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Contents

This report shows the whole work and design process for collation newcomers in Eindhoven city. This project 

has been carried out in collaboration with Eindhoven 365, a company that has a strategic goal to attract people 

and ensure them live a good time in Eindhoven. As an internship project in Studio Tast, the whole process 

was also worked based on the learning experience design [8], the Tast model, and theory. To narrow down 

the design challenge and target users’ insight, focus sessions with stakeholders, brainstorming, and design 

methodologies are used. The usage of design approaches and theories are milestones for the whole process. 

A City Bingo game card and an online application platform are created through the process to help city 

newcomers feel connected to Eindhoven and the people in the city.

Abstract
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Background

According to TINA’s research, there are five 

steps to attract newcomers to stay for a longer 

and happier life, the municipal government, and 

several other individuals and organizations, have 

centered on five areas: 1) creating a welcoming 

community; 2) drawing same language speakers 

immigrants to the city; 3) expanding employment 

opportunities; 4) working with children and 

youth; and 5) stimulating diversity through arts 

and culture [20].

The goal of this project is to inspire newcomers to 

develop a connection with the city and people. 

The design also needs to bring entertainment 

and knowledge, as well as to create a platform 

for users to interact and communicate with 

others. Aiming to help users better understand 

the new city, and let them feel the city’s energy, 

the concrete start points as well as the design 

challenge is to design a product that helps 

newcomers feel connected to Eindhoven and the 

people in the city. 

To get data for the real newcomers, the literature 

research, stakeholders’ interview and focus 

session, and target user check session was 

conducted. A user test was done to get more 

realistic feedback. These procedures were 

carried out throughout the project, and the result 

was a physical gamified City Bingo game with an 

online application.

 Introduction

This design went through based on my vision 

and identity, I will further explain my vision and 

identity in a reflection document. In a word, 

this project was done with three main objects 

in my mind: social connection, interaction, and 

gamification.

This project is a deliverable of my internship at 

Studio Tast and a collaboration with Eindhoven 

365. Eindhoven 365, as a marketing company, is 

located in Eindhoven and aims to attract people 

to the city and to ensure them a good living time. 

Studio Tast, as a design company, designs theory 

by learning experience, through the designing, 

developing, and producing of interactive 

products, systems, and platforms that facilitate 

enriching learning experiences.

The Netherlands has become a dynamic 

migration society that has a great attraction for 

migrants from all parts of the world. As of 2010, 

the Netherlands received more than 150,000 

migrants annually and more than 200,000 as 

of 2015. This increases the diversity of origin 

in this country. In addition, the Netherlands is 

experiencing much more “fluidity”: amounts 

of migrants today are passers-by and leave our 

country again after some time. [6]

There were 235,691 people living in Eindhoven 

in 2021,  among which 90,788 ( 38.5%) were of 

foreign ancestry [12]. The group of internationals 

is generally classified into five groups: (1) 

students, (2) international economically active, 

(3) income-dependent partners (4) international 

children, and (5) stakeholders [13]. 

All of them will go through a process to 

become used to their new identities and living 

arrangements. Initially, they might move to 

Eindhoven for a variety of reasons, including 

work, family, or personal achievements. As a 

result, the initial journey for each one might be 

unique. However, people need an approach to 

gather information and develop connections with 

others after settling down. A game as a trigger 

and platform where locals and newcomers may 

meet and get to know each other could be a 

solution.

Based on the Eindhoven 365 strategy book, they 

have 5 target groups they are trying to touch and 

arrive [19]. Through the qualitative target group 

research, three important things are summarized.

•	 An important reason for expat families 
leaving prematurely is that the spouse 
is unhappy. This often happens as a 
consequence of a lack of self-development 
and no social connection, resulting in 
isolation and homesickness.

•	 Identity is partly formed by friendships, work, 
and family-based and related. In a new place, 
that identity needs to reform itself. This takes 
time and it can be a lonely process. 

•	 Internationals miss a place in Eindhoven to 
meet other internationals. But even more 
than just getting to know other expats, 
newcomers long for contact with other 
residents. Spouses certainly do not want to 
be seen as needing help but would like to 
contribute.

- 6 - - 7
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The design process began with a benchmarking study, where the research effort found a start point. The research 

process incorporates stakeholder perspectives and is summarized based on design methods, vision and design 

experience. How the final design was arrived at is explained in this chapter. The design process also shows my 

vision and professional expertise area.

Design Process



Benchmark

There are numerous events planned for 

internationals. The Holland Expatriate Center 

will host a welcoming night for foreigners as an 

introductory event in Lab-1 in Eindhoven [14]. 

Additionally, there are presentations at TU/e that 

concentrate on Dutch customs, and immigrant 

employees should make conversation with the 

human resources back office. 

For expats, a booklet will be introduced and 

given by the Holland expat center. Moreover, 

most of the exploration information can be 

checked on the thisiseindhoven.com [15]. There 

are also platforms and cultural organizations that 

have different target users to help, for example, 

the international women in Eindhoven create 

many opportunities to create a community with 

all the international women in Eindhoven [16].  

For people who want to learn more about the 

city, people and culture, there are many cities 

that have city applications that intergrade all the 

information that people can use with it. Such as 

the Breda city app, the I am Amsterdam city card 

app, and so on [17,18].

To determine the present stage of projects, 

related to newcomers, marketing research 

is conducted in Figure 1.This is Eindhoven, 

as it demonstrates, has a wealth of valuable 

information as well as AR technology to 

encourage people to explore the city. Also, 

the energy of this city can spread because of 

the Eindhoven Vibe branding.  However, the 

exist city AR exploration app is not advertised 

popularly for citizens.

Figure 1 Marketing research

The Living In Guide: Brainport Eindhoven Region https://hollandexpatcenter.com/en/publications/living-in-guide/    

This Is Eindhoven https://www.thisiseindhoven.com/en

Welcome event for internationals https://www.lab-1.nl/en/event/welcome-to-eindhoven/

- 1
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Aiming to treat the problems from perspectives, 

the interview with expert is prepared and done at 

the first stage.(Figure 2) [Appendix I] 

Goal: To give people space for their own talk

Purpose: framing of issue

To gather information so that we can propose 

delineation from different perspectives

Research beforehand:
•	 general experience/knowledge/ coming into 

contact with expats

•	 what are they doing themselves?

•	 thresholds and successes?

•	 Top 3 of what needs to be tackled

•	 Card sorting assignment

•	 Have own design question defined

•	 What are the expectations what it means to be 
part of this coalition

•	 Latest additions

•	 Who is the main target audience?

•	 Brief introduction

•	 Thinking about how to keep it short

Interview

Findings are summarized after the interview.

handshake-alt Familiar faces in the coalition running Eindhoven is putting their best foot 

forward

road-barrier
Obstacles: long waiting times and 

companies not taking responsibilityHead-side-heart “Je hoort erbij en je doet ertoe”

Figure 2 Preparation of the interview

Figure 3 Step tiles

Foucus Session
Focus session set up

A focus session is created based on the literature 

study [10]. The session aims to: 

•	  gather various viewpoints from different 
stakeholders on the design challenge; 

•	 engage in dialogue with the organization 
and experts who work with the target group; 
and 

•	 encourage experts to empathize with the 
issue and jointly come up with a more 
specific target audience and design 
challenge. 

I approached the design process with an open 

and receptive mindset. Aiming to prepare the 

focus session and try to get more insight from 

experts and stakeholders, the program and start 

point was discussed [Appendix II]. The first start 

point that we discussed was: ‘How can we better 

connect newcomers to Eindhoven residents?’, 

and the endpoint is: ‘Develop a tool that helps 

increase the number of connections between 

Eindhoven residents and Newcomers.’

In addition, twelve personas [21] with character 

and background are chosen and designed with 

content. There are twelve role cards with the 

designed persona that stakeholders should act 

as, to let specialists truly empathize with the 

character. [Appendix II] 

Proposition for making the persona more ‘user-

centered’ and not about the organizations

•	 Knowledge worker

•	 Migrant worker

•	 International student

•	 Expat Spouse

•	 Refugee

•	 A worker at SME/volunteering at the football 
club

•	 Student (not from Eindhoven, working at the 
cultural institute (lab-1)

•	 The hiring manager at BC

•	 Owner SME, born and raised in EHV

•	 Civil servant gemeente Eindhoven 
(communication)

•	 Customer service Trudo

•	 Teacher at primary school

Based on the research, a flexible journey map [1] 

was created, although it depended on complex 

circumstances for many personas. The step tiles 

were autonomous and can be flexibly organized 

and rearranged, as shown in Figure 3. All 

designers and stakeholders could move the step 

tiles easily to figure out what they thought the 

target user would feel and experience. There are 

also blank step tiles for stakeholders to write on 

extra or missing points.- 12 - - 1
3 
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Aiming to motivate experts to dive into the 

design problem and think of the challenge 

from both the third perspective and the first 

perspective, the personas [7] are designed 

as role-play cards as shown in Figure 4. 

After each expert has their “new identity” 

through given personas, they write down 

what was the biggest challenge in the 

journey map where they carried out. The 

common design challenges are shown in 

Appendix II.

Figure 4 Role-play persona card

Moreover, the SMART goals model [9] is 

made to motivate experts to narrow down 

the design challenge and make the design 

question more “smart”. [Appendix II]

Persona & Journey Map

This is my challenge --- Tarkau 

- Pass the civic integration exam


- Moving my family here


- Staying in EHV or NL after my 5-year permit


- Creating a future for wife and kids.


This is my challenge --- Katia 

- Feeling included:


 - Belonging to a community


 - Make a friend


 - Having a support network


Not feeling alienated; feeling at home and having a fulfilling life.

This is my challenge --- Sebastian 

- Feeling at home / Sense of belonging


- Having people that care for me, close to me.


- Finding / Making friends


Having a social life next to a busy job

This is my challenge --- Ikukoko 

Being hired at a company that matched my values & can provide me with a 
work VISA, --->Before the end of the year


---> Fulfilling my dream of working in a Dutch design studio


--->Staying with my boyfriend

This is my challenge --- Judith 

- I'm not sure if people would like to interact with me, find what I have to offer 
interesting.


- I don' know what do we have in common


- Speed of things/ change vs. Protecting my identity.

This is my challenge --- Ikukoko 

This is my challenge --- James


- I need feel fresh air. I 'm not so enjoy my work but I need to do it. I 
sometimes under the family pressure.


- I have the hobbies which can not support the family but can give me energy. 
I need also find what is I really want to do. I am struggled with feeling a sense 
of purpose.


This is my challenge --- Peter Paul 

- Understand the needs of internationals in Eindhoven and translate them (and their 
importance of it) to policymakers and locals


e.g. Change communication from only Dutch to Dutch & English (and maybe other 
languages as well)


- Feeling home / local /Eindhovenaar as a non-Brabander / Randstadenaar, and 
supportive of Ajax.


- Feels like Meerhoven is taken by/over internationals wants to welcome them, but 
also want to 'protect' the Dutch culture, also for his children. Behind in English & too 
old.


This is my challenge --- Ruben 

Being successful & finding purpose


- Can't find a job in his field or experience


- Has to tell people 'no' after due to a housing shortage, this makes 
him feel (?)


- Trying to focus an his career while managing his experiencing. (He 
probably won't find his dream job, so what can he do?


This is my challenge --- EVA 

- I don't want to be in the middle of anti-expat discussions. "We and 
they"


- Spending quality time with family, for I can't say "No" to all the 
exciting opportunities.


- Don't judge the habits of foreigners that cause nuisance.


BGV :" BBQ - EN op straat of in voortuin"


- Understand my "real" contribution to society designing clothing is 
nice, but it sometimes feels quite superficial to me.


- Understanding needs of clients with various culture backgrounds


Figure 5 User journey map

Feedback and analysis

According to the program of a co-design journey 

map (Figure 5), 4 insights are summarized:

1) The tension between feeling at home/local & 

missing home country

2) Internationals that come to Eindhoven alone 

are missing from the personas 

3) In general, the personas were perceived as 

being a bit too optimistic. For example, a lot of 

families that come here need two incomes and 

struggle with finding suitable accommodation.

4) The definition of what it means to call yourself 

‘Eindhovenaar’ was a returning subject.

- 14 - - 1
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Five “How can we challenge” are summarized 

based on “How can we ...” chanllenge 

[Appendix II] and content in Figure 6.

1.	 How can we casually connect people and 

motivate them to have more empathy for 

each other? 

2.	 How can we relieve the pressure of proudly 

defining ourselves as an Eindhovenaar? 

3.	 How can we show locals the benefits and fun 

of connecting with internationals, motivating 

them to do so? 

4.	 How can we as a city/region guide 

internationals even better by providing an 

overview of information + inspiration? 

5.	 How can we create more opportunities to 

encourage internationals to have more ways 

to connect with others?

According to the analyzed data, the design 

challenge as the design start point is narrowed 

down to: How can we help newcomers feel 

connected to the city and people of Eindhoven?

In order to not separate residents and people and 

treated them as one group, the “newcomers” is 

used to summarize the target group in general. 

However, the target group also has narrow 

details which are 

•	 Came here in the last three years

•	 Feel an urgency to connect with others

•	 Have (some) intention to stay in Eindhoven

•	 A mix of Dutch and international newcomers

•	 And the endpoint is summarized as 

an ecosystem of tools that spark new 

encounters and conversations related to your 

connection to Eindhoven. 

And more concrete is this ecosystem also with 

the intention of facilitating a learning experience 

about (re)defining the identity in relation to the 

city and the people of Eindhoven.

Peoblem 
Statements

Figure 6 Make the challenges SMART

- 16 - - 1
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Ideation

The focus session yielded a variety of findings. 

In order to systematize and concretize all the 

findings, a mind map and discussion are created. 

The problem can be handled in a variety of ways. 

[Appendix III] There are primarily two ways to 

move forward: one involves a physical tool, and 

the other a digital system.

Conceptual sketch

The concept should balance between three 

different values: trigger reflection on identity, 

spark energy through fun interaction and provide 

options for utility. (Figure 7)

The concept should balance between three 

different values: trigger reflection on identity, 

spark energy through fun interaction and provide 

options for utility.

The end result should not be a standalone 

product. It should consist of multiple touch 

points that all build toward the previously 

mentioned goals. The visual representation 

below is a starting point of what that might look 

like. Ideally, this ecosystem connects existing 

touchpoints and allows for expansion of the 

ecosystem in the future.

Figure 7 Concept values

Sketches are drawn to further think of the 

possibilities of the three values. (Figure 8)

Figure 8 Concept sketches

- 1
9 
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After research through the landmarks and co-

design with local designers [Appendix III], the 

first concept is designed as shown in followings.

Along with the first bingo card, players can have 

choice to play with the physical cards. 

Access the online platform’s detailed information. 

