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This is a question-driven project where it seeks to find social connections in monetary 
transactions. Disruptive experiments have been conducted to understand the complex 
relationship between money and social connections. A design concept, developed 
through a service blueprint, has been used to investigate a hypothesis. Screen-based 
mobile app prototypes have been used to engage users to dialogue into the issue of 
social connections in transactions.

By basing purchasing decisions on economic value, consumers are neglecting to take 
social values into consideration. As a result, it has led to social disconnection between 
the consumers and the producers. By research through design, this project aims to 
identify the attributes in monetary transaction that led to this disconnection. It also aims to 
image a new transaction system highlighting social connections. The result is a payment 
platform concept as a case study of for the restaurant industry. By tracing and visualizing 
the flow of money in a purchase, the payment platform allows the consumers to see the 
connections they have with the producers. By making the social connections visible, 
consumers can begin to balance their purchasing decision based on social and monetary 
values.

Through the dialogues generated in the user tests, the project encounters the social 
issue in the increasing dependence on imported food and its effect on the local economy. 
The dialogues also shed light on the fact that the dependence on money as a medium of 
exchange deepens the interdependency between individuals as today’s food production 
requires global collaboration. By making social connections visible in transaction, instead 
of social disconnection, money is in fact social.

ABSTRACT
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“Money... gives the idea that we are powerful and independent, blinding 
us to the fact that we live in a world of interdependence. We depend on 
farmers, cooks, drivers and the services of so many people around us.” 

- Sri Sri Ravi Shankar



5

This had been a research through design 
project where it had been driven by the 
questions, “What is money?”, and “Why 
does monetary transaction create social 
disconnection?” The project utilizes 
various methods such as secondary 
research, field study (appendix 3), 
design probes (appendix 2), interviews, 
disruptive experiments (appendix 1), and 
concept prototypes (appendix 4, 9, 10) 
to understand the complex relationship 
between money and social connections. 
The aim was to clarify the problem of social 
disconnection associated with monetary 
transaction through these methods. While 
not all of them were successful in clarifying 
the problem, the methods were most 
instrumental had been ones that generates 
dialogues. The disruptive experiment with 
a traditional Chinese gift-money and the 
concept prototyping had been instrumental 
in this project where the former shed light 
on the ability for money to signify the social 
bonds between people when it is in the 
form of a gift, and the latter expanded the 
understanding of interdpendency between 
individuals through the use money as 
medium of exchange. By making social 
connections visible in transaction, instead 
of social disconnection, money is in fact 
social.

Research has shown that money brings 
about behavioural change where a person 
is more inclined to act out of self interest 
while neglecting to take social environment 
balance into consideration (Camera et al. 
2013, Vohs et al. 2006). This affects the 
individual’s purchasing behaviour as self 
interest takes precedence over the interest 
of social balance.

Moreover, consumers are not able to 
connect their purchases to producers due 
to the complexity of the supply chain which 
is in itself created by the market normative 
behaviour triggered by money (ie. the need 
to maximize profitability with minimum 
efforts). With such complexity and the 
change in normative behaviour, consumers 
are losing sight of the responsibility they 
have in the social welfare of people who 
produce their products.

Although, alternative currencies have been 
trying to create social connections lost 
in monetary transactions, but they have 
proven to be inefficient when both are 
facilitated simultaneously (Cooper 2013). 
By taking the lessons learned from the 
alternative currencies, this thesis aims to 
reimagine a new way to view monetary 
transaction for the purpose of revealing the 
interdependence relationships between the 
consumers and the producers. By revealing 
this interdependent relationship, I hope to 
facilitate dialogues between consumers 
and producer as a way to improve the 
conditions in which the product is made. 

THE ISSUE
Consumers are concerned with how their 
products are made and want to support 
ethical products. But when it comes down 
to practice, many choose to buy at a lower 
price over supporting ethically produced 
products (De Pelsmacher et al. 2005). This 
inadvertently punishes ethical business 
practices while rewarding unethical ones 
(Titus & Bradford 1996). 

I believe that it is the presence of money 
in transaction that creates a behavioural 
change in a person. Research has shown 
that a person’s thinking is switched from 
social norm to market norm (Amir & Ariely 
2007, Camera et al. 2013), where self-
interest takes precedence over social 
balance. When making purchases, many 
consumers are more concerned with 
getting the desired goods at the best 
possible price, and this has led to a neglect 
in taking the social consequences of the 
purchase into considerations.

If consumers are more aware of their 
interdependence with producers, will this 
create a desire to take in consideration of 
supporting ethical businesses on their next 
purchases?

OPPORTUNITY
How might a new way of viewing 
money help consumers realize their 
interdependence to their producers?

INTRODUCTION

_____________________________________
ABOVE: 

My interpretation of the problem through icons.

OPPOSITE: 

Inspiration from Sri Sri Ravi Shanka that served to 
clarify the problem.
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LESSON FROM TIME-BASED CURRENCIES
At the beginning of the thesis, I had an 
intuition that time could replace money as 
a medium of exchange and that it would 
be a way for consumers to associate 
the human efforts into the making of 
each product. By recognizing the efforts 
behind the production, consumers are 
able to realize their interdependence to 
the producers. From my research, I came 
across existing alternative currencies based 
on human hour as the monetary unit. They 
are all similar in that they try to encourage 
social connections between people whilst 
encouraging trades.

However, they are inefficient in facilitating 
trade when they take on the aspiration to 
develop social capital. Visa-versa, they fall 
short of building relationship when they 
aspire to be money in economic activities 
(Cooper 2013). When either aspirations 
are not well defined, this creates an internal 

conflict between market norm and social 
norm in a person. Furthermore, having to 
coexist alongside with the established 
monetary system, the alternative currency 
presents itself a less desirable alternative 
(Cooper 2013).

THE ADVANTAGE OF MONEY
This made me realize that to reinvent 
the existing monetary system will be 
enormously difficult. Furthermore, there 
is an enormous benefit in using money 
as a medium of exchange. For instance, 
the technological advancement achieved 
up till now owes itself to the institution 
of money, because productivity through 
the cooperations between strangers are 
made possible through the exchange of 
money (Camera et al. 2013). This is where 
I decided not to reinvent money, but to find 
new lenses to view transactions in order 
show the interdependent connections 
between people.

BACKGROUND

_____________________________________
ABOVE: 

Minuto is one of the most well-balanced alternative 
currencies I came across, but its use is being 
diminished as the EURO is crowding it out. 

OPPOSITE: 

Evaluation matrix of various transaction systems with 
bordered in area denoting time-based currencies. 
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MARKET NORM VS. SOCIAL NORM
From what I learned through time-based 
currency, I gained a better understanding 
on the characteristic differences between 
market norm and the social norm. When 
time-based currency is trying to facilitate 
social capital, it evokes social norm 
in a person. These characteristics are 
similarly to the ones found in the gift 
economy (“Gift economy” 2003) where 
they trigger a person to balance his social 
environment. 

