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Introduction
This report explains the design process of Leaveit.,	‘a	product-system	enabling	personalized	shopping	experiences	while	
providing	the	customer	control	over	their	data’. This M2.1 design project was carried out as part of the graduation trajec-
tory of the author in the department of Industrial Design at Eindhoven University of Technology. The project was executed in 
collaboration with Valtech (n.d.) represented by Renske Jongbloed and later on by Mark Assies. In consultation with Valtech, I 
decided to contribute to Valtech’s intern innovation hub called: Sports Republic.

Setting the context
In the recent couple of years, it is noticeable that retailers 
leverage the power of the internet to reach out to their 
customers (Neslin, 2006). e-Commerce companies popped 
up like daisies, with lots of new services and apps as a result. 
Well established retailers adapted their organisation and 
business models to include the opportunities that lie within 
the use of the internet. As the internet developed, retailers 
found more channels to reach out to their customers. Websites 
and applications are deployed to enhance remote shopping 
and large social media platforms (such as Instagram (n.d.) 
and Facebook (n.d.)) are added to the marketing channels 
as retailers use it to create brand image and target specific 
customer segments. With the rise of the new channels, it 
is highly important to create coherence and connect all 
the different channels to each other in order to create a 
seamless transition between the channels (von Briel, 2018). 
In other words, a customer should be able to continue her 
shopping journey in other channels than she started in. The 
created coherence and link between on- and offline shopping 
channels is called omni-channelling (Neslin, 2006). Retailers 
are using this development to rethink the role of the physical 
stores as one of their channels. Since e-Commerce channels 
have reached a high level of efficiency, physical stores are 
redesigned to enhance the customer experiences in physical 
stores. Retailers focus on providing experiences in physical 
stores that can not be experienced on e-commerce platforms. 
As a result, smart mirrors, lockers, interactive displays and 
other new features that use the internet are entering the 
physical stores. To establish the connection between the on- 
and offline channels, retailers tend to focus on the integration 
of data driven systems in their physical stores as an extension 
piece for their e-commerce platforms (Zhang et al., 2010). 

Next to the opportunities created by technological 
development and customer’s desires, the change in retail is 
becoming more relevant due to the (Covid-19) crisis. We, the 
world, have to cope with today and in the future, resulting in 
different customer perspectives on well-being, health, safety 
and social contact. Additionally, a change is noticeable in how 
the world looks at the data collection of major tech-companies 
throughout the mondeal society, and therefore also within the 
context of omnichannel structures.

In the latest research and development of omni-channels, the 
trend of focusing on new technologies to identify customers 
is spotted. This design project focuses on this new trend by 
adding a different perspective to the discourse.

Valtech
Valtech is ‘a global digital agency focused on business 
transformation’ (Valtech, n.d.) that strives to create better, 
more unique, customer experiences to make everyday’s life 
better and more pleasant. By adopting a customer-centric 
approach, they help their clients transform to deliver a better 
product or service.One of their current projects is called Sports 
Republic, which I chose as a starting point. Valtech describes 
the context of Sports Republic as follows:

To clarify, Sports Republic is Valtechs’ intern innovation 
hub that has no clients or stakeholders attached, enabling 
Valtech to pioneer within the context of the future of retail. 
By doing so, they formulated the following question as their 
main research question: “How can we improve the in-store 
shopper’s experience without suffering from the consequences 
of Covid-19”. Since the Covid-19 crisis is fairly new, Valtech 
elaborated on “the consequences of Covid-19” by addressing 
four relevant observations throughout society. (fig. 1). The 
audience that Valtech addresses with Sports Republic are the 
people of the early generation Z and late millennials. “This 
group is busy, conscious, prefers to visit physical stores over 
online shopping and has digital knowledge.” 

As a first exploration to answer the research question, Valtech 
launched the brand Sports Republic and stated the following 
value proposition, which they believe that this hub and brand 
offers: “The state-of-the-art sustainable sport store, offering 
you a seamless shopping experience with all relevant fair 
sports clothing brands“ (Valtech, n.d.).

“Sports Republic is setup as an innovation 
hub within Valtech in order to stimulate and 
enable innovation. This project is initiated 
to bridge the gap between online and offline 
shopping of clothing. This subject became 
even more accurate due to the Covid-19 im-
pact on the retail industry.” (Valtech, n.d.).

Figure 1. Covid-19 impact (Valtech, n.d.)