As a social sharing feature, everyone who starts 

playing this game can make their own theme 

Bingo card online. 

The content is designed based on the research 

through the Eindhoven open data1. 

1.https://data.eindhoven.nl/pages/home/?flg=nl

The first concept is chosen using the mind 

map and co-design with other designers at the 

company. The idea revolves around a card game 

like traditional bingo. Verious themed cards can 

be chose through playing, which help people 

feel more like a part of the city’s identity and its 

residents. (Figure 9)

For instance, starting conversations with other 

newcomers by using their bingo cards as a 

trigger. Then users can further explore the new 

environment and people they meet. 

First Prototype

In order to change newcomers’ behavior from 

avoiding or being afraid of connection to feeling 

more at comfortable and keen to investigate the 

connection, rewards should be provided as part 

of the bingo game, the gamificted factor will add 

more fun. [2,3]

Figure 9 Physical card first concept

Physical bingo card

Figure 10 UI Sketched Wire frame

Digital concept

Additionally, there are numerous opportunities 

for development, including VR upload and 

recognition, map search, and AR scan, among 

others.

Online concepts (Figure 10) are sketched at first, including playing around with cards, social sharing, exploration, 

and rewards. Paper sketch were done first. [Appendix III]

- 20 - - 2
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UI design

Information Architecture

•	 Features Digital mockup

•	 Making a bingocard

•	 Library of bingocards - (Combined with map)

•	 Growing map of points of interests

•	 Citywide bingo challenge

•	 Small group challenge around a theme

•	 Digitally filling out a bingo card

•	 Using AR to make physical bingo card digital

Figure 11 Information Architecture

User flow chart

Figure 12 User task flow

- 2
3 
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Low-fidelity prototype

A low-fidelity  prototype is made based on the 

Information Architecture and Users Work flow 

chart. (Figure 13) The low-fidelity prototype’s 

goal was to clarify the logic and test the 

functionality on different screens. Some basic 

screens and features were created with low-

fidelity prototypes.

Figure 13 Low-fi prototype

Online-checking session

The target users put their feedback on stickers, 

and depending on the persona, they went 

through the entire storyboard followed.

Following the creation of the initial concept, 

the target user’s persona and an entire utilizing 

scenario are created and sketched. To help 

designers verify whether the entire tale is true or 

not, the actual user must be included. Therefore, 

an online fact-checking session is organized. The 

goals are to

•	 gather feedback about the concept from 
target users.

•	 check about the real persona and user 
scenario.

Persona

Sara as a target persona is designed and 

shown on the online checking point. (Figure 

14) The content of the persona is made based 

on the previous research and written scenario. 

[Appendix IV]

Figure 14 Persona

- 24 - - 2
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User scenario

With the prototype, a user scenario is made, 

the content is written first [Appendix. IV], and 

a storyboard is designed with the intention of 

encouraging online checkers to get involved in 

the story. 

In conclusion, the feedback is got from the real 

target users and are classified as 

•	 The details of the persona need to be 
improved, there are many different situations 
related to various personal information.

•	 Like the paper& digital aspect, there is an 
opportunity to connect.

•	 It is a gamification of life, wants to try it out, 
and sounds fun and interesting.

•	 The main problem for newcomers is too 
much information, so this concept’s social 
part can narrow it into themes which is very 
useful.

International wecoming night 

Sara has a welcome bag with living - in 

guide, city map, a flyer of dutch lessons 

, a booklet, a Eindhoven pencil and a 

“Card” which printed the title “Getting 

settled in Eindhoven”

All international newcomers have a 

great conversation there, and go for 

a walk aim to finish the first column of 

Bingo card.

The host explain how to play around 

with the Bingo card, and show a 

QR code that they can get detailed 

information. Sara downloaded it.

Every have a gift for finish the first Bingo 

column and get their first bingo. ( An 

Eindhoven key chain.)

Creating my own Bingo card Organizing an event with the big 

bingo wheel

The first week Bingo card Family visiting and searching 

for a themed Bingo Card

Sara begin to make a to - do list and also 

put some cross on the first bingo card

She also together with family to discuss 

the to do list together, such as register 

a dentist, inviting neighbourhood for 

dinner..... They are very excited for the 

new life here.

Sara begin to search for a Park themed 

Bingo card with kids.They enjoy the 

park and have a good time

Sara took many photos and upload it to 

the APP.

Score, comment and the mood sharing.

A year after... Sara with her friends went 

to many restanuants after the whole 

year, and they together created their 

first card about “ the best restaurants for 

family to visit in Bingo game!” by using 

their photos. It also excited to see many 

people download the card and begin to 

pay around with it.

Everyone can play the City bingo game 

in city center physically.

- 26 - - 2
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User test 

Set up and preparation

Aiming to have a user test for real target users, 

the test environment is set in Eindhoven winter 

market in evoluon. The winter market is held 

on 10th, December by the holland expat center 

south, there are many cultural organizations 

there. 100 pieces of winter market-themed cards 

are prepared for the user test. (Figure 15) The 

participants are introduced to join in the activity, 

and all the participants anonymously join in the 

user test. Participants receive a prize for each 

bingo card they complete and return. 

They also do a brief user experience interview 

and provide feedback. The researcher recorded 

feedback by taking notes. [Appendix V].

The goal of this user test Is

•	 Will users be motivated by the bingo card?

•	 Will they feel more collected with the event 
and people?

•	 Does the bingo card provide enough 
information and context?

•	 How do we deal with “proof”?

•	 Does the bingo card spark interactions and 
conversations?

In conclusion, the final goal is to test if 

participants feel connected with the event and 

others during the user test.

Figure 15 User test set up 

Data anlysis 

Through the whole user test, the quality data and 

quantity data are collected. The quality data are 

recorded through interviews and observation [5], 

and the results are classified and digitalized in 

Figure 15. Also, the quantity data are counted.

	

Winter market user test statistics

At the conclusion of the user test, 99 bingo cards 

were distributed, and 92 of them contained 

actual testing, making up 93 percent of the total. 

25 parts of the cards are given back, while 67 

pieces are tested but not given back. 

 

As can be seen in Figure 17, over one out of four 

cards are returned in actually tested cards, which 

is a high percentage of the result. A notable 

result and visualized percentage are also shown 

in the right part of figure x as a column. There is 

recorded by 17% of people checked and have 

no doubts about playing and finishing the cards, 

which can represent most of the returned users, 

while 3% people the researchers are unsure if 

they played fair since they cannot answer the 

question related to the content of the cards. 

Another valuable data is 6% of users who partially 

crossed off the cards also return the cards, they 

cannot finish all the tasks but still share the using 

experience with researchers.

Figure 15 User test statictics

- 28 - - 2
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Interview quality data analysis

According to Figure 16, the results are classified 

to match the user text goals. As the researchers 

spend the whole day in the winter market and 

introduce to more and more visitors. Some 

participants are attracted by the visual at first and 

feel interested to use it as a guide game.

“More interest I guide is useful to have a look, but 

hard to have a deeper connection”

“Was fun, still did some things we wouldn’t 

normally do. Even did a “collaboration” during a 

workshop”

There is, however, a lot more input about feeling 

involved with the attendees and the entire event.

“It was interactive. It motivates you to talk to 

organizations. You look more closely. You meet 

more people”

“This keeps us engaged. We tried different things 

and talked to people, so good job!”

Furthermore, some participants believe that in 

addition to fostering greater connections, this 

also helps people understand the identity and 

energy of Eindhoven and that the idea may be 

used for other occasions.

enthusiastic 
first 

reactions

Energy

people show 
they crossed 
off their first 

square
Energy

“We’ll take a 
look around 

and then we’ll 
come back”

Refuse to use

“It’s a lot 
of work 
though”

Refuse to use

Somebody 
took it without 

further 
explanation

Negative using experience

“Very nice,
thank 
you”

Energy

“No thanks,
hahaha, 
nooo...”

Refuse to use

In the morning 
mostly a mix of 

older people and ex- 
pats, during the 

diversity (teenagers, 
families)

"Nothing for me, I'm 
going to look around 
quietly... What's the 
price? Oh, nice. But 
no, no I'm just going 

to look around"

Refuse to use

"Sir, do you 
have these in 

Dutch as 
well?"

Identity

“They’re different 
activities, so I 

guess you get a 
stamp when you 

do it”

Energy

"We definitely 
talked to people, 
but didn't fill out 

anything."

Utlity

“It was easy, I 
talked with a 
lot of people, 
it was fun!”

Energy Identity Utlity

"We're not 
staying that long,

so we haven't 
checked off."

Negative using experience

“Where      is the 
international 

food? That will be 
our first square!”

Utlity

"Yes it was a lot of 
fun, but we would 

have done it anyway. 
My daughter doesn't 
want to give out the 

bingo card anymore"

Energy Identity

CKE      ->
a lot of 
expats

Uitkrant(?) Regioradar(?) Radio4Brainport

“We didn’t fill out 
anything. We’re shy 

people. But I do 
think it’s a good 

balance of activities. 
It’s a nice push”

Energy

Indian 
dancing -> 
Sonali Kale

"I've been working on them, but I 
haven't done them all. Found it to 
be a lot. Ticked off something like 

6. The one with another bingo 
player worked well, I would like 

more of that kind of thing in it. For 
me, it had a side effect that I didn't

quite finish it, so when I left I 
quickly walked past your booth"

Energy Identity

“It was fun, 
checking 

everything 
out”

Identity

“Maybe      show 
the prize to 

motivate people 
with what they 

can win”

Energy Utlity

A      lot of people 
who have a bingo 

card quickly walk by 
the stand when they
are leaving (feeling 

guilty?)

Energy

“Card 
is fun”

Energy

“Not too connected 
with the event (the 
event lacks a guide 
and information)”

Utlity

“Photos 
or actions
are fun”

Energy Utlity

“It’s hard to build 
a connection with 

people in the 
winter market”

Utlity

“More interest I 
guide is useful to 
have a look, but 
hard to have a 

deeper connection”

Energy Identity Utlity

"I'm       very extroverted, so I
do it anyway. Because of the 
workshop assignment,       I 

also talked to other visitors. I
would normally be less likely 
to do       that. I would welf 
for a digital variant like a 
trivia quiz       addition"

Energy Identity Utlity

A group of people, they all 
took cards for themselves 

but they finish the task 
together (e.g. one photo, 
one food) only aim to get 

the prize, how to deal with 
that?

Utlity

Elderly 
people/couples 

sometimes don’t 
want to play with 

the English version

Identity Utlity

One woman said “I don’t 
want to cheat”, she only 
filled in the first column 

and she felt disappointed 
with no prize, she just 

crossed all of them and 
asked “if i do so? Can i get 

the prize?”

Energy Utlity

Someone just 
focused on the 

event and forgot
to play it

Utlity

It’s interesting 
for associations 
(for example for

sports)

Energy Utlity

challenge people 
to get to know the
members outside 
of their      regular 

team

Energy Identity Utlity

"I would like to 
keep it offline, just 

so you can look 
each other in the 

eye"

Energy Utlity

"This could also 
just be done in 

the PSV stadium 
during a game"

Energy Identity Utlity

"Was fun, still did 
some things we 

wouldn't normally do.
Even did a 

"collaboration" 
during a workshop"

Energy Identity Utlity

Sometimes 
the content
is not clear

Utlity

"Oh, you guys are 
from bingo! Very 
nice! Have seen 

many bingo cards 
come by already"

Energy

"I wouldn't normally ask for a 
pitch. Was a lot       of fun. All the 

people are friendly. I don't 
normally come to Eindhoven,       

am from Nijmegen myself, but will 
definitely come back again. 

Especially       with this voucher"

Energy Identity Utlity

“Normally I wouldn’t have 
asked for the pitch. I talked 
with the theater. In Mexico 
I used to do stage design. 
Now I signed up to do that 
again here in Eindhoven!”

Energy Identity Utlity

“It was interactive. It 
motivates you to talk to
organisations. You look
more closely. You meet

more people”

Energy Identity Utlity

“Apparently we’re 
very bad bingo 

player. Here’s the 
pencil back.”

Refuse to use

“I love it! We should to 
this at German christmas
markets. They are pretty 
and with great food, but 

nobody talks to each 
other!”

Energy Identity Utlity

“I didn’t finish
them all, but 
it was fun!”

Utlity

“Start with some
attractive ways 
rather than just 
an introduction”

Energy Utlity

“This keeps us 
engaged. We tried 

different things and 
talked to people, so 

good job!”

Energy Utlity

"Very surprising! 
An eye opener for
some creative      

ideas"

Energy Utlity

“It was 
phone ;). 

Leuk.”
Energy

“1. A few more 
icons? 2. Start 

with some 
bonus (candy).”

Utlity

"Was fun! Keep up 
the good work. See 
you next year. Add 
# for insta. Involve 

Veldhoven"

Energy Identity Utlity

Figure 16 Feedback of using experience

“Normally I wouldn’t have asked for the pitch. 

I talked with the theatre. In Mexico I used to do 

stage design. Now I signed up to do that again 

here in Eindhoven!”

“I love it! We should do this at German Christmas 

markets. They are pretty and have great food, but 

nobody talks to each other!”

In a word, the feedback is divided into three 

circumstances and is described as the cards do 

produce more connections than usual, more 

interaction, and more fun in relation to three 

factors: identity, utility, and energy. The idea 

is intriguing and can be tied to other events, 

however, it needs a greater connection to the 

detailed program of the event. The overall idea 

can keep players interested, and it is a more 

engaging guide game that is worthwhile to take 

a look at what the card is related to.
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The final design will be presented in this chapter, the whole design combined the physical bingo game and 

online platform will be presented in the following chapter. The design related to three using scenarios.The 

compelete online UI mock up is in Appendix III.

Final Design
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Welcome Package - Scenario 1

Providing newcomers with a gamified arrival 

experience in Eindhoven

face-laugh-wink
Putting the fun in functionality

The bingo card can be a filter 

for the information overload 

newcomers experience, the clear 

overview of 24 tasks provides 

a nice overview and can be a 

combination of fun and functional 

tasks.

People-group
Fits all kinds of communities

Applicable to both Eindhoven-wide 

onboarding (Holland expat centre 

South, Student Intro Week) and 

integrating in smaller communities 

(ASML, CKE, sports association).

Bonding through a shared arrival 

experience: 

Being newcomers together is a 

good starting point for connecting 

and conversing. Enriching the 

experience by gamifying it with an 

Eindhoven twist can strengthen 

both relations between newcomers 

and with Eindhoven.

Person-from-portal

Value Proposition

Journey map
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Final Design

As shown in Figure 17, the bingo card functions 

as a guide game and a trigger for communication 

possibilities in the welcoming situation. The 

content is useful and appropriate for newbies 

seeking introduction information. Boost offline 

engagement as well to encourage people to 

socialize.

