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RETAIL EXPERIENCE IN THE TOTAL BATHROOM SECTOR: A S TUDY
ON THE CUSTOMER EXPERIENCE IN VITRA RETAIL STORES A ND AN
INPUT PROPOSAL FROM SERVICE DESIGN PERSPECTIVE

SUMMARY

The rising importance and dominancy of servicetheaworld economy has caused
significant changes in customer-company relatiggstand in the nature of value
propositions. Today, companies, in search of dfféation in a highly competitive

business environment, began to focus on the exms$eand interactions of their
customers.

As a reflection of these transformations, the desigtivity also shifted its domain

from tangible and material artifacts to intangiblestems. Along these lines, Service
Design emerges as a new design viewpoint with la methodological basis to

capture and explore customer experiences and pgmtingee which supports value co-
creation between organizations and customers. &umnibre, Service Design

approach is a driver for more efficient serviceivadly and for more personalized

solutions that adapt to customer’s changing needstome.

Service Design perspective and the utilization efvi8e Design methods appear to
be promising in the retail context as well. An impot aspect related to this
statement is that the retail experience is notsingle service, but rather a complex
mix of services which consists of multiple touchints. Therefore, a specific

perspective is required to capture and create emgagtail experiences. When

compared to other design professions, Service Destignds to be more customer-
centered and more likely to create a continuousnérgork for an engaging customer
experience. With its systemic and holistic appro&xhhe retail context, Service

Design considers and integrates all the tangibtkiatangible aspects to differentiate
organizations’ offerings through the use of in-etoonditions and levels of customer
engagement.

Hence, the context of this research has been defiseretail contexts. Customer
experiences related to the pre-purchase, purclzesk post-purchase phases in a
retail setting are at the focus of this research.

This research was based on site visits and obsengah order to collect data about
the overall customer experience in retail settiagd identify service touch-points.
To this end, several site visits were conductedhto retail stores of an industry-
leader Turkish company in the bathroom equipmesttos. The observations made
during the site visits provided information abdug tontext and gave critical insights
about how the store communicates the brand, andthewarious store elements
come together to create a holistic experience. thaidilly, as a supplement to the
observations, interviews were conducted with stoenagers to gain information
about the service delivery system of the orgaropati
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This study began with a principal inquiry questiapif Service Design could be a
new perspective to capture, design and visualiztoower experiences, or in other
means, the contribution of Service Design in crgaticompelling customer
experiences. In fact, visualization techniquesaed as a fundamental element of
Service Design. This research explores how Se&sgn methods can be applied
within the retail context to visualize customer esences. The major outcome of
this study was a “Customer Experience Map” whicpresents the entire service
experience from the customer’s point of view andc#pes the key aspects of the
service delivery process. As a result, the visa#iim process assisted to define the
touch points of the service system and to analysenteractions between the service
and the customer at each stage.

Consequently, this study mainly aims to provideuamderstanding on the role of
design in an experience-based economy within ttal intext and to build a case
for greater use of Service Design methods in ttea.a
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BANYO EK IPMANLARI SEKTORUNDE PERAKENDE DENEY IMI: VITRA
MA GAZALARINDA MU STERI DENEYIMi UZERINE BiR ARASTIRMA
VE HiZMET TASARIMI PERSPEKT IFINDEN GiRDi ONERISI

OZET

Dunya ekonomisinde hizmet sektdriiniin 6neminin Janhigetinin giderek artmasi
firma-migteri iligkilerinde ve firmalarin sundiw deser ©nermelerinde buylk
degisikliklere sebep olmgtur. Glinimizde firmalar ¥on rekabetin ygandgi bir is
ortaminda farklihk yaratabilmek icin rgigrilerinin deneyimlerine ve mgterileri ile
kurduklari etkilgimlere odaklanmaya kamislardir.

Bu desisimlerin sonucunda, tasarimin etkinlik alani da nesgd Grinlerden
sistemlere ybnelmektedir. Yanan mgteri deneyimlerinin ortaya cikarilmasi ve
incelenmesini  gdayan zengin metodolojik temeli ve organizasyonlide
musterilerin birlikte dger yaratmasi esasina dayanan pakisi ile Hizmet Tasarimi,
tasarimin bu yeni etkinlik alaninda en ¢ok 6ne mikasarim disiplini olmgtur.
Ayrica, Hizmet Tasarimi perspektifi, sunulan hizied verimliliginin
arttinlmasinda ve nyterilerin zamanla d@skenlik gosteren gereksinimlerine adapte
olabilecek kgiye 6zel cozumler yaratilmasinda en 6nemli desyatilensurdur.

Perakende satinoktalari, Hizmet Tasarimi anlayive Hizmet Tasarimi metodlari
icin gelecek vaat eden uygulama alanlarindan biri@u gorigl dasrulayan
faktorlerden bir tanesi, perakende deneyiminin d¥rchizmeti bir arada iceren
karmaglk yapisidir. Bu yapi, niteri ile pek cok farkli noktada etkiiene
gecmektedir. Bu nedenle, etkili bir gié@ri deneyiminin yaratilabilmesi igin farkh bir
baks acisina ihtiyac vardir. Hizmet Tasarimi,gati tasarim disiplinleri ile
kargilastirildiginda daha fazla myteri odakhdir ve bu da butlinsel bir gbéri
deneyimi yaratacak cerceveyi daha etkili bicimdegkiamasini sdamaktadir.
Hizmet Tasarimi, firmalarin perakende satoktalarinin tim mekansal 6zelliklerini
sistemsel bir bitin olarak gerlendirerek bunlar ngieri baghli gl yaratacak
deneyimler dgrultusunda entegre etmektedir.

Perakende ng@azalarinda mieri deneyimi yaratan ve etkileyen faktorler cok
¢esitlidir. Bu faktorlerin migteri deneyimi ile bglantisini inceleyen agarmalar
Ozellikle pazarlama literatirinde yer almaktadirunBr oncelikle mekansal
nitelikleri kapsayansiklandirma, koku, muzik, renk gibi faktorlerdir.

Bir diger grup ise sosyal etkifienleri icerir. Saty ve proje sorumlularinin ngteri ile
iletisim becerileri, bilgi duzeyleri, miferi ihtiyacglarini anlayabilme ve ngigriyi ikna
edebilme yetenekleri, olumlu bir deneyimsgamasi acisindan buyik 6nemita

Her migterinin maaza deneyimi farkli sonuclanabilir ciinkii deneyinkigrye 6zgu
ve subjektiftir. Ancak yine de firmalar dazalarinin mekansal Ozelliklerinde,

teshirlerinde ya da satisonrasi hizmetlerinde yaptiklari kicuk gdgklikler ile
sunduklari mgteri deneyimini blyuk ol¢ide dstirebilmektedirler.
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Banyo algisinin d@smesi ile birlikte banyo ekipmanlari sektorii gindgiine
dogalligi 6n planda tutan, farkli malzemeleri bir arayarget sade, yalin, geleneksel
degerleri vurgulayan, modiuler tasarimlara yer vermigggamistir.

Banyo ekipmanlari sektdrii s6z konusu @ahda drtnlerin modelleri ve fiyatlar
karar gamasini etkileyen temel unsurlar olarak 6ne cikadhkt Maaza icindeki
sats asamasinda mgferiyi dogru dinlemek, anlamak ve farkli ¢6zumleri aktarmak
temel hedeftir. Ayrica slrecin hegaanasinin takip edilmesi ve wtéri ile devaml
iletisim halinde olunmasi da bluytk dnergitaaktadir.

Dolayisiyla bu argirma, s6z konusu bkkklari perakende nmigazalar bglaminda
incelemektedir. Sektor olarak banyo ekipmanlart@&@gkbelirlenmgtir; ciinkil banyo
satin alim sureci sirasinda gtéri cok farkli Grin gruplari arasindan secim
yapmaktadir ve y@nilan sire¢ karar verme, planlama ve montaj gseimalari
icermektedir. Bu ¢cagmanin da temel odak noktasi, perakendganalarinda sati
oncesi, sajive saty sonrasi surecleri kapsayan gtdii deneyimidir.

Calisma suresince g#li arastirma yontemlerinden yararlanilgr. Ancak éncelikli
olarak bu argtirma, banyo ekipmanlari sektoriinin onde gelen ligglarinin
perakende satinoktalarindaki gozlemler Uzerine kurgulagtm Magazalar belirli
bir zaman dilimi icerisinde ziyaret edilerek ghéri-saty personeli arasindaki
etkilesimler ve mgazadaki cgtli tasarim @elerinin bir araya gelmesi ile nasil bir
misteri deneyimi yaratilgy incelenmgtir. Arastirmanin perakende satnoktalari
baglaminda kurgulanmasi tim hizmet sisteminin staii baks acisi ile
g6zlemlenmesini sgamistir.

Arastirmada kullanilan bir g@er yontem ise mgaza mudurleri ile gerceldgrilen
gorismelerdir. Bu gorimelerde mgaza mudurlerine mgteri deneyimi ve hizmet
sistemi ile ilgili sorular yoneltilerek firmanin sdugu hizmetleri kendi bakiacisi ile
degerlendirmesi ve aktarmasi amaclagimni Burada elde edilen bulgular,
magazalarda gerceldérilen gozlemler ile desteklenstir.

Gorsellgtirme araclart Hizmet Tasarimi disiplininin ¢ok dme bir parcasidir.
Hizmet Tasarimi bazi yaygin tasarim sarana yontemlerinin yani sira sosyal
bilimler alaninda sik¢ca kullanilan yontemlerden y@earlanmaktadir. Bu agrma
teknikleri, Hizmet Tasarimi perspektifini gdir tasarim yakkamlarina kiyasla
avantajli konuma getirmekedir.

Kullanilacak Hizmet Tasarimi yontemleri, hizmetunalduyzu cevreye ve sunulan
hizmetin ¢gidine gore sekillenmektedir. En uygun metodlar belirlendikteonsa
hizmet sistemi gorselérilebilmektedir. “Misteri Deneyimi Haritasi”, bu
gorsellgtirme araclarina en iyi érneklerden biridir. “M&ri Deneyimi Haritasl”
hizmet sisteminin tim gelerinin gorsel olarak sunulmasini gkamaktadir. Bu
haritalarda mgterinin hizmetten yararlanmaya karar yessamasindan k#ayarak
deneyimledgi batin evreler kronolojiksekilde siralanir. Mgterinin dunceleri,
istekleri ve beklentilerine de yer verilerek taneammigteri odakli bir gorsellgirme
elde edilir. Bu argtirmada, yapilan gozlemler galtusunda sifirdan banyo
yaptiracak olan bir myierinin yagadg surec bir “Mgteri Deneyimi Haritasi” haline
getirilerek tartgiimistir.

Arastirmada elde edilen verilere gore banyo ekipmamsiaktoriinde etkili bir mgieri
deneyimi yaratilmasi, ngterinin stirece dahil edilmesi, sunulan hizmetleniiimktn

oldugunca ksiye 0Ozel hale getirilmesi, farkli duyulara hitap eed ortamlar
olusturulmasi ve mgazadaki gorsel ve mekansa&eterin dgru sekilde kullaniimasi
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ile sgslanmaktadir. Hizmet Tasarimi perspektifi, tim Bunigercekigtirebilecek
araclari icermektedir.

Sonug olarak, bu camanin temel amaci deneyime dayali bir ekonomidakesde
sektori bglaminda tasarimin rolint anlamak ve Hizmet Tasam@todlarinin bu
alanda uygulanmasina yonelik érnekler sunmaktir.
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1. INTRODUCTION

The purpose of this chapter is to introduce theaesh subject by highlighting the
key concepts related to the study. After providsmme background knowledge, a
short summary of the research method is preseiteslchapter concludes with the

aims and structure of the thesis.

1.1 Background of the Research Subject

Everyday, people come across various service afferin which several encounters
take place with certain products and other pedpleen a simple activity such as
buying a cup of coffee is actually a multi-facetgetvice offering in terms of the

spatial context it is realized and the number afgbe involved in the encounter.

As a matter of fact, during the last few decadls, importance of services has
increased dramatically as a result of the inewdailift in the Western economies
towards becoming service economies (Lgvlie, 2088}his point, Joseph Pine and
James Gilmore’s seminal book “Experience EconomprRAis Theater and Every
Business a Stage” (1999) is found valuable duéhéoeffort that it shows a new
approach by putting “experiences” at the core @& walue-creation system of the
new economy. Their notion was followed and developg other research studies
which mainly focused on the “customer experienceicept. These studies have
shown that there are several reasons behind timgg rimportance of customer

experiences.

To begin with, customers have a greater numbethoices today than ever before
and more channels through which to pursue them évieywd Schwager, 2007).
Moreover, Prahalad and Ramaswamy (2004) state doédourcing, and the

convergence of industries and technologies makeuith harder for managers to
differentiate their offerings. Last of all, custormere more demanding. They are in
fact looking for personalized solutions to theidindual needs, and experiences
with value and meaning along with material fulfigmt (Lindsay and Rocchi, 2003).

Consequently, as per Pullman and Gross (2004), aoi@p must find new ways to



achieve a competitive advantage particularly byisoreg on design and management

of customers’ experiences.

All these rapid changes and developments call fdiseussion and a re-definition of
the scope of design as well. Hence, the new dasigierstanding views the world
not as “an aggregate of ill-fitting objects, buthexr as a collection of dynamic
processes centered on the experience of peopletti®li, 1993). Similarly, with the
advancements in the technological landscape andigftal revolution that started in
the 1970s (Lavlie, 2009), design in this new ergasg through a shift in focus
from product and artifact-centered theory to systamd service-oriented thinking
which has followed the growth of services in ouoramy and society (Young,
2008). Therefore, rather than the creation of dbjeand spaces only, greater
emphasis has been placed on “designing for prosesse choreographyby which
employees complete tasks and interact wth custofhaRosa and Campbell, 2010).
The position of designers in this shift is veryerent and privileged indeed, because
of their attitude towardplanning interactionsand finding a balance between the

technologically possibland thesocially desirablgMorelli, 2006a; 2007).

Due to the increasing need of solutions with aesyst nature, several new design
fields emerged; such as Interaction Design, ExpeeeDesign, Transformation
Design and Service Design. Among these practicanp&ll (2009) observes that
only Service Design maps directly onto establiskategories within economics
which identifies the delivery of services as a maoonomic activity. In the same
manner, King and Mager (2009) imply that unlikedtt@nal design disciplines,
Service Design takes holistic look at the demand, supply, and strateigg service
For that reason, Tether and Stigliani (2010) foeebat Service Design bears a great

potential to grow int@ substantial profession and indusinythe near future.

As this once minor service sector expands, newlaiges arise such as the

establishment of objective methods for the develamimresearch, and creation of
services (Mager, 2008). In this regard, Serviceigeapproach is more beneficial

compared to other design approaches as it provadganizations a proven set of

tools which unfolds what customers want and howrtihestrate systems, processes,
and resources to produce the desired result (Kudg\ager, 2009).

In conclusion, this study seeks to explore the tmmer experience” concept from

the Service Design perspective. Eventually, an gogbi investigation of the



researched issues is performed by applying Seriesign methods within the
context of the retail stores of an industry-leabierkish company, VitrA.

1.2 Method

Throughout the research, a wide range of acaddtaratire was reviewed to gain
an understanding of the “customer experience” a8drvice Design” concepts.
Furthermore, in order to collect information abdhe selected corporation, VitrA,
other sources which include magazines, corporateirdents, reports, catalogues,

forums and customer review websites were criticstilydied.

After the construction of a theoretical backgrouod the study, semi-structured
interviews were carried out with Intema retail stamanagers. These series of
interviews aimed to show how various actors whoewpart of VitrA’'s service

delivery system perceived and interpreted their senvice offerings.

In comprehensive investigations that involve compleatures, it is common to
extend and validate data collection by using mldtipources of evidence (Yin,
2003). In the present study, this was done thrasigghvisits to the retail stores of
VitrA and some other leading firms in the totallrabm sector and observation of

their service systems.

The final phase of the research included a syrghekivarious Service Design
techniques. In fact, some recent applications o¥i&e Design methods to capture
customer experiences such as “use cases”, “bluspand “experience prototypes”
were examined to develop a “customer experience foap/itrA. It should also be
noted that these methods had to be adapted t@péuo#is context of bathroom retail
environments, so the mentioned techniques werefraddit certain points in order
to capture the right data. The proposed map thergfimvides distinct insights about
the total service delivery system beginning from ititstore experiences to the post-

purchase services.

1.3 Structure and Aims of the Study

This thesis consists of the following structure:

Chapter 1 Iptroduction) serves as an introductory background to the rekea

subject. The methods carried out through the differstages of the study are



summarized and finally, in order to set up a framdwfor the investigation, the
structure and aims of the study are also includddis chapter.

Chapter 2 Definition and Importance of Customer Experignicatially focuses on
the experience-based economy and highlights thregrisiportance of “experiences”.
Furthermore, several definitions of the customeregience concept are provided and
briefly explained. This background information théads to a review of the
“customer experience” concept in the retail cont&ite significance of customer
experiences in retail settings is discussed aral determinants of retail experiences

are explored.

Chapter 3 $ervice Design as a New Design Perspertamns to clarify the unique
nature of services and to build a comprehensivedreork for “Service Design”. To
this end, first, all the major aspects of ServicesiDn are studied. This section
includes an overview of service-dominant logic, agpts related to services and the
emergence and definition of “Service Design”. Failog this, the most commonly
used Service Design techniques to capture custerpariences are explored. As a
conclusion to the chapter, benefits of Service @eserspective in creating retail

experiences are discussed.

Chapter 4 Research Methqdoresents the research techniques used througieut
different stages of the study. This chapter alatestthe aims of the study as well as

justifying the selected corporation, VitrA.