By attaching some of the attributes of 
the social normative behaviours, there 
is an opportunity to find a new way of 
viewing money to help consumers realize 
their interdependence to producers while 
without hindering the advantages money 
has. Therefore, it is important that the 
monetary transaction be fast, definite, 
and with a clear obligation, or else it will 
not be an effective medium of exchange 

as evidence in the case for some of the 
alternative currency. 

KINSHIP, PERSONAL, & INALIENABLE
Without altering its current form, I am 
proposing to make monetary transaction 
more personal and inalienable, and a sense 
of kinship through its usage. Personal 
and inalienable are anthropological 
terms describing the phenomena in gift 
exchange where the gift partakes the 
identity of the giver and the receiver cannot 
mentally separate the object from the giver 
(“Inalienable possessions,” 2011). Whereas 
object exchanged through money do not 
take on the identity of the seller, nor the 
purchaser to the money. Kinship is a sense 
of community through a common unifying 
characteristic where it ties a group of 
people together (“Kinship,” 2003).

From their experimental sale of cookies at a university student center, they 
find that when they offered the cookies at a large discount, many students 
purchased dozens, but when the price was reduced further, such that the 
cookies were free, demand changed dramatically, and almost no student took 
more than one cookie.

Amir, O., & Ariely, D. (2007)

_____________________________________
ABOVE: 
An example showing the conflict of market and social 
normative behaviours.

OPPOSITE: 
The differences between market and social norms. I 
am proposing to combine some of the characteristics 
from both norms (in highlighted areas) to imagine a new 
transaction system.

GUIDING PRINCIPLES
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RED POCKET: THE GIFT MONEY 
Since I am using characteristics from 
the social norm behaviour as inspired 
by the anthropologist description of gift 
exchange, there is a phenomenon of using 
money as gift in China during the Lunar 
New Year. The Red Pocket is a tradition 
in which elders in the community give 
out red envelopes filled with money to 
younger people as a form of blessing. 
Giving and receiving the Red Pocket 
signals kinship ties between the two 
people. While the envelope and money are 
generic in nature, the amount of money 
inside is highly personal as it signals the 
closeness between the two people. Also, 
it is a tradition to keep the money intact 
especially for a Red Pocket that came from 
someone special. By letting the money 
remain in the Red Pocket from someone 
whom he respects or feels closed to for 
as long as possible, the receiver believes 
the act will bring him luck. In this respect, 
the status and closeness of the giver is 
inalienable from the Red Pocket in the 
receiver’s mind. 

THE EXPERIMENT
While visiting my family in Hong Kong 
during the Lunar New Year, I took the 
opportunity of this occasion and created 
an improvised experiment with the Red 
Pockets. The idea is to see how long 
people will hold on to them when I give 

them out. Again, the longer the receiver 
held on to the Red Pocket without using 
the money, the closer they perceive our 
relationship. I prepared four Red Pockets 
and gave them out to four people: two 
are cousins and two former classmates 
(Classmate A & B). To heighten the mystery 
of the concealed amount and to require 
extra effort in using the money by the 
receivers, I inserted a form of digital money 
(Octopus Card) that can only be revealed 
when used at a store. A note inside each 
pocket explaining to them that this is an 
experiment and that I will be contacting 
them later about their experiences.

Later, I contacted them about their 
experience. As expected, it took my cousins 
about two months to reveal the amount 
in the Red Pockets, while Classmate A 
1 month and Classmate B revealed the 
amount the day after he received the 
pocket. 

MONEY AS PROBE
In this experiment, I learned that money 
can be a probe to show the closeness in 
one’s social connections. This led me to 
the idea of tracking money to reveal one’s 
connections with people. As money is 
used in every fabric of our lives, money can 
reveal the common thread between people 
as goods and services are traded through 
money. 

GIFT-MONEY HYBRID

tim
e took to reveal the R

ed Pockets

perceived clossness to me

cousin

classmate A

classmate B

cousin

_____________________________________
ABOVE: 
The result of the experiment showing that the longer it 
takes for the reciever to reveal the money, the closer she 
is in social connection to the giver.

OPPOSITE: 
Experimental Red Pockets as a probe for social 
conneciton.
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TRACKING MONEY
The idea is simple. What if money is 
trackable? What if a consumer is able to 
see where this money goes after spending 
it at a shop? What kind of suppliers is the 
shop using, and where are these suppliers 
spending the money after? If money is 
trackable, will the consumer, the shop, 
and the suppliers change their purchasing 
behaviours? If a consumer finds out that 
one of the suppliers is not an ethical 
business, what would the consumer do?

SETTING THE CONTEXT
As a strategy to make the design task more 
manageable, a context is needed to help 
to develop the idea. With the abundance 
of restaurant businesses in the area and 
supply chain relationship in this industry 
readily realizable, I set out to develop the 
idea within this backdrop. 

Moreover, as many restaurants do not have 
detailed information about the sources 

of their food, there is an opportunity to 
highlight the connections consumers have 
to the farmers through the restaurant. From 
the consumer’s perspective, the dining 
experience and the gathering with friends 
should be the highlights, therefore the need 
to find out the origin of the food source 
is not top agenda for most consumers. 
Hence, I think this is a good context to 
develop the idea where using payment to 
show the interdependence relationship 
consumers have with farmers. 

Furthermore, I needed to further specify the 
type of food movement within the industry 
so that there is a way to tie the idea of 
kinship into the project. I chose the local 
food movement simply because I would 
have a specific type of user to design for 
within the context. As I would find out later 
that, this decision has its consequence in 
the design, but I will cover this later in the 
report. 

THE IDEA

_____________________________________
ABOVE: 
An illustration for the idea of tracking money.

OPPOSITE: 
Setting the context specifically within the restaurant 
industry. Connecting consumers, restaurant owners, 
and local farmers who have the same with the common 
passion for supporting local food.
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While customer’s journey, wireframes, 
and screen-based prototypes are used in 
the process to help define and develop 
the concept. The most valuable had been 
the ability to trigger discussion with users 
through screen-based prototypes, where 
they also help in immerse the users into the 
scenarios. Later on, I was able to deepen 
my understand of a new issue where I did 
not foresee.

THE METHODS

_____________________________________
ABOVE & OPPOSITE: 
Methods of development: from customer’s journey, to 
wireframe, to 1:1 mobile app mockups, to user test.
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As I have arrived at the problem late in the 
thesis journey, I needed to know if the idea 
of tracking money to reveal connections 
is a worthwhile pursuit. Since the idea 
involves the restaurant businesses, I 
prepared a short presentation for the local 
businesses to gage how they feel about 
the idea. Furthermore, by getting them 
interested, I also hoped that they would be 
willing to give me information about their 
suppliers. One small business, Bokcafé 
Pilgatan, in particular was very helpful 
and I got the most information out of the 
experience. 

The café serves soup at lunch, and 
it uses only ecological ingredients. 
Margareta Sjöström, one of the owners 
of the Bokcafé, shared with me that all 
of the items she ordered came from two 
suppliers: one is a small farm, Alskogs 
Grönsaksodling, just 40 km away from the 
café, and the other is a food distributor, 
Martin & Servera AB, from the south of 
Sweden. She gave me the contact to the 
farm and a copy of the Bill of Lading from 
the distributor.

