. 

5.6 Business Model Canvas - nine key values  
The business model canvas is based on the value chain by Michael E. Porter. The value chain is 

divided in primary and supporting activities. The primary activities have to do with creation and 

delivery of the products, marketing and sale. These are based on the right side of the canvas, which 

is value based and external, and which helps CCW attain a differentiated position in several ways. 

Through brand positioning, advertising and marketing CCW can affect the perceptions of their 

customers on how the CCW differentiates from the existing market of digital platform with 

specialized in Non-profit organization. If CCW customers have a favorable impression of the 

charity week, it will lead to an expansion in sales volume. Through research and development 

(R&D), CCW can increase the functionality of the charity platform, the web shop and auctions and 

develop the customized product design and charity productions, the production creates a good 

service, and manufacturing for the NPOs and fashion brands that will create a competitive 

advantage for both parties.  

The supporting activities provide input, which allows the primary activities to occur in terms of 

competitive advantage, which is illustrated on the left side of the canvas. These illustrate the 

importance and efficiency of CCW. Procurement can lower the production cost, the logistic 

function controls the movement of the customized charity items through the value chain, from the 

design phase through to production and into distribution via CCW’s platform. The human resources 

help CCW create competitive advantage in a number of ways and ensure that CCW will have the 

right mix of skilled people to perform its value propositions and activities effectively and the right 

information system to manage inventory, trace sales, deal with customers etc.  
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1. CCW’s customer segments are the Non-profit organizations, sponsors and fashion industry 

(designers, investors e.g.) and the NPOs they cooperate with. This group creates value for 

CCW and is connected to the value proposition. 

2. The value propositions are based on products and services that create value for a customer 

segment. CCW creates value through their charity week that will help to increase value, 

profit and PR for their customers.  

3. CCW are communicated and delivered through our own channels like the social media, 

online auction and international force through the NPOs and fashion brands. Through 

communication, storytelling, distribution, and sales channels the customized charity items 

will be placed in the flagship shops and sold on the platform and branded in the international 

fashion magazines, newspapers and through ambassadors. 

4. Customer Relationships are established and maintained with each customer segment through 

the platform and the charity auctions, stock sales and online shop and will be used as a key 

factor for opening the door.  

5. Revenue Streams result from CCW value proposition to be successfully offered to their 

customer segment. CCW captures value with the value network, charity donation, online 

sale activities e.g auction and products at the web shop. The customers are often willing to 

pay extra to support the good cause and customized charity products that become fashion 

statements for both the fashion brands and NPOs.   

6. Key Resources are the most important assets required by CCW to make a strategic alliance 

between new competitors and a joint venture between existing ones. Knowledge of the Non-

profit organizations, fashion industry, human resources, sponsors and cooperation with and 

SoMe media needs to perform well. 

7. Key Activities are the most important activities when it comes to organizational strength and 

action plan for CCW and their customers, cooperation between new and exciting NPOs and 

fashion brands. This is the overall balance between efficiency and value, internal and 

external strategy and implementation.  

8. Key Partnerships show the network of suppliers and partners that bring in external resources 

and activities. CCW will create a strategic alliance between new competitors and a joint 

venture between existing customers in both for the Non-profit organization and fashion 

brands. CCW must approach both new and existing customers with the idea and ask whether 
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they will contribute with a customized charity item, participate in the auction and events 

during charity week and donate to the platform. 

9. Cost Structure describes all costs of production of the charity auctions, charity shop and 

implementation of a new management control system and distribution of the charity 

products, and moreover the digital version of CCW. The profit is calculated by subtracting 

the total of all costs in the cost structure from the total of all revenue streams.  

 

Narrative theory  

CCW must employ a creative and comprehensive narrative strategy to effectively communicate the 

charity aspect of its auctions. This will increase the chances of gaining cooperators and furthermore 

lead to a larger possible audience for the auction. The narrative strategy must be communicated 

both via the press and to potential Non-profit organization and fashion brands that will then be more 

inclined to participate in CCW.  