During welcoming scenerio, people can join 

online small groups to chat and manage and 

finish all the tasks to get the bingo. They can start 

the weloming bingo game offiline, also can play 

with it in groups. (Figure 18)

As shown in Figure 19, users can choose different 

theme cards according to their interests and also 

get detailed information through the bingo card 

introduction page.

Besides, the rewards can be viewed on the 

My Bingo page. Due to goal setting theory 

for behavior change [4], a suitable reward can 

motivate users to use the product more often. 

(Figure 19)

Figure 18 Finish the card in small group

Figure 19 Explore the different themes of cards and rewardsFigure 17 S1_Welcome info cards

Strengths

•	 Filters information overload

•	 Utilizes a shared arrival experience

•	 Explicitly focused on newcomers in 
Eindhoven

Weaknesses

•	 Not specifically tailored to ‘expat spouses’

•	 Creating custom welcome bingo cards 
requires a careful editorial process (can be 
time-consuming)

•	 Only works if users actually make the jump 
from the physical to the digital ‘bingo card’

Opportunities

•	 TU/e has expressed interest applying the 
concept to the Introduction week

•	 Concrete value proposition (better student/
employee onboarding) can help get funding 
from partners

Threats

•	 Bingo card in a welcome package can be 
seen as a useless flyer

•	 A special arrival experience might alienate 
newcomers more in certain communities

SWOT

Award

Bandage

Lightbulb-on

Triangle-exclamation
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Curated cards -Scenario 2

Providing Eindhovenaren with the opportunity to 

take part in interactive themed scavenger hunts 

(and curate one themselves)

Door-open
Everybody’s welcome

This scenario focuses on 

connecting Eindhovenaren based 

on their passions. Everybody’s 

welcome to join in on the fun.

shop
Collaboration with third parties

Cultural organizations, bars, 

restaurants and other venues that 

want visitors can be interesting for 

a paid collaboration, they could 

either sponsor (part of) a bingo 

card of sponsor a reward for a 

bingo card.

Endless possibilities

The only fixed part of the bingo 

card is the structure, the medium of 

a digital interface allows for a wide 

array of interesting and engaging 

gamified interactions.

Cauldron

Value Proposition

As Figure 20 shows, with the homepage, users 

can find various information with pictures can 

descriptions. The users can check the information 

also related to themed bingo cards directly.

Except for the physical card, users can 

play around with cards online with various 

interactions. (Figure 21) 

Every time users finish one line, they will get one 

EINDHOVEN VIBE as a reward. Users can collect 

EINDHOVEN VIBE to exchange rewards in my 

bingo shop.
Figure 20 Explore the different themes of bingo cards

Figure 21 Play bingo cards online

Final Design
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As shown in Figure 22, as users finish amounts 

of bingo cards, they can unlock the creating 

functions. This is a concept that enables users 

to share the city from their own perspective. 

Photos may be turned into brand-new themed 

bingo card by uploading them and selecting 

the template, title, color, and description. The 

new themed bingo card is published and made 

available for usage by other users after the audit 

is authorized.

Additionally, the online platform can be 

combined with the current thisiseindhoven.com 

website to provide a compre-hensive system for 

collaboration. (Figure 23)

There are many interesting interactions and ways 

that can be designed in the future, a brainstorm 

is done to explore all the possibilities. [Appendix 

VI]
Figure 22 Create a different themed bingo card

Figure 23 Intergrade with THIS IS EINDHOVEN website

Strengths

•	 Empowers Eindhovenaren to share their 
passion

•	 Open to everyon

Weaknesses

•	 Not directly targeted to newcomers or 
internationals

•	 No plan for getting users to use the app

Opportunities

•	 Potential business model involving small 
business

•	 Uitkrant might be interested in curating cards

•	 The content of thisiseindhoven.com is very 
suitable for being bingo-ified

•	 Bingo card-widget on thisiseindhoven.com

Threats

•	 The library might get polluted with nonsense 
and/or offensive bingo cards

•	 Getting to critical mass might be a challenge

SWOT

Award

Bandage

Lightbulb-on

Triangle-exclamation
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Bingo enriched events - Scenario 3

Providing event organizers with an easy way to 

incorporate the Eindhoven signature into their 

events

Comments
Challenging people to interact 

more

With the event, with the staff, 

with other visitors and with the 

environment. Stepping outside 

their comfort zone and perhaps 

stumbling upon surprising 

interactions.

Map
An event guide with a little extra

A bingo card can provide a quick 

overview of what there is to do 

at an event, including some 

unexpected activities with a fun 

twist

Physical experience, digitally 

enriched

The event experience will mostly 

revolve around the physical interactions 

of getting the card, filling it out and 

interacting with other. Digital addons 

can consist of extra information in an 

app, filling out the bingo card as a group 

and sharing you experience on social 

media.

champagne-glasses

Value Proposition

Journey map
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Final Design

In Figure 24, which is also tested in the user test, 

City Bingo can be related to specific events. 

Interactive tasks were designed to be combined 

with information about a specific event. Everyone 

who wants to participate in a specific event can 

view the information online (Figure 25) and can 

choose to join the event game or play cards 

offline.

Users can play physical cards or apply online for 

details and meet new people there. It depends 

on whether the user is playing the cards online 

or offline. Everyone who participates in the event 

can share their experience through the online 

platform. In this way, there will also be a lot of 

communities created related to the event.

Figure 24 Event-related bingo card

Strengths

•	 User test was a successful dry run of this 
scenario

•	 Easy MVP with quick iterations to improve it

•	 Utilizing the audience of the event

•	 Can become Eindhoven signature for people 
visiting Eindhoven for events

Weaknesses

•	 Not specifically aimed at newcomers

•	 When combined with rewards it might prove 
difficult to check for cheating

•	 Requires editorial work for every even

Opportunities

•	 Carnavals Vereniging and municipality want 
to make Carnaval more open for newcomers

•	 Big events (Glow, DDW, marathon, 
Koningsdag) can catalyze adoption of the 
bingo concept

Threats

•	 As a paid service it might spawn copycats if 
events don’t want to pay

•	 Value proposition might not be attractive 
enough for event organizers to pay for it

SWOT

Award

Bandage

Lightbulb-on

Triangle-exclamation

Figure 25 Online- Event-related bingo card
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Discussion

This project was executed to close the gap 

between city newcomers and locals. The City 

Bingo game acts as a catalyst and a good place to 

meet new people. Even though the newcomers 

may be from the Netherlands and share a similar 

cultural background or they may be foreigners 

from very different backgrounds, they all have 

unique perspectives on the city and a willingness 

to share, play, learn, and interact with others. 

And the City Bingo game provides a platform 

for all the newcomers to learn about the new 

culture and information of this region in a more 

interesting approach.

Instead of separating the people into “expats,” 

“locals,” and “internationals,” “newcomers” 

regard them as a new group, giving the notion 

additional value. This transfer is an improvement 

for both clients and designers throughout the 

entire design process. 

After the concept presentation, the feedback 

was also given by local people who have lived in 

Eindhoven for decades and years and who also 

expressed their desire to play the game and get 

to know the city.

In this chapter, the discussion, limitations and 

further work on this project will be presented.

They are based on feedback from each design 

step and in-depth self-reflection.

Discussion

A lot of feedback is supplied to inspire and 

drive the design process through stakeholder 

engagement sessions, talking to experts, 

interviews, and user tests. A bunch of limits is 

also taken into consideration.For example, there 

should be restrictions on how users can interact 

with the curated cards, as well as guidelines on 

who can post what. A clearer rule could limit the 

quality of creating specific cards and prevent 

some worthless information from being created.

The target audience has currently been narrowed 

to people who want to remain in Eindhoven, 

giving them the incentive to network and learn 

about their new environment.

For sustainable waste problems, the recycling 

point can be settled in some hot point shop or 

welcome place.

Due to time constraints, the online platform will 

be further developed and tested in the next step.

City Bingo game has the potential to further 

develop, except different interaction ways to play 

around with [Appendix VI], many organizations 

also give feedback that can be used for their 

introduction events and would be helpful. For 

example, TU/e student introduction week, brain 

port introduction events and so on. It makes 

people feel the energy of Eindhoven but also 

creates a link between people. 

Limitation Future work

Physical City Bingo cards are easier to gather 

after usage and can be more intricately created 

for various themes. Should improve the reward 

exchange service, and there should be a stricter 

means to verify that users actually complete all 

the jobs. There is still room for improvement in 

the evidence system. 

Additionally, the idea behind the City Bingo 

game can be applied across a wide area and 

promoted in various cities and nations.
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Business case

Combining utility, energy, and identity makes the 

City Bingo game stand out. According to Bartle’s 

taxonomy of player types, City Bingo game 

players can be socializers through social sharing 

functionality, explorers to explore new stuff, and 

achievers, for achieving experience, rewards, 

and enjoyment [11].

Firstly, since the information on various web 

platforms is too broad and fragmented, 

Eindhoven presently lacks a product that includes 

all the information on a mobile device.

Secondly, the physical product as a trigger 

lowers the joining barriers, and people are easier 

to accept and play with a new game. Learning 

about knowledge and playing with others is 

easier and more enjoyable when done through 

a game or online application rather than a 

webpage. 

Furthermore, the internet platform extends the 

product’s service life, and the idea of rewards 

might spur economic growth.

• Eindhoven 365
• Holland Expaxt Center South
• International creative women
• Expat center south
• Brian port
• TU/e
• High tech companies

Key Partners
• Platform to connect with others
• Place to find information and social sharing
• Tool to play with and less stressful
• Interesting and useful
• Not a way of waste time
• Personalization
• Meet new friends offline

Users
Personal assistance
Social communities
Useful
Peer to peer community
Keep curious

Expats
Expats spouces
International family

Apps
Advertisement
Posters
Website
Physical events

Sunscription (News or no advertisement membership)

Will pay for goods in related shops? (For example souvenirs’ 
collation shop)

Will pay for goods in related shops? (For example souvenirs’ 
collation shop)

• Not a waste of money
• Get benefit (Where from the dgital paltform?)
• Leave more and more internationals here

Stakeholder

• International new comers
▪ Who come to Eindhoven in three years
▪ Feel an urgency to connect to others
▪ Have (some) intention to stay in Eindhoven
▪ A mix of Dutch and international newcomers 

Key Suppliers

▪ Focus Group
▪ User test encironment
▪ Finacial support
▪ Market research

Key Resources

▪ Orginaziong events 
▪ Connecting people
▪ Connection and feedback

Key Activities

Data
Digital shared platform
Gamify connection tools(Bingo card)
City information 
Online and offline network

Finanical (for advertising and rewards)
Human(focus group and related people)
Advertising (Branding and advertisi-
ment)
Data information 

Advertising
Souvenirs (Not sure yet) 

Physicla session, events
and workshop(Welcome 
evening

When playing City Bingo, people inadvertently 

generate the following data: What task takes 

users more time, which park do they most wish to 

visit, and what point is the most popular area that 

can be acquired when players use a City Bingo 

card? The pictures they snap, the addresses 

they share, and even the group they are in, all 

show how the new-comers’ situations. This 

data can be gathered and used to improve the 

information and experience but can also inform 

the previously mentioned business partner of the 

players’ choices. 

How can it be used?

The hot points that people want to go to several 

times and make comments for that specific 

photos can let business partners gather the data 

or interview the reasons. Business partners also 

can unite and create their own bingo cards to 

advertise specific topics or events.

The data shows where newcomers prefer to visit 

or play frequently, which might be advantageous 

to Eindhoven 365 and other business partners in 

advertising this city to attract people there and 

enhance its energy. However, since this will only 

be relevant if the player base is very large, this is 

not something that has to be taken into account 

right away.

To explore the business aspects in more depth, a 

business model was used (Figure 26).

Figure 26 Business model
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The project’s objective is to encourage people to 

develop more relationships with others, enable 

newcomers to experience a sense of belonging 

to the city and its residents, and learn more about 

the local way of life. A game can help newcomers 

learn about the region, its residents, and its 

culture more quickly and easily. Reduce the 

barriers to feeling included. City Bingo games 

can be played solo or in groups using both real 

City Bingo cards and online City Bingo. 

Through the playing process, newcomers’ lives 

will be introduced to new people, new cultures, 

and new ways of living in a more engaging 

manner. The residents also can be inspired by 

the different perspectives of this city, and both 

the residents and newcomers can feel and bring 

energy to the city through the City Bingo game.

This design concept fulfills the connectivity 

requirements, receives praise, disseminates 

knowledge, and serves as an example for other 

towns and countries. 

City Bingo game and the online city application 

make people feel connected and live a better life 

here! 

Conclusion
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Appendix
Appendix I ------- Interview Script

Appendix II ------ Focus session

Appendix III ----- Design

Appendix IV ----- Written scenario

Appendix V  ------ User test

Appendix VI ------ Interaction ways

Part of the design process can be checked in the Miro Board.  

https://miro.com/app/board/uXjVPZENyzw=/?share_link_

id=862272509573



I Interview script
1

2

3

4

5

6

7

8

9

10

11

Who are you?
 Can you briefly introduce yourself?

What is your connection to Eindhoven?
 Do you live in Eindhoven?
    If yes, for how long?

What do you think it means to be an expat/international?
 Which term do you prefer?

How do you get in touch with expats?
 Are you (have you been) an international yourself?

Are you involved in initiatives dealing with the integration of expats in Eindhoven?
 How?
  Why?

What initiatives are you most proud of (inside Expat Center)?

What aspects produce frustration? (Inside Expat Center)

What does it mean to be a welcoming city for expats?

Can you cite an example of a successful initiative?
 Why is/was it successful?
  Can you also name an example in Eindhoven?

What is Eindhoven doing well with regard to expatriate integration?
What could be done better?
What are the main obstacles?
 What are the blind spots?

What subgroup of internationals is important to focus on as far as you are concerned?

Online interview on Wednesday 17th August, from 11.00 until 12.00, via Microsoft Teams
Interviewer Mariska (alone)

Kris de Prins, 43 jaar, afkomstig uit België, woont al 20 jaar in NL.
Startte 12 jaar geleden het Expat Center, omdat er toen nog niets geregeld was voor internationals.
Directeur bij Holland Expat Center South

Has been working for Eindhoven since 2007
Lives in a village next to Utrecht
Works 4 days/week at the Expat Center, including 2 days on location

Expat Center now always use the term internationals (except in their name)
'expats' has a slightly more negative connotation (at. in the media: expats earn more, expats buy all the houses)
'internationals' is more umbrella for all people who come to live here from abroad
also 'knowledge migrant' 'labor migrant'

In daily contact with dozens of internationals through the Expat Center, although by function more indirect contact
Also internationals working at Expat center
Difference village/Eindhoven = refugees or migrants/work talent

Not involved in other initiatives besides work
Always tries to raise awareness of the importance of 'international' communication (bilingual)

Doesn't feel like an International
Maybe the first years alone, when people still showed he had a Flemish accent
Now married to Dutchman, been here a long time, etc.... so in some ways more Dutch than Belgian

12 years to keep the Expat Center funded + growth (about x10)
Helping people
Hope they stay longer

Can you tell more about the Expat Center?