Low touch economy

Online experiences

The post-Covid19 era will have an economy shaped by new habits & 
regulations based on reduced close-contact interaction and tighter 
travel & hygiene restrictions.

New innovations and experiences are entering the world. Online plat-
forms that enable socialize, interact and buy are popping up rapidly.
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Daily routine

Economical

Working remotely will make us more flexible during the working day. 
Free time and work will interfere more, causing the opportunity for 
people to visit stores during opening hours.

Companies are already having economical consequences due to the 
virus. It is not unlikely that the health crisis will be followed by an 
economical crisis.
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The Leaveit. approach
As this design project contributes to Sports Republic, Valtechs’ research, goals, vision and customer segment is used as a 
foundation. During the project I formulated my own approach to explore the future of retail. While analysing Valtechs’ research 
and first attempts to answer their research question, I found the identification process under-exposed. Since I was determined to 
be of value for Valtech within this project, I decided to focus on the identification process of omni-channeling in physical stores.
In addition, most research about omni-channeling under-exposes the perspective of the customer. I believe that this is where I, 
as a designer, can be of value.

Designing with this focus, I decided to place it within the context of the near future. I look three to five years ahead, considering 
the shift in retail we see today and the expectation to see an increase over the upcoming three to five years. In addition, I believe 
that within three to five years the crisis that we live in today will be in control as the EMA (2020) authorises the use of certain 
vaccines for Covid-19 in the EU.

To create an understanding of the context of retail, I researched the literature. As I missed the perspective of the customer, I 
used a hands-on approach to explore the field by capturing my own shopping journeys. Based on this, I conducted five in-depth 
interviews and ran a survey.

As Sports Republic is an internal project to explore the context and generate ideas and visions, I decided to use design to spark a 
conversation about the use and ownership of generated data within physical stores. As a result, Leaveit. was designed, providing 
the customer control over their shopping behaviour data while increasing the possibilities of personalised shopping experiences. 
In addition to the design, Leaveit.’s commercial strategy is created and validated by experts in interviews.

4

Since this project contributes to the project Sport Republic 
of Valtech, their research is analyzed and used as a starting 
point. A summary of their research can be found in appendix 
1. Next to that, to gain more insights of the context of retail, I 
conducted literature research.

Literature research
In retail, the term channels defines all different touch points 
through which the customer and the company are able to 
interact with each other (Neslin et al., 2006; Mehta, Dubinsku 
& Anderson, 2002). Unlike the traditional channels, which 
focus on the company and distributors, multichannel has a 
customer-centric focus (Rangaswamy & van Bruggen, 2005). 
As Neslin et al. (2006) defined: “multichannel customer 
management as the design, deployment, coordination, and 
evaluation of channels to enhance customer value through 
effective customer acquisition, retention, and development.”.  
As research (Kushwaha & Shankar 2005; Van Metre & Pickersgill 
2004) concluded that shoppers who use more than one channel 
generate more revenue than single channel shoppers, multi-
channelling became the norm. The development of retail went 
on and a new stage, “omni-channel”, came to light. In 2011, the 
term made its first appearance (Rigby, 2011). Although Harris 
(2012) defines omni-channel as a holistic shopping experience 
that  allows customers to use the best channels according to 
their preference in whatever phase of their shopping journey. 
Due to the indistinct use of the other concepts, such as multi- 
and cross channel, the concept omni-channel remains unclear 
in the literature (Klaus, 2013; Beck & Rygl, 2015). 

In 2015, Verhoef et al. (2015) stated that multi-channel 
retailing is making a shift towards omni-channel retailing, 
which is an “important next development in retailing and will 
affect how retailers operate”. This development will create 
new opportunities, that will in turn create new customer 
experiences that go beyond one single touchpoint. This shift 
is the foundation of the design challenge of an omni-channel 
structure. As von Briel (2018) stated in his research, customers 
do not think about the channel they use to purchase goods, 
it is all about convenience, experience and personalisation. 
As he later said, “omnichannel will become the new normal 
over the next ten years” and that “the line between [channels] 
will blur to the point where no distinction is made”.”. Von Briel 
(2018) expresses the need for retailers to adapt if they want to 
compete in the future. He stresses that competitive challenge 
ever further by saying: “their [retailers] competitiveness will 
be more heavily based on the ability to provide a holistic 
consumer experience than on selling the right products.”, 
which highlights new challenges for retailers. 