Chapter 5 Exploration of Customer Experience in VitrA Ret@ibre$ introduces
VitrA corporation and elucidates the developmenVafA retail. Additionally, this

chapter analyses the findings of the research uhéeelated sections of the study.

Chapter 6 Discussion and Conclusionmcludes a brief overview of the conclusions
derived from the study. Insights obtained throudhba research are discussed with
reference to the research aims. The chapter coeglwdth the opportunities for
future studies on the subject.

Drawing upon these concepts, this research stugyaimentally aims to provide an
understanding of the role of design in an expegdmsed economy within the scope
of the total bathroom sector and related retatirggt. Another purpose of this study
iIs to emphasize the potential of Service Designhous in capturing and creating

retail experiences.



Thus, this research will hopefully pave the waytocomprehensive identification of
customer experience in the total bathroom sectdrtarsystematic applications of

Service Design techniques in this area.






2. DEFINITION AND IMPORTANCE OF CUSTOMER EXPERIENCE

In this chapter, the “customer experience” condgtudied in detail to provide an
understanding of the significance of customer erpee within the scope of recent

economic transformations.

2.1 Introduction

The concept of “customer experience” has been tlghly explored in the
management and marketing literatures due to thd teee-define the relationship
between customers and companies (Berry, 2001; $ct2003; Berry, Carbone and
Haeckel, 2003; Prahalad and Ramaswamy, 2003; 2004jact, this need has
occurred as a result of the economic changes itadtdew decades. Therefore, this
chapter aims to explain first the rising importantéexperiences” and the transition
towards the “Experience Economy”. Understanding taetors behind this
transformation also clarifies why “customer expece’ has such a central role
within the new economy. Following this explanatioseveral definitions of
“customer experience” are provided and fundameasglects of the concept are

discussed.

The context of this research study has been ideatés retail settings. For that
reason, building an understanding of the natunetail experiences and the impacts
of retail experience strategies on customer awm#iis critical. To achieve this,
various determinants of customer experiences in rétail context are stated,
encompassing ‘experience clues’, ‘dramatic strectuifront office-back office
coordination’, ‘personal interactions’, and finallgtmospherics and sensory design’.
Each element is studied in detail with specificrapies from the most successful

retailers.



2.2 Rising Importance of Experience: The Transition Tovards “Experience

Economy”

In his book “Quality and Competition” (1955), ecomist Lawrence Abbott claimed
that what people really desire were not produats,satisfying experiences. About
half a century later, Joseph Pine and James Gil{d®@9) advanced the idea that we
are in an “Experience Economy”, in which the or¢ragn of memorable events for
customers is the key to differentiating one’s affgrfrom those of competitors,
escaping commoditization and attaining growth. Whiis framework, the concept of
“customer experience” came more relevantly to tbee,fas a distinct economic
offering which emerges as the next step after codities, goods and services in the
“progression of economic value” (Pine and Gilmat899). Figure 2.1 shows the
four economic offerings and the progression of @almmong them regarding

competitive position, needs of customers, and pgici

The Progression of Economic Value
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Figure 2.1 : The Progression of Economic Value (Pine and Giema®99).

Pine and Gilmore (1999) define experiences as fioffls that occur whenever a
company intentionally uses services as the stagegands as props to engage an
individual”. They further characterize four typelsexperiences based on the degree

of customer participation:Entertainment (Passive participation, absorption),



Educational (Active participation, absorption)Esthetic (Passive participation,
immersion) andEscapist (Active participation, immersion) (Pine and Gilmaor
1999). More recent studies in the management fitexdend to describe experiences
in terms of key attributes or in terms of manaddanglications and oucomes. For
instance, Gentile, Spiller, and Noci (2007) emjilticinvestigate the specific role of
different experiential features in the successeadd by some well-known products.
Whereas Pullman and Gross (2004) identify elemehtsxperiences that involve

anticipation, progression over time, emotional irrement, and uniqueness.

The focus on “experience” is certainly a new pahtview that organizations are
discovering, along with the rising domination of\sees in the world’s economies.
Hence, increasingly, many service organizationpaeing the customer experience
at the core of their service offering (Pine andntaite, 1999; Haeckel, Carbone, and
Berry, 2003; Pullman and Gross, 2004; Zomerdijk &us$s, 2010). In this new
perspective, co-creation of value through persardliexperiences is the emerging
opportunity space (Prahalad and Ramaswamy, 2008)thee emphasis is on creating
meaningful, memorable customer experiences (PideGilmore, 1999; Meyer and
Schwager, 2007; Schmitt, 2003). As a matter of, floet meaning of value and the
process of value creation are rapidly shifting franproduct- and firm centric view
(Prahalad and Ramaswamy, 2004) towards the orgamzacapacityto co-create
unique experience environments with custon@@rahalad and Ramaswamy, 2003).
To reiterate, firms can no longer compete solelypooviding value through their
core products, but rather they must create longsteamotional bonds with their
customers through the co-creationaotohesive, authentic and sensory-stimulating
total customer experience that resonates, pleasesymunicates effectively and
differentiates the organization from the competit{@itner et al., 2008; Berry and
Carbone, 2007).

According to Noci et al. (2007), “total customerpexience” plays a fundamental
role in determining the customers’ preferences,ctvithen effects their purchase
decisions. Providing compelling customer experignisealso seen as an important
factor influencing customer loyalty, for customen®e more likely to make repeat
purchases and give positive word of mouth when thagl a good experience
(Badgett, Boyce, and Kleinberger, 2007). Thus, fess success lies not only with



the perceived incremental value of a business’dymts and services, but also with
theperceived value of the experiertbe business gives its customers (Moore, 2002).

To summarize, it is important for firms to focus oustomer experience, because
differentiation strategies based on service ancepaire no longer sufficient (Verhoef
et al., 2009). In fact, Berry, Carbone and Hae¢R@02) state that it is very difficult
for competitors to copy the holistic nature of thesxperiential designs and the
emotional bonds they form between companies antbmgss. Consequently, the
experience is the ultimate conveyer of the busisegalue proposition (Moore,
2002) and for that reason, it becomes inevitableafoorganization to position itself

in compliance with the principles of the new “Exipace Economy”.

2.3 Definitions of the “Customer Experience” Concept

The “experience” paradigm has been the subjectestral disciplines such as
psychology, human-computer interaction, cognitiveiersce, management and
marketing. While the former three accentuated #resgal and interactive dimension
of experiences, the latter two explored the stiatage of “experiences” as a means
to support the brand, differentiate service offeringsd build new types of business
models(Voss, Roth, and Chase, 2008). As these studidsefudeveloped, the terms

“customer experience” and “customer experience g@amant” were introduced.

The first notable discussion regarding customeresgpce was presented by
Holbrook and Hirschmann (1982), as they theorizZeel ¢xperiential aspects of
consumption. Furthermore, Schmitt (1999), proposbd implementation of
“Experiential Marketing” by using five “Strategicxperiential Modules”:sensory
experiences (sensepffective experiences (feelgreative cognitive experiences
(think);, physical experiences, behaviors and lifestyle (aet)d social-identity
experiences that result from relating to a refeegcoup or culture (relate)Finally,
Berry, Carbone and Haeckel (2003) suggested thataghplication of customer
experience management principles evokes a “valusepgon that determines brand

peference”.

Adding to the above, numerous definitions of “casto experience” can be found in
the recent literature. For instance, Meyer and Sgaw (2007), define “customer

experience” as follows:
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“The internal and subjective response customers hlavany direct or indirect
contact with a company. Direct contact generallguos in the course of purchase,
use, and service and is usually initiated by th&araer. Indirect contact most often
involves unplanned encounters with representativdEsa company’s products,
service or brands and takes the form of word-of tnorecommendations or
criticisms, advertising, news reports, reviews andforth” (Meyer and Schwager,
2007).

A second related definition is thatHe customer experience originates from a set of
interactions between a customer and a product, awpamy, or part of its
organization, which provoke a reaction. This exeece is strictly personal and
implies the customer’s involvement at differenelg\(rational, emotional, sensorial,
physical, and spiritual) (Gentile, Spiller, and Noci, 2007). To imply, Ihot
definitions emphasize that an experience involwesamers, is subjective in nature

and originates from a set of interactions or entensn

As a result, “customer experience” is a criticahogpt for organisations tbuild

loyalty to brands, channels and servid@adgett, Boyce, and Kleinberger, 2007)
and to creatéong-term competitive advanta@&haw and Ivens, 2005). In the light
of these insights, the main discussion regardirgjocner experiences is about how

customer-engaging experiences can be created amagexh

2.4 Significance of Customer Experience in the Retail @ntext

The ability to create a desire that will make cosos come back to a business again
is a real challenge for businesses. Certainlyetiaee different ways to achieve this.
Despite the general opinion, loyal customers resute from how they feel about
the total experience they receive than from whay thationally think about a

company’s products and services (Berry and Carliz0@y).

This idea is also valid in the case of retail catgeln fact, according to Verhoef et
al. (2009), creating superior customer experiescene of the central objectives in
today’s retailing environments. Moreover, retailareund the world have embraced
the concept of customer experience managementmatty incorporating the notion

into their mission statements (Verhoef et al., 300%ere are many examples of
retail stores that serve as the means to enticecastmers and an anchor to hold
existing customers (Kumar et al., 2006). For ins¢ann his book “The Starbucks
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Experience”, Michelli (2007) argues that creatindistinctive customer experience
for their customers forms the basis of the sucetsy of Starbucks. Similarly, in
2001, Apple initiated the retailing of experiencéeo through the “Apple Store
Experience”. Both of these examples support Sclai2003) argument which states
that “experiential retail strategies facilitate tbeeation of emotional attachments,
which help customers obtain a higher degree of ges$ge control over in-store
activities”.

Building upon this framework, it is critical to Hitight thata customer experience is
impacted by a combination of experiences whichvevoler time, including search,
purchase, consumption and after-sales phases ofeXperience as well asthe
customer’s interaction in the stgreeither involving multiple retail channels or
repeated experiences within a chan(éslin et al., 2006). Therefore, customer
experience management is a retailer’'s strategpdgmeer the customer’s experience
in such a way as to create value both to the cusmt@nd the firm (Verhoef et al.,
2009).

In conclusion, retailers need stores that will drpeople in for the experience
(Samalionis and Moed, 2009) because today’'s sheppeant the total customer
experience (Berry, 2001). Thus, companies shoutdsdmn “themed stores” which
allow customers to experience the offerings througitore design features and
encounters with the staff. This is key to enhammesamers’ emotional connections

to the organization and to provide a point of difgiation.

2.5 Determinants of Customer Experience in Retail Settigs

Gupta and Vajic (2000) argue that an experienceirsceehen a customer has any
sensation or acquires knowledge from some leveintdraction with different
elements of a context created by a service provierry, Carbone and Haeckel
(2003) on the other hand, use the term “total egpee”, to describe a unity of all
the feelings customers take away from their intiwacvith a firm’s goods, services,
and “atmospheric” stimuli. Therefore, from an exeece-oriented perspective, the
objective strategically shifts to “designing seevisettings and orchestrating service
clues that enable customers to co-create uniqueriexgges” (Patricio, Fisk and
Cunha, 2008).

12



Bitner et al. (1992) defines service experience¥tas outcomes of the interactions
between organizations, related systems or processavice employees and
customers”. Drawing upon this definition, the contef this research has been
defined as retail environments because besidetagisg the tangible offerings of a
company, retail stores are significant spaces whalethe above-mentioned
interactions can be clearly observed. Hence, thsearch study derives a set of
determinants which customers interact with in fetstore contexts. These
determinants are grounded in the research litexaamd can be listed as; 1)
Experience clues, 2) Dramatic structure, 3) Frdfite®Back office coordination, 4)
Personal interactions, and 5) Retail atmosphennts sensory design. In order to
have a better understanding of the conceptual reélinese determinants as well as
how they relate to each other, all of these topvds be discussed in subsequent

sections, with specific examples.

2.5.1 Experience Clues

Berry, Carbone and Haeckel (2003) suggest thattefedy designing and managing
the customer experience requires presenting assefridues that function holistically
to meet or exceed customer expectations. Anyttag ¢an be perceived or sensed,
or recognized by its absence- is an experience (Beey, Carbone, and Haeckel,
2002). The total customer experience as influehgetthese clues evokes perceptions
of service quality and value along with perceptiohghe brand itself; which in turn,

influence preferences and loyalty (Berry, Carbome ldaeckel, 2003).

From this perspective, Berry and Carbone (20074 dteat experience management
requires defining a targeted customer perceptioth eonsistently delivering the

specific feelings desired by customers through estiating all the clues that

comprise the experience. The clues that make upisdomer experience are
contextualized by several researchers. For instdBeey, Wall and Carbone (2006)
identify three main categories for experience clues

1) Functional cluesare defined as the “what” of the experience; otiitg the
reliability, functionality and technical quality tifie offering.

2) Mechanic cluesare emanated from things and include sights, aysplcolors,
smells, sounds, tastes, textures...etc. They cortbersensory presentation of

the service.
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3) Humanic cluescome from the behavior and appearance of serviqaogees
(Berry, Wall and Carbone, 2006).

These clues form theontextin which an experience is created (Zomerdijk ands/
2010). Leading companies like Citroén and Appldizatiexperience clues in their
showrooms in order to convey experiences that aeflkhe brands’ value
propositions. Figure 2.2 shows examples of howo@€rirand Apple uses clues such
as multimedia tools, graphic elements (i.e Appfolan the entrance, product visuals
on the walls), color, lighting and interior desigiements (i.e circular staircase in the

Apple Store).

Figure 2.2 :Views from Citroén and Apple Showrooms.

Pullman and Gross (2004) refer to this asphgsical and relational contexRetall
stores are good examples to such contexts. As galyasnvironments in which many
experiential encounters occur, retail stores hageability to influence behaviors and
employ a strong impact on the customer’s perceptioinservice quality (Bitner,
1992). Therefore, managing experience clues isngoitant strategy for establishing
and maintaining customer preference for a brandryBend Carbone, 2007).
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2.5.2 Dramatic Structure

A recent research by Zomerdijk and Voss (2010¢dtat service delivery processes
in experience-centric services can benefit fromdbecept of “dramatic structure”,
which includes the sequence, progression, andidaraf events. A majority of the
studies regarding dramatic structure are based amtepts from psychology,
sociology and their various subspecialties, suchcagnitive psychology and
behavioral decision theory (Cook et al., 2002).

Several comprehensive investigations on this sulbjetter has been carried out by
Hansen and Danaher (1999), Chase and Dasu (20@bk €t al. (2002), and
Verhoef, Antonides, and De Hoog (2004) respectivély begin with, Hansen and
Danaher (1999) suggest that the end of an experieas a greater impact on a
customer’s perception and overall judgements ofityuthan the beginning. Their
study shows that the performance in the final ghlyi influential on repeat purchase
intentions and customer loyalty as well (Hansen Badaher, 1999). Secondly, as
per Chase and Dasu (2001), customers do not remesabey single moment of an
experience; instead, they recall a few signifiaaniments with an overall assessment
of the experience that is basedtba trend in the sequence of pain and pleasine
high and low pointsandthe ending Building upon this idea, Cook et al. (2002) state
that these three factors can be utilized to desigd enhance the customers’
experience and their recollection of the procesar @f is completed. Both of these
studies mention four general principles to offersights into better service

management, as listed below:

1) A service encounter should finish strong becaheeend is what remains in the

customer’s recollections.

2) People prefer a sequence of experiences thawwapover time, so that the

undesirable experience should be eliminated eanlye service encounter.

3) Pleasant experiences should be broken into phellsitages, and unpleasant ones

should be combined into a single stage.

4) Commitment should be built through choice byirtgt the customer control the
process as people are more comfortable when tH@védhey have some control
over a process (Chase and Dasu, 2001; Cook 20aR).
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Perceptions are the defining element of the serrmounter(Cook et al., 2002). For
that reason, all of the above principles shouldcbasidered in the creation of
memorable customer experiences to influence custmerceptions of the service
delivery experience. Finally, with the managementhe pleasurable content of an
experience (Chase and Dasu, 2001) and positiorfiigositive peak experiences”
(Verhoef, Antonides, and De Hoog, 2004) it is pbkesto further elevate customer

satisfaction in a service delivery process.

2.5.3 Front Office-Back Office Coordination

The operational processes in service organizatawasgenerally executed by two
units: the front office and the back office. Theilib to facilitate coordination
between the front office and back office is an itehe aspect for a consistent and
efficient service system. Hence, Zomerdijk and V(@&310) state that, in order to
deliver superior customer experiences, the whoteicee supply chain, not just the
front office, should be involved in understandithg tcustomer experience and their
role therein. Although the intensity of this invelment varies according to the
necessities of the service system, in most cagesugpling the back office from the
front office to maximize efficiency or operatior@{cellence may cause coordination
problems and harm the front stage experience (kéedted Vargas, 2000).

Several strategies are available to establish auatrdn between the front office and
back office parts of service organizations, bubamon solution to get departments
to work together toward a common purposedscast each operating unit as a
service supplier to the next downstream operatioit, Ltthereby establishing an
internal “supplier-customer” relationship(Chase and Hayes, 1991). Chase and
Hayes (1991) further state that this strategy @®es the communication between
different departments and closely links back offemployees to the front stage

experience; which result in improved service delnarocesses.