After which, I emailed the farm, and I was 
very please to know that the farmer, Gunnar 
Alskog, is very approachable. I wanted 
to know how often he interacts with his 
customers, and what kind of dialogues he 
has with them. While I expected that the 
communication between them involves 
placing orders and getting feedbacks 
to improve his offerings. What I did not 
expect, however, was that he wants to 
establish a close connection with his 
customers by encouraging them to visit the 
farm and to follow his works (appendix 6). 

In another word, he wants his customers to 
be part of the process. 

While the Bill of Lading has a record of 
all items delivered to the café, however, it 
does not provide any information on the 
original suppliers. A further inquiry was 
needed through directly contacting the 
distributor. Also to my surprise, I got a 
quick response from the company, and the 
contact person, Mattias Rosenberg, was 
very helpful and sent me a detailed list of 
the suppliers corresponding to the Bill of 
Lading. He also gave me information about 
his company’s commitment ensuring that 
the suppliers comply with the company’s 
code of conducts which deals with social 
and environmental welfare (appendix 7). 

With the information I got from Martin 
& Servera, I created a custom Google 
map to visualize all the connections to 
the suppliers. These connections have 
their origin from the café where the flow 
of money began. While mapping these 
connections is interesting, it was Mattias 
and Gunnar’s willingness to dialogue and 
be transparent made me feel confident in 
their produce.

INSIGHTS
This led me to think that it would be 
important for the final outcome to facilitate 
communication between the consumers 
and farmers. And that, the outcome should 
also help the consumers to understand the 
farming process. These features are ways 
for the consumers to build confidence in 
the farms.

TESTING AN EARLY IDEA 

_____________________________________
ABOVE: 
It is important to facilitate communication between 
the consumers and farmers, as well as a way for the 
consumers to understand the farming process.  

OPPOSITE, FROM TOP: 
A bowl of soup from the Bokcafé. Connections on 
Google Map to all the suppliers from Bokcafé’s soup 
ingredients.
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Storyboards with opportunity areas highlighted

Payment insignia to signal kinship

Interactive receipt 

Make payment personal

Interactive receipt 
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I began to develop a narrative through 
the storyboard as a way to understand 
a potential user’s experience. To reduce 
complexity, I was focusing mainly on the 
experience from the consumer’s point of 
view.

The narrative led into the development 
of the customer journey. This is a way to 
further elaborate the customer’s experience 
and to find opportunities for design. 
Also, by predicting the highlights and 
low points in the journey, I want to see 
if there is opportunity to incorporate the 
three principles (kinship, personal, and 
inalienable) derived through the lesson 
learnt from the social norm.

From here on, three touched points were 
identified: 1) Payment option insignia at 
the business’s entrance: many businesses 
have more than one payment options 
for the customers. This would entail 
developing a brand image of the payment 
system as a way to signal commonalities in 
the local food beliefs amongst businesses 
and consumers, hence to express idea of 
kinship. 2) Point of payment: obviously, the 
customer is interacting with money during 
payment, and this can involve interaction 

through credit card machine or cash. While 
money itself is anonymous, this is the 
opportunity to make payment personal. 3) 
The receipt: it is a record of the transaction 
with itemized information about the 
purchase. The items on the receipts do 
not show any information in regards to the 
points of origins. The receipt is identified 
as the key opportunity to connect the 
consumer to the producers. By finding a 
way to show the purchased item came from 
a specific person, or business, it is a way 
to express the idea of inalienable in the 
transaction. Furthermore, this also acts as a 
reminder to prompt the consumer to revisit, 
hence attempting to create a loop.

DECISION TO USE MOBILE PHONE
As today’s payment is becoming more 
and more digital, I am also using emerging 
technology, namely payment application 
through mobile phone, as a medium for the 
concept. While I am not satisfy with this as 
I am promoting more reliance on the use of 
mobile phones when I am aware that the 
manufacturing process of these devices 
are made in unacceptable labour practices. 
Nonetheless, due to time constraint and the 
flexibility it can offer, I am choosing this as 
my medium while not in good conscience. 

STORYBOARD & 
CUSTOMER’S JOURNEY

_____________________________________
ABOVE: 
Sketch of the customer’s journey with predicted 
expectations, and opportunity areas.

Make payment personal
+Interactive receipt

Payment insignia 
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After deciding that the mobile phone will 
be the main medium for the concept, 
screen based interactions will be an 
important component. I began to sketch 
1:1 wireframes on post-it to simulate the 
payment experience, and then transitioned 
into animated prototypes with Apple’s 
Keynote. The prototypes were then tested 
with the café owner where she gave me 
three key feedbacks: 

USER’S FEEDBACK:
1) as much as possible, the café really 
made an effort in sourcing from local 
ecologically grown food. The visualization 
of the connections helps communicate this 
effort and the café feels proud to show it. 

2) The owner is concerned with the extra 
work and equipment this new payment 
platform might entailed. She does not fully 
understand what the benefit is for her. 

3) The café does not think that the 
information about the customer (name, 
photo, last visit and the frequency of visit) 
is necessary because the business is a 

very small and she knows all of her regular 
customers already. Also, she wonders if 
there is a privacy issue for displaying the 
customer’s informations.

IN RESPONSE TO THE FEEDBACK:
1) I am encouraged to know that at this 
point the café is not opposed to being 
transparent about their suppliers.

2) The demo was only showing the User 
Interface, and at this point I had not yet 
developed what this system might entail for 
the business. I needed to develop a service 
blueprint based on the customer journey 
mentioned earlier in consideration of the 
benefits for the businesses. 

3) The café does not think it necessary 
to display the customer’s photo and 
information and it is concerned with privacy 
issue. In my defence, I see that this is 
an important part where the customer’s 
payment is personal. Furthermore, it can 
also be used to verify identification of the 
account holder, just as some VISA cards 
are doubled as a national ID card.

USER TEST 1

_____________________________________
ABOVE: 
sketch of the customer’s journey with predicted 
expectations, and opportunity areas.
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A visualization of the payment system in 
the form of a service design blueprint was 
needed to further explain what the system 
entails for each stakeholders. Due to the 
time constraint, most of the attention in 
the blueprint was given to the customer’s 
experience where two types of consumers 
are identified: 1) locally and sustainably 
conscious consumer who already bought 
into this system, and 2) consumer who is 
not conscious of the food movement, and 
is not part of the system. 

Although at this stage I still believe that the 
blueprint could be more encompassing, 
it already reached a very complexed level. 
With the limited time left on the project, it 
is not possible to cover every part of the 
journey. I decided to focus on developing 
the interactive receipt where I believe it 
is the best strategy in telling the story of 

discovering connections to the farmers 
through tracing money.