Holland Expat Center South is part of the municipality of Eindhoven but the authority for all of North Brabant
this is because people from the municipality have to work at the Expat Center to officially take care of the administrative matters
1: The core task of the Expat Center is to register internationals in the BRP (to get BSN + official residence permit).
2: Inform internationals when they arrive (housing, banking, insurance, etc...)
3: Lobbying, together with other organizations and parties for better dining arrangements for internationals and employers
4: Surveys, number of internationals + characteristics
5: Living- in program, for talent retention. Focused on spouses, culture, sports and language.
Also organize events, e.g. Welcome Event = tour of the city + presentation
Big goal is to make people feel at home

Insufficient capacity = 3/4 months waiting time to register sight.
People/families without BSN or residence permit = problems getting bank, insurance, etc.... Can also not receive 
salary for the first months
Comes from not enough trained people at the Municipality who can do the registrations
Insufficient vision on Municipality side
+ continuous challenge to stay funded

make sure that when internationals arrive the paper formalities are not a headache, it must be a smooth process, 
no threshold, give good information
that you do it right, not administrative but human

that people can find their way, including sharing information in 2 languages
accessibility, including commercial, culture and government

Eindhoven is not doing badly
Lots of supply but must be able to be found (sports, culture, government) (is also not a 24- hour economy)
Is scale a challenge for the city? Big portrayed kwa tech and industry, yet small 'village' city?
Eindhoven is never the reason itself why people come here. They come for the job.
Making sure city doesn't become a dissatisfier

the single international who is busy working alone and has difficulty making social contact

Assignment
Starting point:
How can we better connect newcomers and Eindhoven residents?

Endpoint:
Develop a tool that helps increase the number of meetings between Eindhoven residents and Newcomers

good starting point
connection is always needed, even at the street/neighborhood level
let connection arise so that people take care of each other
also for internationals/internationals or local/local
Looking at how far the language is a barrier
There is no reason for connection, no one deserves it more than anyone else
What do you need as a human being as a basic condition?

a tool? What is it?
event
physical place
digital platform

annual program for meetings

Own end point
  

End goal = Making people feel at home (What is that, feeling at home?)
Staying longer, never wanting to leave (intrinsic motivation)
Provide enough hooks into society that you don't want to leave again

Interview

Nieuwe vragen
Waarom is het zo belangrijk voor Eindhoven dat internationals nooit meer weg gaan? Geld? Groei?
  Is dit een duurzame visie op het lange termijn? Het blijven willen groeien?

Waarom niet focussen op eerste pijnpunt van wachttijd registratie?
Wat wordt daar nu aan gedaan dat het vanaf 2025 niet meer gebeurd?

Tips voor Martijn
4. Vraag; Ben je zelf een international geweest moet bij vraag 1
5. Ben je betrokken bij initiatieven...?' moet voorzichtig gevraagd worden afhankelijk van context, kan gek voelen in gesprek
Duidelijk vragen over organisatie waar ze werken, doen ze niet perse vanzelf
7. Frustratie vraag kan interessant zijn, leverde veel reactie/emotie op (op een goeie manier)
11. vraag voelt ook een beetje gek, heb hetzelfde na het praten over het vertrekpunt gevraagd.

ik weet niet of er genoeg tijd is bij de opdracht om dieper na te denken over de voorstellen van Quno en Renske
Misschien toch interessant om niet meteen te zeggen wat zij hebben gezegd om meer echte inzichten op te halen.
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Wie ben je?
 Kun je jezelf kort voorstellen?

Wat is je verbinding met Eindhoven?
 Woon je in Eindhoven?
    Zo ja, hoe lang?

Wat betekent het volgens jou om expat/international te zijn?
 Aan welke term geef je de voorkeur?

Hoe kom je in aanraking met expats?
 Ben je zelf een international (geweest)?

Ben je betrokken bij initiatieven die zich bezig met de integratie van expats in Eindhoven?
 Hoe?
  Waarom?

Op welke initiatieven ben je het meest trots?

Welke aspecten leveren frustratie op?

Wat betekent het om een gastvrije stad voor expats te zijn?

Kun je een voorbeeld van een succesvol initiatief noemen?
 Waarom is/was dat succesvol?
  Kun je ook een voorbeeld in Eindhoven noemen?

Wat doet Eindhoven goed met betrekking tot de integratie van expats?
 Wat kan er beter?
 Wat zijn de belangrijkste obstakels?
  Wat zijn de blinde vlekken?

Welke subgroep van internationals is wat jouw betreft belangrijk om op te focussen?

Interview on Friday 2nd September, from 10.00 until 11.00, at Brainport Development
Interviewer Martijn (alone)

Nicole Zwetsloot, 2,5 jaar bij brainport als projectleider Talent Attraction
binnengekomen als werkgeversadviseur, met werkgevers in gesprek gaan: 'Waarom werk je wel/niet met 
internationals?'
Houdt zich bezig met internationale branding voor de regio op tech en IT voor werkgevers met hun vacatures, 
specifiek MKB. Promotie met hun vacatures.
Philips en ASML hebben ons minder nodig. MKB’ers die zeggen: ik sta open voor internationaal talent.

Ik heb er gestudeerd. Altijd wel mijn stad geweest. In utrecht en weert gewerkt en Eindhoven voelt als thuis. Blijheid 
om in weer in Eindhoven te werken. 
Woont niet in Eindhoven, maar wel in de regio.

Voor mij betekent het dat je werkzaam bent en woonachtig bent in een ander land dan waar je zelf bent 
opgegroeid.
International. Expat suggereert dat je hier tijdelijk bent. Is ook wel soort definitie van expat, tot 5 jaar. Daarna kun je 
hier inburgeren. Ook na vijf  jaar ben je nog international. Er zit verschil in. Dat je nog steeds ergens bent waar je 
nog niet helemaal geïntegreerd bent in je taal. En stukken mist van je eigen taal en cultuur. Nogmaals: er zijn 
mensen die na 3 jaar vloeiend nederlands spreken, maar ook mensen die na 15 jaar nog geen oord nederlands 
spreken en dat is allemaal oké.

We hebben een aantal internationals hier werkzaam.
Vanuit mijn functie kom ik ook in aanraking met internationals, omdat we ons daarop richten.
Ik heb een klankbordgroep opgericht met internationals. Waarin ik onze plannen met hen spiegel. ‘Wij dutchies 
hebben dit bedacht, willen jullie je wisdom hierover nog delen’
Daar tussendoor kom ik in contact met diverse internationals met bedrijven en evenementen die stakeholders zijn
En in m’n social leven ook, heb een aantal vrienden die internationals zijn
Zelf geen international geweest.

Brainport houdt zich bezig met de economische ontwikkeling van de regio
Drie taken:

Branding van de regio en dekpromotie: regionaal, nationaal en internationaal
Lobbyen voor belangen van de regio in den haag en in brussel
Programma’s en projecten uitrollen

Volgens een strategische agenda met drie pijlers:
Innovatie, technologie en ondernemen
Talent: de brandstof voor onze technologische motor

Aantrekken van internationale studenten
Aantrekken van kenniswerkers

Leef- en vestigingsklimaat: de regio als goede leef- en werkplek voor iedereen

We werken we heel veel samen met het expat center
Wij zijn eigen formeel gericht op het bereiken van internationaal talent

Zodra het talent hier naartoe gaat en hier naartoe willen komen gaat het contact naar het expatcenter
Daar houdt onze verantwoordelijkheid op, daar begint expat center
Niet alleen mensen hier legaal laten verblijven, met LivingIn ook goed laten landen met het doel dat 
mensen langer blijven. Met het doel dat ze zich thuis voelen.
Coming to, settling in, living in 

Dat we uiteindelijk de talenten bereiken en dat zij de technologie waar ze aan werken en waar ze voor komen, dat 
ze dat heel gaaf vinden maar dat ze ook zeggen dat ze het hier naar hun zin hebben. Die verhalen verzamelen en 
weer verspreiden ben ik het meest trots op.

Dat niet alle bedrijven openstaan voor internationaal talent. Niet een waardevolle doelgroep vinden in hun eigen 
werving. Dat is het grootste punt.
Wat ook frustrerend is en waar we hard aan werken is de huisvestingsproblematiek voor zowel studenten als 
kenniswerkers.
En ik denk dat we het los van huisvesting beter kunnen doen op integratie en informatievoorziening. We krijgen 
best wel wat verhalen terug over onduidelijkheden over helathcare system. Sociale intergratie gaat nog niet zo 
goed.

Informatie in het Engels leveren
Als stad of regio ook de ‘oorspronkelijke’ inwoners openstaan voor deze groep. Geen wee kampjes maar integreren
Dat de regio omarmt en de waarde ziet van de diversiteit die dan ontstaat en de toegevoegde waarde voor de regio 
en de samenleving ziet
Dat de bedrijven die hier zijn ook deze groep ziet als interessante talentenpoel.
Niet per se evenementen voor Internationals organiseren; wel internationale insteek, we willen dat ze integreren. 
Niet alleen maar voor hen, maar ook juist integrale doelgroep bejegenen in onze activiteiten en niet alleen de 
internationale.

Wat doe Eindhoven goed:
Het aanbieden van one- stop- shop bij het expat center, dat is van gemeente Eindhoven. Expat guides met 
heel veel informatie over waar moet je rekening mee houden, waar kun je terecht. Ze hebben partners waar 
ze naar door kunnen verwijzen bijvoorbeeld bij belasting.

Wat kan er beter?
Engelse informatie verschaffing

Buiten het expat center
Wat zijn de belangrijkste obstakels?

Op dit moment: de huisvesting, wachttijden: mensen inschrijving verwerken BRP zijns chaos, dus wachttijden 
zijn lang, drie tot vier maanden.

Tot die tijd kun je niet werken geen bankrekening open, geen verzekering afsluiten. Ook met 
huisvesting vaak een probleem.
Chris werkt daar hard aan, niets tegen hem. Maar is wel een probleem.

Wat ik echt een obstakel vind is dat niet alle werkgevers openstaan voor internationaal talent.
Ze geven aan dat ze moeite hebben met het invullen van vacatures maar zien veel beren op de weg bij 
het aannemen van internationaal talent.
We zijn nu bezig met een impact onderzoek om kwalitatief uit te vinden wat dat is. Werkgevers 
interviewen die recent (afgelopen jaar) een internationaal hebben aangenomen en werkgevers die dat 
nog niet hebben gedaan. Vergelijking tussen verwachtingen en realiteit.
Een quote die me bij is gebleven: ‘Metaforisch voelt alsof geheel Engeland in één nacht van links naar 
rechts moet laten rijden.’ Van werkgever die er nog niet voor open staat.

Wat zijn de blinde vlekken?
Sociale integratie, sociaal isolement ook eigenlijk. We weten dat een expat groter risico heeft om zich 
geïsoleerd te voelen. Zich niet goed te voelen. Dat wordt ook wel de expat blues genoemd.

We kunnen niet wegnemen dat ze hun thuisland missen.
Maar we willen een ‘home away home’ maken als home voor pioneer.
Als iemand zich niet happy voelt dat zie je niet zo snel.

Wat we ook zien is dat we: willen maar ook wel moeten bewegen naar een wat meer integralere aanpak hoe we ook 
nog beter kunnen zorgen dat mensen zich hier thuisvoelen
Ondanks dat de verantwoordelijkheden gesplitst zijn is er wel behoefte om elkaar beter te ondersteunen en nog 
beter te maken voor internationaal talent

moeilijke vraag. Kan ik eigenlijk niet beantwoorden.
Iedere subgroep heeft eigenlijk weer iets anders nodig. Studenten worden opgevangen door universiteiten, 
Werkers hebben bedrijven. Spuses of asielzoekers statushouders.
Ik weet het niet. ZIjn allemaal even belangrijk. maar hebben allemaal andere dingen nodig.

Opdracht
Startpunt:
Hoe kunnen we nieuwkomers en Eindhovenaren beter met elkaar verbinden? 

Eindpunt:
Een tool ontwikkelen die het aantal ontmoetingen tussen Eindhovenaren en Nieuwkomers helpt vergroten  

Goed: ik denk dat je die integratie, dat je die doelgroep niet al twee losse groepen moet bejegenen.
Als je zegt het moet klein worden: het is heel concreet. Ik snap de keuze daarvoor. Ik zit daar net iets boven. Ik denk 
dat die verbinding niet alleen nodig is. Er is meer nodig.
Internationals ervaren een groter probleem dan alleen de verbinding met de inwoner. Vanuit de overheid, vanuit 
de regio, vanuit het bedrijfsleven. De verbintenis met de inwoner is één van de aspecten. Ook de verbinding met 
het bedrijfsleven is nog niet genoeg.
De stapjes zitten er langs. Misschien wel een beetje eronder. Als je de inwoner hebt, valt iemand die op HR of IT van 
een bedrijf. Valt die onder inwoner en spreek je daar ook het bedrijf weer mee aan?

Die snap ik.
Hoe ik het zie: dat we uitkomen op een punt dat we duidelijk hebben wat ieders aandeel is. Om uiteindelijk het 
beter te maken voor die international.
Of dat het opgelost wordt met die ontmoetingen. Waar hebben we dat vandaan. Wie heeft dat bepaald? Hebben wij 
dat aangegeven? Of heeft de doelgroep dat aangegeven?

Eigen eindpunt
  

Dat iedere organisatie/team één (of meerdere) concrete stap(pen) inzichtelijk heeft én gaat uitvoeren op uiteindelijk 
gezamenlijk tot een betere aanpak te komen.

Interview

We hebben een Internationale website: brainporteindhoven.com/int
focust zich op topics: study, work en business
Over die drie assen laten we internationaal talen zien wat Brainport is en wat we 
voor ze kunnen betekenen

Op de website staan overzichten van:
Kennisinstellingen
Bedrijven: showcase bedrijven
Vacatures: 3000-5000 vacatures in tech en IT met actieve spider

Die website en content daarvan zetten we gepromoot weg: blogs, testimonials
Internationaal proberen we die naar de website toe te leiden
Voor corona half miljoen unieke bezoekers en 75000 vacaturekliks
Na corona strategie aangepast: voorkeur voor kwaliteit boven kwantiteit
Ruim 200 000 unieke bezoekers per jaar en nog wel 65000 vacatureklis
Als een bezoekers op een vacature klik gaan ze direct naar de werkgever: wij 
zitten daar niet tussen
ongoing is dit het belangrijkste

Daarnaast nog additionele campagnes waar we de internationals nog extra willen 
bereiken

vooral over de socials: on top of mind blijven als regio voor baan in tech/it (ai of 
photonix bijv.)