2.5.4 Personal Interactions

One of the unique characteristics of services B dlgtive participation of the

customer in the service production process (Fitesams and Fitzsimmons, 2006).
Every service interaction takes place between etyaof actors; and therefore have
a “social” dimension. The first type of personakiraction that comes to mind during

a service delivery process in a store is the fliomet-service employee-customer
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interaction. The second type of interaction ocamsong customers themselves as
customers often visit a retail space with friendgamily members (Verhoef et al.,
2009). Hence, in many retail settings, services @auced almost exclusively
through such personal interactions and customa&pereences are highly influenced

especially by their contact with the company st&@ipolla and Secomandi, 2010).

Building upon these insights, Cook et al. (2002yuar that front-line service
employees represent the organization in the custineges so that they are the
critical link from the service organization to tbestomer. They have important roles
such as understanding customer needs and inteipm@istomer requirements in the
instance they occur (Cook et al., 2002). The saidlls, the way of dressing and the
manner of speaking of front-line employees haveeatgimpact on the customer’s
service experience (Koivisto, 2009). For examplepld Store employees are an
integral part of the overall experience that thenldrcreates. They all wear the same
blue t-shirt with the Apple logo and they all caBods. As demonstrated in Figure

2.3, this unity forms a closer connection with tustomers.

Figure 2.3 :Interactions between customers and staff in Agiee.

Additionally, LaRosa and Campbell (2010) suggeat flont-line employees have a
critical effect on the overall customer experieacel by empowering employees to
solve problems, it is possible to turn a negatixpegience into a positive one. It is
therefore essential to give front-line employeegrapriate roles, and to clarify the
divisions of their responsibilities (Koivisto, 2009

Another perspective to the participation of peopleservices was discussed by
Edvardsson and Olsson (1996). According to them,inkangible service becomes
tangible for the customer in the encounter withftbat-line employees. Therefore,
for many customers, the employees are by and lsygenymous with the service

(Edvardsson and Olsson, 1996). Front-line employaes also important tools
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towards “personalization”. As per Cipolla and Mamz(2009), employees are
empowered to customize the service encounter tontheidual characteristics of

customers.

However, especially in a retail environment, thare multiple elements to consider
besides the usual customer-employee interactiomslay, as online platforms
become widespread, it is possible for customefsteract” with other customers by
posting customer reviews on company websites afif@rent blogs or chat rooms,
which is a new form of the traditional word-of-mbuwtommunication (Verhoef et al.,
20009).

Toyota Showroom in Paris is an environment thatmsas different spaces where
visitors can interact with each other, as showRigure 2.4. For instance, there is a
specific corner where visitors can play an inteav@cgame together. Furthermore,
Toyota provides special cards and colored markerthat visitors can design their
“dream car of the future”. The designs are then@tdd on the large board next to

the drawing tables.

Figure 2.4 : Creation of social environment in Toyota Showroom.

Consequently, service providers have turned ttieention back to “people” and the
social aspects of the service system. With fram-lemployees who can listen to
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customers and understand their demands, orgamsatican deliver more

personalized services and therefore ensure sesfficency.

2.5.5 Retail Atmospherics and Sensory Design

Verhoef et al. (2009) argue that the customer e@pee construct is holistic in
nature and involves the customer’'s cognitive, aiffe¢c emotional, social and
physical responses to the retailer. The five selsight, sound, smell, taste, and
touch) are considered as crucial elements to egoké responses (Zomerdijk and
Voss, 2010) and are therefore direct pathways tstooters’ emotions (Berry,
Carbone and Haeckel, 2003).

Thus, sensory design, or design that stimulatesalses, is expected to be an
important element in the development of engaging amemorable customer
experiences (Pine and Gilmore, 1999; Zomerdijk ass, 2010). From this point of
view, the effective management of atmospheric W is crucial to address the
five senses and evoke particular emotions and nsggo (Hoffman and Turley,
2002). As per Puccinelli et al. (2009), atmosptsrar the retail store environment,
refer to both tangible and intangible aspects aktail store, and can alter the
customer experience. In Figure 2.5, it can be seanApple effectively applies the
principles of sensory design in its stores. Theyvjale specific corners around the
store where people can see, touch and use thelugo This way, customers not
only learn the functional features of the produbtd, live the experience of using the

products.

Figure 2.5 : Experiencing Apple products through sensory design
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Research on store atmospherics has shown thasscemic, tactile input and color
can interact with customer perceptions to affedtaveor (Puccinelli et al., 2009).
Similarly, retail atmospherics produce specific mitige and emotional effects in the
customer that enhance purchase propensity (Tumely Milliman, 2000). Hence,
retail atmospherics and sensory design are comslderbe important inputs to create

compelling retail environments.

2.6 Summary of the Chapter

The main purpose of this chapter has been to Igighthe significance of customer
experiences, specifically in the retail contexteT$ubjects studied in this chapter
have intiated from the broad perspective of thestomer experience” concept and
later focused on the “retail context” with an emgbkaon the significance of

experiences in retail settings.

First, rising importance of experiences and thasditeon towards an experience-
based economy was discussed with reference to BmEe Gilmore’'s (1999)
framework. Afterward, several definitions of “custer experience” were reviewed.
This introductory framework was then adapted to il context and a set of
design determinants for the creation of memoradtailrexperiences were explored.
Eventually, some possible pathways that variousilezs have used to engage their

customers were presented.

Consequently, considering the aims of this resedhit chapter serves as a starting
point to investigate the role of design in the “Expnce Economy”, within the retail
context. On the other hand, traditional designaegemethods are not sufficient to
contextualize the complex system of interactionat tbonstitute an experience.
Therefore, a different design perspective is regliwhich introduces new methods
and concepts to interpret the intangible aspeetsved in retail experiences. Hence,
in the following chapter another crucial concef@efvice Design” will be subject for
clarification. Relevant concepts and terminolog{l & reviewed in order to build a
conceptual background from the existing knowledgethe field. Furthermore,
emerging Service Design methods will be explaineidh implications about the

benefits of Service Design viewpoint in the retaihtext.

20



3. SERVICE DESIGN AS A NEW DESIGN PERSPECTIVE

This chapter aims to examine “Service Design” agmaerging discipline and a new
design perspective.

3.1 Introduction

Services represent approximately 80 percent of Wh®. GDP and a growing

percentage of the GDPs of countries around thedn@&iktner et al., 2008; Saco and
Goncalves, 2008; Lavlie, 2009). This indicates angje in the economic basis of
industrial nations from manufacturing to the prasisof information and services
(Maffei et al., 2005; Mager, 2008). However, desghe dominance of services in
the new economy, a rapid development of Servicagbadid not begin until 1990’s

(King and Mager, 2009).

Therefore, in this chapter, the *“service” concepill vbe studied from two
perspectives: 1) “Service” as an economic unitxahange and a source of value, 2)
“Service” as the subject of the design activityu$hthe basics of Service Design
will be covered- the new service-dominant logiagntmology related to services,
how service design emerged as a new design peirspeghat service design is, and

service design methods.

All phases of this research study refers to thenéaork of Service Design thinking
and application of Service Design techniques. Aatiored in the previous chapter,
customer experiences are subjective and involveptamemotional, cognitive and
physical encounters. Thereupon, Service Designoagfris very useful especially in
capturing customer experiences in a holistic wagnsequently, this chapter
emphasizes the potential of Service Design in capjtand creating experiences in

the specific context of retail settings.
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3.2 The Nature of Services

The unique nature of services constitutes a basigarious disciplines which aim to
define and categorize them. Therefore, numerousnitiehs which focus on
different characteristics of services are providedhe contemporary management,

marketing and design literatures.

Vargo and Lusch (2008b; 26) describe service franmoperational perspective as
“the application of specialized competences (hrough deeds, processes, and
performances for the benefit of another entity lar éntity itself”. However, King
and Mager (2009) emphasize the relational perspediy defining service aa
Unique Selling Point (USP) that cannot be duplidateithout the knowledge,
context, and history that is shared between a compnd its customerBesides
these, another fundamental definition has beeedtay Gronroos (2000), according
to whom ‘Services are processes consisting of a seriestfitees where a number
of different types of resources are used in dinetdraction with a customer, so that
a solution is found to a customer’s problergventually, it is possible to conclude
that a service is defined in terms of customer+dateed benefit and is inherently

customer oriented (Vargo and Lusch, 2008a).

In order to provide an understanding of servicess, also useful to examine how the
nature of services is different than to that ofducs (Lavlie, 2009). Within this

context, the first significant difference is theopess-based nature of service
offerings. For example, Goldstein et al. (2002) gagg that, “unlike a product,

service components are often not physical entitied, rather a combination of

processes, people skills, and materials that maestappropriately integrated”.

Furthermore, as per Bitner et al. (2008), “unlikeods, services are dynamic,
unfolding over a period of time through a sequeoceonstellation of events and
steps”. Other areas where products and services sinerse characteristics are
stated by Morelli (2002) as follows:

“Relationship between users, designers and serpiceriders- While product
manufacturers generally do not have contact wiglir ttustomers, service providers
usually shape the service together with users, vitofact, participate in the
production process.

Production and consumption times- Products aredlymed and consumed at

different times, while services come into existeatehe same moment they are
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being provided and used. Services are processedoged and delivered over a
certain period of time and their configuration earaccording to their use.

Material intensity- While products are generallyngdble objects, services are
composed of intangible functionalities. Becausethadir immaterial components
services cannot be stored, unlike products, nottleain ownership be transferred, as

happens when products are sold” (Morelli, 2002).

The above mentioned characteristics of servicas tedurther discussions about the
main characteristics of services which design anckkbpment tools have to address.
As a matter of fact, Morelli (2009b) argues that tlesign process has to undertake

the implications of three main characteristicservges:

1) Services are intangible;

2) Services are based on the direct relationshipvdmn provider and
customer;

3) Customers participate to the production of tlevise (Eiglier and
Langeard, 1977; quoted from Morelli, 2009b).

Referring to the second and third features, théakdanension is an indispensable
component of service offerings (Kimbell, 2009). tme light of this framework,
Morelli (2009b) underlines the fact that while mémaiuring was based on
mechanical processesgrvices are based on social interaction; they syrstemic in

their nature, and imply the concurrence of heteragris factors

In conclusion, a service comprises a greater irarobnt of customers in the
production process, greater difficulties in maintag quality control standards, an
absence of inventories, the relative importanceimme factors, and a particular
structure of distribution channels (Ainamo, 2008l).of these unique characteristics
of services require an integrated production arltvely system, which constitutes

the predominant expertise of Service Design.

3.3 Designing for Services

According to Kimbell (2010), designing for serviceseans “the conceiving,
planning, and realizing of the dynamic systems exqgkriences in which one service
iIs exchanged for another in an ongoing processyahee of which is constituted in
practice”. The conscious and consistent applicatioshesign thinking to services has

many short and long term benefits and increasingiganizations seek to develop
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and implement effective services as a way of dffiéating themselves from their
competitors (Hicks, 2010).

Morelli (2009a) highlights the fact that there a@me intrinsic characteristics of
services such asimultaneous production and consumpti@orelli, 2009b) and
high level of personal intensitfNormann, 1991) which distinguishes their design
process from the traditional production processes.this reason, when designing
for services, enacting a human-centered designoappr(Kimbell, 2009; Lavlie,

2009), is the most critical factor.

Following this idea, Morelli (2009a) suggests thdgsigners should create a
“participatory story” when they are designing fansaces, in which “each user is
given more space to move and behave accordingstbeniown individual needs,
cultural background and behavioral attitudes”.Ha same manner, service designers
should pay extensive attention to the service fates with which various
stakeholders engage (i.e. service ‘touch pointsiinpell, 2009) and the nature of
the experience with these ‘touch points’, becausesuccess of a particular service

relies on the quality of this subjective experief8elomon et al., 1985).

Therefore, in this section, Service Design is exeui with proper attention to
“service-dominant logic”, the emergence and evolutdf Service Design, and the

definition of Service Design.

3.3.1 Service-Dominant Logic

The changing focus towards services was analysd#dyrdly by Stephen Vargo and
Robert Lusch (2004, 2008a) who combined their bamkgd in marketing with
theories drawn upon sociology and economy. Thentifiled a shift from a goods-
centered model of exchange to a “service-dominagicl focused on ongoing
relationships, intangible resources and specialgalils, knowledge and processes
(Vargo and Lusch, 2004; 2008a; 2008b). Table 3rhmsarizes the foundational

premises of service-dominant logic.
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Table 3.1: Foundational Premises of Service-Dominant Logicr¢daand Lusch,

2008a).
FP1 Service is the fundamental basis The application of operant
of exchange resources (knowledge and
skills), “service,” as defined in
S-D logic, is the basis for all
exchange. Service is exchanged
for service
FP2 Indirect exchange masks the  Because service is provided
fundamental basis of exchange through complex combinations
of goods, money, and
institutions, the service basis of
exchange is not always
apparent
FP3 Goods are a distribution Goods (both durable and non-
mechanism for service provision durable) derive their value
through use — the service they
provide
FP4 Operant resources are the The comparative ability to
fundamental source of cause desired change drives
competitive advantage competition
FP5 All economies are service Service (singular) is only now
economies becoming more apparent with
increased specialization and
outsourcing
FP6 The customer is always a co- Implies value creation is
creator of value interactional
FP7 The enterprise cannot deliver Enterprises can offer their
value, but only offer value applied resources for value
propositions creation and collaboratively
(interactively) create value
following acceptance of value
propositions, but cannot create
and/or deliver value
independently
FP8 A service-centered view is Because service is defined in
inherently customer oriented and terms of customer-determined
relational benefit and co-created, it is
inherently customer oriented
and relational
FP9 All social and economic actors are Implies the context of value
resource integrators creation is networks of
networks (resource integrators)
FP10 Value is always uniquely and Value is idiosyncratic,
phenomenologically determined experiential, contextual, and
by the beneficiary meaning laden
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The above premises lead to several inferencesapgrithe most significant one is
the emphasis on the interactivity of the value ttoeaprocess. As a matter of fact,
with service-dominant logic, the firm and the cus&r must be considered in a
relational context (Vargo and Lusch, 2008a); wharstomers, end users, and other
stakeholders are always involved in co-creatingie@glKimbell, 2010). Secondly,
unlike the industrial production-consumption dyadnihich the value created by the
producer is “destroyed” by the customer (Ramir&899), Vargo and Lusch (2008a)
argue that in service-dominant logic, “value is @& determined by the beneficiary
of service- in the unique experience of that bénefnd, thus, it is inherently

customer oriented”.

In conclusion, all of these inferences imply a gehehange in perspective. This
emerging service-centered viewpoint strongly cafitta with the traditional goods-
centered view because the appropriate unit of exgdas no longer the “static and
discrete tangible good”, but the “dynamic and amndus intangible service” (Vargo
and Lusch, 2004).

3.3.2 Concepts Related to Services and Service gsi

Value creation and interaction are central to Serdesign (Miettinen, 2009). As a
matter of fact, Service Design brings a totallyqua perspective to these two
processes and redefines them within the frontiesoofie core concepts such as “co-
creation”, *“service interface”, “service encounter'moment of truth”, and
“touchpoint”. It is thus substantial to provide éfrexplanations about each of these
concepts, in order to understand the social, marsgand operational aspects of

Service Design.

The view of value co-production (or co-creation)siarvice activity has advanced
with the contibutions of Normann and Ramirez (199%8ad Ramirez (1999). Their
studies called for a radical revision of the exigtiapproach to customer’s
involvement in services; implying thaalue is not simply “added”, but is mutually
“created” and “re-created” among actorgRamirez, 1999). Thus, the new approach
directly places the emphasis on customer-compangraction (Prahalad and
Ramaswamy, 2004), and defines value creation byettpgerience of a specific
customer, at a specific point in time and locationthe context of a specific event
(Prahalad and Ramaswamy, 2003). In the same maMuwelli and Tollestrup
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(2007) claim that customers who were once extetmdhe production system or
passive receivers of its outcomes are now invob&dctive co-producers. Referring
back to the previous section, this viewpoint iaapported by Vargo and Lusch’s
(2008a) sixth foundational premise presented ase “Thstomer is always a ‘co-
creator’ of value”; which means thiite people using the service are involved in the
production process together with the organizatioat delivers itf(Lavlie, 2009).

Every process of co-creation has an interactivitiyeshsion and thereby an interface.
This brings forward the second substantial conaefdted to Service Design:
“Service Interfack described as “the tangible and visible part ;feavice made up
of people, products, information and environmenksctv will support the customer
experience” (Sangiorgi, 2009). An important compunef the service interface is
the “Service encounter”, that refers to the physaavirtual space in which the
service provider(s) come in contact with the cusmsm(Morelli, 2009a). This
concept has been introduced by Solomon et al. (1985describe a dyadic
interaction between two actors; in whiehch act is a purposive transaction whose
outcome is dependent upon the coordinated actidnboth participants.These
actions are composed of a set of learned behawioich rely on the demands of the
specific service environment (Solomon et al., 198&)relli (2009b) takes this view
further by characterizing each service encounter @aint of contact between service
providers and customers. This particular pointartact or “moment” in which the
process of value co-production occurs tse moment of truth(Normann, 1991).
Several encounters and moments are distributed aveertain time period to
compose the service process, and when all of thesaents are connected, the

customer journeys formed (Koivisto, 2009).