Along with the payment system as a way to 
signal the common conviction for choosing 
ecological local food, there needs to be 
more incentive for existing consumers to 
engage with the farmers and restaurant 
beyond the single point of contact at the 
restaurant. I believe there are two ways 
in doing so: 1) by providing farmers and 
restaurants a way to promote seasonal 
offerings directly to the consumers, 
consumers can use the payment app as 
a planning tool for choosing an eatery 
(for example, making a reservation with 
restaurant), and 2) by keeping record 
of their spending within the system, 
customers can visualize their influence in 
their local community. 

SERVICE BLUEPRINT

- organize dinner out via 
Whatsapp

- checks menu, and place 
order based on personal 
preference
- OR listen to “Today’s 
Special”

-customer access receipt 
and information about the 
previous payment.

- customer gets a paper 
receipt with information 
about % of money going 
back to the local 
businesses. 
- a code on the receipt 
allows her to learn more 
about these businesses.

- customer pays 
with credit card

- enters code to learn 
more about the local 
business connections

- enters code to learn 
more about the local 
business connections

- signs up for the service 
and link to her bank 
account

- a map of where the 
money touches is 
generated, highlighting 
the local businesses.

customer now adds a 
new restuarant to his 
Dashboard

- the restuarant can see 
how the customer is 
connected to him thru 
the restuarant and 
distributor.

- restuarant adds new 
customer to database

- farmer can see how end 
customers are connected 
to him thru the restuarant 
and distributor.

- distributor can see how 
end customers are 
connected to him via the 
restuarant and farmer.

- restuarant makes 
recommandation based 
to seasonal offerings.
- staff offers information 
about the farmer who 
grew the food.

- restuarant reserves a 
table for two.
- restuarant also takes 
note that this is a referral 
from the farmer. 

- distributor places order 
from farmer

- local farmer sends 
forecast of upcoming 
produce to restuarant 
and distributor.

- restuarant orders from 
distributor or from farmer

- makes reservation with 
the app

- customer discovers a 
new restaurant thru the 
farm’s connection.

- customer checks the 
“give back” rate of the 
restaurant.

- checks dashboard to 
see what’s in season 
from a local farm where it 
supplied produce to a 
restuarant he visited last.

- checks dashboard to 
see what’s in season 
from a local farm where it 
supplied produce to a 
restuarant her visited last.
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portion of the payment.

- distributor recieves 
payment
- basic information about 
customer is added to the 
distributor’s account

- farmer recieves 
payment
- basic information about 
customer is added to 
farmer’s account

- by paying with the app, 
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“Checks-in” to the 
restuarant.

- a digital receipt is stored.

- consumer pays with his 
app by making contact to 
the restuarant’s device. 
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_____________________________________
ABOVE: 

The service blueprint with highlighted area identifying the 
two types of consumers along with the areas of focus for 
the remaining of the project

Paper receipt for non-customer

Payment experience

Interactive receipt & visualization of a 
customer’s influence

Seasonal offerings for existing 
customers from local farms
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The concept was conveyed through 
wireframes and visual prototypes during 
my second user test session. It was useful 
to get feedback on the design and that 
the users want to feel more connected to 
the farmer’s process in the app. The most 
valuable insight from the user test session, 
however, was the discussion on the issue 
of food sustainability. In fact, through 
this discussion, I began to deepen my 
understanding on the local vs. global food 
argument.

ENVIRONMENTAL CONSIDERATION
As mentioned toward the beginning of 
the report, I picked local food movement 
as a strategy to develop the concept. It is 
not until the most recent user test where I 
discovered the two sides of argument for 
supporting or dismissing the local food 
movement. Namely, the proponent for local 
food argues that food grown locally is more 
sustainable as it travels less in distances, 
and is therefore fresher and has lower 
carbon footprint. The opponent argues that 
some local food are actually more energy 
intensive as smaller local farms are not as 
energy efficient as their larger counterpart. 
When shipped in large quantity, the carbon 
footprint for each unit has less footprint 
comparatively to the locally produced 
product (“Local food” 2004).

ECONOMIC CONSIDERATION
The argument continues on within the 
economic arena. The proponent for the 
local food movement argues that by 
supporting local keeps money within the 
local economy. When bigger production 
is able to bring in cheaper products from 
abroad, it competes and threatens smaller 
local productions. When local businesses 
can’t compete and have to shut down. This 
leads to unemployment, and the potential 
in population lost where people seek 
employment opportunity elsewhere. This 
is the most common concern during the 
discussion with the users. This also echoes 
one of the features of keeping money within 
a community in the alternative currencies 
movement as a strategy to benefit local 
businesses.

On the other hand,  according economists, 
the argument for keeping money within 
local community is shortsighted. In today’s 
economy, the reliance on global trade is 
so deeply ingrained that it is impossible to 
be fully self-sufficient. Furthermore, money 
is only living in its full potential when it is 
being traded (Boudreaux & Roberts 2007).

USER TEST 2

_____________________________________
OPPOSITE & ABOVE: 

User test with screen based prototype.
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The issue became more complex as I 
discovered the debate between global vs 
local food where I had not expected for the 
thesis. Nonetheless, the real issue at this 
point is not whether we should support 
food that is grown locally or from abroad, 
but whether or not if the food is grown 
in good environmental stewardship and 
that the people who grew them are being 
treated fairly. Therefore, “local” does not 
equal good.

THE BOTTOMLINE
The bottomline for this project boils down 
to this belief: the consumers should know 
who made the goods and how it was made. 
The consumers should pay attention to the 
lives who made the goods and provides 
service for them. Only when the consumers 
get involved in knowing the conditions of 
how the food came into being (be it, fair-
trade, organic, local...etc.) then they can 
decide on whether to support or not.

LOGICAL FLAW
Ideally, informed decision should be made 
before purchasing. Hence, there is a flaw 
with the logic in discovering the producers 
through tracing money after the consumers 

have paid. But for consumers who are not 
actively making these decisions, this design 
concept offers a moment of discovery after 
they paid. It is my hope that this will help 
generate an awareness and motivation 
to actively make the decision on the next 
purchase, or even taking a further step to 
learn from and dialogue with the producer. 

DECISION TO STAY LOCAL
While earlier, I have established that 
local does not equal good. Nonetheless, 
I am still choosing to focus on local and 
defining local to 100 km radius to express 
the circle of influence one has in making 
a difference (Birt 2014). In my opinion, 
100 km radius is the range in which an 
individual has the perceived ability to exert 
his influence. For example, a consumer is 
more likely to travel within 100 km to a farm 
and to make connections to the farmers. 
By specifically defining local as 100 km, I 
am also consciously avoiding association 
with protectionism, where I see it does not 
necessarily have anything to do with the 
welfare of the producer or the environment. 

WICKED PROBLEM

_____________________________________
ABOVE: 

Local does not mean better, consumers should be 
involved in knowing their suppliers.

OPPOSITE: 

The circle of influence set at100km radius, avoiding 
association with protectionism if defined by geopolitical 
borders.

5SEK

10SEK

Hello, I am...