5.7 Customer Journey 

 

Fig. 8 Customer Journey 

 

 

In the following, a description of the customer’s journey through CCW will be offered, to provide a 

comprehensive picture of the concept. Overall, the customer journey includes five steps that are 

structured in three phases: Pre-purchase (awareness and consideration), purchase and post-purchase 

(retention and advocacy). The intention with this is to highlight the most prominent touchpoints in 

the concept, those that potential collaborators can exploit in a potential collaboration. The customer 

experience presented is based on my analysis of the concept of CCW, which appeals to two groups 
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of “customers”: non-profit organization and fashion brands. In the following, the customer journey 

related to the pre-purchase, purchase and post-purchase considerations of the non-profit 

organizations is presented.  

 

Pre-purchase (awearness and consideration) 

Awareness of the concept among non-profit organizations will be created through a mix of PR, 

word-of-mouth and online resources. The PR-strategy includes traditional press-releases and an 

ambassador program designed create maximum attention in the appropriate channels, including 

radio, TV and print. Furthermore, it will become part of the awareness strategy to seek to appear in 

printed editorials, radio interviews or TV-segments. Apart from this, word-of-mouth will be 

naturally created by both the participants, recipients, ambassadors and the team behind CCW, and 

the intention behind is to aid the co-creation process in which the product creates value for all of the 

abovementioned.  Online ads will form an important source of awareness for the concept, but as 

these are traditionally expensive, CCW will seek to engage in media partnerships with selected 

platforms. Word of mouth is one of the reason why customers seek the platform. The PR will consist 

of a co-branding strategy with fashion brands and sponsors and a CRM system with private 

invitations for charity dinners, auctions, product lounge, ambassador events, stocks sale and 

receptions at Non-profits organizations headquarters. This has of course added a great PR value. 

CCW will use the more traditional branding-awareness strategies such as online ads and social ads 

to attract attention from our customers. I’m confident that CCW is strong enough to provide a strong 

statement and branding value, based on charity, sympathy and exclusivity.  

 

Consideration for the concept is initiated through bloggers, sponsors and fashion brands who spread 

the worth of mouth through social media like Instagram, Facebook, LinkedIn, blogger forums and 

Twitter. Since the world we are living in is becoming more and more digital, CCW is established as 

a digital platform for NPOs. The platform will be connected to the NPOs involved by linking to 

CCW as an example, Red Cross could have a button at their website called CCW and when the user 

presses that button, they would be transferred to CCW platform, and opposite CCW will link to the 

NPOs.   

Purchase 

CCW focuses on ecommerce solutions. When CCW signs a contract with an NPO, they will be 

exposed through the platform, and at the same time they will be presented to the sponsors and 
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business partners. The sale of the charity products will be through CCW’s web shop, and through 

our online auctions that will consist of different luxery items donated from or sponsors, e.g a car 

from BMW, a Chanel bag, a Rolex watch, art pieces from Kvium or Tal R. Furthermore, you can 

seek information about the different NPOs, happenings and events during CCW, and see when the 

charity dinners are scheduled.   

 

CCW will be launched in connection with fashion week, and there will be stock sale in cooperation 

with different fashion brands. Every year fashion brands have a huge storage of exclusive clothes 

that haven’t been sold so why not sell these during fashion week and donate the turnover to a Non-

profit organization, benefitting both the NPO and fashion brands in terms of (ROI), co-branding and 

partnership agreements. By doing it in fashion week there is a huge group of customers willing to 

participate, and furthermore the new charity products, as an example a fur shoe, from oh! by 

Kopenhagen Fur or a pink T-shirt from Ganni that is designed for breast cancer, will be launched 

during CCW and the sale will go to breast cancer. In that way the NPO will increase brand 

awareness and gain profit at the same time. It can be considered likely that purchases of more 

expensive auction items will mostly be sold at the physical/live auctions by the customers as they 

purchase the experience, rather than just a product.          