According to von Briel (2018), the main obstacle lies in the 
C-suite where the important decisions are made. Other 
researchers foresee challenges within customer recognition, 
data infrastructure and usage, and channel integration. For 
example, Zhang et al. (2010) first identifiy the challenge to 
establish an infrastructure to collect and process all data from 
all channels, known as the inward flow of information. The 
next challenge is the outward flow of information, in which 
relevant data is extracted and sent to the decision makers 
in each channel (Zhang et al.,2010). In other words, “it is 

Related work
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challenging for retailers to link [customer] behavior to their 
purchase history created in direct [online] channels.” (Zhang 
et al., 2010). Mosquera et al. (2017) expressed the challenge 
that “retailers need to understand who their customers are”. 
McKinsey & Company (2020) already provided a few solutions 
within their research to recognize the customer in stores. 
They did so by highlighting the use of location tracking 
through mobile apps or wearable devices, by means of visual 
recognition or self-identification with a digital screen or via 
personnel of the store. In addition, they also highlighted the 
need for incentives to invite the customer to identify herself.

Another challenge that is found within the omni-channel 
literature is channel integration. Blázquez (2014) found that 
customers “do not think of channels in isolation but rather 
combine them and make decisions based on their mood 
and lifestyle demands.”. Cook (2014) added that customers 
seek convenience, enjoyment and value in terms of use of 
their time and money. According to Mosquera et al. (2017), 
providing convenience and enjoyment can be done “by 
providing seamless and intuitive transitions across channels 
at each touch-point to accommodate their preferences, needs, 
and behavior.”. Although this sounds quite clear, retailers are 
unable to connect all channels resulting in missing the true 
value of an omni-channel strategy (Zhang et al., 2010).

Once the channels are integrated, large amounts of data will be 
generated and a new challenge arises; data infrastructure and 
usage. According to Brynjolfsson et al. (2013), a lack of data will 
no longer be the issue, but analyzing the obtained data will. As 
visualized in fig. 2, Cook (2014) illustrated a real-time channel 
data scheme that enables retailers to communicate data 
across their channels. Since data integration and infrastructure 
will become more important, “another area primed for new 
research is how to set the boundaries of consumer privacy.” 
according to Zhang et al. (2010). Von Briel (2018) indicates that 
it will “be consumers who determine when and how they want 
to interact with retailers, not the other way around,..”. Zhang et 
al. (2010) predicts that retailers “will be under greater scrutiny 
from both regulators and consumers about how they store and 
manage the transactional data that they collect. It will become 
their burden to prove that the information they collect provides 
a substantial benefit to consumers,..”. Mosquera et al. (2017) 
concludes that “we live in a customer-driven world” and that 

customers “dictates much of the desired content.”. In the final 
section of her work, she proposes a future research question: 
“To what extent should shoppers control this integration (i.e., 
customized strategies for shoppers)?”, that inspired me to 
investigate that aspect.

To conclude, Valtech has identified interesting opportunities 
and future research directions. They also have made a few 
attempts to answer their research question which seems very 
promising. Therefore, with this project I will build on their 
work and I will use their journey mapping, persona, guidelines 
and promises as a thread throughout the project, in order 
to contribute to the project Sports Republic. However, while 
analyzing their concepts I noticed that they left the customer 
recognition process under-exposed.

In the literature, I found it remarkable that most researchers 
use the perspective of the retailers. As a result, the perspective 
of the customer is almost nowhere to be found. Researchers 
tend to write about the future of retail in order to increase 
sales but forget to explain how this will be integrated in a 
demanding customer-driven society. The need and desire for 
omn-ichannel strategies is clear and will be adopted in the 
upcoming few years. I believe it is the task of the designer to 
guide this transition in the right way, in order to satisfy both 
customers and retailers, and to design a healthier shopping 
environment.

With this project, I want to shine the deserved light on the 
perspective of the customer. In addition, I accept the challenge 
to help retailers bridge the gap between all their channels and 
to create opportunities in order to enhance a personalized 
shopping experience.

Figure 2. Real-time channel data schema (Cook, 2014)
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Process
During this project, I experienced five different phases; Orientation, Ideation, Concept freeze, Shopping profile and the Final 
design. Within this chapter, the first five phases are used to describe the steps in order to create insights in the process. The final 
design phase will be elaborated in the next chapter. 