Verder helpen we werkgevers in de regio om beter te worden voor internationaal talent
Dat is een indirect voordeel voor de international
Werven, onboard en behouden van internationaal talent

Waarom?
De vraag vanuit werkgevers: regionaal en landelijke talent vinden kunnen we zelf 
en daar zijn goede partijen voor die kunnen helpen (intermediairs) als je de grens 
over wil gaan moet je internationaal promoten. Dat is voor een doorgaans bedrijf 
niet makkelijk: daar hebben ze gezegd dat de regio daar een rol in kan spelen

Vacatures halen we gratis op als je voldoet aan

Logisch top of mind: ESI, De TU heeft een heel goed welkomprogramma al langere tijd voor hun internationaal 
academisch personeel incl. spouses en family. Volgens mij is daar ook ESI ontstaan.
TU is succesvol in mijn optiek omdat zij (denk ik) naar het hele plaatje hebben gekeken. Echt verdiept hebben in 
wat betekent het nu dat iemand uit een ander land hier naartoe kom om te werken en misschien ook wel partner 
en familie neemt. En dat ze zich verantwoordelijk genoeg voelden om daar aandacht aan te geven. En helemaal 
goed dat daar concrete stappen uit zijn gekomen
Andere werknemers kijken soms met meer oogkleppen alleen maar naar talent

Eigen startpunt
  

Hoe kunnen we het als regio (nog) beter doen voor de internationals?
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Wie ben je?
 Kun je jezelf kort voorstellen?

Wat is je verbinding met Eindhoven?
 Woon je in Eindhoven?
    Zo ja, hoe lang?

Wat betekent het volgens jou om expat/international te zijn?
 Aan welke term geef je de voorkeur?

Hoe kom je in aanraking met expats?
 Ben je zelf een international (geweest)?

Ben je betrokken bij initiatieven die zich bezig met de integratie van expats in Eindhoven?
 Hoe?
  Waarom?

Op welke initiatieven ben je het meest trots?

Welke aspecten leveren frustratie op?

Wat betekent het om een gastvrije stad voor expats te zijn?

Kun je een voorbeeld van een succesvol initiatief noemen?
 Waarom is/was dat succesvol?
  Kun je ook een voorbeeld in Eindhoven noemen?

Wat doet Eindhoven goed met betrekking tot de integratie van expats?
 Wat kan er beter?
 Wat zijn de belangrijkste obstakels?
  Wat zijn de blinde vlekken?

Welke subgroep van internationals is wat jouw betreft belangrijk om op te focussen?

Interview on Monday 5th September, from 13.00 until 14.00, at Gemeente Eindhoven
Interviewer Martijn (alone)

Ik ben Ed Heerschap
Coordinator LivingIn bij Holland expat center south, Onderdeel van Gemeente Eindhoven, gaan nu ook provinciaal 
werken
Ik heb een missie, ik heb geen baan, ik wil een drempel voor vertrek creëren, 2016 begonnen
Vijf jaar lang in belgie gewoond met een australische vrouw en kinderen. Nu wel heel blij weer terug te zijn. 
Praktischer en onderwijssysteem matchte niet met wensen.

Sinds 2006 al werkstad. Meer en meer mijn stad geworden. kom uit Rotterdam, ben ik 2004 vertrokken.
Als werknemer bij de gemeente heel erg verbonden aan de stad geraakt. Aan de maatschappelijke vraagstukken 
werken verbind je op een andere manier aan de stad. Ruimtelijk domein, Grote evenementen (DDW, Glow).
Woont in Helmond, is een een paar minuten in Eindhoven

Dat je alles wat je kent loslaat: cultuur, werk, identiteit. Dat je alleen of met familie volkomen op 0 begint. Dat het 
een ontzettende opgave is om je te verbinden met de omgeving.
Je ziet dat ze in het begin vooral met peers verbinden. Volgende stap naar Nederlanders heel moeilijk.
Je leven volledig omgooien.
Geef de voorkeur aan de term International. Mobiele groep. Heeft vaak al ervaring in ander land. Men komt in 
levensfase om gezin te stichten. Draagt bij om mensen hier te blijven. Als je gezin hier wordt gevormd.
Vanuit bedrijfsleven meer senioriteit gevraagd. Steeds meer bovenbouwkinderen die Eindhoven binnenkomen. 
Kinderen van 8/9/10 of 13/14/15

Met de enorme zichtbaarheid vanuit het expat centre.
Ik werk op uurbasis samen met expat spouses initiative. Nauwe samenwerking met Kavitha.
We doen samen projecten doen met ESI. Op de arbeidsmarkt gefocust. Om de spouses te helpen de volgende stap 
te zetten. De werkgevers helpen spouses aan te nemen. Weinig support vanuit de werkgever van de first hire.
Zoeken binnen corporaties om de juiste mensen te vinden. Ik zoek mijn counterparts. We proberen de early 
adopters te vinden.
International creative women. Meerhoven international Platform. 
Ook met CKE: Drie cultuuraanjagers, met één doel: ik hoor erbij en ik doe ertoe in de uitdagende wijken in de 
praktijk te brengen. Ook die international wil dat graag horen.

Get in Touch project: richt zich op sociale activiteiten. Tegenwicht op het verhaal van de partner.
Kavitha: project met de TU. Als ze daar een preferred candidate in beeld hebben dan wordt de partner in het 
gesprek betrokken.
Ik hoor erbij en ik doe er toe. Uitgangspunt van LivingIn. Werk samen. Early adopters. Vind Counterparts.

Het is een fijne basis voor jezelf om daar op terug te kunnen vallen. Op ik hoor erbij en ik doe ertoe.
Zie de mensen zoals ze hier naartoe komen. Snap dat werk identiteit is. En dat mensen hun identiteit 
verliezen als ze hier als partner naartoe komen.

Netwerken.
Met CKE: gratis ruimte regelen om activiteiten te organiseren. Letterlijke ruimte bieden.
Ik ben in contact met allerlei international communities. Contact met mensen die ons ook opzoeken.

International fair en festival.
Women for women programma. Inclusiviteit is verwelkomen. 20 ambassadeurs koppelen aan 20 spouses.

In drie maanden begeleiden naar de arbeidsmarkt.
80-90 ambassadeurs tot al die edities. Is een heel krachtig netwerk.

We proberen op elk stuk van de keten waarde toe te voegen.

Women for women
Samenwerking met ESI.
Doordat we die inspanning hebben gedaan zijn we zichtbaarder geworden
Huizen naar werk
In verschillende tracks 100 spouses naar werk begeleiden. 
Je hebt een anbassaudeur in het bedrijf

Mensen komen nu naar ons toe.
Geïnvesteerd in zichtbaarheid in netwerk. Men snapt dat wij door onze rol dat we meerwaarde kunnen 
leveren.
Provincie heeft dit jaar subsidie gegeven. Breder inzetten. 
Erkenning. Voorstel wordt overgenomen. 
Het vertrouwen dat in ons wordt gesteld. Dat we als expert aan tafel worden gevraagd.

Het allermooist is het aanjagen en verbinden. 

De werkgever.
Het tempo van naar het grotere plaatje van de familie kijken gaat langzamer dan gehoopt.
Laatst een LinkedIn post over ‘we hire families’
Mooi als het gebeurt. Maar gebeurt nog niet genoeg.
Ik zou graag willen dat het harder gaat.
Ben realistisch: ook al veel groei doorgemaakt.

Het betekent dat je structureel bij kunt dragen aan de talentvraag die alleen maar groter wordt.
Motivatie nummer 1 voor werkgever: ik ga zitten waar talent beschikbaar is.
Mensen die blijven en mensen die komen verwelkomen en behouden is de waarde van het zijn van een 
gastvrije stad. 

Het is verwoven.
Als de juiste dingen doet voor mensen die hier al zijn heeft dat effect op de mensen die hier naartoe willen 
komen. 

Het zit ook in de dingen die we niet specifiek doen en voor ons vanzelfsprekend zijn:
Veilige politieke omgeving. Politieke stabiliteit. Afstand tot de macht. Draagt ook bij.
Voor ons vanzelfsprekend. Zijn ook verworvenheden.
Feit dat je hier op de fiets naar de campus komt.
Work- life balance die op orde. 

Zit in onze eigenschappen en kenmerken van de omgeving.
Daar bovenop nog extra stap om gastvrij te zijn. 

Mijn functie creëren. Middelen investeren. Actiepunt van gemaakt en twee mensen op inzetten. Zegt iets over de 
vooruitstrevendheid van de raad. 
Meten en hard maken van de effecten van internationaliseren.

Bijvoorbeeld: er werd gedacht dat expats vooral in Meerhoven zitten.
Nu blijkt: school is leidend voor mensen. Niet iedereen zit in Meerhoven. Als de scholen daar vol zitten gaan 
ze wel ergens anders heen

Men is in de mindset groeiende. Toenemende internationale mindset bij mensen. Makkelijker binnenkomen bij 
organisatie en bedrijven. 
Wat kan er beter

Verantwoordelijkheid voelen en nemen door techwerkgevers. 
Beperkt nu tot een paar linkedinworkshop. Geen eigenaarschap gevoeld door werkgever, 
verantwoordelijkheid 

Cultuur is een blinde vlek, wordt wel beter. Is heel erg op zich zelf gericht, ieder voor zich.
Wil vooral de subsidies ophalen. 

Blinde vlek zie ik ook in: we doen te weinig als expat centre bij de nieuwe raad en het nieuwe bestuur.
Wij kunnen onszelf beter verkopen bij de politiek.

Taalonderwijs. Als de werkgever het grote plaatje ziet: liever nederlandse les voor spouse dan voor first hire.

Spouses.
Ook met taalonderwijs. Als we daar geen gebruik van maken.
If the spouse is unhappy, the clock starts ticking.
CV’s zijn indrukwekkend van Spouses. En talent laten we op de bank zitten. Enorm potentieel

First hire: degene die hier naartoe komt voor de baan.
Second hire is wat je wilt.

Spouse als talent neer te zetten. Spouse is asset in plaats van probleem.

Opdracht
Startpunt:
Hoe kunnen we nieuwkomers en Eindhovenaren beter met elkaar verbinden? 

Eindpunt:
Een tool ontwikkelen die het aantal ontmoetingen tussen Eindhovenaren en Nieuwkomers helpt vergroten  

Geen tijd gehad om voor te leggen

Eigen eindpunt
  

Hoe komen we tot 1 internationale community in plaats van diverse communities
"Kom binnen en dat Nederlands leren pakken we samen op"
ipv "Ik heb geen baan voor je want geen NL"

Interview

Women for women
Expat centre met alle How to events. Welcome evenings

Nieuwkomers bij elkaar: Lab-1 in Eindhoven. Kort intro- praatje.
Die mensen gaan met drie tourguides de stad in en hebben daarna programma op locatie waar ze 
ontvangen zijn.
Los van werkgever of universiteit.

Talent100 als fenomeen.
Bijvoorbeeld bibliotheek, bijvoorbeeld Hermes. Twee concrete projecten gedaan: hoe kijk je naar internationals.

Vervolgens wordt het onderdeel van beleid. Je omgeving helpen in internationaliseren.
International Talent Scan. Instrument voor MKB. Hoe ben ik toegerust om internationals aan te trekken en te 
behouden. Komt een score uit en zijn ook tools aan verbonden. 

Een jaar geleden geïntroduceerd. Adoptie ervan gaat heel moeizaam. 

Women for women is succesvol omdat:
We laten het zien in plaats ervan erover te praten. Er worden echt vriendschappen en sociale contacten 
gesmeed.
 De ambassadeurs zijn er echt voor de international. Het is het meest verwelkomend. En je wordt begrepen.

Eigen startpunt
  

Hoe bereik je een inclusieve mindset (op buurtniveau)?
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Wie ben je?
 Kun je jezelf kort voorstellen?

Wat is je verbinding met Eindhoven?
 Woon je in Eindhoven?
    Zo ja, hoe lang?

Wat betekent het volgens jou om expat/international te zijn?
 Aan welke term geef je de voorkeur?

Hoe kom je in aanraking met expats?
 Ben je zelf een international (geweest)?

Ben je betrokken bij initiatieven die zich bezig met de integratie van expats in Eindhoven?
 Hoe?
  Waarom?

Op welke initiatieven ben je het meest trots?

Welke aspecten leveren frustratie op?

Wat betekent het om een gastvrije stad voor expats te zijn?

Kun je een voorbeeld van een succesvol initiatief noemen?
 Waarom is/was dat succesvol?
  Kun je ook een voorbeeld in Eindhoven noemen?

Wat doet Eindhoven goed met betrekking tot de integratie van expats?
 Wat kan er beter?
 Wat zijn de belangrijkste obstakels?
  Wat zijn de blinde vlekken?

Welke subgroep van internationals is wat jouw betreft belangrijk om op te focussen?

Interview on Thursday 5th September, from 11.00 until 12.00, at Evoluon
Interviewer Martijn (alone)

Josine Frankhuizen
21 jaar gemeente Eindhoven
Begonnen bij sport & recreatie, ook bij cultuur gezeten, nu sinds 4,5 jaar bij livingin programma.
Ed houdt zich bezig met Arbeidsmarkt, ik Cultuur, sport, gezondheid, educatie en taal
 Een van de producten is de LivingIn guide, ook info op website
Daarnaast projecten opzetten en evenementen organiseren.
Zelf geen international, wel vanuit een andere regio in Eindhoven een nieuwe start gemaakt.

Ik woon niet in Eindhoven, werk al 21 jaar voor de gemeente
Mijn ouders elkaar hier op de TU ontmoet. Ik werk hier graag. Stad die in ontwikkeling is
Hiervoor in Maastricht gewerkt. Daar zat meer op slot. Langere historie. Hier in Eindhoven veel meer ruimte 
gegeven vanuit de wil voor ontwikkeling.
Het is een stad waar veel mogelijk is en veel kan. Veel veranderd afgelopen jaren.
In 4,5 jaar dat ik er mee bezig bent veel verandering qua internationalisering.
Merk ook in m'n netwerk, veel mensen kennen elkaar wel weer. Veel gericht op samenwerking.

Je verlaat je vertrouwde omgeving, je vertouwde cultuur, mensen, vrienden familie en gaat een nieuw avontuur 
aan.
in het begin vind je dat spannend, daarna loop je tegen een muur aan om je echt thuis te gaan voelen

en connectie te maken met andere mensen
en voorkomen dat je je heel eenzaam en buitengesloten gaat voelen.

Hangt veel van de mensen af of dat gaat lukken.
Of je alleen komt, en of degene die meekomt hier kan settelen. Al dan niet voor langere termijn.