 

Post-purchase (Retention and Advocacy)  

The customer retention is functional because of the co-branding strategy with the sponsors and 

fashion brands which provide a lot of positive feedback from different communities, from donators, 

volunteers, fashion magazines, ambassadors and bloggers, and business partners e.g that all talk 

warmly about CCW. In this way, customers are informed of the happenings during CCW both on 

and offline, which provides a branding value, you can’t buy with money. Furthermore, CCW will 

have an email system as mentioned above and you can sign up at our website and become a member 

of CCW, receive emails, newsletters and become a part of CCW’s social network. Besides that, 

CCW has an extremely wide network because of the collaboration with multiple NPOs, sponsors 

and fashion brands, which creates a positive network effect.         
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5.8 Mock Up  
The thoughts within my mock ups (appendix 3) is based on the theory of AIDA, because it 

illustrates my overall thought op how I would design and draw attention, interest, desire and action 

within platform for CCW: https://copenhagencharityweek.wordpress.com  

    

 

Fig. 9 AIDA-Model 

Attention  

The customer becomes aware of CCW trough marketing channels, PR, co-branding with the NPOs, 

fashion brands and the social media. To get people’s attention, CCW will use powerful pictures, and 

promote the different charity projects for the NPOs, and earlier succes that will catch the readers 

eye and make them stop up and read about CCW, and hopefully use our platform to see the 

different charities and service we offer within our platform.  Furthermore, we will use our 

ambassadors, our already well-known charity auctions THINK and Ladies Affairs, brand – building 

with the fashion brands within charity week, will be the PR for the platform and charity week. This 

is done though cognition, the mental action and process of acquiring knowledge and understanding 

through thought, experience and services CCW offers.  This is done to target the customers, 

business partners and sponsors.  

Within my design I choose to make an introduction to CCW, about us to draw attention to the idea 

and thoughts behind CCW, Furthermore I made a visual correlation within my different charity 

auctions to show you the different varieties of the charity auctions and earlier work. Both THINK 

fashion auctions and Ladies Affairs Charity auctions is illustrated and explained here as they are 

well established charity and concepts and the NPOs are familiar with them.  

 

https://copenhagencharityweek.wordpress.com/
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Creating truthful visualisations also involves making the right design choices within my mock ups 

for CCW (Alberto 2016 p.45).  Beside to be truthful, I wish my platform to be functional. The 

historical connection within my earlier charity work and the services that CCW in offering also 

explain the functional purpose of platform. Which is helping the users interpret the platform 

correctly. Therefor the choice of my menu within the reflect the task I wish to enable. Getting your 

information right is the most crucial step in creation any visualization, and helping the audience 

interpret it correctly and draw attention to the platform.  

Interest  

This is one of the most challenging stages, CCW might get attention of a part of the taget users but 

can CCW engage them enough so they will spend their time at the platform is the question. Within 

my analysis I came up with serval solutions of how to keep the customers occupied this i done 

though volunteer programs where the users can sign up for participating in charity or make their 

own charity doing charity week and web-shop. This will make the customer interested in learning 

about benefits and how their brands fit with the lifestyle of CCW. 

To help the customers interest I have to pick out the right messages that are relevant to them quickly 

therefor I have chosen to use bullets and subheadings and brake the text to make our point stand 

out.  

I hope that my digital platform will give the user a feeling of social awearness and will be perceived 

as beautiful, in the sense of being attractive and aesthetically pleasing for the users’ eye when 

entering the platform CCW. What matters isn’t if objects of my creation are beautiful or not per se, 

but if they are experienced as beautiful by as many people as possible. My personal aesthetic 

preference plays a vital role within my mock ups, and my design choice is not related to data. But to 

what is find esthetical, I have there choose a classical design within my mock ups and the key 

words for my design is simplicity and neutral colours.        