Hello, I am...
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0.5L milk

1 egg

8.7kr

5kr

1kr

3kr

2kr

0.25kr

0.05kr

20kr

113g unsalted butter

1.65L all-purpose flour

14g active dry yeast

5ml salt
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RESULTS

THE CONCEPT
A payment platform service for the 
restaurant industry where a consumer, 
through tracing the flow of money, can 
identify and connect with the producers 
through a payment at a participating point 
of sale. By tracing the flow of money, 
the payment platform invites consumers 
to better understand the local farming 
process as well as facilitating dialogues 
with the farmers. As a result, it aims to 
promote and support local food.

ABOUT ihop
ihop is a Swedish word for together.  
The tagline is: “Together, we thrive!” 
The colours came from the seasonal 
vegetables grown at Gunnar Alskog’s 
farm which is about 40km from the place 
where I wrote this thesis. The overall 
shape is inspired by a mixture of flower 
and cabbage. Each triangle represents a 
member of the community, and they come 
together to form the shape. This also create 
a negative space within to create a “place” 
within when members come together.

WHAT ihop MEANS FOR RESTAURANTS?
By using ihop as a payment platform, 
restaurants understand the value of 
interdependent supports between their 

customers and suppliers. ihop is a symbol 
of pride in sourcing local food. The 
restaurant will try to source its supplies 
from local producers as much as possible. 
By using ihop, it is a commitment to be 
transparent with their sources. By being 
transparent about where they source, the 
restaurants are giving the customers the 
assurance that they are acting inline with 
each other’s beliefs.

WHAT ihop MEANS FOR THE FARMERS?
ihop gives farmers the ability to interact 
with consumers. It allows the farmers to 
engage them through updating seasonal 
offerings, ability to communicate with them 
through direct messaging, and to give 
consumers the ability to follow their work 
process. 

WHAT ihop MEANS FOR THE 
CONSUMERS?
ihop is a way for a consumers to support 
local food industries. By paying through 
ihop, the consumer is paying directly to 
the suppliers. The payment app gives 
the consumer a way to dialogue with 
the suppliers and be involved in their 
processes.

_____________________________________
ABOVE: 

Full colour and monochrome logos.

OPPOSITE: 

Illustration of discovering producers through tracing 
money.
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1x Lunch    72SEK

total     72SEK

Lunch
72SEK44%

Lutefisk
110SEK14%

Lummé
65SEK44%

James McIntyre
12x25-3-140

10%

%

72SEK

1x lunch  65SEK
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_____________________________________
ABOVE: 

How ihop differs from other payment platforms.

OPPOSITE: 

Payment from the customer to the restaurant.

DURING PAYMENT
Payment is made digitally and the process 
begins by the customer holding the phone 
physically touching the restaurant’s tablet. 
Near Field Communication (NFC) of the 
two devices triggers a secure connection 
between them and both screens are 
connected as if a desktop is extended 
into both screens. The circular graphical 
element representing the restaurant 
business along with its business name 
appears across both screens. The client’s 
profile photo, the name, and information 
about his last visit and the frequency 
of his visit appears on the restaurant’s 
screen. At this point the restaurant had 
already selected the items awaiting for 
payment and the staff slide the items to 
the customer’s profile photo and at which 
point the items and prices appear on the 
customer’s screen. At the bottom of the 
customer’s screen appears part-circular 
graphic with the matching total price of 
the items. This represents the amount the 
customer is about to pay. To the left of 

this graphic are two buttons representing 
the gratuity options: a default 10% and a 
user determined amount where a pop-up 
screen allows the user to set up his own 
amount. When the customer is ready to 
pay, he slides the part circular graphic 
from the bottom of his screen toward 
the restaurant’s icon. This completes the 
payment and the customer’s money is 
automatically divided according to how 
much money the restaurant wants to retain 
as profit, and the cost for the ingredients 
of this purchase. The divided amount 
gets sent to each supplier and distributor, 
along with the general information about 
the customer. A counter at each supplier 
or distributor account keeps track of how 
much money came through the restaurant 
and how many people are supporting them. 
The counter also keeps a statistic for each 
business of how much money has been 
receiving through the system and how 
many people from the system have been 
supporting them. 
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THUR, 17-04-2014

lunch
Bokcafé Pilgatan72SEK

12:24 AM

Most recent 30days net average

473SEK44%

32SEK

6

12:24 AM

5km

Forslunda Trädgård

5km

Forslunda Garden offers basic 
education for adults in the 
garden as well as additional 
training in vocational higher 
education to gardeners. The 
Green Hub is given several 
short courses, such as örtod-
ling, organic berry production, 

lunch
Bokcafé Pilgatan

lettuce

Unfollow

12x 253 1

Me @ 11:07 01-05-14

Hello, how is the lettuce 
grown?

12:24 AM

Messaging

Hello,  how is the lettuce grown?

Forslunda Trädgård
lettuce

12:24 AM

Farm A

Gunnar Alskog

Forslunda Trädgård
12x 114 0

18x 23k 4

0x 1k 0

12:24 AM

12:24 AM

12:24 AM

DASHBOARDAVERAGE 
SPENDING

INTERACTIVE 
RECEIPT MESSAGING PROCESS



31

_____________________________________
ABOVE:  

Paper receipt as a strategy for non members to sign up 
for the service.

OPPOSITE: 

Wireframes of the payment app.

INTERACTIVE RECEIPT
After the customer paid with the mobile 
phone app, a digital receipt is generated. 
On it, the primary information is the 
percentage of money went into businesses 
within 100km radius of the restaurant. 
Beneath is a list-view of all the distributors 
and farmers, along with their contributing 
ingredient, arranged according to their 
geographical proximity to the restaurant. 
Metro-style lines connect them to the 
restaurant through the order in which 
money flows. The user can expand each 
list into more detailed viewed to get more 
information about each businesses. At 
the bottom of each list, a counter shows 
how many times the user have supported 
this business, how many people from 
the community have been supporting 
this business through the system, and 
how many messages are made between 
this particular business and the user. By 
pressing on each perspective icons, the 
user can view his purchase history relating 
to this particular business, user’s friends 
who have also supported the business, and 
the messages.

DASHBOARD
The ihop dashboard is a quick overview 
for the user to access different areas of 
the service. The dashboard is a way for 
the restaurants and farms to promote 

their seasonal offerings to the users. 
The seasonal tile cycles through all the 
seasonal offerings from the farms within 
100 km radius of the user’s address. 
Farmers update the photos of the current 
offerings. When the user touches the 
seasonal tile, the apps shows all the farms 
who are offering this particular products.  

UNDERSTANDING THE PROCESS
Photos, information, and links to the 
producers/distributor’s website are 
strategies to get the consumers feel 
involved in the working process.