The last concept related to service desigrBsrice Touch point"Touch points are
individual tangibles or interactions that make e total experience of a service
(Moritz, 2005) and are essential to understandhmg ¢ustomer journey (Mager,
2008). Touch points can be spaces, objects, preseasd people, through which the
service is experienced (Miettinen, 2007). ThusSearvice Design, all touch points
need to be considered in totality and crafted oleoto create a clear, consistent and
unified customer experience (Moritz, 2005).
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3.3.3 Emergence of Service Design

For many years, service design occupied some blwareas in different disciplines

(Morelli, 2009a), because in the past, manufactunmas the main source of
investment and research and development activitiesentrated on the optimization
of processes and products (Mager, 2008). HencepeasSangiorgi (2009), the

practice and culture of design focused on to thesighl and tangible output of the
traditional industrial sectors. On the other habg, the early 1990s, objective

methods began to be developed for the developnresgarch, and creation of
services (Mager, 2008). As a matter of fact, thee@mes of the growing economic
role of the service sector in most of the develgpticonomies are summarized by
Mager (2009) as follows:

“All over the world successful and innovative comjes are starting to realize the
need for service-specific approaches, methodss wote structures in order to make
use of the potentials of the service businesstlagare beginning to systematically
invest in research development and design, to €reatv departments and roles
within their companies in order to continuously omate their service offerings”
(Mager, 2009).

Consequently, in parallel with the “dominant ecomomision of the service sector”
(Maffei et al., 2005), Service Design began to ats own ground and gain the

status of an independent disciplinary area (Mqr2009a).

The strength and evolutionary path of Service Dredigs in the contributions
coming from a variety of disciplines (Holmlid, 2Q0Korelli, 2009a). However,
among these disciplines, three of them built tlieations that the studies on Service
Design have been developed along: management gmkenng science, interaction
design, and marketing (Morelli, 2006b; Morelli, 2a0) Sangiorgi, 2009). The first
direction focuses on the adaptation of a servieented approach in order to manage
comprehensive customer solutions (Ojasalo and 0ja2a09). The second proposes
the design of service experience, interface andtiiyeas the primary area of
intervention (Maffei et al., 2005). Finally, theirth direction has introduced
significant concepts like service quality (Parasuaa, Berry and Zeithaml, 1990),
service encounter (Solomon et al., 1985), expeeidRine and Gilmore, 1999), and
servicescape (Bitner, 1992); which are referredasoservice marketing initiated
concepts (Fisk et al., 1993).

28



Although these three directions have several iatgiens, the contributions coming
from them are quite different in nature and coni@mdorelli, 2009a). Nevertheless,
these differences enable to understand peoplersgsstrategy, and business models
in a comprehensive manner (Smith, 2010) and thuscrethe practice of Service

Design.

3.3.4 Definition of Service Design

The terminology and concepts discussed in the pusvchapter construct a basic
idea of what Service Design is. However, for a puoid understanding, Service

Design Network presents the following definition:

Service Design;

*Aims to create services that are useful, usedelgrable, efficient, and effective,

*Is a human-centered approach that focuses onmastexperience and the quality
of service encounter as the key value for success,

«Is a holistic approach that considers in an irgtgt way strategic, system, process,
and touch point design decisions,

°Is a systematic and iterative process that integraiser-oriented, team-based
interdisciplinary approaches and methods in evamiag cycles (Original source:

Service Design Network; quoted from Saco and Geaesal2008).

Drawing upon this definition, there are three catifeatures in Service Design. One
of them is the holistic approach to customer nestd experiences (Brown, 2008;
Mager, 2009; King and Mager, 2009). As per Samaiand Moed (2009), a holistic
perspective looks to support people’s modes of nsejust specific activities, and
then matches customers’ interactions to the riganoels. Secondly, as a discipline,
Service Design illustrates the virtues of peopleteeedness and co-creation as
fundamental processes (Segelstrom and Holmlid, 200%refore, Service Design
begins by understanding customers’ needs, ratlzr dimalysing tasks (Samalionis
and Moed, 2009). Finally, the last important aspettService Design is the
multidisciplinary collaboration, which allows and@urages competencies from

different fields come together (Moritz, 2005).

Lammi and Hamalainen (2010) emphasize that seesperiences are produced by
physical and abstract, functional and emotionalwa$i as spatial and temporal
elements. Whichever form a service experience takesust be consistent, easy to
use and have strategic alliance (Hollins and Hg|lih991). As a matter of fact,
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Service Design is growing into a field defined Ine tuse ofsituated knowledge
experience human contextas critical agents (Akama, 2009); with the ability
research, envisage, and orchestrate experiencéseieh people through many

different touch points, and that happen over tikiag and Mager, 2009).

In conclusion, Legvlie (2009) describes Service Desas a way to “humanize
services” and improve people’s everyday lives.sltaiso a process of creating
tangible contexts for intangibles, in different ohals (Moggridge, 2007). Thus,

Service Design not only focuses on the optimizabbrthe general experience and
value of a service, but on designing the tangilidgnents that enable the desired
experiences to occur in a coherent way as welld®agi, 2009).

3.4 Service Design Methods for Capturing Customer Expeences

The need for service innovation in the world’s emores and the current focus of
businesses on creating value through customer iexges suggest a need for
innovative methods to analyse, design and represanices (Bitner et al., 2008).
Thus, as Morelli (2006b) implies,désigners are more and more challenged to
represent their solutions specifying the relatidpsiith the context, the network of
actors shaping the solution and the areas of irgetisn of actors’ interests in which
the solution have more chance to sucéeéd this regard, some challenges occur
such as thdlifficulty to capture qualitative and subjectiveacacteristics of the
service(Morelli, 2009b) the focus of the Service Design process on systspeacts
andthe introduction of new variablesuch agime interaction between peopknd
other hidden dimensions related to cultural minainfies and social habi{@/orelli,
2006a).

In addition, when dealing with services, new actoith different backgrounds are
involved besides the traditional technical actdts kervice providers, organizations
and final users and their action needs to be apiatefy addressed with adequate
forms of communication (Morelli and Tollestrup, 200The communication within
such an extended system or representation of gsasuch as time and interaction
cannot use the same tools designers are used towvthr when dealing with the
traditional production system (Morelli, 2009b). Fins reason, Morelli (2006b)
states that designers should redefine their metbgobal approach based on a
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systemic perspective and develop an approproaidoxcontaining new and existing
techniques.

These techniques can be borrowed from differentiglises and adapted (Morelli
and Tollestrup, 2007). For instance, a set of aegigls have been adopted mainly
from interaction design disciplines and practic&angiorgi, 2009). Visualising
interactions of a service system makes it possiblsee patterns, generate insights
and uncover opportunities within the data, and jgiew clues about what the service
provision might look like and how it might be impiented (Bailey, 2009).
Segelstrom and Holmlid (2009) describe this visasion process as “tangibilizing
the service performance”. Thus, the main and distie focus of service design
tools concerns the design, description and visadia of experiences, including the
potentials of different interaction modes, pathd ehoices (i.e. Use Cases, Customer
Journey Mapping etc.) or the representation of ¢benplexity of the service
organization (i.e. Blueprinting) (Maffei et al., @8). No matter how complex the
service system is, as per Morelli (2009b), theilanf the chosen tool or set of tools
is critical; “likewise engineers and technial people in the potidn departments, all
the other actors, including customers must undestavhat their role is in the
system, what they are expected tb do

Consequently, visualization techniques are usexdfaadamental element of Service
Design. For a better understanding, six commongduService Design methods will

be briefly explained with examples from practicapbcations.

3.4.1 Experience Prototyping

“Prototyping” has always been an indispensable togbroduct design to inform

both design process and design decisions. Thismeguis also true for Service
Design. Nevertheless, as stated in the beginningeothapter, services differ from
products in the sense that they are intangibles pd#cce over time and have multiple
touch-points, media and modes; thus, they are {ymed in a different way than

products (Live|work, 2008; Samalionis, 2009).

An efficient way to do rapid service prototyping‘Experience Prototyping”, which
involves customers, experts and clients in devalppand refining services
(Live|work, 2008). Buchenau and Suri (2000) desctins method as any kind of

representation, in any kind of medium, that is giesd to understand, explore or
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communicate what it might be like to engage witlpraduct, service, space or
system. Concisely, the aim of experience prototypis to test the technical
feasibility, the logistics, customer experience dmncial impact of a service
proposition in a cheap and quick way (MiettinenQ20 Furthermore, by prototyping
experiences it becomes evident which parts of gicgerare most significant and
which parts need to be interconnected to delivecompelling service offer
(Samalionis and Moed, 2009).

In the same manner, Buchenau and Suri (2000) igetitree different kinds of
activities within the design and development precgbere Experience Prototyping

is valuable:

1) To develop an understanding regarding the dssefaictors of an existing
experience and about the important aspects of twdewor parts of the relationships

between people, places and objects as they unfeldtime.
2) In the exploration and evaluation of desigraile

3) In the communication of design concepts andsdBg enabling others to engage
directly in a proposed new experience, Experienagolpping provides common

ground for establishing a shared point of view (Bartau and Suri, 2000).

Diana et al. (2009), suggest that experience proést are one of the tools closest to
reality becauséhe interaction with the service is observed anmbrded reproducing
the place, situation and condition in which thevsss will actually take place
Therefore, it brings “a subjective richness” to bea design problems (Forlizzi,
2008), allowing the designer to “successfully (&l or convey an integrated
experience” (Buchenau and Suri, 2000). In conclusa&xperience prototypes that
look and behave like an end service through ams/isuch as role-playing or
simulation of experiences with touch points enabtakeholders from various
backgrounds to engage with, and evaluate a sewcooeept from their specific

perspective or area of responsibility (Samaliop@)9).

3.4.2 Ethnography

“Ethnography” is a method originating from the fiebf anthropology, widely used
in many design disciplines sharing a strong foaquthe experience of people their

own contextduring all stages of the service delivery prog&isckdorn and Zehrer,
2010). It is an increasingly common research amproa Service Design as well

32



because it studies the activities of people inrteeeryday settings as opposed to a
laboratory or experimental setting, provides astmiapproach and helps develop a
descriptive understanding from the point-of-viewtloé group studied (Blomberg et
al., 1993). Thus, in recent Service Design litamtueferences to ethnographic
methods are common (Parker and Heapy, 2006; KinaipellSeidel, 2007; Miettinen
and Koivisto, 2009).

Service Design aims to make empathic connectiotisfwiure users of a service and
to put people in the center of design activitieeg@strom et al., 2009). Building
upon this idea, Hamalainen and Lammi (2009) empbkattie fact that acquiring a
profound awareness of customer needs and an uadi@irsg of customer encounters
in diverse service situations is essential in thdyestages of the Service Design
process. More specifically, they state that a camn@nsion of customer needs helps
companies identify the aspects of the existing iservthat require further
development, and therefore, create a more engagidgmeaningful service entity

(Hamalainen and Lammi, 2009).

To be able to achieve this, service designers og®thic research methods that are
various appropriations of ethnography (Segelstréral.e 2009; Morelli, 2007). For
example, a simplified research method adopted fedtnmography which observes
people in the places where they operate is the t&onof Use Co-research
Methodology”, defined by Lindsay and Rocchi (2008hey suggest that it is a
promising technique t@chieve a deeper understanding of specific and goes
‘needs’, ‘wants’ and ‘desiresand gain adequate knowledge on how people act and
interact in particular contexts (Lindsay and Roc@t03). Other similar analytical
methods adapted from ethnographic research canabedsas video ethnographic

studies and cultural probes (Morelli, 2007).

The characteristics that all ethnographic studiesesin common are that they are
dynamic, interactive, and include a direct contstiveen researchers, designers and
people (Morelli, 2009b). Moreover, as Morelli (2B)6states, they offeways of
capturing highly context-related information inteetdesign procesanddeciphering
the complex pattern of rational and emotional cksiguiding the behavior of social

actors

In conclusion, the use of ethnographic technigsemadreasingly becoming part of

the designers’ competences (Morelli and Tollest2f)7). The effective application
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of these techniques provide a rich representatiaata that can be used as a support
to the design process (Morelli, 2009b); and enalitesdevelop unique value

propositions for the customefiliettinen, 2009).

3.4.3 Persona Creation

Personas are fictional and hypothetical user ayplest based on in-depth research
(Long, 2009; Moritz, 2005; Cooper, 1999). They ut® names, personalities,
behaviors, and goals that are representative ofnigua group of individuals
(Miettinen, 2009). Persona creation is very relévarservice Design as it “enables a
more detailed and individual understanding of augrof clients” (Moritz, 2005),
“highlights the human-based nature of services'gé€B#réom and Holmlid, 2009),
and “serves as a reference to the design teameirrdation of human-human and
human-artifact interactions” (Mager, 2008). Sevesedmples to personas are shown

in Figure 3.1.

Figure 3.1A Group of Personas (Engine, 2009).

Personas can be used during different stages afebign process tact as stimulus
to fuel idea generationand to archetypically represent each segment of an
organization’s marketEngine, 2009). However, Long (2009) implies tlaing
personas during the early stages of a design pro{ee. research and

conceptualization) provides a significant advantdigeause they are especially
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helpful in communicating user requirements and ma@&mg a consistent user focus.
According to him, using personas focuses more @dtenon the end-user and
provides a valuable user-centered input early endévelopment cycle of the design

process (Long, 2009).

Another significant characteristic of this methadthat each persona assumes the
attributes of the groups they represent: from thfgstyles, behaviors and attitudes
(Engine, 2009), to their needs, desires, habitscaitdral backgrounds (Tassi, 2009).
Hence, by creating personas, design teams canahelear perception of ‘who’ they
are designing the solution for and how that charagtants to interact with the
design (Long, 2009).

3.4.4 Blueprinting

Service Blueprinting is a method introduced by Ly8hostack (1982; 1984) to
model the service processes from the customersppetive (Spraragen and Chan,
2008). It is a map or flowchart which representdta transactions constituting the
service delivery process (Fitzsimmons and Fitzsimen@006). According to Bitner
et al. (2008), in comparison to other process-oe@rdesign techniques and tools,
service blueprints are first and foremost custofoeused; allowing firms to
visualize the entire service and its underlyingpgup processes, points of customer
contact, and the physical evidence associated withir services from their
customers’ perspective. This strong customer foallesws the members of an
organization to develop a common ground from whatihthe key functional and
emotional customer experience clues can be orettegt(Bitner et al., 2008).

Building upon this framework, the blueprint is artpapatory project planning and
management tool (Engine, 2009) to inform servicaeagars about the features of the
service, ranging from the flow of use to techniicditastructure (Moggridge, 2007)
and to provide an overview so that employees atgrial units can gain insight as to
how their roles fit into the integrated whole (REitnet al., 2008). Blueprints are
useful fordeveloping ways to improve customer experiencerovimg back-office
internal customer-supplier relationships, settirgy\éce standards, identifying fail-
points, and eliminating process redundancy and duplicatigButtle, 2009).
Furthermore, Bitner et al. (2008) state that blietpralso help to reinforce a

customer-orientation among employees as well asificlanterfaces across
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departmental lines. For these reasons, servicepiieis a fundamental tool to
organize the service design process and to executglequate planning activity for
services (Morelli, 2009b).

There are numerous elements in a service that epiii should graphically and
narratively describe. The first one is ttime element in a service; involving the
sequence of events of a service experience, itatidns and timings (Live|work,
2008). This is essential for determining paraltages and concurrencies, total time,
and therefore cost (Hollins, 2003). Additionallys per Morelli (2002), a blueprint
should specify “which functions are performed bg tisers and which by the service
provider, which functions are automated and whally on human actions, in what
kind of (physical and virtual) spaces the servidocated, and whether actions are

based on movement between spaces or are locatesingle place”.

Some of the actions that take place during theieerocess are in full view of the
customer and thus referred tofaesnt stage(Fitzsimmons and Fitzsimmons, 2006).
On the other hand, there is alsback stagewhich details the processes that are not
seen by the customer, but are fundamental for éneice (Morelli, 2009b). In a
blueprint, the front and back stage activitiessaparated by ne of visibility, used

as a conscious guide to determine which providéorg the customer should see
and be aware of during the service transactionaf@gen and Chan, 2008). Figure
3.2 is an example of a blueprint for a hotel serwehich encompasses all the

mentioned elements.

Blueprint for Dvernight Hotel Btay Service
Physical i 7k
Evidence || Pating o= oo "::!-"'
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Intadle i J
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Figure 3.2 : Example of a blueprint (Fitzsimmons and Fitzsims)d006).
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Bitner et al. (2008), introduces five components ¢ypical service blueprint, as also

presented in the above figure:

1) Physical Evidence- include all the tangibled thastomers are exposed to which

can influence their quality perceptions.

2) Customer Actions- include all of the steps tbastomers take as part of the

service delivery process chronologically.

3) Frontstage/Visible Contact Employee Actions-lude the actions of frontline

contact employees that occur as part of a faced¢e-&ncounter.

4) Backstage/lnvisible Contact Employee Actiong:lude all of the other contact
employee actions, both those that involve non-igsiliteraction with customers (i.e.
telephone calls) as well as any other activitied dontact employees do that are part

of their role responsibilities.

5) Support Processes- include all of the activitisied out by individuals and units
within the company who are not contact employedsbad to happen in order for

the service to be delivered (Bitner et al., 2008).

In addition to the basic elements of a traditiob&leprint, recent research on
Blueprinting explores how to introduce new featur@she blueprint for capturing

emotional qualities. This new blueprint proposedSpyaragen and Chan (2008) can
be used in a variety of scenarios such as desigaimgw service, evaluating a
service, preparing the client for their service aggment, training new service
employees, and improving and maintaining a curssnvice. The added features
include notations for relationship monitoring, & line, and an emotion indicator
which are interesting contributions to express puotential emotional states of

customers during the key moments of a service (8gea and Chan, 2008).

As a result, the blueprint is an operational todlich has preserved its technical
language and its potentially endless degree ofildd@d@ana et al., 2009). This
detailed depiction can comprise a single step endiistomer process as well as the
entire customer service experience (Bitner et 2008). In any case,Service
Blueprinting provides tools and techniques both focusing on the individual
dimensions of the customer-provider relationshipl &or supporting an integrated
view of all aspects of the relationshifSpraragen and Chan, 2008). For all these

reasons, it is considered as a highly useful metbioservice development.
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3.4.5 Use Cases

The method of Use Cases have been borrowed andtedddmppm software

engineering to analyse interactions in the servares to describe the most critical

instances and occurences in a scenario (Morelli222009a).