Desire   

The desire of being a part of the platform goes together, as CCW is building the users interest and 

desire and how they develop a favourable nature toward CCW. As CCW is building the customer 

interest, we can help them understand what CCW is offering and how we can help the NPOs though 

our fundraising platform. The main way of doing this is by appealing to their personal needs and 
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want. By focusing on the customer need and want CCW will not only affect feeling, interest and 

desire. We will provide serval benefits both on B2B and B2C level.  

On a B2B we provide different charity service that benefits both the fashion brand and NPO though 

increased brand awareness, ambassadors, social awearness, profit, fundraising, volunteer programs, 

ambassador programs, charity week etc. That benefits out costumes and support the NPOs their 

mission. There for it is important that when CCW describe the offering at out platform don’t just 

give the facts and features and expect the customer to work out the benefits themselves. On a B2C 

level we provide community fundraising, give the users of the platform a possibility to be a part of 

something bigger and help CCW making a change for the NPOs involved and the different 

charities. Therefor the text editing and clear message is crucial to create that interest and desire.  

This is done though insight, where the benefits will be listed in as benefit concept in bullets, not 

pictures, this means that good platform design is to make the value position clear for the customers 

using the platform, which is presented in different way’s. There are several kinds of insight within 

my platform CCW, my hope is that my platform is equivalent to an ah moment and knowledge-

building insight, which is based on a gradual and deliberate process of exploration within CCW 

charity work with the NPOs and services that CCW is doesn’t necessarily lead to wow moments but 

to evidence for the change that CCW wish to accomplish. 

Action  

When is come to action, it’s important to be clear about what CCW want the customers to do e.g 

sign up for membership or if we ask for a donation within sponsorship. The action will be on our 

contact page where there will be implemented a sign up for membership button, our charity web 

shop and though or partnership site, where the sponsors can read about the benefits and contract 

CCW for further collaboration.  Furthermore, this part of the platform has to be enlightening, to 

make the customers take action. This is of course my ultimately goal as a visual communicator and 

to give people access to the information they need to increase their interest.  Great platforms change 

people’s minds for the better. They are enlightening.  
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5.9 Budget  
Although changing customer attitudes, perceptions, and intentions are important, and achieving 

improved sales and market share is essential to any start-up business, many investors and sponsors 

consider financial impact the most crucial measure of succes for any start up.  Financial impact 

involves not only the increase in revenue but also an increase in expenses which are required to 

produce services within charity events, auctions, charity items, and charity week. Marketing costs 

are considered investments within CCW, and the financial return is measured as ROI (Rust et. al. 

2004, p.82).  The long-standing recognition of the importance of ROI in evaluating more general 

costs e.g revenue, variable cost, fixed cost, will indicate the positive relationship between market 

share and services within the platform.    

The management control takes place in the context of CCW’s goals and the broad strategies I have 

chosen for achieving them. The formal management control process has four principal phases: 1 

strategic planning, 2) budget preparation, 3) operation and measurement, and 4) reporting and 

evaluation (Anthony et.al., 2016 pp. 23- 26). As discussed previously in the business model canvas 

section 5.1 and Non-profit management section 4.8. The strategy is made in the formulation process 

which is the major program that CCW will undertake during the coming period and the approximate 

expenses that each will incur.  

 

My decisions are made within the context of goal and strategies that emerged from the 

strategy/mission formulation activity of becoming the world leading platform for NPOs and co-

create value for the stakeholders and make a change within the fashion industry. Assessing weather 

good control has been achieved CCW must be future-oriented and objective-driven. CCW must be 

future-oriented because the goal is to have no unpleasant surprises in the future and objective driven 

because the objective represent what CCW seeks to attain i term of charity activities and the overall 

mission and vision for CCW (Merchant et. al., p.13). Nevertheless, assessing whether CCW will 

achieved good management control is difficult and subjective because MSC must be measured 

against the future that is inevitably and difficult to predict.   