PAPER RECEIPT
ihop is also for the not-so-aware customers 
too. At the participating restaurant, the 
paper receipt is a way for a non-member 
to see the financial impact her purchase 
has made to the local businesses. It is a 
two-sided paper receipt with the traditional 
receipt on one side and on the other side 
is one similar to the interactive receipt 
where it shows how much in percentage 
of the bill goes back to local businesses 
as well as an abstracted map showing the 
locations of the business. The QR Code at 
the bottom allows the customer to scan the 
receipt and view it on her mobile phone as 
an interactive receipt, and also allows her 
to sign up for the payment service.
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5km

Forslunda Trädgård

5km

Forslunda Garden offers basic 
education for adults in the 
garden as well as additional 
training in vocational higher 
education to gardeners. The 
Green Hub is given several 
short courses, such as 
örtodling, organic berry 

lunch
Bokcafé Pilgatan

lettuce

Unfollow

12x 253 1

Me @ 11:07 01-05-14

Hello, how is the lettuce 
grown?

12:24 AM

Photos and information about the farm to 
help the consumers to feel involved in the 
farming process.

The user can choose to actively follow this 
farm for any news update.

Direct messaging to the farmer.



33

Forslunda Trädgård
lettuce

0.7%

0.5SEK

from this bill 30days net average

10K

5K

1K
Jan AprFeb May

Last 4 months (tkr)

7K

Forslunda Trädgård
white asparagus
 12x 253 0

5km
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Gunnar Alskog

Norrgrönt

Martin & Servera

5km
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40km

60km

630km

egg
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distributor
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Bokcafé Pilgatan

lettuce

12x 253 0

Forslunda Garden offers basic 
education for adults in the 
garden as well as additional 

12:24 AM

Financial information Map view
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- checks menu, and place 
order based on personal 
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Special”

-customer access receipt 
and information about the 
previous payment.
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businesses. 
- a code on the receipt 
allows her to learn more 
about these businesses.

- customer pays 
with credit card

- enters code to learn 
more about the local 
business connections

- enters code to learn 
more about the local 
business connections

- signs up for the service 
and link to her bank 
account

- a map of where the 
money touches is 
generated, highlighting 
the local businesses.

customer now adds a 
new restuarant to his 
Dashboard

- the restuarant can see 
how the customer is 
connected to him thru 
the restuarant and 
distributor.

- restuarant adds new 
customer to database

- farmer can see how end 
customers are connected 
to him thru the restuarant 
and distributor.

- distributor can see how 
end customers are 
connected to him via the 
restuarant and farmer.

- restuarant makes 
recommandation based 
to seasonal offerings.
- staff offers information 
about the farmer who 
grew the food.

- restuarant reserves a 
table for two.
- restuarant also takes 
note that this is a referral 
from the farmer. 

- distributor places order 
from farmer

- local farmer sends 
forecast of upcoming 
produce to restuarant 
and distributor.

- restuarant orders from 
distributor or from farmer
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the app

- customer discovers a 
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EXHIBITIONS 

RENAMING
The name for the payment platform was 
changed from ihop to crumbs as the 
former has a strong association to the well 
known restaurant chain in North America. 
The new name and logo reflect the idea of 
tracing payment as an allegory to following 
the “breadcrumbs.”

THE EXHIBITS
The project was exhibited at Umeå 
Institute of Design and at the Semcon 
headquarter in Gothenburg. I think the 
strength of the design is the ability for 
the payment platform to visual social 
connections in a receipt. I attempted to 
make the platform more comprehensive 
by offering producers opportunities to 
interact with the consumers by promoting 
the seasonals produces on the App’s 
Dashboard. Nonetheless, I later find myself 
falling into the trap of “feature avalanche” 
where addon features erodes the main 
idea of the project - tracing payment. As 
a result, I have left out the Dashboard 
feature during the exhibition and focused 
my attention on tracing payment through 
the receipt.

RESPONDS FROM EXHIBITIONS
Anti-Capitalism - The exhibit had 
been a trigger for conversation on 
responsible consumerism. While I have 
received positive feedback, especially 
from peers, on the project, and that 
they have the similar social concern 
with today’s economic practice. One 
of the most striking feedbacks was a 
conversation with a representative from 
the Volkswagen Group. He questioned the 
feasibility of a transparent supply-chain 
and monetary system not because it is 
technically impossible, but because the 
idea becomes a threat to the industries. 
He also thinks that the idea can only be 
implemented when it is legislated into 
law. Furthermore, he also questioned if 
the project have been motivated by anti-
capitalistic bias.

While I am not an anti-capitalist, and 
through the research I understood that 

the innovation of monetary transaction 
helped to create today’s technological 
advancement. While I am not against 
monetary gain, I see the danger of solely 
using monetary value as measurement 
of success. As I mentioned earlier, 
monetary value crowds out other values 
where the society used to cared about. 
There is a need to develop new sets of 
measurements for success.

Economic disparity - From the 
conversations during the examination and 
peers, a critique on the consideration 
about the intended user had been 
neglected. After the discussions and 
reflection, I realized the proposed payment 
platform would only fit into the lifestyle of 
the users who have enough food security 
and excess wealth to begin to consider 
their connections to food production. 
Those who are without food security are 
also financially insecure and have limited 
options in their purchasing choices. 
Would the payment system present an 
ethical dilemma for the less wealthy users 
and eventually alienate them from healthy 
choices? 

Food production has a strong connection 
to the environment as well. If production 
cost is lowered in the expense of 
the environment and social welfare, 
consumers who are supporting such 
practice by purchasing at lower prices are 
perpetuating the cycle of impoverishment. 
One of the critics also mentioned that with 
lower quality food also perpetuate lower 
health, which is also a contributing factor 
for poverty. 

Responsibility - Many people gave positive 
feedback on the idea of transparency in 
monetary transaction and supply chain. 
Nonetheless, many of them think that it 
is the government’s job to legislate such 
policy. While it is true that legislation 
has the power to force the industries to 
comply, but  I do hope that industries 
would begin to realize the value of such 
idea and volunteer to become transparent 
to the public.

_____________________________________
ABOVE: 

Rename and new logo.

OPPOSITE TOP: 

Image for “Design Talk” at Umeå Institute of Design.

OPPOSITE BOTTOM: 

Exhibition at Semcon HQ, Gothenburg.
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THE DESIGN
Currently, consumers rely on the food 
producers to provide information of the 
origin, social and environmental values 
on the packagings. The information is still 
abstract and there is a danger of abuse 
from the producers as there have been 
cases of product mislabeling. 

The proposed payment platform acts as a 
third party who has no affiliation with any 
industry and whose goal is to make supply 
chain information explicit. By making it 
explicit, consumers can begin to balance 
their purchasing decision based on the 
values they care about. By associating 
the act of payment to the visualization of 
production network, the payment platform 
is also advocating to transform the role 
of a consumer from consumerism into 
citizenship where a purchase becomes a 
vote.

DESIGN AS RESEARCH TOOL
At the beginning of this thesis journey, I 
started with a question - what is money? 
What I thought as a simple question turns 
out to be a wide and complex topic. I 
thought by investigating money in relation 
to transaction, I would be able to find 
a specific problem I can solve through 
design. I must confess that I am quite 
disappointed that such specific problem 
was so difficult to find. It was not until 
midway through this thesis where I am 
able to arrive at a more specific problem. 
Furthermore, as the concept develop, I felt I 
am losing sight of the problem. 
 