A service system cannot be fully understood unéesletailed representation of the

functional qualities of the service offering is ypided. Within this perspective,

Morelli and Tollestrup (2007) suggest that Use Game fundamental representation

tools, as they visualize actors and sequence ajrecin a service step by step and

provide technical information about the specifiadtions, allowing for a deeper

understanding of the system in its details.

While use cases in information science are destiiba diagrammatic way and with

a plain language description of the sequences eftevand logical links, the same

technigue can be used in Service Design to prosideoader amount of service

specification (Morelli, 2002; 2009b). Hence, wheansposed in Service Design

process, a more detailed graphic representatioeaded, concerning;

Physical or virtual spaces in which the interaci®developed,
Physical movements,
The specification of actors in the system,

The correspondence between the user experienbe iimteraction with the service,

described in timelines or in the form of storybaafBront office),

The mechanisnthat allows the service system to support suchranten (Back

office)

Thus, a detailed structure of the system componpntsedures and the actors’ role
for each specific use condition (Morelli, 2007; 2a02009b).

Figure 3.3 illustrates a detailed representatiosé Cases that explains each phase

of the service process.
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Figure 3.3 Use Case in Service Design (Morelli et al., 2009a)

3.4.6 Customer Journey Mapping

A “customer journey” consists of critical encousteéhat take place over time and
across different interaction channels (Morelli, 28D The concept of the customer
journey enables the design team to create a ritirpi of the complete process of a
service with its emotional, material and procedwamponents, thus making it
possible to model it (Mager, 2008). Following trasgument, Hamalédinen and
Lammi (2009) suggest that modelling an existingey, even without new ideas,
helps the company understand the service fromub®mer’s perspective and gain a
clearer and more concrete sense of the encouriteredre in fact a variety of ways

in which customer journey mapping and the repredemt and analysis of journeys
are used:

» As a framework for modelling and redesigning se¥siand interactions.
* Toreveal the real and informal touch points oéevise.
» Toidentify and design-out non-value adding steps.

 To design-in better process interfaces with théntripeople, resources and

organizations.
* As an approachable user-engagement technique.

» An insight tool for managers and as a counterptirthe familiar operational
process maps that they use.

* An audit tool from which user experience metrics ba developed.
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* A planning and training solution as part of servm®duction (or delivery)
(Engine, 2009).

Maps are mainly used fatescribing the structure that lies behind the smvior
representing the actors and the devices invgliedarticulating the offeringand for
eliciting the connections between all these elemeatcording to the existing
relations, hierarchies and exchang@diana et al., 2009). Similarly, a customer
journey map is a visual representation of how thestamer perceives and
experiences the service interface along the timie @Miettinen, 2009); which
illustrates touch points, service interactions gesdtures of users having experienced
a service (Engine, 2009). Mapping customer journeyse of the simplest and most
useful approaches to highlight the points of intBom (Bailey, 2009), to understand
the gaps in a service, and to identify and desmgpodunities for innovation (Engine,
2009). After a representation of the customer jeuris created, it then becomes
possible to break down the journey into its coostit parts and explore how each
part can be eliminated, improved or redesigned pgrogpriate (LaRosa and
Campbell, 2010).

More specifically, Diana et al. (2009) state thedamental features of customer

journey maps as follows:

“Customer journey maps give emphasis to the seteigeh points and using them to
structure the representation. The focus is on thgsipal devices and on the
generated fluxes of information to convey the detion of the whole process and
experience phases. This kind of synthesis could become an input for other
phases, for example for all the situations thatiirega sharing of the service delivery
process, not just between designers and stakebdideralso between stakeholders

and service providers, or service staff and ug@g&ina et al., 2009).

To summarize, according to Parker and Heapy (20063 method is key to
integrating the organization of services aroundtamsrs, and to combining

distributed organizational resources to create eapees and outcomes.

3.5 Benefits of Service Design Perspective in the Ret&lontext

Increasingly, retailers recognize that greater wstdading of customers can enhance
customer satisfaction and retail performance (Fgticiet al., 2009). An important
aspect related to this statement is that the rexqerience is not one single service,
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but rather a complex mix of services which consistsmultiple touch points.
Therefore, a specific perspective is required tptw@ and create holistic retail

experiences.

Sanders (2006) states that it is now time to mavayafrom the traditional design
disciplines which are founded on the materialitytlog¢ artifact (graphic, product,
space, software, architecture...etc.) and instegdnize around human experience
domains to support a harmonious relationship betwgmople and their
environments. Service Design is a discipline tha create such domains as it
focuses on experiential issues related to a widgeaf offerings (Morelli, 2009a),
and constitutes an understanding of the way théomes experience unfolds over
time through interactions at many different toucbings (Bitner et al., 2008).
Moreover, according to Lavlie and Reason (20BBrvice Design is a driver for
more efficient service delivery, since it placebigdor the customer at the heart of
business developmemuilding upon these ideas, Kimbell (2009) argtined Service
Design sees all of the interfaces or touch points the customer as something to be
thought of holistically, and therefore it is a sfgrant tool for organizations to offer

an intentionally-designed experience.

Certainly, in the case of designing a retail coftéxere are several possible paths
that designers may take and diverse design appgeaittey can follow such as
experience design, interaction design or interiesigh. However, among all these
disciplines, only Service Design providasholistic perspectivevith a profound
awareness obBystems and subsystems of relationships and irikenac(Mager,
2009). Furthermore, Saco and Goncalves (2008) #giateService Design employs
features like co-creation constant reframing multidisciplinary collaboration
capacity-building andsustaining changeMost important of all, Service Design as a
discipline provides a proven set of tools and medhagies that can be used to
discover what customers want and how to orchestsgi#ems, processes, and
resources to produce the desired results (KingMader, 2009). Hence, this rich

methodological basis is the most prominent eleroétite Service Design discipline.

In conclusion, retail stores are significant topdmnts as they are the contexts where
people experience an organization’s offerings. &fuge, within the retail context, it
becomes critical to understand the needs and extpt of the people who will buy

and use those offerings, which demands some kngeletitheir activites, thoughts,
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feelings, and values (Fulton Suri, 2004; Miettin@907). With the significant

benefits that Service Design perspective bringghsas the innovative research
methods, the systemic and holistic approach andctmstant dialogue it builds
through co-creation, it becomes the ultimate sgatéor organizations to create

engaging retail experiences.

Certainly, in the case of designing a retail coftéxere are several possible paths
that designers may take and diverse design appgeaittey can follow such as
experience design, interaction design or interiesigh. However, among all these
disciplines, only Service Design providasholistic perspectivevith a profound
awareness obBystems and subsystems of relationships and irkenac(Mager,
2009). Furthermore, Saco and Goncalves (2008) #giateService Design employs
features like co-creation constant reframing multidisciplinary collaboration
capacity-building andsustaining changeMost important of all, Service Design as a
discipline provides a proven set of tools and medthagies that can be used to
discover what customers want and how to orchestsgtems, processes, and
resources to produce the desired results (KingMader, 2009). Hence, this rich

methodological basis is the most prominent eleroétite Service Design discipline.

In conclusion, retail stores are significant topdmnts as they are the contexts where
people experience an organization’s offerings. &toee, within the retail context, it
becomes critical to understand the needs and extpt of the people who will buy
and use those offerings, which demands some kngeletitheir activites, thoughts,
feelings, and values (Fulton Suri, 2004; Miettin@907). With the significant
benefits that Service Design perspective bringgehsas the innovative research
methods, the systemic and holistic approach andctmstant dialogue it builds
through co-creation, it becomes the ultimate sgatéor organizations to create

engaging retail experiences.

3.6 Summary of the Chapter

This chapter consisted of three major sections. firese one was about “services”

and their unique characteristics; in which the tinat of services has been discussed
with specific emphasis on how services differedrfrproducts. The second section
investigated the service concept from the viewpahtdesign, encompassing a

comprehensive review of service-dominant logic,cemts relevant to services and
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the emergence and definition of “Service DesignheTchapter continued with
service design methods such as “Blueprinting”, “@ases”, “Persona Creation”,
“Customer Journey Mapping”, “Ethnography” and “Expace Prototyping” and

derived implications about the benefits of ServiBesign perspective in retalil
contexts. The study of the mentioned topics maiefgrred to marketing and Service

Design literatures, with minor input from socialesces.

As a result, this chapter provided a conceptuakdpaeind on “Service Design” and
emphasized the potential of Service Design methodspture and create engaging
customer experiences. In the next chapter, a brviefview of the research aims will
be presented, together with the methods that dlieedt to explore the studied
research topics. A majority of these research teci®s are adapted versions of the
Service Design methods introduced in this chaftberefore, the following phases
of this research will serve to corroborate the atlkges that Service Design methods
provide over traditional research techniques.
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4. RESEARCH METHOD

This chapter aims to unfold the methods followeebtlghout the research process
with a brief explanation of each technique andwiags they contributed to the study.
The research aims and justification of the studiedporation, VitrA are also

presented.

4.1 Introduction

One of the primary objectives of this study hasnbstated as ‘to emphasize the
potential of Service Design methods in capturing areating experiences’. Hence,
the research method was structurally based on emgeggrvice Design methods and
a variety of common research techniques. Keepingiimd the fact that particular
research problems require different approachasa# very important to choose the
appropriate set of methods that properly contridbuie the way this study was
designed and conducted. This is necessary for asigml activity, but is particularly
important in the design of systemic solutions, wehttrte contextual conditions are
always unique (Morelli, 2006b). Thus, throughous tetudy, a variety of common
research methods has been utilized and in soms,dagseresearch method has been

adapted to address the specific conditions ofetedlcontext.

4.2 Justification of the Selected Corporation

The total bathroom sector was one of the most gpjate sectors to conduct this
research for a number of reasons. First of allk@wiis one of the biggest and most
prominent ceramic sanitary ware and tile producerhe world. Turkish ceramics
industry has always been one of the most powedatoss in terms of production
capabilities, quality, export shares, and its digvrole in the country’s economy.
Second of all, Turkey is the largest ceramic saypit@are producer in Europe
(followed by Italy and Spain) with its 18% sharedaabout 22 million pieces/year
production capacity (Okyay, 2010). After deciding the sector, the next essential
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step was selecting the corporation that would pl®vihe necessary sources to
conduct the research. Thus, VitrA was chosen asstibgect of this study. At this

point, describing the underlying reasons for tlhisice is meaningful.

To begin with, VitrA has always been the leadethi@ domestic market and one of
the strongest brands in global markets. In terntstaf production, VitrA is the fifth-
largest manufacturer in the world (Eczagih2009), and VitrA’'s main factory in
Bozuyik is the largest ceramics facility under ooef in the world (VitrA, 2010b).
Moreover, it is the first company in the bathrooqui@ment business to obtain an
EFQM quality award (Erbilek, 2007).

Another aspect that supports the preference oAMgrthat, it is the one of the few
brands in global markets offering every componeinthe bathroom, combining
design qualifications with the total bathroom cqstadrbilek, 2007). In fact, it is the
first brand to offer acrylic bathtubs produced imrKey and the tenth-largest
producer of these products (VitrA, 2010b).

To summarize, the above-mentioned characteristiogepthat VitrA has been a
pioneer in its sector since its initiation and rehieved many “first’s with its

consistent dedication to innovation. Thereforedgittg and exploring a market
leader such as VitrA will provide comprehensiveighss about the research topics,

as well as a detailed understanding of the totéirbam sector.

4.3 Aims of the Research

In the light of the provided background informatiand framework, the aims of this
study can be summarized in the following way:

* Understand the role of design in an experienceeb@®nomy within the
retail context.

* Provide an understanding of how retail experiertcategies impact on the
customer in-store and post-purchase activities.

* Emphasize the potential of Service Design methondspturing and creating
retail experiences by highlighting the benefits V@& Design methods
provide over traditional techniques (i.e. questaires).

* Identify the nature of the retail experience in th&al bathroom sector in

order to build a case for greater use of Servicg@petechniques in this area.
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* Provide a “toolbox” of mixed methods that can benbined to capture data
from the holistic retail setting.
* Provide an understanding of customer experientleeriotal bathroom sector

with reference to VitrA retail stores.

4.4 Research Method

This study has entailed various research technigaégs proceeded, from the initial
phase to analysing and interpreting the resultsis€guently, the methods which
have been used during this study can be outlinp@aditerature review, (2) semi-

structured interviews, (3) site visits, (4) custoraeperience mapping.

4.4.1 Literature Review

A relevant, critical, and comprehensive literatoegiew is a distinct and required
section of any research study. According to Blaxgeral. (1996), a “literature
review” is “a critical summary and assessment @& thAnge of existing materials
dealing with knowledge and understanding in a giigld”. They state the four main

functions of a literature review as follows:

1) To give reasons why the topic is of sufficienportance for it to be researched,
2) To provide the reader with a brief up-to-datecamt and discussion of literature
on the issues relevant to the topic,

3) To provide a conceptual and theoretical coniexthich the topic for research
can be situated,

4) To discuss relevant research carried out onsHrae topic or similar topics
(Stevens et al., 1993; quoted from, Blaxter et18196).

Moreover, especially in the case of interdisciplinstudies, besides functioning as a
thorough review of an existing literature, this hwat becomes an important tool for
a comparative study of subjects from diverse fie{tiutlu, 2003). Thus, the
interdisciplinary nature of this study makes therature review the most essential
phase of the research activity. This is mostly acame of the multi-faceted
structure of the investigated research topics, Wwhtomprise a rich variety of
concepts including “customer experience”, “Servibesign”, “Service Design
methods” and “retail experience creation”. It isfatt evident that a diversity of
literatures and perspectives are necessary to mexphese concepts in order to

a7



acquire a comprehensive awareness. Therefore, ghoot this study, essential
topics, and their significant variables have betrdied in the extent of relevant
academic literatures such as “Service Design”efiattion Design”, “Management”,

“Marketing”, and “Environmental Psychology”.

The second part of the literature review is annapteto address the intangible
aspects of the research. To this end, customeswewiebsites are analysed as they
entail “more experiential comments” (Puccinelliadt, 2009). These online sources
are also important due to the fact that they diyeaflect what customers think of

the specific touch points of a service system.

In conclusion, the “literature review” method playsignificant role in clarifying an
ambiguous concept, which guides the researcher witfisping ideas from
terminological and methodological perspectives. d¢ethis inquiry provides helpful
links with the Service Design literature; which stmcts a unique framework for the
clarification of the ‘customer experience’ conceptetail contexts.

4.4.2 Interviews

The primary method of data collection in this reskastudy was semi-structured
interviews with executives and employees involvedhie design and delivery of the
services in VitrA Corporation. Overall, three intews were conducted in October

2010; typically lasting half an hour to 45 minuezch.

The first interviewee was th&etail Stores Managerwho leads all the store
managers and sales representatives. In fact, taé store manager is the chief
contact person who can provide specific informaadout each retail store, as well
as the operational details regarding the servisteay of VitrA Retail. The other two
respondents were the managers of two selected Viatail stores, who, as
significant front-line employees, were in an optirpasitionto report on the degree
to which strategic initiatives are being accompédh(Cook et al., 2002). In the
interviews, the discussion was allowed to evolveuad the topics from the
interview protocol, enabling the specific custoneaperience and Service Design
concepts to emerge and be elaborated upon wheraneéldt should be also noted
that, these concepts were not addressed directyder to prevent leading questions
and to allow the interviewees to provide all theevant information on the subject

matter. Throughout this procedure, six questionsevpeepared and inquired to the
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respondents. All of the interviews were recorded aontes were taken during the
interviews. Afterward, original manuscripts of thecorded interviews were typed

and documented.

According to King and Mager (2009), all the creatand visual abilities of Service

Design only make sense when built on the foundatioa service strategy that is

integrated in the mission of the company. Thereftive conducted interviews served
as significant evidence to test firm-specific imf@tion regarding the application of

design elements to create engaging customer expesand services. Moreover, the
interviews provided specific information about Wtthat would not be possible to

gather from the literature alone.

In conclusion, the main motive behind the utilipatiof interviews as a research
method was to find out the gaps in VitrA’'s servgystem; which include the areas
where the customer satisfaction is low and thespafrtthe customer journey where
improvements can be made, from the viewpoint ofottganization itself. As a result,
the answers to the interview questions are defjnganajor source to evaluate how

VitrA interprets and perceives its own service sist

4.4.3 Site Visits

The customer experiences related to the pre-puechmschase, and post-purchase
phases in a retail setting are at the focus ofgtudy. Site visits enable to outline the
important central features of the service from thestomer's point of view.

Therefore, the main goal of conducting site visits part of this research was to
collect data about the overall customer experieinc&/itrA retail stores and to

identify the service touch points. In fact, the @lyations made during the site visits
were used a source of information about the contdydn interpreting the research

findings.

The challenge in this research process was tdeeaight boundaries and investigate
the right set of experiential aspects so that m e¢hd, concrete outcomes on the
service quality could be derived. Thus, this sectd the research proposes that a
thorough awareness of the context, which is Vitrfégail stores, can contribute to
develop a framework or a tool for the organisationbetter interpret the service

system and customer experience creation processes.
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The first chosen site was Intemasatgi, the largest retail store of VitrA, located at
a corner where two main streets intersect, as showvAgure 4.1. It consists of six
floors and has a total surface area of 1750 Fhe investigation was conducted in
October 2010 and took three days.

Figure 4.1 :Intema Nsantg!: Facade and Entrance.