Het heeft heel erg te maken met de persoon zelf.
Of je open staat en actie onderneemt om je thuis te voelen.
Je moet goed naar jezelf kijken op wat voor manier je je thuis gaat voelen op een vreemde plek.

Voorkeur voor de term International.
Expat is wel bekender qua term en gemakkelijker. Expats gebruiken zelf de term expat.
Heeft een andere klank. Heerst bij de autochtone bevolking verkeerd beeld dat expats veel geld hebben, dat 
de partner meekomt die hoeft niet te werken kan luxe leven. Ze kapen onze huizen weg. Blijven toch maar 
kort. Verdwijnen weer, integreren niet, kapen onze banen weg.
Stereotype beweringen krijg je dan. In die zin spreek ik liever van international. Die blijven vaak langer en 
integreren meer. 

Nadeel aan internationals is nadeel dat het een soort verzamelnaam is.
Dus ook arbeidsmigranten en asielzoekers worden er dan door anderen onder geschaard. 
Ik gebruik zelf international of kennismigrant. HSM gebruik ik weinig.

Deel van mijn informatie is eigenlijk voor elke international.
LivingIn guide of website is ook relevant voor vluchteling, arbeidsmigrant of asielzoeker

Door middel van mijn netwerk en de sociale communities en organisaties.
Ik ga erbij langs, bel ik mee, Teams ik mee, mail ik mee.
Ondersteun ik met hun projecten, organiseer ik samen evenementen mee.
Als ze tegen iets aanlopen probeer ik blokkades weg te nemen
Vice versa helpen ze mij met delen in hun netwerken en onder de aandacht brengen. 
Als iemand op zoek is naar internationals help ik daar bij.

Gaat over en weer.

Ik doe promotie voor LivingIn programma: guide, flyers
over de locaties, over verschillende evenementen

Op basis van de behoefte van internationals
merkte dat het schoolsysteem onduidelijk was, daar een infographic voor laten maken en dat in een flyer 
gezet.
Net wat ik hoor of zie daar probeer ik iets van te vertalen naar iets. 

Ik organiseer verschillende launches
Ik luister naar wat er speelt bij internationals en organiseert daar themabijeenkomsten voor
Daarom een happiness launch (na corona)

Tijdens Happinez week, niet teveel op eenzaamheid willen focussen
Met organisaties, bijv. Humanitas
Ook verschillende sociale communities, bijv. ESI was daar ook
Allerlei verschillen organisaties aanwezig waar mensen informatie konden krijgen
Om te zorgen dat ze meer in contact met andere internationals of autochtone mensen

Deze zomer Job launch
met werkgevers, en taalscholen en organisaties van hoe je je carrière kan voortzetten

Soms ook een sports launch, of family en kids launch
Ik kijk ook naar onze partners welke informatie er beschikbaar is en probeer dan een goede samenstelling 
voor een themabijeenkomst

Soms ook probeer ik juist autochtone en internationale mix
Voor de rest heel veel contact met allerlei organisaties

Ook eindhovense organisatie
Cultuur, sport en taalvlak met vragen als: "Ik wil mijn doelgroep uitbreiden", "Wil weten wat er speelt 
onder internationals"

Bijvoorbeeld bij sport
tijdens terug sportvereniging aangeboden om website in het Engels te vertalen, ESI geholpen om met 
subsidie te vertalen

ESI huur ik vaker in

Begint met welkom heten van mensen.
Eigenlijk al voor die tijd. Voor ze hier naartoe komen goede informatie beschikbaar stellen.

We zien dat veel informatie vantevoren naar potentiële werknemers word gestuurd. Zodat ze zich kunnen 
oriënteren.

Als ze hiernaartoe komen vind ik dat ze goed ontvangen moeten worden, met informatie, formaliteiten regelen.
Daarnaast ook welcome evening.

Weten dat ze bij ons terug mogen komen. Met alle vragen, informatie, evenementen.
Als ze ergens hulp bij nodig hebben dat ze die kun stellen aan ons.
Denk dat dat daar nog wel een uitdaging ligt.
Vaak vergeten ze dat ze bij het expat centre zijn geweest en dat ze daar terug kunnen komen.

Uberhaupt dat wij een LivingIn programma hebben, dat is uniek.
Horen we ook van anderen internationals dat ze hier zo welkom worden geheten. Dat er webinars zijn.

Je ziet dat Eindhoven wel openstaat voor ontwikkeling en vooruitgang.
Dat iedereen niet teveel in eilandjes werkt, of er sommige dingen niet mogelijk zijn.
In Eindhoven meer een minste van: we gaan ’t gewoon doen en proberen.

Wat kan er beter?
Ik denk ook in de politiek nog meer doordrongen moet zijn van bepaalde vlakken waar Eindhoven zicht 
verder moet ontwikkelen.
Dat internationals echt nodig zijn voor de ontwikkeling. Zonder expats is brainport er niet.
Maar dat heeft wel gevolgen voor bijvoorbeeld huisvesting en voorzieningen.
Of het betekent dat je terugvalt in ontwikkeling. Als expats hier niet vinden wat ze zoeken dan gaan ze weer 
naar een andere plek.
Denk dat er nog teveel mensen vervallen in denken vanuit het oude Eindhoven. Meer dorpse.
Denk dat er ook nog veel te winnen is beeldvorming bij inwoners van Eindhoven. Meer zien om zo meer 
acceptatie te krijgen.

Wat zijn de belangrijkste obstakels?
Soms verkeerd beeld schetsen in de media. Soms uitlatingen in de politiek. Ook uit de provincie vandaan.
Ook binnen brainport: mensen die brainport moeten promoten maar het niet eens zijn met de 
ontwikkelingen. 

Wat zijn de blinde vlekken?
Er zijn zat organisatie die niet of nauwelijks in een andere taal willen communiceren.
Die wel belangrijk kunnen zijn. Politie bijvoorbeeld, GGD. Belastingdienst weet ik zo niet.
Ik heb dat gecheckt van allerlei instanties een paar jaar terug. Was beschamend.

Vaak ook angst bij mensen om naar een organisatie te gaan.
Als er dan geen Engelse informatie beschikbaar is, bijvoorbeeld bij huiselijk geweld.
Hoeft niet eens de hele website te zijn, al is het maar één berichtje. maar bijvoorbeeld ook blijf van m’n lijf- 
huis.

Maar er zijn ook organisaties die wel stappen zetten. GGZ bijvoorbeeld heeft nu een expat- poli.
Meer organisatie die graag nu daar meer mee willen doen.

De spouses.
De werknemers heeft al zijn hele netwerk.
Krijgt al de voorwaarden voor een gevoel van eigenwaarde.

Opdracht
Startpunt:
Hoe kunnen we nieuwkomers en Eindhovenaren beter met elkaar verbinden? 

Eindpunt:
Een tool ontwikkelen die het aantal ontmoetingen tussen Eindhovenaren en Nieuwkomers helpt vergroten  

Geen tijd gehad om voor te leggen

Eigen eindpunt
  

Eindhoven welcome to everybody;
Laten landen van mensen
Thuisvoelen
Ecosysteem

Interview

ICW vind ik succesvol initiatief. Combi werk en privé
Heritage language network een goed intiatief. 
ESI is een succesvol initiatief om spouses op weg te helpen naar een volgende stap. 
Zo zijn er ook allerlei kleine initiatieven die heel waardevol zijn. 
Er zijn heel veel communities, platform die succesvol zijn.
Waarom is/was dat succesvol?

Vaak is het de energie van één of een paar personen die erachter zitten. Die dus hart heeft voor Eindhoven 
en ook voor internationals.
Soms ook breder dan internationals. Dat diegene iets wil betekenen voor de stad en voor internationals.
Vaak zijn ze hoger geschoold en hebben ze knowhow van hoe ze iets moeten opzetten. Willen ze hun 
kennis die ze ergens anders hebben opgebouwd hier een plek geven.
Geeft hun bestaan meer zin maar ook voor anderen een zinvoller bestaan.

Eigen startpunt
  

Hoe kunnen we Eindhoven verder internationaliseren en internationals en de stad ondersteunen in deze trend

Niet zozeer op één initiatief. Op van alles elkaar wat ik voor elkaar krijg binnen living in, Mag het binnen hele grote 
kaders zelf invullen.
Voldoening zit in wat je tot stand kan brengen en wat je kunt betekenen in het leven van internationals door iets te 
organiseren, vragen te beantwoorden, 

Dankjewel horen
Vind het leuk om op visienriveau mee na te denken

Ik vind het fijn dat het tweeledig is, praktisch met mensen maar ook beleidsmatig
Vrijheid is erg fijn.

Je hebt altijd bepalen pappenheimers ertussen zitten
Er zit niet veel frustratie binnen LivingIn.
Zelf bepalen waar ik me op richt en ik weet wie ik waarvoor moet hebben in mijn netwerk.
Wel eens kleine dingetjes bij het organiseren van een event dat er bedrijven of organisaties wat zeuren.

Maar eigenlijk geen grote frustraties. Maar zijn kleine frustraties.

1

2

3

4

5

6

7

8

9

10

11

Who are you?
 Can you give a short introduction about yourself?

What is your connection with Eindhoven?
 Do you live in Eindhoven?
  If yes, for how long?

What does it mean to you being an expat/international?
 Which term do you prefer?

What is your connection with expats/internationals?
 Are you (have you been) an international yourself?

Are you taking part in any initiatives/action points regarding the integration of internationals in 
Eindhoven?

Which initiatives are you the most proud of?

What are points still causing frustration?

What does it mean to be an expat- friendly city?

Can you name an example of a successful initiative for expats?
 Why is/was it successful?
  Do you also know of successful initiatives in Eindhoven?

What is Eindhoven doing well regarding expats?
 What can go better?
   What are the main obstacles the city is facing?
   What are blind spots?

Which sub- group of internationals is in your eyes the most important to focus on?
 Why?

Interview on Wednesday 14th September, from 14.00 until 15.00, online
Interviewer Mariska with Sichen

Kavitha Varathan
Married, mother of two
Comes from India
Co- founded ESI in 2014, with two others
First it was a network, then a stichting, since 2017 it's an entity (business) / social startup
Got a grant (9000€) to develop it further 2014/2015
Beginning 300 people => 'I;m a spouse, can you find me a job?

Structure ESI:
Community at heart
Stichting side (with a board) and business sides
Business sells services to companies (supporting employees, hiring from ESI)
Stichting side works with volunteers, but only for smaller things to not take advantage from them
Core team (paid) is 6 members
Since 4 years (corona) funded by Living In program
Working mostly project based so budget allocated per project, not really time or space to scale up

Living in Eindhoven for 14 years now
First moved to Canada, then came to Eindhoven (closer)
Husband got offer to pursue a PHD
Started working as an architect, but crisis hit so then decide to do a master in Architecture at the TU/e

skipped
Talked about our experiences as internationals and what we liked here

international herself
works with internationals
works for internationals

Since April = House Navarek (?) program, in collaboration with local and regional organizations
`Focus on upscaling people / getting back on track (ex: graduates, part- time, unemployed)
Talent 100 (now) = connect 100 people to the labor market in 1 year, before the summer = 40 people
Women for Women = connecting local influential woman with international woman = exchange of 
network/perspectives etc
working with ambassadors, easier to create change within a company
creating 'tribes' based on distance to the labor market (groups where spouses come together)
recruitment like activity

Eindhoven is an international- friendly city but not fully
International- friendly city means ability to be able to build a fulfilling life on all levels
+ not being stuck in bubble of internationals

Well =
Eindhoven is ahead of the game now, partly due to history with Philips
there was a critical momentum where internationals came for Philips = first pool
Good scale to diversity ratio (London to big)
Focus on retention not only attraction => Living In program is very unique position

Careful =
Taking advantage of this unique position on the long- term
Careful for resentment = if things don't go smoothly there is often resentment amongst the population being 
built up
People have to feel part of the change

Spouses are connected to everything else, both talents and family members. But also international students share 
similarities with spouses. When you're done graduating you have one year to find a job before the permit expires 
and sometimes they notice their network is actually nog big enough.

Opdracht
Startpunt:
Hoe kunnen we nieuwkomers en Eindhovenaren beter met elkaar verbinden? 

Eindpunt:
Een tool ontwikkelen die het aantal ontmoetingen tussen Eindhovenaren en Nieuwkomers helpt vergroten  

Interview

Initiatives linked to SDG goals, combining career goals with social goals, mainly US and UK
Example: Apres (US)

Women for women, even if not directly related to labor market = very high success rate of finding jobs + connections
Building the community is the most rewarding part

Topic itself is not ready to be tackled. 1st generation knowledge migrants in Europe compared to 4th or 5th in US. 
Now people start talking about it, maybe in 3-5 years companies are ready to take real steps. In US for example, there 
are a lot of services provided to move family with knowledge- worker.
At the beginning ESI considered it a social topic, but not recognised as such, considered market topic, but also not 
really market.
easy now in Eindhoven to find talent who don't question bringing their families

On ESI side:
Not enough time and resources to take a step back and do what they want, always going from project to project
Working with a community (human- human) not always efficient => try to start automating

Good start
'Local' side often gets missed
Why would locals join? What is their incentive? Give a reason to become a part of the change
Connect Locals with topic of internationalisation

Like the words encounters
It's about creating empathy
Finding early adopters, make it their story so they can related

If solution is company focussed, lots of people will be excluded

ESI has many parked projects, maybe possible to build upon them instead of starting from scratch every time ?

The interview was done with my colleague (some 

notes are in Dutch) and the details can be viewed 

via the miro board link.

 

https://miro.com/app/board/

uXjVPZENyzw=/?share_link_id=862272509573

- 56 - - 5
7 

-



II Focus Session

The focus session was held on September 

22nd, 2022. Many stakeholders were invited 

to participate in order to conduct a compelling 

focus session. The following design is a tool to 

guide them to delve into the problem statement.
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III Design
First mind map Moodboard Paper wireframe sketch

How can we motivate people who 
come alone to Eindhoven to have a 
stronger sense of connection with this 
region?

A digital system

App

Website ( which is already have)

Videos

Digital poster and adverises

Physical

Branding installation

Interactive letter / Survey

Interactive product

Map

stamp

Stationery

Any feedback for the website

Feedback of the information

Connection with others.

Gather people know the events
and motivate people join.

Link the neighbourhood who live close.

Welcome package
Contact information for different organization
-  Address

Job searching

Brainpoint

Expat spouses center

Eindhoven 365

City hall

Campaign

 dribbble.com

#20 Sport Ticket
Booking
20 Sport Ticket Booking designed by Sang
Nguyen. Connect with them on Dribbble;
the global community for designers and
creative professionals.

Why we don't let
people 

themselves 
define 

"Eindhovenaar"?