Initially, I was inspired by Lukas Van 
Campenhout’s (Van Campenhout, L et 
al, 2013) work on reconnecting digital 
payment to the physical world by making 
digital transaction tangible. Piggy back 
on the connection theme, I got interested 
in the social aspect of connections in 
money, or rather social disconnection. My 
intuition was telling me that in monetary 
transactions, people are disconnected from 

one another as economic concerns crowds 
out the concerns for social balance. The 
problem is still not specific enough as I 
am not able to find concrete example to 
illustrate this. Not having a specific problem 
became a real issue in this thesis process. 
I tried to used different design methods, 
such as ethnographic research, design 
probe, and design by narrative, to help 
me identify and specify the problem area. 
I also conducted secondary research into 
the topic area from the socio-economic 
angle. Nonetheless, not being trained in the 
discipline, I was struggling to understand 
the subject matter and I found myself 
merely scratching the surface.

By midway point, time was running out. 
And with the pressure to produce, I must 
act from intuition, and quickly. As evidence 
in this thesis report that, the ideation to 
other possible solutions is missing in the 
process, and that the process for the idea 
into a concept was not well organized. 

Nonetheless, the most valuable aspect 
of this thesis process is the realization 
of design as a tool for research. I find it 
interesting to use of design methods, 
such as prototyping and user testing, 
as mediums of social discourse for 
contemporary issue. In the case of this 
thesis, it was the issue of local vs. global 
food movement. I am also realizing that I 
use design methods to help understand 
the complex issues in life. I found myself 
conceptualizing a solution based solely on 
intuitions to address a problem that I do not 
know how to express in words. I describe 
this as the Jeopardy phenomenon, where I, 
like in the game show, need to constantly 
ask myself, “what is the question this 
solution is addressing?”.  This also prompts 
the need to recruit others to help verbalize 
the problem that I am experiencing, and I 
do this through prototyping as a mean to 
engage in discussions. When I need to 
manage complexity, I used system map or 
user’s journey to understand the dynamic 
and intricate relationship.

REFLECTIONS

_____________________________________
ABOVE: 

A personal way to understand how bonding works.

OPPOSITE: 

The ihop insignia along with other various payment 
platforms outside a restaurant.

Contact Frequency

Prospective Close Friend

Out for food

Out for food again

A wants to cover it this time. The bill payment transformed into gift.

B covers it this time

AB AB B

AB

B pays back

AB

AB
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FUTURE  DIRECTIONS

CASE STUDY FOR GARMENT INDUSTRY
crumbs is a case study to visualize social 
value in a payment platform. Since it 
was easier for me to access local farms 
and restaurant businesses, I chose 
the restaurant industry to illustrate the 
connections between consumers and 
producers. For the next step, I think it 
would be interesting to create a case 
study for the garment industry. The 
challenge would be that of making 
sources transparent because the industry 
considers their sources as trade secrets. 

FURTHER RESEARCH
One of the most interesting questions 
developed from the project is the 
relationship between information and 
behavioural change. If consumers are 
given information about their social 
connections from the purchases, how 
might this affect their purchasing habits? 

As mentioned earlier, economic value has 
a tendency to crowd out other values. 

When economic interest is the main driver 
for productivities, it is evidence that there 
are negative impacts on social welfare and 
the environment. The Triple Bottom Line 
(profit, people, planet) has been proposed 
as a new sustainable business model 
where measurement of success and point 
of decision are based on the balance 
between profitability, human development, 
and environmental stewardship. While the 
challenge have been finding a measure for 
social and environmental accounts (The 
Economist 2009), there is a risk of losing 
qualitative essence when soft values are 
quantified. Reputation, for example, is a 
social value. If the measurement for this 
is based on the number of followers on 
the social media, the quantified value 
crowds out the qualitative essence. 
The opportunity here is to find a way to 
communicate this qualitative essence 
within monetary transaction.
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_____________________________________
OPPOSITE: 

The Triple Bottom Line: Profit, People, Planet.
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APPENDIX 1
Disruptive experiment - The usual price 
for particapting in the weekly fruit basket 
is 20SEK. By allowing free particpation 
and not setting obligation, this experiment 
challenges the students to value their social 
environment and the value of the fruit. 
The experiment ran for 15 weeks, and the 
weekly “contributions” have been able to 
cover the cost.
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APPENDIX 2
Cultural probes distributed to the first 
year students. They have the option to 
photograph with a disposable camera or 
Tweet their interpretation of transactions. 
Only Tweets have been received, and most 
of the entries highlight the connections 
between transaction and social bonding.
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APPENDIX 3
Field research in Vietnam & Hong Kong 
- understanding the difference between 
a heavily cash-based transaction versus 
digital transaction. While digital money 
speeds up transaction, it further makes 
social connection invisible.
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Corridormates

Asking for “Chip-in” Didn’t have enough change The next day...

Contact Frequency

Contact Frequency

Pays back immediately

Prospective Close Friend

Out for food

Out for food again

A wants to cover it this time. 
The bill payment transformed into gift.

B covers it this time

A B A B B

A B

B pays back

A B

A B

A helps covers the bill.

A B

Difficult to ask

A B

Easier to ask

A B

A buys a jacket from B

A B

B buys jackets from C

B C

B buys jackets from C

C D
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APPENDIX 4
Icons & graphics as a way to understand 
the complex relationship between 
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APPENDIX 5
Profit driven food production creates 
complex supply chain system. For example, 
chicken can be grown and slaughtered in 
the US, shipped to China for processing, 
and shipped back to consumers as US-
grown chicken.
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APPENDIX 6
Gunnar maintains a blog to keep his 
customers in the loop of his process. As 
he needs his customers to “lean on him,”  
he wants them to follow his work to stay 
connected.
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of influence; and

2.  
m

ake sure they are not com
plicit in hum

an rights abuses.

L
a

b
o

u
r
 s

ta
n

d
a

r
d

s

3.  
B

usinesses should uphold the freedom
 of association and  

 
the effective recognition of the right to collective bargaining;

4.  
elim

inate all form
s of forced and com

pulsory labour;
5.  

abolish child labour; and
6.  

elim
inate discrim

ination in respect of em
ploym

ent and  
 

 
occupation.

E
n

v
ir

o
n

m
e

n
t

7.  
B

usinesses should support a precautionary approach to  
 

environm
ental challenges;

8.  
undertake initiatives to prom

ote greater environm
ental  

 
 

responsibility; and
9.  

encourage the developm
ent and diffusion of environm

en- 
 

tally friendly technologies.

T
r
a

n
s
p

a
r
e

n
c

y
 a

n
d

 a
n

ti-
c

o
r
r
u

p
tio

n

10.  
B

usinesses should w
ork against corruption in all its form

s,  
 

including extortion and bribery.