The other site visits were conducted in Novembér02énd included the exploration
of Duravit, Grohe, and Jacob Delafon showroomsansP All these three brands are
strong competitors of VitrA in the market. For thhaason, their showrooms were
included to this phase of the research, in ordenake a comparative analysis and to
be able to generate a more profound overview ofotiteroom retail sector in the
world. During site visits, the experiential elengnf retail settings were approached
through the aspects discussed in Chapter 2:
* Experience clues
- Functional clues (product design, material, workshgo/production
quality and the technological inputs regardingapglications of these)
- Mechanic clues (building design, layout, colors, agiic
elements/signage)
- Humanic clues (front-line employees)

» Atmospherics and sensory design
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+ Dramatic structure

* Personal interactions

These aspects were studied as a supplement totérwiews, enabling to obtain
further insights on the design approaches anddk for additional corroborating or
contradicting evidence. All of these exploratiomsthe site visits also provided
critical insights about how the store communicates brand, and how the various
store elements come together (or do not come tegetto create a holistic

experience and engage the customer.

As a result, in the context of this research sttigy,visited VitrA retail store was the
central link to corroborate the information prowdby the store managers in the
interviews and to reveal the elements of the stx@erience that can be improved.
To sum up, placing the research activity in thaitstores gave direct feedback from
the experience, and direct interactions with cust@srenforced a comprehension

towards their core motivations and needs.

4.4.4 Customer Experience Map for VitrA Retail

In Chapter 3, a brief introduction about the emeggbervice Design methods was
presented. “Mapping” an existing customer journgyeaperience is a research
techniqgue that answers the need to represent theelsee of encounters and
interactions between the actors of a service sygiager, 2008; Hamalainen and
Lammi, 2009; Diana et al., 2009; Miettinen, 200%or developing such
visualizations, first of all, the service architer®t, which is a complex system and
arrangement of objects, dialogues, information,teat) processes and navigation
needs to be understood (Miettinen, 2007). As aanait fact, visualization of the
service architecture of VitrA Retail has been ohthe challenges of this research.
The primary aim of creating an “experience mapthis study was to represent the
entire service experience from the customer’'s poifntiew and to specify the key
aspects of the service delivery process. Therefiie,initial step was creating a
persona to build the service scenario upon. Inlitfte of the observations made
during the site visit, a customer profile who colld a representative of VitrA’'s
target group was generated. Then, as the next #tepcustomer journey was

constructed in the form of a purchase scenariohithvthe generated persona told
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the whole process from her viewpoint, including h#roughts, emotions,

expectations and comments.

According to Miettinen (2007), Service Design keegpe focus onthe lived
experience of the customer journagd enables organizations to understaod
people and services relate in practiog representing all the tangible and intangible
aspects of the customer journey. In one of thenmmee questions, the respondents
were asked to tell all the processes that theitoousrs go through during the pre-
purchase, purchase, and post-purchase phases docaie of a complete new
bathroom. From these answers, a standard custonmerely example of VitrA Retail
was revealed. The tangible aspects of this jourwich mainly included the service
touch points, were therefore derived from the wigws. On the other hand, in order
to understand the intangible aspects of the custgmeney and to be able to
represent the customer experience, conducting xitieresearch was essential.
Thus, the observations made during the site wsitshled to discover the customer’s
point of view regarding the service delivery pracesd to evaluate every kind of
interaction that occurred in the store in a subjectvay. Review websites, where
customers made comments about their own personigh Yetail experience, were
also used as valuable sources to compare and igsute different customer

satisfaction levels.

A customer experience is built over an extendedbgdenf time, starting before the
actual sales experience or transaction to includeapd post-purchase experiences
(Voss and Zomerdijk, 2007). For that reason, th&aruer journey depicted in the
map was divided into three phases as “pre-purcha$mirchase”, and “post-
purchase”. The most important steps that occurraithgl each phase were listed
below the corresponding sub-titles such as “walk-iproduct decisions”, “project
planning”...etc. The upper half of the experience rnapsisted of an “experiential
graph” in which the “satisfactory” and “unsatisfagt’ experiences regarding each
phase of the customer journey could be located. “Daseline” represented the
“neutral” points of the customer experience; megrilre “standard” features of the
experience which do not change from customer tdoousr. Above the baseline,
“satisfactory experiences” were classified accaydin the customer’s degree of
satisfaction. In the same manner, “unsatisfactapegences” were arranged below

the baseline; again with respect to their degraempbrtance on the overall customer
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experience. This graph made it possible to iderttiy elements of the customer
journey that can be developed, for the creatioa afore satisfactory and engaging

customer experience.

In conclusion, the visualization process assistedidfine the touch points of the
service system and to analyse the interactionsdmtwhe service and the customer
at each stage. Some purchase scenarios were tadadcin this map such as the
condition when customers visit the store with theam architects or the condition
when the person who makes the purchase is différemt the person who will pay
for and use the bathroom. Still, one of the mogicl customer journeys that is
likely to occur in a VitrA retail store was presedt Within this framework, “VitrA
Experience Map” can be an introductory startingnpoior a more detailed

visualization of VitrA’s service system.

4.5 Summary of the Chapter

Executing the appropriate methods evidently camstst the most important part of a
research. In some circumstances, the selectiomgplication process of the research
methods becomes as challenging as the analysiee aksults. Deciding on the right

set of research techniques is also a critical faittat determines the accuracy and
validity of the findings.

In order to gain a thorough understanding of thetamer experience in retalil
settings, comprehending and analysing the physindl social context where the
service is offered is essential. This certainlyuiegs the application of multiple
research methods. These research methods, asat&aban this chapter, serve to
document the retail experience in VitrA retail s®rand gather data to draw

implications about the service system.

During the initial phase of this study, a liter&ureview was performed on the
previously determined research topics, keywords &eg concepts. After a
comprehensive review of these literatures, thetiegigknowledge in relevant fields
was examined from a variety of perspectives. As ilext pertinent step, the
examined concepts such as “customer experience”™8adsice Design process”
were adapted to the specific context of “retairesd, which resulted in several site
visits to the stores and showrooms of the leadimgsfin the total bathroom sector.
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The site visits were also useful to corroborate itifermation gathered from the
interviews with store managers. The visual datdectdd from the site visits were
compared with the themes that were mentioned ininkerviews to reveal the
mismatchesbetween the “planned” service experience, the “etezf’ service
delivery process, and finally, the “perceived” aumer experience. Eventually, the
steps which occur during the pre-purchase, purcleask post-purchase experiences
in the retail context were visualized as a “customerience map”; depicting both

the successful encounters and the gaps in theceesystem.

Consequently, considering the aims of the resednchchapter presents a “toolbox”
of methods that can be adapted to capure datatfierholistic retail setting. In the

following chapter, the corporation which is selelctes the subject of this research
study, VitrA will be investigated. Finally, the e=rch findings will be analysed and

discussed.
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5. EXPLORATION OF CUSTOMER EXPERIENCE IN VITRA RETAIL
STORES

In this chapter, customer experience in VitrA estores is explored through service
design methods. Initially, the corporate profile @itrA is briefly introduced.
Development of design culture and retail strategiethe company is summarized
with a historical perspective. Eventually, the fimgs of the study regarding VitrA
retail are discussed within the framework of theesech aims.

5.1 Introduction

Considering the aims of this study, in the previaapters, concepts including
customer experience, service design, co-creatiostomer journeys, and touch
points were clarified; related subjects such asstgeificance of experiences in the
new economy, determinants of customer experiencestail settings, emergence of
Service Design and Service Design methods wereisied. As justified in Chapter
4, in this phase of the research study, an invasbig of the research topics are
executed within the context of the retail storeamindustry-leader company, VitrA.

In the light of this framework, corporate documeiota, site visit observations, and
interviews are utilized to build the necessary kisolge on the researched issues in
the company context. Furthermore, a ‘customer eepee map’ for VitrA retail is
created to explore how each phase of the servistermy can be improved.
Consequently, this chapter presents the outcomeiseofesearch in the context of
VitrA retail; building upon how VitrA perceives \fiA retail, how VitrA retail is
perceived from Service Design perspective and lfinahow VitrA retail is
experienced compared to other leading companiteitotal bathroom sector.

5.2 General Information About VitrA Corporation

VitrA is a subsidiary of Eczaciba a Turkish industrial group founded in 1942 by
Dr. Nejat F. Eczacilsa and is considered as the flagship brand of theu@ In
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Turkey, Eczaciba Group is the leader in most of its businesseshasddistribution
networks that are among the strongest in theirose¢WitrA, 2010b). The range of
products under VitrA brand are produced by EczagciBailding Products Division,
which is now one of Turkey's leading industrial quanies and operates in the
pharmaceutical and consumer products industriesyadlsas in building products
(Topalgglu and Er, 2010). Thenulti-brand/multi manufacturing site/multimarket
growth strategy of the Division is grounded on acquirgigbal brands (Eczaciba
2009). In 2006, Engers, a major player in the Gertila market was taken over; in
2007, a 51% share and full management control @& lighly prestigious
Villeroy&Boch’s tile operation was purchased; amd24008, the German Burgbad
Company, the European leader of the luxury bathrhomiture market was acquired
(VitrA, 2010a). Following these acquisitions, in(®) the Division was reorganized
to maximize synergy between Division companies #€dzzi, 2009). Table 5.1

shows the companies that are part of EczacBailding Products division.

Table 5.1: Eczaciba Building Products Division (Eczaciga2009).

Eczacibgi Group Building Products Division

Eczaciba Building Products Co.

Burgbad AG

Eczaciba - Koramic Building Chemicals Manufacturing Co.
Engers Keramik GmbH & Co. KG

Intema Building Materials Marketing and Sales Co.
Villeroy & Boch Fliesen GmbH

VitrA (UK) Ltd.

VitrA Bad GmbH (Germany)

VitrA Bath and Tiles JSC (Russia)

VitrA Ireland Ltd.

VitrA Tiles Co.

VitrA Tiles LLC (Russia)

VitrA USA Inc.

Business Areas
Sanitary Ware & Sanitary Fittings, Ceramic Tilegtcken & Bathroom
Furniture, Acrylic Bathtubs & Sinks, Fillers & Adbees
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In 1958, to answer the growing demand, the firdional large-scale plant for
ceramic sanitary ware was established in Kartapél@lu and Er, 2010). The larger
factory, which later became part of its current megmplex in Bozuyulk, started
production in 1977; the brassware plant was opémd®79 and the tiles factory in
1991. The production of bathtubs also began in 198llowed by the bathroom
furniture factory in 1992 (VitrA, 2010a). The firgixport shipment was made to
Germany in the early ‘80s, and in 1999, the comjzarfir'st manufacturing
investment abroad was launched in Ireland to betwwe the foreign market
(Ricuperati, 2006). With a committed focus on d#éfetiation, an Innovation Center
in Boziyuk is scheduled for completion in 2010,drder to provide a common
platform for all Building Products Division compasi to conduct research and
development (Eczaciba 2009).

In line with its growth strategy, eight of the Biiihg Products Division’'s 16
manufacturing sites are located in major intermationarkets. In 2010, the Division
will complete the construction of another tile mimuring plant in Serpukhov,

Russia with a capacity of 3.3 million’mer year (Eczacilgg 2009).

5.2.1 Corporate History

VitrA is one of the landmarks in the history of usdrial development in Turkey.
VitrA’'s becoming a leading ceramics manufactured anworld-wide recognized
corporation also represents the potential Turkey ihathe international industrial

platform. Table 5.2 presents a brief timeline ofrXis corporate history.
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Table 5.2: VitrA Corporate History Timeline.

1942  Launch of Dr. Nejat EczacibaCeramic Factory in Kartal,
Istanbul

1958 Establishment of the second production plant
Beginning of sanitary ware production
1966  Adoption of the brand name VitrA

1977  Beginning of production in the first factory thabwid later
grow into the Bozuyik mega complex

1979  Beginning of production in the fittings plant

1991 Beginning of production in the tiles factory
Initiation of bathtubs plant

1992 Initiation of bathroom furniture plant

1993 Implementation of Total Quality Management

1999  First manufacturing investment abroad was launahed
Ireland

2004 Beginning of Ross Lovegrove’s collaboration withnéi

2006 Purchase of Engers; a major player in the Germaitilea
market

2007  Acquisition of 51% share and full management cdrdfo
Villery & Boch tile operation

2008 Acquisition of Burgbad; the European leader ofltheury
bathroom furniture market

The VitrA brand name was adopted in 1966 for cecabathroom products, and
since its foundation, VitrA has undergone constaoivth. Its plants in Turkey and

Ireland produce approximately 5 million pieces efamic sanitary ware, 120,000
bathroom furniture modules, 350,000 pieces of actyhthtubs and shower trays, 3
million pieces bathroom and kitchen faucets, 2,3lioni pieces of bathroom

accessories and 35 million sgm of ceramic wall foaf tiles a year (Erbilek, 2008).

Hence, worldwide, VitrA is the sixth largest marnitaer in its sector after Roca,
Grohe, Sanitex, Ideal Standard and Marazzi (Vig@10b).

In the very beginning, VitrA produced only sanitaeguipment for the Turkish
market and its primary goal was to attain a leaghagjtion in the country. However,
in the 1980s, VitrA's capacity exceeded the neddt@ domestic market and some

of its production was exported (Erbilek, 2007). sThvas also an outcome of the
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change in Turkish industrial policy during thosmés, which was a policy of export
orientation (Topalglu and Er, 2010). In the 1990s, as the productemhrnology
improved, the market became highly competitive.aA®sult, the company decided
to make some investments and extended its proshgctThus, VitrA also diversified
into bathroom tiles and equipment, and became wisnlprovider for the complete
bathroom space (Erbilek, 2007). Beginning from 280WitrA strengthened its
position in the international markets, with its tBebom Culture” tagline, allience
with foreign designers and multi-brand growth siggt (Erbilek, 2008). Figure 5.1

shows the evolution of the VitrA brand.

1960% ... 1980's ... 1990’ ... 2000's .....
Production and leadership Export starts more in Enlargement of the product VitrA on infernational area
in the domestic market OEM collaboration rangefo complete Bathroom culture tagline
Product development teams Technologic know-how bathreom Alliance with foreign

offer and establishing sales

designers in order to
offices abroad

{look and apply)
Developmet of inhouse :F;?;?::Z vae
design departments
Alliance with foreign
designers for the

volume market - firstideas
on common

bathroom concepts

@ @ VitrA
50 60 70 80 97 98 99 00 01 02 O3

~

~

Global brand strategy

<

~

(Y

Evolution of the VitrA brand
Figure 5.1 : Evolution of the VitrA brand (Erbilek, 2008).

Consequently, VitrA’s brand vision is based on d#itective use of the bathroom
space, in form and function, in the applicationddferent and diverse materials, in
creating unique and intimate experiences, and edpedn the creation of
customized, need-based total bathroom spaces €kr2i008).

5.2.2 Product Range

VitrA has a wide product range which entails ce@amanitary ware, bathroom
faucets and accessories, bathtubs and shower systetoor and outdoor wall and
floor covering, bathroom furniture, building chemls, plumbing fixtures and tiles.
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In this manner, VitrA is one of the few global méamturing brands to design
complete bathrooms and offers every type of prodegtiired for the contemporary
bathroom (VitrA, 2010b).

VitrA branded ceramic sanitary ware encompassedugts such as toilet, bidet,
cistern, toilet pedestal, and ceramic washbasinn-&wamic complementary
products like acrylic bathtubs and shower trayshido@m fittings, accessories and
ceramic tiles are covered by the brand name as Wie# company also produces
brassware products including showerheads, faucets @mplementary water

management systems, but markets them under aafitfferand name, Artema.

VitrA product categories offer a great variety @mrhs of technical, dimensional, and
functional features to address different target ket including more specific

customer groups such as children and the elderityAV2010a). In addition, many

of the product series offer distinct color or stgiations which allow more flexible

and personalized bathroom solutions. Different disn@n choices are also available
for most of the products. The “System Fit” bathro@umniture concept is a good

example to this approach. It provides 4 differemibrs, 4 different handle options,
and comprises various heights, widths, and deptasis coherent with 30 diverse
washbasins, as demonstrated in Figure 5.2.

Figure 5.2 : The “System Fit” Concept.
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VitrA attains a rich diversity in the technologicfgatures of its products as well.
Among these are ceramic technologies named VitraCknd VitrAHygiene, PVD
(physical vapor deposition) coated products, odergntion systems, and products

that reduce water consumption (VitrA, 2010a).

By creating the total bathroom concept and paittinngth its production capabilities,
VitrA is a leader in terms of product portfolio. &firm creates integrated collections
to turn the bathroom into a complete living spaogether with the state-of-the-art
technology and design (VitrA, 2010b).

5.2.3 Business Breakdown and Market Position

VitrA has undergone constant expansion since it feaaded in 1966, to the point
where 80% of its production is now exported to dbirdries in five continents, by
over 150 showrooms and 2,000 sales points (Vitr&l10D). VitrA consistently
maintained its position as the leader in the doimesarket where it currently has a
25% share, but it also acquired a good positiothéinternational market over the
past 13 years (Erbilek, 2007). This can be assatiatith several strengths of the
company like its accumulation of technology andezkipe over the years by being
the first establishment in the sector, its focusdasign, and a strong marketing
perspective. Table 5.2 shows the international staskare of VitrA Bath, as of
20009.

Table 5.3: VitrA International Market Share (Topa&lo and Er, 2010).