Orientation
After analyzing Valtech’s and the above mentioned research, 
I wanted to gain knowledge in the customer perspective of 
the discourse. As I was intrigued by the customer journey 
mapping Valtech made, I decided to go out into the field 
myself. Next to gaining direct insights, I saw this as an 
opportunity to learn how to record and construct a customer 
journey. I created a storyline in which I needed to get my tennis 
rackets restrung. After browsing online for stores that offered 
the services I needed, I went to the city center of Utrecht. For 
each interaction I experienced during this journey, I recorded 
my emotions, pains, thoughts, actions and the used channel. 
In order to gain as much insight as possible in an afternoon, 
I decided to use two rackets, each in a different store. As a 
result, a customer journey mapping (appendix 2) was created. 
The most striking insight was the struggle that I experienced in 
both stores when I needed to give information about myself, 
my needs and my desires (fig. 3). In other words, I experienced 
a non-seamless transition between the channels that I used 
and it had a negative affect on my behaviour and willingness 
to spend money in the stores.

As a next step, I decided to host five in-
depth interviews to gain more insights 
about the customer perspective on 
retail. Based on my own findings during 
literature research, the Valtech research 
and the journey I made, I created a 
semi-guided interview (appendix 3) 
which highlighted the topics; Customer 
Journey, Channels, Smart Objects, 
Future of Retail and Data. 
The participants fitted within the targeted 
customer segment as the youngest 
participant was 25 years old, and the 
oldest participant was 29 years old. Three 
out of the five participants identified 
themselves as male, the other two as 
female. The interviews were conducted 
in line with the ethical regulations of 
the University of Technology Eindhoven 
and took place via Skype, MS Teams and 
FaceTime.
The ethical form can be found in 
appendix 4 and the signed consent forms 
can be found in appendix 5.

After obtaining demographic information about the 
participants, the customer journey topic was used as a starter 
to let the participants recall their most recent shopping 
journey. The topic channel enabled me to gain insights in 
how participants reflect on using several channels within one 
journey and which channels they prefered or avoided. As I 
expected the participants to not have a clear  understanding 
of in-store smart and interactive objects, the participants had 
to watch several movies on youtube about the newest retail 

developments. This enabled the participants to understand 
what I meant with smart objects. Several questions followed 
about the use, the expectations and revulsion towards the 
developments. Afterwards, the participants had to describe 
their vision about the future of retail which generated a lot 
of wild ideas and concepts. The last topic of the interview 
was about data. As the participants just described their own 
vision, they had to reflect on data usage in their own concepts. 
Questions followed about the way retailers collect and handle 
their data, and about the benefits and downsides of sharing 
data. In addition, the participants indicated what they prefer: 
either being recognized or identifying yourself.

All participants indicated that they are not loyal to a product 
brand or “at least I am not aware of it”, added a participant. 
Striking to see was that the participants indicated to be loyal 
to e-commerce platforms, as most of the participants always 
use the same platform (e.g. Bol.com (n.d)). All participants 
indicated that they use more than one channel and due to 
Covid-19, they visit less physical stores now compared to other 
years. All participants search for new items at least once a week 
and only one participant uses social media as a channel. They 
prefer physical stores to shop clothes to touch, feel and try 
the product on and they indicated that they are more likely to 
visit physical stores when the price of the product is high. The 
majority was not aware that they already used smart objects 
in stores (e.g. self scan checkouts). The participants indicated 
that smart objects will increase shopping efficiency and will 
not replace the shop assistant but it will change the job. All 
participants envisioned a future in which physical stores still 
exist. According to the participants, more automation will 
be seen and the connection between on- and offline will be 
seamless. Some participants envisioned robotics in-store to 
provide extreme shopping experiences. In addition, some 
indicated that it depends on the product whether the store 
focuses on efficiency or experience of the customer. The 
majority said that they were not aware of the customer data 
usage by (online) retailers and they indicated that physical 
stores should not handle customer data as e-commerce does. 
All participants highlighted that they want to feel control over 
their generated data and would highly appreciate the feeling 
of ownership over their customer data. The boundary of which 
data to share and which not to share remain undescribed by 
all participants.

To analyse the interviews in a structured manner, I used a 
technique which I learned from Renske ofValtech, called: 
Key Insights. With the help of this technique, I was able to 
distill the participant’s actions, needs and the frictions they 
experienced. The results can be found in appendix 6. While 
analyzing the key insights, four themes were noticeable: Data 
control, Privacy, Personalized experiences and On- to offline 
transition. In figure 6, the most striking insights per theme is 
visualized.

Phases
Indication of the phases of 
the journey

Emotions
An emotion is the particular 
feeling of the customer at 
that particular step

Interaction
A moment of truth can be 
positive or negative and is 
always linked to an interaction 
with the service provider

Pain
A pain point is an unpleasant 
experience of a customer

Thoughts
What is the persona thinking? 
What kind of answers is he 
looking for?