For future:
For example: As 

an Eindhovenaar I
wish this city can 

....

Survey with
interesting 

ways.
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Landmarkers

The Oude Toren is a late - medieval brick church tower on the Oude Torenstraat in the Eindhoven district 
of Woensel . The tower is the only surviving part of a church dedicated to St. Peter , which was probably 
founded in the 11th or 12th century in the then independent settlement of Woensel. The tower dates from 
the 14th or 15th century, when the entire church building was replaced by a brick building in the Campine 
Gothic style . For a long time the tower stood in the middle of the Woenselse arable fields, but from the 
second half of the last century it was surrounded by newly built houses and flats. The Old Tower is 
a national monument. The current residential area in which the tower is located, Oude Toren , is named 
after the building.

At first it was on the corner of Volderstraat and Vestdijk. In 1956 it moved to the north side of 18 
Septemberplein to eventually end up on Stationsplein . During the Philips festivities on the occasion of the 
60th anniversary, the statue was unveiled in 1950 by his grandchildren.

The Evoluon was built in 1966 as a technology and science museum on behalf of Frits Philips to celebrate 
the 75th anniversary of the Philips company. From its opening the museum was extremely popular, 
attracting over 500,000 visitors by 1970 with its educational and interactive exhibits on science and 
technology. It functioned as a museum until it— despite many protests— was withdrawn from operation in 
1989.

Working with the unique ecosystem of technology and design in Eindhoven, we can’t wait to reopen the 
Evoluon as a place of wonder, inspiration, knowledge transfer and education; an experience for young and 
old. It will become a future lab for the wonderful world of technology, design and innovation.

The Flying Pins is a large public image in Eindhoven . It was designed by the sculptors Claes Oldenburg and 
Coosje van Bruggen and unveiled on May 31, 2000.
The Flying Pins is located at the head of John F. Kennedylaan on the south side of the street, corner 
Fellenoord.
It is a depiction of a bowling ball with ten flying pins. The artists saw a bowling alley (bowling lane) in 
Kennedylaan and that is how they came up with the idea. In the vision of the artists, the dynamics of the 
sinking bowling ball with the flying and sinking pins fits well with this busy point in Eindhoven. The yellow 
color of the cones was chosen by Van Bruggen and refers to the yellow daffodils that brighten up 
Kennedylaan every spring.
The highest point of the artwork is approximately 8.5 meters. The ball has a diameter of approximately 6.7 
meters. The statue is made of steel and reinforced plastic with a polyester - polyurethane coating . The 
costs amounted to approximately (converted) € 1.1 million and were mainly paid by the business 
community of Eindhoven.

Attractive St. Catherine's Church (St. Catharinakerk) was built in Neo- Gothic style in 1867. The original 
building – dedicated to St. Catherine of Alexandria – was consecrated in the 13th century and was many 
times severely damaged by war and fire, even spending part of the 18th- century as a stables and weapons 
store.

Now fully restored, the current structure incorporates a number of symbolic references to the work of 
Joseph Thijm, one of the country's best- known writers. Highlights include its twin French Gothic towers, 
each 73 meters tall and known respectively as David and Maria.
Interior highlights include its stained- glass windows and its two organs, one of them with 5,723 pipes.

Address: Catharinaplein 1, 5611 DE Eindhoven

De Oude Toren

Anton Frederik Philips

Evoluon

Together with De Blob and bicycle parking De Tube, De Bubble forms an urban ensemble on the 18 
Septemberplein in Eindhoven. The Italian architect Massimiliano Fuksas designed the square. The Bubble 
consists of a bubble of glass and steel, which Houta Bouw has masterfully designed after a design by Tarra 
architecture and urban planning. The building serves as the new flagship of the Dutch fashion store 
America Today.

Blob style as an unique building design style.

St. Catharinakerk

De Bubble & de Blob

Flying Pins

Famous visted places in Eindhoven

VAN GOGH PATH

VAN GOGH PATH is the light- emitting bicycle path that glows at night, made of thousands of twinkling 
stones inspired by Vincent Van Gogh's Starry Night. VAN GOGH PATH is a part of the SMART HIGHWAY 
project.
Winner of Best Future Concept, Dutch Design Award, Accenture Innovation Award, and INDEX Award 
Denmark.

https://www.studioroosegaarde.net/project/van- gogh- path/intro

Just eight kilometers northeast of Eindhoven is the picture- perfect village of Nuenen, famous the world 
over for its inclusion in the art of Vincent Van Gogh, who lived here from 1883 to 1885. His temporary home 
was in the pastor's house, which has been completely restored to its original style.
A highlight of a visit is the Vincentre, an excellent new attraction dedicated to the artist and his time in 
Nuenen, and the focal point of many great walks following in Van Gogh's footsteps. These self- guided tours 
through what's referred to as The Outdoor Museum lead you to more than 20 different locations spread 
around the village that relate to the artist (some with audio commentary).

Address: 5671 CA Nuenen

The Philips Museum & 
Collection

Housed near the factory where Gerard Philips made his first incandescent light bulbs in the 1890s, the 
Philips Museum shows how this once small enterprise has grown to become one of the world's largest 
electronics companies. A visit to the ultra- modern Philips Museum gives visitors an excellent overview of 
the company's success, as well as the workings of its most memorable products.

One of the museum's most popular features is Mission Eureka, an interactive game involving digital quizzes 
and puzzles. There are also many other fun interactive exhibits that children enjoy. English language guided 
tours of the museum and Philips- related city landmarks are available.
Art fans will also want to include the top- notch Phillips Collection on their list of must- visits in Eindhoven. 
Established in 1921, the museum houses a large contemporary art collection of some 3,000 works from 
around the world. A café and shop are located on- site.

Address: Emmasingel 31, 5611 AZ Eindhoven

Van Gogh Village, 
Nuenen

Calling Eindhoven football- obsessed is an understatement. But such claims seem reasonable when you're 
home to Philips Sport Vereniging (PSV), one of the most successful football (soccer) franchises in Europe. 
And with the club having celebrated its 100th anniversary in 2014, there's plenty of history on display at the 
PSV Eindhoven Museum (PSV Musée).

Highlights include historic outfits to photos and film footage of career highlights. English language guided 
tours of the team's Philips Stadium are also available and include packages that take in team practices, so 
you can see the players in action.

Address: Stadionplein 4, 5616 RX Eindhoven

The PSV Eindhoven 
Museum

Eindhoven has been home to DAF, one of Europe's largest truck manufacturers (and, at one time, cars), 
since the company's founding in 1928. Started by brothers Hub and Wim Van Doorne in a small 
blacksmith's shop, the company – short for Van Doorne's Aanhangwagen Fabriek – started off making 
simple engineering products, gradually progressing from trailers to cars and trucks.
One of the most popular museums in the southern Netherlands, the DAF Museum is a testament to the 
company's success and includes a replica of the original workshops and offices, along with samples of its 
vehicles throughout the decades, including a number of prototypes. A shop and restaurant are located on 
the premises.

Address: Tongelresestraat 27, 5613 DA Eindhoven

The DAF Museum

he Van Abbemuseum is one of the most important galleries of modern art in the Netherlands. Highlights of 
its more than 2,700 artworks include pieces by modern painters such as Marc Chagall and Pablo Picasso. 
It's also home to the world's largest collection of material by El Lissitzky.

Other notable collections include numerous sculptures and art installations, video works, and posters, 
including a large Paris collection from Jacqueline de Jong, as well as examples from the USA, Germany, and 
Eastern Europe. A gift shop and café are located on- site.

Address: Bilderdijklaan 10, 5611 NH Eindhoven

The Van Abbemuseum

The Van Abbemuseum | Piano Piano! / photo modified

The DAF Museum | FaceMePLS / photo modified

The PSV Eindhoven Museum | Jos Dielis / photo modified

Van Gogh Village, Nuenen

Chartered in 1232

1419 
Eindhoven was
a fort with a castle.

1486
All municipal documents were 
lost in a massive fire that 
devastated the entire city.

1543
The city was rebuilt.

1891
The real boom began when 
Philips founded their first light 
bulb factory in the city.

By the early twentieth century 
Philips and ‘Hub van Doorne’s 
Machinefabriek’ now known as 
DAF Trucks were responsible for 
the growth and wealth of 
Eindhoven.

1920
The population grew to 
46,000 and by 1920 the 
former vilages of Woensel, 
Stratum, Gestel, Strijp and 
Tongelre were annexed 
and became local districts.

1936
Many culture and leisure 
facilities were established 
including ‘Stadswandelpark’ 
(city park) and the Van Abbe 
Museum.

1st January , 1940 
The city already 
had 113,126 
inhabitants.

6th December 
1942
Eindhoven was 
under attack 
again.

18th September 
1944.
Large- scale air raids , 
destroyed large parts 
of Eindhoven.

1993
When DAF Trucks went 
bankrupt.

History time line

Eindhoven was plundered 
and burned by troops 
from Guelders.

1629
Eindhoven 
becomes part of 
Netherlands.

20-21 Centry

1910
Philips Station (stadium) 
opens

1913 
PSV Eindhoven (football 
club) formed

1920
Gestel, Stratum, Strijp, 
Tongelre, and Woensel 
become part of the 
municipality of Eindhoven.

1947
DAE built

1956
Eindhoven 
University of 
Technology 
established

1997
Philips Headquarters 
left Eindhoven.

1921
Lichttoren (Eindhoven) 
built

1931
Witte Dame built.

1932
Welschap Airfield 
begins operating.
DAF Trucks in 
buiness

1937
Museum 
Kempenland 
opens

1932
Welschap Airfield 
begins operating.
DAF Trucks in 
buiness

1942
December: Aerial 
bombing by Allied 
forces.

1964
Philips Netherland 
bulit

1966
The futuristic 
Evoluon 
science 
museum was 
built

1969
Student center De Bunker 
(Eindhoven) built.

1999
De Regent built.

2002
Dutch design 
weeks begins

2003
Regional Historish 
Centrum Eindhoven active

2006
Glow Festival 
Eindhoven begis

2009
Strip- R redevelopment 
begins

2010
Admirant shopping 
center's "Blob" building 
constructed.

Future

1815
Population: 2310

1900
Population: 4730

For History For Future
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UI mock up
The City Bingo mockup are designed, the high-fi 

prottotype can be check through:

https://www.figma.com/file/

WvPYT8Byok1muitLcrdDnx/Mock-up---

Eindhoven?node-id=73%3A2812&t=PvFIwxLS2

j9izQnH-1
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out, fixes her hair and puts on her favourite hairpin: a 

family heirloom that was left to her by her grandma.

She takes the bus from Meerhoven to The 

Keizersgracht, and pulls out her umbrella so she can 

cross the road without getting wet. On the bus, she 

double-checks the address numerous times to make 

sure she won’t get lost. And enters into Lab-1 where 

she sees a few people having a drink at the bar. 

Somebody approaches her and welcomes her to the 

venue and indicates she can get something to drink at 

the bar.

She’s a bit early, the program starts in half an hour. 

She orders tea at the bar and introduces herself to 

somebody who was on the same bus and came in just 

after her. Half an hour later the man who welcomed 

her takes the stage and gets into his talk about what 

they’re are doing here.

Sara’s a bit tired, her understanding of English gets a 

lot harder when she’s tired. So she doesn’t understand 

everything. She sort of missed some fascinating 

introductions, but she finds it difficult to concentrate 

on what is being spoken. After a while it seems that 

Just arrived.

Sara came to Eindhoven with her husband and kids 

two weeks ago. Her husband found a job with ASML 

through a targeted campaign from Brainport.

Through ASML they found a house to live in and 

they just settled into their new home. Sara took the 

responsibility of a lot of the arrangements that had to 

be made.

She made the LivingIn website her second home the 

last few days and tore through the paper LivingIn 

guide. She went to the one stop shop for registering 

herself and her family and is now looking for her first 

social contacts.

She found a Facebook-group for other expats in 

Eindhoven from their home country.

She also found out about the ‘Welcome internationals’- 

evening at Lab-1. Which is this Thursday.

She’s excited but also anxious to go.

Welcome internationals.

Thursday arrives and after dinner, Sara prepares for 

the Welcome evening. Het husband watches the kids 

while she freshens up, puts on the clothes she picked 

First draft scenario:

Chapters in the scenario:

1.  Just arrived

2.  The welcome internationals evening

3.  The first week bingo card

4.  Family visiting and searching for a themed bingo 

card

5.  Creating own bingo card around theme

6.  Organizing an event with the big bingo wheel

Contents with Underline related to functionalities and 

key points need to be detailed.

“Lots of things need to be done...Many plans need to 

be made.” There is a quiet reminder for Sara especially 

she saw something like Find Health Insurance.

Family visiting and searching for a themed bingo 

card.

Every weekend, Sara wants to go walking in nature 

with her family. Sara considers the available parks 

in Eindhoven as well as the Bingo Game. Sara asks 

her husband, “Should we look on the Bingo card 

for a park? Let’s open the platform to search a spot 

together! ”

They discover a bingo card labelled “A walk in 

the park” and are intrigued by it because they are 

unfamiliar with each of these parks. The address and 

comment can be checked on the platform. What 

makes Sara and her husband happy is that compared 

with visiting the park, the kids usually prefer to stay at 

home and play computer games. While kids see the 

rewards and the bingo challenge, they are interested 

to explore nature and curious to see what will happen 

after they finish the task.

After they choose the park together, Sara checks about 

upload and share their own bingo game challenges on 

a digital platform. Sara downloads it and discovers that 

the platform has a lot more information shared. 

After returning home, Sara downloads the app 

and wants to learn more. She also wants to ask her 

husband and children to help her complete the first 

Bingo card.

The first week bingo card

One weekend with nice weather, Sara decides to visit 

the whole city. She thinks of the City Bingo Game 

and wants to continue finishing the first card with her 

family.

Surprisingly, she finds something for the 1st-day 

recommendation has been done before (Such as 

check the living-in guide). She begins to make a to-do 

list, about where they want to visit, and when she 

are going to invite their neighbour to have dinner 

together. “It is a really good opportunity to talk with 

my neighbour”, she thinks. She knows their neighbour 

is a young dutch couple. “They are locals, and also our 

neighbours!” she considers as she looks at the bingo 

card.

they are going on a walk of the city and everybody 

gets handed a bag with something in it.

Sara opens the bag and notices the living-in guide, 

which she already has, a map of the city, a flyer for a 

discount on Dutch lessons, a booklet with events in the 

city and a small pencil and something that looks like 

a bingo card. Sara feels curious and opens the bingo 

card. She pulls out the four cards and discovers that 

each of the themes on the bingo cards is unique. “Is 

this a game? Or perhaps a memento of this place?” 

She wonders. 