T
h

e
 1

0
 p

r
in

c
ip

le
s
 o

f th
e

 U
N

’s
 G

lo
b

a
l C

o
m

p
a

c
t e

n
jo

y
 u

n
iv

e
r
s
a

l 

c
o

n
s
e

n
s
u

s
 a

n
d

 a
r
e

 b
a

s
e

d
 o

n
:

 
convention on the rights of the child

 
conventions on labour standards and rights in w

orking life

M
artin

 &
 S

ervera’s  
C

ode of C
onduct

M
artin

 &
 S

ervera h
as an

 in
creasin

g n
u

m
b

er of su
ppliers from

 
oth

er cou
n

tries – a n
ecessity given

 th
e in

creasin
gly broad 

ran
ge of produ

cts th
at M

artin
 &

 S
ervera provides on

 cu
stom

er 
dem

an
d. A

 greater geograph
ical spread of ou

r su
ppliers m

akes 
d

aily con
tact d

ifferen
t th

an
 th

e con
tact M

artin
 &

 S
ervera h

as 
w

ith
 local su

ppliers. T
h

is fact, com
bin

ed w
ith

 cu
stom

ers’ an
d 

society’s in
creased focu

s on
 h

u
m

an
 righ

ts, lab
ou

r an
d social 

in
ju

stice, m
akes th

is code of con
du

ct n
ecessary. 

 M
artin

 &
 S

ervera places dem
an

d
s on

 su
ppliers, su

b
con

tractors 
an

d m
an

u
factu

rers to: 

 
con

d
ition

s, good h
ealth

/safety an
d social ju

stice. 

 
of bu

sin
ess, w

ith
 u

n
derstan

d
in

g, com
passion

 an
d resp

ect for  
 

an
im

als in
cluded in

 th
e dialogue w

ith
 suppliers an

d cu
stom

ers. 

 
w

ith
 th

e requ
irem

en
ts in M

artin &
 Servera’s C

ode of C
onduct. 

 T
h

rou
gh

 risk an
alysis, w

e iden
tify m

ajor problem
s in

 order to 
gradu

ally deploy resou
rces w

h
ere th

ey w
ill h

ave th
e greatest 

im
pact. W

e assess each
 su

pplier on
 th

e basis of a risk scen
ario 

based on
 th

e cou
n

try of produ
ction

, ty
p

e of produ
ction

 an
d pu

r-
ch

asin
g volu

m
e. M

artin
 &

 S
ervera’s C

ode of C
on

du
ct provides 

traceability tw
o step

s back
w

ard
s. M

artin
 &

 S
ervera places de-

m
an

d
s on

 su
ppliers, su

b
con

tractors an
d produ

cers to fi
n

d m
ore 

w
ays to ach

ieve th
e set goals th

rou
gh

 d
ialogu

e an
d coop

eration
. 

S
u

ppliers th
at do n

ot w
ork to m

eet th
e requ

irem
en

ts of M
artin

 &
 

S
ervera’s C

ode of C
on

du
ct w

ill see th
e effect on

 th
e partn

ersh
ip 

w
ith

 M
artin

 &
 S

ervera. 

M
a

r
tin

 &
 S

e
r
v
e

r
a

’s
 C

o
d

e
 o

f C
o

n
d

u
c

t

1
. L

e
g

a
l r

e
q

u
ir

e
m

e
n

ts

of the country in w
hich they operate. S

hould any requirem
ent speci-

shall take precedence.

2
. W

o
r
k

in
g

 e
n

v
ir

o
n

m
e

n
t

-
king environm

ent for the em
ployees by m

eans of, am
ongst other 

things, good protective equipm
ent, ensuring that em

ployees are 
fam

iliar w
ith safety routines, and by ensuring com

pliance w
ith the 

for em
ployees, the living area per em

ployee shall com
ply w

ith the 
statutory m

inim
um

 requirem
ents, be hygienic and offer satisfactory 

personal integrity.

3
. E

m
p

lo
y
e

e
s
’ r

ig
h

ts

3.1 D
iscrim

ination

discrim
ination on the ground of race, gender, religion, political opini-

ons, national origin, social origin, sexual preference or other com
pa-

rable grounds is perm
itted.

3.2 Forced and com
pulsory labour, and disciplinary m

easures

com
pulsory labour, involuntary or unpaid w

ork is unacceptable in 
any form

. W
ages or possessions m

ay never be placed on deposit/

em
ployee m

ay, under any circum
stances w

hatsoever, suffer
physical punishm

ent or other form
 of physical, sexual or psychologi-

cal punitive m
easure or harassm

ent.

3.3 C
hild labour

-

younger children w
ork as apprentices in accordance w

ith the country 
-

-

physical, m
ental, social or m

oral developm
ent.

3.4 W
ages

W
ages shall be paid regularly, on tim

e, and shall be reasonable in 

m
inim

um
 acceptable w

age.

3.5 W
orking hours

overtim
e shall alw

ays be both voluntary and paid.

3.6 Leave and sickness absence
W

orkers shall be entitled to take their statutory vacation tim
e and 

shall be entitled to sickness absence, w
ithout any form

 of negative 
consequences.

3.7 C
ontract of em

ploym
ent

3.8 Freedom
 of association

of organisations that represent their interests as em
ployees, w

ithout 

rights to collective w
age bargaining.

4
. E

x
te

r
n

a
l e

n
v
ir

o
n

m
e

n
t

applicable legislation and directives and shall have know
ledge of 

shall deliberately w
ork to reduce or prevent negative environm

ental 
im

pact.

5
. C

o
r
r
u

p
tio

n

extortion and bribery.

6
. A

n
im

a
l p

r
o

te
c

tio
n

A
s a natural part of business discussions M

artin &
 S

ervera w
ill have 

an active dialog w
ith suppliers and custom

ers about anim
al protec--

rem
ent for anim

al treatm
ent is that the anim

als:

 
and proper care

7
. Im

p
le

m
e

n
ta

tio
n

 a
n

d
 m

o
n

ito
r
in

g

stages back in the chain, i.e. from
 M

artin &
 S

ervera to the supplier/

operations.
M

artin &
 S

ervera and its stakeholders reserve the right to m
ake 

unannounced visits to carry out checks and m
onitoring activities. 

M
artin &

 S
ervera and its representatives shall be afforded the opp-

A
ny discrepancies shall be reported, an action plan draw

n up, and 

supplier m
ay be term

inated in the event of deficient im
plem

entation 
or a failure to rectify discrepancies, despite requests to that effect.

M
artin

 &
 S

ervera R
&

S
 A

B
 operates in

 th
e restau

ran
t an

d com
m

ercial k
itch

en
 

in
du

stry in
 S

w
eden

. O
n

e of M
artin

 &
 S

ervera’s objectives is to offer an
 attractive 

product ran
ge of com

petitive products w
ith

out com
prom

isin
g on

 qu
ality, product 

requ
irem

en
ts, em

ployee righ
ts an

d w
ork

in
g con

dition
s w

ith
 con

sideration
 for th

e 
extern

al environ
m

ent.

5
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APPENDIX 7
Martin & Servera’s Code of Conduct is 
based on the 10 princi- ples of the UN’s 
Global
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100km
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APPENDIX 8
System maps of the flow of money, 
materials, information, and communication.
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APPENDIX 9
1:1 wireframe prototype
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APPENDIX 10
Screen based prototype