 

The overall strategy is divided in the three sub-categories of corporate-level strategy, business-level 

strategy and operational strategies (Johnson et. al., 2011 p.7). At the strategical level, I have through 

my analysis found grounds for my idea of the digital platform CCW and tested among stakeholder, 

who I will target. Also, I have developed different services in terms of charity events, products and 
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auctions and bridge building within the fashion industry. Seen i a perspective from three-five years 

acceleration a long turn goal for CCW is to see wheatear fashion week is a sustainable market and 

ready for collaboration within charity week, and if it’s the future market for CCW worldwide.  

 

The corporate-level strategy is concerned with the development of CCW and how the value is 

added and the future existence internationally. At the business-level strategy, I have been planning 

the key activities in terms of how we should compete in our particular markets. The services that 

CCW provides within the platform, e.g charity dinner, product launch, web shop with charity items, 

auctions on-off line, SoMe campaigns and how to co-create value with the stakeholders involved, is 

a part of our competitive strategy and is planned for the next two years. This is done to accomplish 

marketing activities, enhance competitive advantages that will force my overall strategy to evolve. 

Finally, the operational strategy is concerned with how the components of CCW deliver effectively, 

such as the execution of the daily routine jobs such as sale activities, like signing new NPOs and 

other fashion clients. This is the sub-post, semi-annual free, within my budget. At this level, I aim 

to link strategic goals and objects to the business level strategy and objectives and this is the 

condition for succes. The operation risk is concerned with fraud and legal risks that can occur and 

inadequate internal processes e.g employees and internal systems.  

 

The operating budget (appendix 2) aims to estimate income and expenditure based on the forecasted 

sales revenue for one year. The budget consists of several sub-budgets, the most important one 

being the sales budget, which is prepared first to get an overview of CCW.  Since an operating 

budget is a short-term budget, capital outlays are excluded because they are a long-term cost. The 

budget plan is expressed in qualitative, monetary terms. In the budget preparation phase of the 

management control process for CCW, each program’s objectives are translated into terms that 

correspond to the scopes of responsibility of CCW implementing them. During my budget 

preparation phase, plans made in strategy terms are converted into responsibility terms to keep a 

record and measurement of actual input (fixed cost) and output (revenue) (Anthony et.al., 2016 

p.25) 

 

The accounting information, along with the variety of other information, will be summarized, 

analysed, and reported to the investors of CCW for them to know what is happening in CCW as 

well as measuring the levels of our performance within our sales activities. The report and 
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evaluation will be used to compare the planned outputs and inputs with actual results.  The three 

purposes of the reporting are: 1) operation - to help the investors coordinate and control current 

operations of CCW, 2) reports - used as the basis for evaluating operating performance, and 3) 

program evaluation - if for any reason the plan for a program may be suboptimal, the entire program 

may need to be revised (Anthony et.al., 2016 p.26). Evaluation of actual performance can lead back 

to the first phase, a revision of the program or the phase revision of the budget or third phase, a 

modification in operations. It can also lead to a reconsideration of the strategy for CCW or even a 

revision of our goals.  

 

According to the cost structure, the turnover that goes into the platform will be divided 25%/75% 

and shared between the NPOs that are participating.  The same share goes if a sponsor or business 

partner chooses one specific NPO, here the funding will be allocated to the specific NPO or project 

chosen within the platform. The NPOs and fashion brands involved will need to see the cost benefit 

of CCW before becoming paying customers and partaking in the platform. They will be asked for a 

half yearly fee of 15.000 DKK for participation on the platform and access to the events during 

charity week, as will the other business partners involved. This will be the basis for income every 

month. Sponsorship will be at a minimum cost of 100.000 DKK. 

  

Revenues regarding the services CCW offers during charity week are estimated and based upon 

earlier experiences from my previous charity work and have been calculated in the budget at 

970.000 DKK. The number is based the income from the total amount of signed contract with my 

clients and closed sponsorship agreements. This is done to show my investor that we have a solid 

business case before we start.    