2009 VitrA Bath International Market Share

Germany 13%
England 6%
USA 3%
Austria 10%
France 3%
Italy 2%
Israel 8%
Scandinavia 8%
New Zealand 10%
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Today, VitrA holds a 13% market share in Germar®#olin Austria, 6% in the UK,
3% in the US and in France, 2% in ltaly, 8% in ¢$rand Scandinavia, and 10% in
New Zealand (Topafgdu and Er, 2010). These percentages inditadesxpansion of
VitrA’s distribution channels and rising consumeraaeness of the VitrA brand as a
supplier of complete bathroom solutions, not omlyGermany and Austria but also

in other markets.

Berna Erbilek (2007), Marketing Director of VitrAstates that their goal is to
maintain the leadership position in the domesticketa while becoming one of the
top three names in the strategic markets. In dwachieve this, a great effort is put
forth to enhance VitrA's capabilities in three dimseons: product leadership

operational excellengeandan ability to stay close to the custonfErbilek, 2007).

In a sector with such strong competing brandsedolnes crucial to be “visible” in
the market. This explains why VitrA does not managesales operations from
Turkey, but uses offices in the strategic markEibi(ek, 2007). More specifically,
VitrA has sales offices in France, UAE (United Aialmirates), China, Saudi Arabia,
Irag, Bahrain, Ukraine, USA, Libya, and AzerbaijéBrbilek, 2008). Besides
carrying out sales and marketing activities, theliges collect information about
local markets, consumer tastes, trends and expeaifterward, they transfer this
information to the main office in Turkey through Nweéefined and systematic
processes (Topattu and Er, 2010). Thus, the company concentratemaneasing
its world-wide sales through strong marketing caigy@ and distribution channels.
Longer term strategic markets include Turkey’'s hbaing markets with high
market potential, particularly Bulgaria, Greece,nRmia and Ukraine (Eczacgha
2009). Another important market for VitrA is Russihere a tile production plant is
being established and expected to start operati2§10 (Eczacilza 2009).

Consequently, it can be asserted that VitrA's @nfocus has shifted from
“production” to “market strategy” which encompassgagportant considerations such
as the markets VitrA wants to be in, the ones intwao leave because of low
profitability, and the markets which might haveagntial for the future even if they
are not very profitable today (Erbilek, 2007).
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5.2.4 Design Culture in VitrA

VitrA’s brand vision is based on “bathroom culturaid in order to communicate
this to the customer, beginning from the 2000stA/liegan to use design in a more
strategic sense and systematically integrateatéotporate planning (Topal and
Er, 2010). In fact, Erbilek (2007) states that f¥itshould come across as the
company that redefines the bathroom, changes cestoperceptions and
differentiates by means of design”. To realize Hnsbition, by the end of the 1990s,
the company had acquired advanced industrial desigabilities and viewed design
as a major source for increasing competitiveneepdizlu and Er, 2010). For these
reasons, VitrA began to collaborate with designsodtancy companies such as
Pilots Design and NOA, and with Turkish industrmgsigners like Defne Koz and
Inci Mutlu (VitrA, 2010a). There are also six indiial designers in the company’s
product development department. Design processesindéegrated with product
development processes and carried out concurrémtiype product development
department comprising 25 employees in total, adldeel by a product development

manager (Topalgu and Er, 2010).

With the aim of creating a brand image based omgdesompetence and creativity,
VitrA also continued its activities in technologicproduct innovation; mainly
encompassing R&D activities toward reducing watensumption (Topaklu and
Er, 2010). For example, the company developed ttoilnat reduced water
consumption from 6 to 4.5 liters, which was a firet the domestic market
(Topalgzlu and Er, 2010). As a result of the continuousdpod development
activities, VitrA received an award for having theost patent applications of any
Turkish brand at the Turkish Patent Institute iI02QEczacibg, 2009).

VitrA’s “form + architecture + functionality” desigapproach leads tbe “bathroom

culture” concept which is based on Turkey's legacgrchitecture and ceramics that
provides a unique vantage point for observation arshtion (Erbilek, 2007).

Inspired by the traditional Turkish hammam, VitrAjgiest is to create complete
bathroom environments and “reinventing the bathr@xperience” by changing the
interaction with the bathroom (VitrA, 2010a). Thiere, it is possible to say that
VitrA sets its core attribute as the totality othr@om space and everything in it. As
per Erbilek (2007), this viewpoint brings a compedi advantage not only in product

design but alsi the effective use of the entire bathroom spaxcthe application of
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diverse materials, in creating unique and intimaj@aces, and especially in the
creation of a customized, need-based, total batlmrapace This indicates that
bathrooms are no longer limited to their originahdtions and increasingly viewed

as a self-contained living space (Erbilek, 2007).

One of the major strengths of VitrA is the use odlustrial design and product
development activities in combination with its metikg strategy. Another important
strength is that the strategic use of industrigigie is fully supported by corporate
management with the allocation of significant fio@h resources for the creation of
new product ranges, and for commissioning prominedustrial designers who
could draw global attention and strengthen VitrBtand identity (Topalglu and Er,

2010). In fact, the company has several collectidesigned by prominent names
such as Ross Lovegrove and Matteo Thun; which igxample that proves how

VitrA employs design as part of its corporate &gt

Ross Lovegrove’'s collaboration with VitrA began (ctober 2004, with the
‘Istanbul Collection’; a range of 175 bathroom pwots including ceramic sanitary-
ware, ceramic tiles, acrylic bathtubs and showewysr taps, accessories and
bathroom furniture that Lovegrove describes as“tbtal bathroom” (Ricuperati,
2006). In this collection, Lovegrove was influencéy Otoman architecture,
geometries and calligraphy. He then combined tedsaments with the underlying
concept in much of his work, called “organic essgism”, which is based on the
exploration of sophisticated technology and makefiiar the creation of sculptural
and organic shapes; a natural fit for VitrA's braitntitiy (Ricuperati, 2006).

Figure 5.4 shows some products from the IstanblUeCtamn.
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Figure 5.3 :“Istanbul” Collection by Ross Lovegrove.

MOD, a name derived from the words modern, modatad modest, is the second
collection with the signature of Ross LovegroveeThodularity of the collection
enriches the combination alternatives and prespraducts suitable for different
interior solutions. MOD is also a good examplehe tollections that reflect VitrA's
eco-friendly design philosophy, as it comprisespabducts which control water
consumption (VitrA, 2010a). The most recent coltatby Lovegrove is “Freedom”,
which won the 2009 Good Design Award and was notathér a 2010 Elle Décor
International Design Award (Eczacgba 2009). Figure 5.5 presents product

examples from the MOD and Freedom collections.

-
[

Figure 5.4 :“MOD” and “Freedom” Collections by Ross Lovegrove.

In conclusion, VitrA’s design strategy entails dmagvinspirations from the Turkish

bathing culture to develop aesthetic, functionahovative design solutions with a
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commitment to eco-efficiency and sustainabilityeapressed in the company’s new

production, design, and management philosophy,&Rife” (Eczacibal, 2009).

5.3 Development of VitrA Retail

Intema Building Materials Marketing and Sales liscthe company responsible for
all the sales and marketing activities for the Xind Artema branded products.
Intema designs bathroom and kitchen displays aadigs planning, project design
and after sales services. Authorized dealers, sabets, numerous DIY markets, and
fully-owned stores are included in Intema’s retgjlinetwork of more than 3000
sales points (VitrA, 2010a). Among the 22 fully-aaehintema Stores, 11 of them
sell VitrA and Artema branded products which canlisted as: Intema Nantai
(1750 nf), Intema Caddebostan (95F)mintema Florya (1250 fjy Intema Ankara
(1200 nf), Intema Izmir (1000 ), Intema Samsun (420%n Intema Adana (600
m?), Intema Kayseri, Intema @me, Intema Kgadasi, and Intema Ayvalik (VitrA,
2010a).

In these sales points, Intema employs expert séddlsand building professionals to
address customer needs. The company also has 1d&riaed partners all around
Turkey which provide installation, maintenance amegair services (Eczacipa
2009). The unified structure of sales, marketing after-sales services under the
roof of a unique company appears to be one of titemgths of VitrA, as they can
control and operate the whole service offeringtistgrfrom project planning to sales

guidance and after-sales support.

The first Intema Store was openedSnli, Istanbul, in 1979. Five years later, in
1984, Intema Niantgl started to operate, which is VitrA's largest fettore in
Turkey. With the developing service network, theakmumber of stores has reached
22 (VitrA, 2010a). For the last two years, the atohave been organized according
to the different brand names. Thus, today therdare categories of Intema Stores
as VitrA, Villeroy&Boch, Intema Kitchen, and Inten@utlet Stores in Bozuyik,
Tuzla and Diyarbakir (VitrA, 2010a). With their layts, displays, employees, and
combined planning-sales-after sales services, mt&tores set an example to the

other brands in the sector.
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Besides Intema, other sales companies of VitrAuielVitrA Bad (Central Europe),
VitrA USA, VitrA UK, VitrA Ireland, VitrA Russia an VitrA Bulgaria (Erbilek,
2008). This network, in collaboration with the metikg and sales offices, serves
more than 2000 retail sales points and 150 exaushowrooms. 11 of these are
fully-owned by VitrA and are located in major imetional markets (Eczacipa
2009). The most recently opened showroom is locat€tblogne (Germany) which
started to operate in 2008, to support the braegfsansion in the professional and
contract business market (Eczagib@009). Other important company-owned stores
are located in Cork (Ireland), Sofia (Bulgaria) afazan (Russia) (Erbilek, 2008).
Figure 5.5 presents views from VitrA retail stoaesund the world.

VitrA, Koln

-] a8 i VitrA, Kazan
3 |

Figure 5.5 : VitrA retail stores around the world (Erbilek, B)O

As stated before, Russia is seen as one of the prostising markets for the
company and therefore, recent marketing activhieage focused on improving VitrA
brand awareness by the establishment of new showgao Kazan, Yekaterinburg,
Serpukhov and a second showroom in Moscow in tleey®ars ahead (Eczacsbha
2009).
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5.4 Research Findings and Analysis

In order to gain an understanding about the retxiperience of a leading
organization in its sector, multiple research mdthare needed. This results in a rich
amount of visual and textual data, covering a wddety of aspects such as the
stages of the customer journey, the elements obdin@ce interface, service touch
points and the actors involved in the service @elivprocess. Eventually, the
gathered materials are critically studied withire tbonfines of “VitrA Retail by
VitrA”, “VitrA Retail by Service Design Methods”, ral “Analysis of Competing
Corporations”. This analysis will build the basts derive implications about the
relations between what the literature states, hatmAVperceives itself, and what

VitrA actually does; regarding customer experieaond services.

5.4.1 VitrA Retail by VitrA

The interviews with the store managers providediBaant insights about VitrA’'s
brand values, aspects of VitrA’'s customer expegerin-store features, and the
positive and negative characteristics of the servilelivery system from the
organization’s point of view. The transcribed meterwere then reviewed to find
the specific themes related to the research tofaustomer experience, service
interactions, touch points, retail store desigres)u As a result, three main themes
were identified: design, service and experiencenséquently, data from the three
interviews were categorized under each correspgnitieme. After that, some sub-
categories were reached including product desitpre sdesign, store experience,
purchase experience, post-purchase experiencejgiradage experience, front-line
employees, project planning, authorized servicel anstomer services. All the
information was rearranged according to these sigories to generate a final
scheme, as demonstrated in Figure 5.6. Eventuehh of these three themes will be
analysed and discussed throughout this sectionaaittoborating evidence from the
site visit observations, in order to provide an enstanding of how VitrA perceives

its own service delivery system.
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Figure 5.6 : Interview analysis scheme.
Design: From the interviews, it can be interpreted thaigle has definitely become

a fundamental component of VitrA's corporate cudtuiThe members of the

organization are aware of the strategic importamfe design in attaining

differentiation, customer loyalty, and brand equityhe collaborations with

prominent designers are also strongly emphasizednply the brand’s committed

focus on quality and innovation. In fact, in théesvisit, it was observed that the

names and images of these designers are depicealgntly in different areas of the

store, as a feature of the displays. Figure 5.Avshthe displays of collections

designed by Ross Lovegrove and Matteo Thun.

Figure 5.7 : Displays of collections by Ross Lovegrove and E@affhun.
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Catalogues are regarded as useful visual toolsegept the products that have not
been displayed in the store. However, as per thre shanagers, their catalogues are
insufficient to communicate the product attributasnpletely. As also shown in
Figure 5.8, the catalogues depict only some oftesbnical features of the products
with the dimensions and a single image; which caul#iculties in the decision-
making process.

Figure 5.8 : Example from a VitrA Catalogue.

The store managers also believe that it is veryomaot to convey a product usage
experience in the store, therefore customers Heavepportunity to sense and try the
products before purchase. For instance, there erera fully-working bathroom
faucets in the store which allow customers to tbst functional attributes in a
realistic manner. Figure 5.9 shows a display df/fulorking bathroom faucets.

Figure 5.9 : Display of fully-working bathroom faucets.
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Service:According to the respondents, VitrA’s aim is toyde services that reflect
the brand’s values and answer the needs and ekpastaf their customers in the
best possible way. The service package that VififAr® its customers varies from
planning services to “turn-key” services, which qee the implementation of
every detail in the bathroom by the VitrA Authoriz8ervice staff. Besides these, the
interviewees also mention “Customer Services” as oh the strengths of their
service system; an office that customers can cortag time when they have a
problem with the products. Hence, constant conéimodl follow-up of the whole
process is an essential aspect of VitrA Retailufgédgp.10 presents VitrA Authorized
Service staff members and the project architectudsing the dimensions and
installation details for the fittings of a custorsebathroom with respect to the

project plan.

Figure 5.10 :VitrA Authorized Service staff working on new betbm fittings.

A shared viewpoint in the interviews is that VitsAService system mainly consists
of the interpersonal encounters between front-laraployees and customers,
especially during sales guidance, as seen in Figlre In the case of a satisfactory
experience, the dependency on the human elemensauidl aspects has certain
advantages like the creation of trust in the bramd positive word-of-mouth. On the
other hand, this system also acquires some distatyes) such as the difficulty of

achieving standardized service delivery.

Figure 5.11 :Front-line employees providing sales guidance.
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Experience:In the interviews, retail stores are specified las most significant
element of VitrA customer experience. The feeling®duced by the space,
atmospheric features and light contribute to tlheeséxperience and therefore impact
purchase decisions. Within this perspective, ugdte display arrangement is a top
priority of VitrA Retail. In-store design elemenw&ich as signage or different
material combinations are also utilized as expoessof the company culture. Figure
5.12 shows some interior views from Intemadxiitg.

Figure 5.12 :Interior views from Intema Nantai.

In conclusion, VitrA Retail seeks to accomplishguality regarding all of these

themes with continuous store personnel trainingvides and gathering constant
feedback from customers. The successful long-teegration of such efforts into

the service system will certainly pave the waydomore customized and engaging
customer experience.

5.4.2 VitrA Retail by Service Design Methods

This research study is fundamentally based on tiikeation of data from the

experiential retail enviroment, including the codtel shifts of the customer (from
home, to store, and post-purchase). This dataers tlansformed into an “Experience
Map”, which is a fundamental Service Design methtoddiscuss and evaluate an
abstract idea of a chronologically proceeding servithe service process of a
complete bathroom purchase.

The proposed customer journey in the map preskatsliverse encounters that take
place during the service process. These encouesul in either a satisfactory or an
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unsatisfactory experience. To begin with, the prespase phase comprises the
“decision-making” stages and the “entrance to thees. The “engagement” process
begins during the purchase phase. This is alsphhse where customers go through

stages such as “interaction with staff’, “produetidions”, “project planning”, and

“payment”. Figure 5.13 presents “VitrA Experienca.
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After all the planning and purchase phases are et the post-purchase phase
starts. This basically involves the installationogess of the products and the
encounters with VitrA Authorized Service staff. $tatage indicates a change in the
context as well, from the store to the customeides. However, each process
applied by the Authorized Service staff are exawhiaed controlled by the store

employee who has planned the bathroom.

The first implication that can be derived from tleperience map is that VitrA
presents a complete service starting from prodecistbns and project planning
phases; continuing with sales guidance and aftes saipport, which is an important

value proposition for the customer.

Secondly, when the map is examined in detail, it ba asserted that almost the
whole service system depends on the personal atiigna between front-line
employees and the customer. As a matter of fapeaceslly during the purchase
phase, the front-line staff has critical resporsies. First of all, they are required to
understand the needs, likes-dislikes, and lifestydé customers; and propose a
project plan with the right combination of productsidering all these inputs and
budget limitations. Moreover, they are also in geaof following up the rest of the
process until the bathroom is completed. Thusyélsponsibility for custom service
delivery in VitrA Retail frequently falls on the sulders of front-line employees.
This means that their ability and motivation is Hiyg critical for a favorable,

satisfactory customer experience.

Finally, another significant inference from the mapthat front office-back office

coordination is an essential aspect of the Vitriiteexperience. Due to the different
production times of the various product ranges,ltigéstics and stock management
of products need to be carried out concurrentlyfalet, as also confirmed in the
interviews, out-of-stock products frequently capseblems during the post-purchase
phase. In order to eliminate the negative effettthese problems on the customer
experience, a strong communication network needset@stablished between the

back-office, the front-office and the customer.

5.4.3 Analysis of Competing Corporations

In the previous sections, VitrA Corporation wasdstd in detail through a variety of

sources. With the collected evidence and data,stesyc view of the customer
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experience in VitrA retail stores could be devebbpend visually represented.
However, in order to reach concrete conclusionandigg the total bathroom sector,
the retail environments of other leading brands tmus examined. With this
approach, it is also possible to elicit ideas alwlugére VitrA Retail stands in terms

of design components and experiential features eomtp to other competing
corporations in the market.

Jacob Delafon corner at BHV:The first visit was conducted to the Jacob Delafon
corner at BHV, Paris. Although the products areldiged within an area of 40m
this limited space has been used quite efficiently.