The host says, “We’re going to wrap up tonight’s 

column of the Getting established in Eindhoven.” They 

complete the first column together, break the ice, take 

a drink, go through the city, where Sara meets a variety 

of interesting people, go to the de Witte Dame (one 

of the Philips buildings), and discover the history of 

Philips there. Sara and the others mark a cross on the 

card after completing each task.

With the first column’s completion, the wonderful 

night came to an end. For their first bingo, every one 

of them has a gift! The host also says that they can 

IV Written scenrio
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Organizing an event with the big bingo wheel (?)

There is a big Bingo wheel located in the city centre, 

people feel curious and scan the QR code to get 

information about the Bingo game itself.

Sara notices that the home page’s banner advertises 

a city bingo night with the intriguing-sounding topic 

of “Call yourself an Eindhovenaar.” What exactly is an 

Eindhovenaar? Sara considers and registers herself.

The fact that it has been a while since Sara visited Lab-1 

makes her reflect on her first day there and her first 

experience playing bingo as the night approaches. 

The day is coming, she feels excited and chill, and she 

dresses up in her favourite perfume. 

This time, Sara is still a little early, but she is used to 

getting a drink and waiting. There are also some old 

acquaintances present, some of whom Sara has not 

seen in a while. They have wonderful small talk.

As the evening gets started, the host did a welcome 

presentation, and then Sara and the others are invited 

to go for a walk. They are then led to the city centre, 

where there is a glass house with a large bingo wheel. 

As soon as Sara and the others have found a seat, the 

from various places in the world.

Nina also has two cute kids, so the two families can 

spend time together during the weekend. They usually 

have a nice Saturday and have dinner together in a 

new restaurant. Once when Sara is having dinner, 

she realizes why not create a bingo card based on 

their experience. “We can create a Bingo card as ‘the 

best places for family to visit in Bingo game!” Sara 

says excitedly to Nina. They all feel like it would be an 

interesting idea. Every time they spend time together 

and have family time together, Sara and Nina take 

many photos and write notes about where they go, 

and what they see and experience. As this not only 

help them record the exciting time but share their life 

experience with the whole network in Eindhoven. 

They begin to upload and edit their own Bingo cards 

sha share it on the platform, it is so exciting to see how 

many people have seen and downloaded their Bingo 

cards, and how many people have begun their new 

bingo challenge. 

the address and how long it will take to there. They set 

off with fruits and drinks.

The whole family spent a wonderful day there. Kids 

meet some friends there, and Sara and her husband 

also meet new people who also come from the same 

place as them. There are some families who also take 

their kids there, and they have a good talk about life, 

work, and kids ‘education, etc... Sara realizes there are 

many ways to explore life here. 

At the end of the day, Sara takes a photo of the sunset 

and uploads it to the Bingo platform, gives a score and 

comment to this park, and writes down the mood she 

has this day. 

Creating her own bingo card around the theme.

Sara has been in Eindhoven for one year, and she gets 

increasingly used to using the Bingo card and begins 

to share this interesting game with some newcomers in 

her block. She met Nina, who is one of her best friends 

here through the bingo platform. Both Nina and Sara 

like cooking and exploring food in their free time. They 

always try new recipes and share them with each other. 

One of their common interests is trying different dishes 

After the evening they really visit many places, and at 

the end of the day, each of them gets a gift for the first 

“bingo” they do. It is a great night, Sara learned about 

more this city, and also met some interesting people.

After the welcome night, Sara goes home and begins 

to explore the digital application because she finds 

there quite interesting shared photos and hot points 

in the platform. Also, she wants to finish the first bingo 

card with her husband.

manage a Bingo!” There is someone going forward to 

roll it, a bingo ball came out with a number on it. “That 

would be the first place we are going to visit. You can 

also download the application ‘City bingo game’, 

there is some more information about Catharina kerk”. 

Sara realise that is like a city adventure game, she 

select one from all the bingo cards which seems a lot 

of buildings on it, but she have no idea which building 

is Catharina kerk, which made her more curious 

about the next step, so she begins to download the 

application.

“After we visit the Catharina Kerk, you can take 

a picture and ( upload it in the City Bingo Game 

application to see what will happen.” the guider says/ 

put a cross on the matched building’s picture )” the 

guider says so.

It is a nice experience, she takes lots of photos. 

Although, she can not follow up on all the introduction 

parts, but through the platform, she gets more 

detailed information about Catharina kerk. After they 

visit the first point, Sara puts a cross on the card and 

also uploads one photo on the platform, and she gets 

a digital vibe in her digital collections.

presenter announces, “Let us start the Bingo night!” 

and hands out Eindhovenaar Bingo cards to each 

person. The host announces, “I’ll roll this enormous 

wheel and you can cross off what you’ve done, the first 

bingo player will have a prize!”

Everyone has a chance to manage a rolling once 

the host rolls for the first time. They converse while 

drinking and discussing their unique experiences. It 

was a great night, and Sara played some excellent 

bingo and met many new friends from different 

countries, but she still left something out. This time, 

there are going to be some brand-new plans that I’ve 

never tried before, thought Sara with excitement.

Combine the just arrived and organized an event

Sara feels curious and opens the bingo card.

She pulls out the four cards and discovers that each 

of the themes on the bingo cards is unique. “Is this 

a game? Or perhaps a memento of this place?” She 

wonders. The man then leads them to the city’s centre, 

where a big Bingo wheel installation is located. 

The guide man takes one bingo card he has, and 

he explains “ Today, everyone can roll the wheel to 

IV Written scenrio
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V User Test

The set up and proceture of user test are token by  

EIndhoven 365’s phtotgrapher.
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•	 do something together with another player 
(phones have to be close together)

•	 video

•	 geocaching

•	 go to a specific coordinate

•	 draw a shape on a map (strava)

•	 writing

•	 get a signature

•	 draw a building

•	 make a big art piece (cadavre excquis)

•	 make a big mosaic/puzzle of all the drawings

•	 write with light

•	 finish a card together

•	 how do you do it with

•	 bingocards

•	 with prize

•	 collect vibes

•	 just for fun as group activity

•	 collecting stamps

•	 photographing something specific in a store

•	 NFC

ideas for finishing bingo cards

•	 photograph

•	 wipeout yoga pose

•	 collect letters in the city

•	 buildings that look like letters

•	 photograph different colours (colors of the 
city)

•	 pantone

•	 fill camera half with a color and photograph 
to match the color

•	 scavenger hunt of finding specific photos

•	 collect all the tunnel art

•	 collect graffiti

•	 applausemeter

•	 go to a location

•	 audiorecording

•	 ask somebody to say you finished the square

•	 record the piano in the trainstation

•	 clap meter (who did the best)

•	 dynamic bingo squares (the best 10 have it 
crossed off)

VI Interaction Ways

A brain storming of different possible interaction 
ways.

•	 cook some thing with specific dutch food

•	 hang out food with other people

•	 try 8 different types of food in the food marke

•	 QR-code

•	 time

•	 specific times

•	 you have to be somewhere at a specific time

•	 you have to be with 10 other bingo players at 
the same spot

•	 you should be in the city center in 20 minutes 
and sing a christmas song

•	 dressed as a santa claus

•	 assignments

•	 take different decorations to the christmas 
tree

•	 paste eindhoven stickers

•	 chalk art/stoepkrijt painting

•	 stoeptegels everyone paints one swuare one 
color you can coordinate giant pixel art

•	 tunnel with “I wish i did this before i die”

•	 leave something somewhere and have 
somebody else collect it

•	 write something with the daan roosegaarde 
artpiece

•	 cook a recipe with ingredients
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bingo game is one of the solutions to close the 

gap among newcomers.

The goal of the City Bingo project were in line 

with my vision and provided a platform to 

present the design concept to stakeholders.  

Designing with stakeholders and experts with 

various expertise and involving them in the whole 

design working flow also can bring inspiration 

to my design process. I will obey the design 

principles, learn to become more open-minded, 

keep hungry, and keep curious. For my future 

career, find various approaches and keep making 

further research about users’ deep insight, and 

how to engage design into the market needs.

As a designer, I want to be able to influence 

behavior change while also bringing interesting 

facts and satisfying the emotional value of 

the user’s [3]. Behavior can be changed and 

influenced in more interesting ways. As Guhl, 

A., & Cordeiro, C. M. claims, the connection 

between this theory and gamification is made 

by the paradox between gamification’s goal of 

fostering intrinsic motivation, or “internalized 

processes with long-term positive effects,” in 

order to engage the target [2]. 

Thus, Gamification design, which I want to 

further explore, is not only about creating user 

learning motivation but also about applying 

a technique to keep a user engaged with the 

product in a long-term [5][4]. The research of 

Koivisto and Hamari defines gamification as 

“designing information systems to afford similar 

experiences and motivations as games do, 

and consequently, attempting to affect user 

behavior.” Social integration can be influenced 

through gamified design solutions, and the City 

Reflection

The reflection is about why I chose this internship 

and project, and what I have learned through this 

semester.

With the rapid growth of the economy and 

technology, people are feeling more and more 

stressed in their busy life and lacking connection 

with others. In the quick work-life environment, 

all the products are being iterated faster and 

faster. As a UX designer and researcher, my vision 

is to use gamified ways to solve problems and 

design a better user experience and help people 

to live a better life and have a strong bond with 

others. Also, I want to design long-life products.

Vision

Engaging people in a more social environment 

and creating more connections is always the area 

that I am keeping explore. Besides, motivating 

people to learn something new also is a direction 

I want to further study. How to motivate people 

to learn in a more interesting way? How can I, 

as a designer, contribute to society in a more 

realistic way? 

TU/e and Studio Tast give me the opportunity 

to challenge myself. Because the first semester, 

when I came to the Netherlands, I learned about 

and join the Game & Play squad, I am thinking 

game and playful design could also be one of the 

solutions for learning and facing social changes. 

I kept trying different ways to spread new 

knowledge, to motivate users’ mind change and 

behavior changes in a totally virtual world. Thus, I 

learned the different technologies which support 

various outcomes forms. 

to provide more ways of thinking about different 

ways of solving problems when I encounter 

challenging design challenges.

Although I enjoy design and research 

methodologies, it is still difficult for me to 

combine them with real marketing and real value. 

The internship in Studio Tast provided me with an 

opportunity to create a more realistic design with 

tangible and digital outcomes. Core courses in 

user experience, behavior change learning, and 

methodologies that I have learned have been 

well utilized in my design process. In addition, 

relative knowledge of the User and Society (U&S) 

expertise area are well learned and improved 

through the learning and design process. 

Creativity and Aesthetics (C&A) always play a role 

as my most interesting area, where I have been 

practicing in the past year. I will keep practicing 

and designing with C&A in my future career.

As a user experience (UX) designer and 

researcher, I view myself as a designer who 

designs for social interaction and behavior 

change [1].I am constantly looking for new ways 

to improve human connections and ties. As a 

designer, my primary goal is to improve people’s 

quality of life. I place a particular emphasis 

on their mental needs and health, and I enjoy 

understanding and investigating people’s 

innermost thoughts. 

I also have hard skills in prototyping and design 

process, which help me to use design thinking 

more effectively as a designer. During the 

first year of my master’s program, because of 

my interests and engineering background, I 

persisted in researching ways to enhance the 

integration and social interaction of virtual 

environments. I worked as a game designer to 

motivate people to socialize and improve their 

learning experience. During my research through 

game design, I learned a lot of new technologies. 

Meanwhile, the learning process also helps me 

Professional identity What I have learned



U&S

For design skills, first I improved a lot in my 

expertise area: User and Society. To explore 

more the target users, I used a persona, journey 

map, and storyboard to tell the whole user 

story and motivate users to empathize with the 

persona. The feedback is valuable for each step 

to push the whole design process. The online 

checking session and some networking talk with 

the target group also widened my mind and gave 

me a lot of inspiration about what the users really 

faced. The event-related user test helps me to 

gather more feedback not only from target users 

but also from experts with different backgrounds. 

Deep talking, connection and thinking of the 

users and society is what I enjoyed and what I do 

want to keep working on.

C&A

Creativity and aesthetics is the area that I am 

most interested in but also need to present and 

practice. Many works on C&A can be seen in 

•	 In the beginning, I did all research logically 
as usual and present the summaries to the 
stakeholder with an amount of “designer 
language” that make them hard to 
understand the working steps. When I got 
the feedback, I felt frustrated about not 
being a successful storyteller. However, 
the difficulties also make me realize the 
importance of design tools and present form 
(Storyboard, persona, user journey map, 
SWOT, etc.), that is why designers need 
these tools to help the product become 
more understood by other stakeholders 
so that designers can get more valuable 
feedback.

•	 The whole design procedure also is the 
users, market, and stakeholders’ learning 
process. When I took the responsibility to 
decide on the key point, I felt nervous and 
was afraid of choosing the wrong design 
direction.  However, with the iteration, and 
stakeholders’ session collaboration and 
discussion, a process of confidence was 
built. The design process also teaches me 
to tell myself, never to be afraid of making 
mistakes, do not to think too much but just 
do it first.

However, after COVID-19, people need a process 

to reconnect with the real world and real people. 

Studio Tast, which designs tangible tools and 

integrated learning systems, inspires me to find 

a more tangible way to encourage people to 

interact with others. Combined with the virtual 

world, people may feel a lower barrier to starting 

a relationship, and the physical design can 

provide more fun and challenges. 

Through this internship project, what I learned 

most important is to research logically, present 

confidently, keep an open mind and be confident 

of the design choices. I had some lessons and 

grew a lot.

•	 Designers are good at using various design 
methodologies to research and analysis 
the design challenge. However, during the 
design process, amounts of stakeholders, 
and experts will join in the workflow. At this 
stage, the extra responsibility of designers is 
added, that is, how to teach stakeholders to 
understand what designers have done and 
why they do like this, make this decision.  

Reflect on expertise area
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In a word, the M21 internship project brings 

me many new perspectives on thinking and 

designing, broadened my horizon, and motivate 

me to make my vision more solid. How to 

make people feel connected and satisfy users’ 

experience is what I will further explore. The 

design skills I learned must be supported for my 

FMP project and my future career.

this M21 project. A lot of work about how to 

make the visual and product more professional, 

pretty, suitable, and fit the specific scenario went 

through the whole design process. Because 

each design decision needs to be decided 

on the feedback from milestones. Therefore, 

each session, and meeting need to be well-

designed. Aiming to show the work from a more 

professional, and present view, the aesthetics 

shown of each detail is important. 

The creativity is more focused on ideation and 

concept design part, compared to the more 

mature designer, I find creativity can be trained 

through long-term aesthetic accumulation and 

connection.  The other I learned through this 

project was when I designed the application 

individually, there were many problems I first 

met, for example, information architecture, 

design aesthetics styles, and so on. Learning how 

to solve new problems and difficulties myself can 

make me feel rapid growth as a designer.

Conclusion

- 76 -