 

The additional sub-post in August (2018) is a charity stock sale where the turnover will be given to 

CCW and the NPOs during fashion week. This is of course estimated and used to make a statement 

and pre-launch CCW. The other activities are calculated in the budget for late second quarter (2019) 

because CCW is at an early stage and during the first quarter we will spend lots of time building the 

platform. The final sub-post is the investor. CCW needs an investor or business angel to survive the 

first two years, and even though there will be an income, it will vary the first years, as it does in any 

start-up, which can make CCW fragile.   
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CCW needs protection and some guidelines from more experienced entrepreneurs e.g mentors and 

lawyers that know different policies within NPOs. CCW has an office space a CSE at CBS and 

access to use the facilities which is a good place to start.            

 

Without an investor, CCW could face a short life-span, relying on sponsorships and business 

partners for cashflow. Another method for funding the platform would be to use CCW’s ability to 

convince the sponsors, to not only sponsor the NPOs but also sponsor the start-up phase. However, 

it will take much longer before the project will be a realization because the platform is initially 

driven by the founder, interns and volunteers and CCW won’t have the necessary back up we need 

to enter and win the market.   
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Chapter 6) Discussion 
It has been argued that an educational background can help the founder of a start-up move the 

concept from failure to success. Normally, a very small share of small firms will grow and provide 

new employment. Most small firms do not want to grow. According to professor Björn Bjerke 

(2003), entrepreneurs who have a positive attitude to business establishment and growth have a 

higher probability of accomplishing growth of their firm, while entrepreneurs who are forced into 

starting a business due to unemployment have a lower probability of succeeding in running the 

business and, even less, in growing it.  Furthermore, Bjerke’s results indicate that high educational 

attainment and previous management experience will influence the probability of surviving and 

growing (Hultman et. al., 2003, pp. 73-75). 

 

Young and small firms like CCW tend to grow faster than established and bigger firms. Regarding 

types of firms, from a legal point of view incorporated firms grow faster than unincorporated firms.    

Looking at the strategy, if CCW wants to grow, external owners e.g investors and business angels 

who contribute with financial capital as well as knowledge are needed. Nevertheless, the 

entrepreneurs are a key factor determining firm growth. To state whether CCW will start to grow or 

not depends mainly on CCW’s attitude towards growth, and the appreciation of the impact that 

successful growth will have on the new firm will be a crucially determining factor (Hultman et. al., 

2003, p. 73). Hence, the level of entrepreneurial influence on the firm’s action varies over time, 

truly entrepreneurial firms do not stand still in the long run. CCW will constantly search for new 

opportunities, focusing primarily on the external environment of stakeholders, competitors and 

markets.  

 

After all, the growth of CCW is achieved through acquiring a share of an existing market with a 

new product (Ansoff, 1957 pp.113-124) and developing a new service for NPOs through effective 

action in the market for new sponsors and products and is generally understood as one kind of 

entrepreneurship or may be referred to as entrepreneurial growth (Hultman et. al, 2003, p.74). We 

distinguish between, management, leadership and entrepreneurship. CCW needs to employ an 

entrepreneurial leadership style to drive the change within the fashion industry and need mental 

skills to develop the platform for the NPOs. Even if CCW relates itself to itself, the market judges 

its result.  
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The benefits of introducing CCW to the fashion industry, giving the fashion brands the opportunity 

to be multi-branded within NPOs with a low investment, along with the top NPOs in the world. 

Furthermore, they would gain goodwill, PR, and freedom of innovation to create their own charity 

products, events or contributions with their unique services, personal statements, extra profit, and 

increased sales numbers. Strategic alliances and affiliated partnership agreements with NPOs will 

be established by CCW. This will create great interest and brand awareness for fashion brands 

involved in the auction, charity sales, events and happenings both on and off line. The above-

mentioned benefits will pay off in CCW and for the NPOs, where the sales will be improved in their 

own platforms and increase their profit. Furthermore, CCW will help the NPOs with new business 

partners, sponsors and volunteers. The charity collection, donation of charity items to the auction, 

web sale will contribute greatly to the chosen charity. Moreover, it will create positive PR and 

increased profits for CCW via the online platform.  