Figure 5.14: Jacob Delafon corner at BHV, Paris.

As seen in Figure 5.14, grey is the dominant coidhe displays and a bright gold

color is used in some graphic elements such adréss of the female figure in the

center, the logo, and the explanations on the waligrding the collections. This

forms effective contrast and creates a visual uiityariety of colors are used in the
products as well. The price of each product istemion the information cards on the
walls. The aim of the overall display design se¢mise depicting as many products
as possible rather than creating different intedoncepts. There is only one sales
personnel and when customers want to make a pwchasy discuss their choices
with him, as demonstrated in Figure 5.15.
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Figure 5.15 :Customer and sales personnel at Jacob Delafoercorn

Duravit Showroom (Salon d’Eau): Duravit Showroom in Paris, known as Salon
d’Eau, is one of the most important showrooms eflthand. Figure 5.16 shows the

facade of the showroom.

Figure 5.16 : Salon d'Eau: Facade.

Salon d’Eau is a showroom that highlights the eomati and sensual connotations of
the bathroom rather than the functional. To imghg bathroom is depicted as a
living area on its own right, contrasting with theneral view of the bathroom. Thus,
the main aim of Duravit is to create an integrafgdasant atmosphere with the right
mixture of products, materials, light and colorsor Rhat reason, wood is a
dominantly used material as it gives the productpecial character and natural
warmth. Besides the matching wood panels usedeamtbducts, a majority of the

displays reflect the perfect balance that cerarfoosis with wood, as presented in
Figure 5.17.
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Figure 5.17: Salon d’Eau: Display Examples.

The bathroom furniture is fully equipped with toaethampoos, soaps and cosmetic
creams just like the bathroom drawers in a houbis Way, the visitors can visualize
how they can use the shelves and compartmentseifuthiture in a more realistic
manner. Figure 5.18 shows the various bathroomttuendisplays.

Figure 5.18 : Salon d’Eau: Bathroom Furniture Displays.

There are two employees in the showroom. Whenovssitvant to ask questions, they
approach the information desk, as shown in Figut®.5All the product catalogues
are orderly arranged on the shelves next to thle des
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Figure 5.19 :Salon d’Eau: Information desk and catalogues.

Duravit is a brand with a strong focus on technglagd design. Philippe Starck has
designed several collections for Duravit, and ttadlaboration is depicted like a
special feature of the brand; as conveyed withctiigection names (i.e. Starck 1,
Starck 2, Starck X) and with the graphic elemehtg tomprise his photos. Figure
5.20 shows the display of a bathtub designed blyppki Starck.

Figure 5.20: Salon d’Eau: Display of a bathtub designed byipd Starck.

In Salon d’Eau, a sense of unity and order is ragthithrough the application of a
consistent design language in every detail. Thewsbmm layout enables easy
navigation and the products that belong to simdategories or collections are
displayed side by side. As depicted in Figure 5tB& names of the collections or
products are written on the panels behind the aysplalong with the product
dimensions and a visual signage at the top. Liglaiso used as an important design

element to generate altered moods in differentsaoéthe showroom.
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Figure 5.21 :Salon d’Eau: Interior Views.

Salon d’Eau contains a multifunctional shower arftarck X bathtub for visitors to

try out. This is a very important offering provideg the showroom as it gives the
opportunity to experience the products before paseh Moreover, a free bathroom
planning service is offered and customers can t&ga any time for a bathroom
planning session. First, an interview with a Durgdanner is arranged to discuss
personal preferences. After determining the layoluthe bathroom, the planner

prepares an individual plan including free-handcdrawings and parts lists.

Grohe Showroom:The Grohe Showroom in Paris is situated in the mobasiness
district, La Défense. It immediately creates aifegbf immersion into the brand and
the products in the moment of entrance. This effecreated with the depiction of
the brand logo in noteworthy points and the grap@&ments that represent the
current campaign themes- like the one with an axershowerhead, as shown in
Figure 5.22.
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Figure 5.22: Grohe Showroom: Facade and Entrance.

In the displays, natural, raw materials such as dvaod stone are used. The
bathroom displays are fully-decorated, each defiranunique space, with its own
decorative elements like candles and vases, itsfgp#oor material and colors. The

faucets are displayed inside small cubic compartsneha tall, wooden stand. Small
spotlights are placed on top of each compartmezgembling the displays of

jewelers. Packaging design is also an importanecspf the brand and many
packages of the same product are placed on topcbf @her, creating an interesting

display, as shown in Figure 5.23.

Figure 5.23: Display examples from the Grohe Showroom.
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As also stated in the company slogan “Enjoy Watester is seen as an important
complementary element of the products. Figure Stitdvs a corner in the showroom
called the “Shower Fountain” where several showedh@odels are displayed side
by side. These showerheads are connected to the pAmmbing system. Thus,
visitors are able to see and experience the wiat@rffom each of them.

Figure 5.24 :The “Shower Fountain” in the Grohe Showroom.
The mezzanine floor upstairs offers a working anetlh Internet access and an
architect greets the visitors. The products arewshdin five exhibition areas:
showerheads, bathroom, kitchen, WC and specialdff as seen in Figure 5.25.

Figure 5.25: Mezzanine floor of the Grohe Showroom.
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In the mezzanine floor, the products are genemalbunted on the walls with the

name of the collection written on top. The prodgatups are also identified with

specific signs. An important service provided irstfloor is that the bathroom and
kitchen fittings can be arranged on washbasinssamic. This gives the opportunity
to see the products in their “natural environmenss’ the decision-making process
becomes easier. Figure 5.26 shows views from thibigon areas.

Py 9 al

Figure 5.26: Views from the exhibition areas in the mezzanioef]

An interesting detail in the Grohe Showroom is 3fedemonstration of the fittings.

All of them have a specially designed stand whitttaets attention at once, like the
ones presented in Figure 5.27. These models enzghasrohe’s focus on

technology, design, and production quality and terethe impression that their
designs are as significant and unique as the desigiine products.

Figure 5.27 :3D demonstration of fittings in the Grohe Showroom

5.5 Summary of the Chapter

In this chapter, the studied organization, VitrAswatroduced and research findings
were analysed. Initially, a brief description of tMi's corporate profile was

presented, followed by a detailed overview of tlevedopment of VitrA’s retail
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organization. In the second part of the chapteg dallected from the interviews and
site visits were discussed and the “Experience Mapated for VitrA retail was

interpreted from the perspective of the Serviceigesoncepts reviewed in Chapter
3. Eventually, the company’s approach to the aveatf customer experiences is

examined and the stages of the service delivergggoare briefly summarized.

To sum up, within the confines of this researchdgtuhis chapter comprises an
exploration of the customer experience concepthia total bathroom sector and
highlights the potential of emerging Service Desnmgethods in capturing data from
the holistic retail context.

The final chapter entails the conclusions derived ansights obtained from the
research study. First, the role of design in areerpce-based economy is discussed
utilizing the findings of Chapter 2 and 5. Afterndaan input proposal from Service
Design perspective is provided using the finding€lwapter 3, 4 and 5.
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6. EXPLORATION OF CUSTOMER EXPERIENCE IN VITRA RETAIL
STORES

In this final chapter, after a brief overview, crstons derived and insights obtained
through the study are discussed. Moreover, oppiiearfor future studies on the

subject will be indicated.

6.1 Introduction

As stated in Chapter 4, the aims of this resedralysvere to:

* Understand the role of design in an experienceeb@®nomy within the
retail context.

* Provide an understanding of how retail experiertcategies impact on the
customer in-store and post-purchase activities.

* Emphasize the potential of Service Design methondspturing and creating
retail experiences by highlighting the benefits V@& Design methods
provide over traditional techniques (i.e. questaires).

* Identify the nature of the retail experience in th&al bathroom sector in
order to build a case for greater use of Servicg@petechniques in this area.

* Provide a “toolbox” of mixed methods that can benbied to capture data
from the holistic retail setting.

* Provide an understanding of customer experientleeriotal bathroom sector

with reference to VitrA retail stores.

This study began with a principal inquiry questianif Service Design could be a
new perspective to capture, design and visualiztoouwer experiences, or in other
means, the contribution of Service Design in crgaticompelling customer
experiences. This central query has also brouglseegpndary questions, such as, ‘if
it is a new paradigm to consider Service Designaagital aspect of engaging
customer experiences, what is the nature of thiadbgm, and what are the concepts

associated with it'" and ‘if this paradigm uses thaistic approach as its core
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function, what kind of methods does it utilize dmulv’. Therefore, throughout this
study, relevant concepts are explored with refexeéathese questions.

Consequently, in this chapter, the insights elaedrafrom the research are
summarized with an input proposal from Service Degierspective. Furthermore, at

the end of the chapter, further research possésldre stated.

6.2 Towards an Analysis: Input Proposal from Service Dgign Perspective

This research is focused on the retail experiemd¢bé total bathroom sector, and the
use of design tools and methods to reveal the wsraspects of this experience.
Thus, the primary argument of this study is that Service Design process can be
used as a tool for capturing and creating more gingacustomer experiences in

retail contexts.

As stated above, the central question of this rekestudy is the identification of the
customer experience inputs in retail environmantsyder to build a case for greater
use of Service Design techniques in this area.€fbes, relevant essential concepts
are explored including “customer experience”, ‘lexperience”, and “Service
Design”. Using this background knowledge as a hasisnsight about the customer
experience concept in the total bathroom sectaeakhed, along with a succint
discussion on the role of design in an experieraset economy.

One of the major findings of the research on thendformation towards the
“Experience Economy” is a new business environmghere organizations are
defined as “service and experience providers” rathan “product manufacturers”.
As a reflection of these emerging paradigms, “austioexperience management”
shows potential to become a new mindset for conggatd address the needs and
expectations of their customers. However, this sétdrings up some challenges in
practical applications one of which i this is a new paradigm for value creation,
what are the sources and methods to capture, egwisand orchestrate customer
experiences?n order to overcome such challenges, it shoddbknowledged that
design has to go beyond its traditional roles. Alieing a tool for innovation and
competitive advantage in the industrial economywnit has to seek new

opportunities of innovation in the service economy.
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Today, customers are looking for complete expegsria “How Customers Think:

Essential Insights into the Mind of the Market” Gler Zaltman (2003) states that
“Customers’ preferences and motivations are fas lefluenced by the functional

attributes of products and services than the sumons sensory and emotional
elements derived by the total experiencehisTis the point where Service Design
comes in as a competence. Hence, Service Desigrgesnas the new design domain
that can provide the methods and the systemicitignkeeded for differentiation and
growth to industry players who are still driven ttme product-centric value creation
approach. Within this framework, it can be impligtht Service Design approach
plays a critical role in the competitive strategyam organization as it enables to
focus on the overall customer experience. Consetyi&ervice Design needs to be
positioned in the design organizations of compaaied become an indispensable

element of their core proposition.

An important phase of this research study was #poeation of how emerging
Service Design methods could be used to capturroes experiences. Thus, the
“Customer Experience Map” for VitrA Retail, as on&the main outputs of this
research study, employs a compilation of Servicei@demethods, emphasizing the
focus on the “customer” and customer-centric asgpsath as “perceived service
quality”, “co-creation” and “engagement”. The wdtion of Service Design methods
throughout the research and the investigation tHilrenvironments from Service
Design perspective makes it possible to derivaghtsiand conclusions regarding the

retail experience in the total bathroom sector.

To begin with, as a leader in its sector, VitrA gesses several strengths such as its
accumulation of technology and skills, high-capagitoduction facilities, its focus
on design and innovation, its strategic managenoap@bilities and its strong
marketing and sales organization; which proves tihais a company which
encompasses all the necessary sources and inftasértio adapt to the conditions of
a service and experience-based economy. As a noafieet, the company’s retailing
network would be an appropriate starting point tasathe integration of Service
Design approach into the organization’s cultures™may, VitrA can gradually start

to embrace the service-oriented viewpoint besidastaining its production and

design quality in its products.
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For a well-managed retail experience, the cust@heuld be an integral part of that
experience. Therefore, it is critical to consideery encounter from the customer’s
viewpoint. The primary way to achieve this is thiization of Service Design

methods to capture and understand the expectatiotise target customer groups.
Thus, a “toolbox” of emerging Service Design methogeds to be integrated into
VitrA’s market research activities. In additionyigig customers the opportunity to
try as many products as possible in the store bgbiorchase, is another effective
way of integrating them to the store experienceraiti Design Center in Hornberg,
Germany comprises six in-house test bathrooms astbmers have the chance to
make an appointment for trying the products disptain these bathrooms (Duravit,
2010). Although this is an extreme example, the esatiea can be applied to a

number of VitrA products in a specialized area t@éan the store.

Secondly, bathroom products are specific as theybaught once or twice in a
lifetime, when decorating a new house or renovatimg old one; which does not
happen too often. For that reason, special comsujtes required during purchase.
Hence the interaction between customers and front-lineesemployees needs to be
adequately organized in all its aspects to sustaistomer loyalty.Finally, a

continuous monitoring needs to be set in placénabthe critical conversions in the
delivery of the service can be evaluated and tHeriofs can be adapted to

customer’s changing needs over time.

Moreover, bathroom is a space which stimulatesémses with its tactile diversities,
its relation with water, and olfactory elementseiiéfore, in a total bathroom retail
context, sensory design features need to be engglubsiith the store atmospherics
as well. In fact, one of the most essential cood#i of a memorable customer
experience is the creation of a “theme” (Pine anbin@e, 1999). For instance,
Duravit has a themed showroom that implies therbath as “a refuge to escape
from the stress of everyday life”; with inspirat®ofrom the remedial and energy-
giving spa experience (Duravit, 2010). Similarly;o@e uses “advanced technology
and design” as a theme in its showroom which isveged by specific signage and
displays emphasizing the products’ technical festuFor the specific case of VitrA
Retail, atmospheric elements such as music, lightand scents can be combined as
part of an all-embracing theme to communicate Vdrdrand attributes and to unify

disparate product displays.
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With small adjustments in the store environmeng, thistomer experience can be
optimized to a considerable level. VitrA's storgdats are very suitable for different
display applications. However, due to the limitgdce, all product ranges cannot be
displayed. This problem can be solved by usingreetyaof multimedia tools. VitrA
already presents some of its products through egidethe number of such
presentations can be increased, with the addifi@ome interactive features as well.
For example, there can be a specialized area isttiie where customers can make
choices from a digital catalogue, plan their babhmoand even take a virtual tour
inside it. This way, VitrA can transform the prosed choosing products for a new
bathroom into a personalized co-creation experi@yc@volving customers into the

design and planning stages.

As a final remark, positive word-of-mouth is sigo#nt for every organization in
order to be a strong player in the market. VitrA l@agood brand reputation and is
highly recognized by different customer groups. sThé a strength that the
organization can utilize to create new touch pomtsch will make its service
system more tangible to its customers. A VitrA bbatim that a customer sees in a
friend’s house is definitely more likely to causerghase propensity than an online
review or a verbal recommendation because it isea application of a total
bathroom design solution. Within this frameworkcdin be suggested that VitrA can
develop a kind of “photo album” to use in its websand in its retail stores which
comprises successful bathroom solutions from custehmown houses. This can
provide a realistic visual database for customerthat they can make comparisons
between various bathroom plans and product combmatThus, a more favorable

and engaging experience can be created.

In conclusion, Service Design is the area of degigactice that can be used to
provide a thorough understanding of retail envirents and to develop more
engaging service delivery models for the retail exignce with its rich

methodological basis and its unique perspectiveglzes customers at the heart of

the value creation process.

6.3 Opportunities for Future Studies

In this research study, a wide array of topicsxpl@ed around certain research

aims. Most of the research findings provide opputies for the development of new
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retail strategies and may have further implicatiamgerms of both practice and

future research (i.e. doctoral research).

Additionally, in the light of the perspectives tiva¢re put forward in the second and
third chapters, this study becomes an initial aptetm identify the nature of the retail
experience in the total bathroom sector and tadlaiitase for greater use of Service
Design techniques in this area. Therefore, thisiinggis promising to contribute to
the Service Design studies in the academic enviemignboth in Turkey and in the

world and to be extended to future research.
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APPENDIX A

Interview Questions

1) What does “VitrA” represent? What are the qualifimas that differentiate VitrA
from its competitors?

2) What is the most significant aspect of VitrA Cuserixperience? Why?

3) Suppose that a customer will make a total bathrpaorahase. What are the stages
that the customer goes through until the bathroentampleted? How do you
persuade a customer who comes to VitrA for the finse?

4) How do you evaluate the service VitrA delivers t® ¢ustomers considering; a)
pre-purchase, b) purchase, c) post-purchase stagegfur opinion, what are the
strengths and weaknesses in all three stages?

5) What do you think about VitrA Retail Stores? Whead the positive and negative
aspects?

6) Through which channels do you get feedback froendhistomers? How do you

integrate this data to the service system?

103



104



CURRICULUM VITAE

Candidate’s full name: Deniz SAYAR
Place and date of birth:lzmir, 12.02.1985
Permanent Address:Mithatpaa Cad. No: 883 A Blok 6/12 Gdztepe - Izmir

Universities and
Colleges attended: Istanbul Technical University

Middle East Technical University
American Collegiate Institute

Publications:

= Sayar, D., 2009. Endistriyel Tasarim gréncilerinin Meslgi Algilayis
Bicimlerindeki Farkhhklar Uzerine Bir Caima. Er, H. A. ve d. (Der.), 4. Ulusal
Tasarim Kongresi: Tasarim veya Kriz-Bildiri Kital®;9 Ekim 2009iTU Endustri
Uriinleri Tasarimi Bolum, Istanbul.

105



10¢