 

However, if CCW is unsuccessful, it would lead to decreased profits, loss of business partners, 

sponsors and customers for CCW, and subsequently a lower amount raised for the NPOs involved. 

This will influence CCW negatively. The significant investment in CCW, which includes staff, a 

well-functioning platform and a management system will not be easily overcome. However, with 

the right components of the business model canvas, a strong focus and a leading strategy, CCW will 

be the key to open the door to new business partners, sponsors, fashion brands, strategic alliances 

and a revolutionary and sustainable charity platform.      
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Chapter 7) Conclusion and future perspective 
This thesis has presented the idea of a digital platform connecting NPOs named CCW, and it has 

examined ways to develop multiple services within charity events, charity auctions and product 

development, both on and off line, co-creating value in the fashion industry. This idea will create 

synergy between fashion and charity and help to prevent human suffering, fight for human rights, 

and create social awareness, though sustainable service solutions. Both NPOs and fashion brands 

will profit from CCW and create a great value proposition for the customers. To examine the 

possible structure of the organization I initially posed this problem statement:  

“How can a digital charity platform be co-created by connecting non-profit organizations and 

increasing their resources by enabling collaboration with fashion brands as both sponsors and 

business partners?” 

“To answer this question, I conducted 33 interviews with fashion brands, non-profit organizations. 

Furthermore, I used ethnographic methods to include my own observations of these industries as a 

part of my epistemological foundation. Theoretically I have combined non-profit management with 

change management, strategy and service design and the business model canvas, business 

innovation, entrepreneurship and used elements within visual communication to enable me to draw 

up a structure of CCW.” 

Through my deductive reasoning, explicit knowledge and qualitative interviews, I found that there 

are grounds for the idea and that the stakeholders involved support it. I learned that my business 

idea is still at an early stage in becoming a succesful platform, and my tendency supplement and 

implications drawn from my beliefs are just as important when it comes to making a decision. I 

learned that the stakeholders use heuristics – mental shortcuts or rules – to make quick judgements 

and base their decision on system 1 rather than system 2.  And through anchoring and heuristic 

strategies, I learned that my stakeholders have a lot of knowhow within their respective fields.  

 

I learned that if I want to make a sustainable change within fashion week, I have to ‘unfreeze’ 

fashion week, then I have to enable changes by implementing CCW and make it a stable change 

(refreeze). The other change I have to make is to ‘unfreeze’ the non-profit organizations in terms of 

bringing them into one platform that will co-brand and unite them under the same conditions. A 

successful change demands that the stakeholders understand how to participate in the changes and 

make them permanent (refreeze). The change will be a transition phase for both the non-profit 
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organizations, fashion brands and for fashion week. In particular fashion week has to move out of 

its comfort zone of dealing only with the fashion industry, but for the Non-profit organizations as 

well, when it comes to co-branding themselves in one platform, sharing their sponsors.           

The service blueprint for CCW helped me to structure and design the services that CCW offers and 

align the touchpoint interactions as they unfold over time, which is the key to creating a sustainable 

succes within the services that CCW offers. CCW will launch charity week as a pilot doing fashion 

week in august 2018, as well as lounging the platform CCW. The pre-launch of CCW, is to test the 

market and measure response and participation within CCW.       

 

Beside a clear mission and vision statement, CCW needs to operate at all levels, to encourage 

everyone within the organization positively.  

 

Implementing the good-to-great framework within the overall strategy will help create the output 

that defines a great organization. CHPCW needs to establish a donor strategy and increase 

motivation of volunteers to maintain the Hedgehog Concept to do what we are passionate about, 

what drives the engine and what we are best at.  The hedgehog will be aligned with the overall 

vision and strategy for CCW. It is all about turning the flywheel in the social sectors by attracting 

believers in CCW, build strength and demonstrate results and build a strong brand (Collins, 2006 p. 

12). For CCW to become great, a relentless drive for creating a change within the way the 

stakeholders think of Non-profit management, going from one single leader and great idea to co-

creation among each other and progress, is needed.  

 

The corporate-level strategy is concerned with the value that CCW adds. CCW’s survival depends 

of an investor or business angel that finds the project interesting. Futhermore, an effective board is 

recommended within the strategy to pursue the good cause and provide value to CCW in terms of 

value network and mentoring. This will add the resources that CCW needs in terms of diversity of 

services and enter new markets and will help CCW develop a strong competitive strategy. This will 

provide a position which is needed in entrepreneurial start-ups. Furthermore, it will help CCW’s 

operational strategies to deliver effectively in terms of resources, processes and people.  

 

CCW needs to implement good management control to ensure high probability of success and to be 

confident that no major unpleasant surprises will occur, CCW must be future oriented and objective 
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driven to represent what CCW wish to accomplish. Furthermore, CCW will need protection in 

terms of legal issues e.g permission to brand Copenhagen and Intellectual properties and other 

variables within the social sectors also needs to be considered once the platform is launched.  

 

The Value Proposition Canvas was used to analyze the customer profile and the value map. The 

social jobs are important for the fashion customers, because charity is a social status symbol, while 

the personal/emotional job is important because the NPOs are somehow emotionally involved 

within their own mission statement. The supporting jobs co-create value, where the stakeholders 

perform supporting jobs in the context of participating in different events during CCW, product 

development and co-create value in terms of sponsorships and long turn business relationships.  

The major challenges for CCW is to implement new ideas within the fashion week and to develop a 

digital platform that embraces all aspects within NPOs. The risks associated with the idea are that 

an unsuccessful auction can generate bad PR, that CCW can be unpopular, and there is a risk for a 

low demand for the customized charity items, web sale, participation at the events and auctions, and 

overall lack in commitment of sponsorships and business partners.  

The gains for CCW will be the sustainable cooperation with NPOs worldwide, the positive 

association with charity, product development, online sale, charity auctions, charity events, 

sponsors, business development and additional charity projects that CCW will be in charge of, 

along with the ability to choose the business partners we prefer including choice of charities.  

In order for the CCW to be successful, we must employ a narrative strategy, which will attract 

potential business partners as well as sponsors and investors. To ensure that CCW has the right 

foundation to create growth for the NPO, it is crucial to hire competent employees and management 

control. CCW should approach the leading fashion magazines, SoMe and market charity week. 

Through brand positioning, advertising and marketing CCW can affect our consumers’ perceptions 

of how the CCW differentiates from the existing market. CCW will be a unique PR strategy and 

branding for the NPOs that will result in a profitable platform, unique partnerships and ongoing 

profit from the charity activities online at CCW digital platform as well as internal empowerment 

via NPOs and fashion brands. This will happen by combining all the elements in the business 

canvas, which will create a new investor network among NPOs, designers, strategic alliances and 

increase sales, goodwill and brand awareness for CCW.  
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The conceptual framework within my thesis implies that we need a dynamic perspective to both 

entrepreneurial growth and to the acquisition of a share of the existing market. How these are 

interrelated must be understood to be able to understands the various skills needed for the creation 

of long-term growth. CCW could have a life without an investor but it would be short term because 

CCW will need to use the sponsorship to maintain the platform and does not have enough 

manpower to execute without an effective board, skills and competent employees.  

 

I believe that CCW will be a succes and find investors that find the project interesting and will take 

the risk. There is hold in the market, and until now no platform exists that has succeeded in 

connecting NPOs in one place. Although fashion week is closed to make CCW a part of their 

platform they are open to collaboration. The commercial strategy within the fashion industry will be 

an asset and a good place for CCW to start, building a value network effect, co-creating value and 

PR. 

In 3 years from now, my hope is that CCW has gone international and has become established in 

capitals like New York.        
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