Actions
Description of the story 
behind the journey steps

Channel
Context indication of 
location, channels, 
devices, etc.

Researching Entering Entering Assistance CompletionOrientatingAssistance Completion AftermathCycling

Cookies are denied. Different 
discount offers are visible.

There is no simple overview 
of wanted information (price, 

location, duration, etc.)

Browses through different 
webshops and Google 
Maps

“There is so much info, 
where should I look first? 
I just want to know the 

price and location.” 

Interacts with search engines 
and filters on the websites of 

Decathlon and Intersport.

There is too much information 
shown on the websites. 
Searching for the right 

information takes too long.

Read info on the websites 
of Decathlon and 
Intersport. Search for grips 
on the websites. 

“I know these shops. I 
know where they are in 
the city centre. Do they 

also have grips? What are 
the differences between 

all these grips?”

Navigating through content of 
both webshops.

A lot of different options are 
shown. There is no advice or 

any help given.

Scrolling through the 
list of grips of both 
webshops. Remember 
a few grips that got 
my attention. Clicking 
on grips to get more 
information about it.

Shop assistant fills in a form. 
The right strings and grip are 

noted and he asks me my 
email, number, etc.

Wiebe needs to share his 
personal data again.

Talking to the shop 
assistant

“Oh come on, I have an online account. 
Do you really need all my data again?”

“Oh shit, I did not expect this price. 
Why didn’t he tell me the price sooner?

I must have missed it. 
Well, I can’t tell him no now.”

Entering the store. Multiple 
discounts draw attention.

Due to the overwhelming 
amount of products, Wiebe 

lost the overview of the store.

Walks into the store while 
putting on his facemask. 
Desinfects his hand and 
starts searching for the 
needed service and 
product.

“Where do I need to go 
with my racket? Where 

can I find grips?”

A second shop assistant offers 
helps as soon as Wiebe walks 

down the stairs

Physical store of Intersport

Shop assistant calls to tell 
Wiebe that his racket is ready 

for pick-up.

Wiebe needs to share his 
personal data again.

Answers call of shop 
assistant

“Wow, that was fast! Nice that 
he calls, I thought I just had to 

go there on Thursday.”

Telephone

Seeing several interesting 
products and discounts.

Sees a good discounts on 
tennisballs

Due to the overwhelming 
amount of products, Wiebe 

lost the overview of the store.

Walks into the store while 
putting on his facemask. 
Desinfects his hand and 
starts searching for the 
needed service and 
product.

Reaches for, and grabs the 
cans with tennis balls. 

“Where are the rackets and 
grips? Why is there no routing 

information?”

“Chill! I should buy these 
balls. I don’t need it, but this 

discount is very nice! And why 
not also start playing tennis 

again with fresh balls?”

Physical store of Decathlon

Sees a very nice snowboard Sees the rack with grips

Completely distracted from 
what Wiebe was going to do.

There are so many different 
grips, and Wiebe can’t find the 

ones he saw on the website.

Shop assistants ask questions 
that Wiebe already gave 

answers to on their website. It 
raises an annoyed feeling.

Grabbing the snowboard 
to inspect the quality and 
have a better look of the 
artwork on the board.

Orienting between 
different types, colors and 
styles of grips.

“Wow, that is a nice 
snowboard. I wish I could 

go snowboarding this years 
winters holiday”

“Finally, there are the grips! 
There are so many of them, 

how can I choose? Which one 
did I see online?”

Reads a small sign that tells 
the layout of the store

Wiebe asks a shop assistant 
for help

Sees a tennis racket on the 
other side of the store

Shop assistant takes Wiebe to 
his desk to arrange the restring 

process of the tennis racket. 
Ask personal information 

about Wiebe.

Finds a sign and follows 
the instruction to go down 
stairs. Starts searching 
again when in the 
basement.

Talking to the shop 
assistant to explain what 
kind of grip Wiebe is 
searching for.

Walking to the tennis 
department.

Walks with the shop 
assistant to his desk and 
answers all his questions. 
While waiting for the 
shop assistant to fill in 
everything. Wiebe starts 
playing with an interactive 
screen.

“Oh come on.., why is it so 
hard to find?”

“Finally, a shop assistant! 
Hopefully he can assist me.”

“Aha! There is a tennis racket. 
The grips and someone who 

can restring the racket must be 
there as well.”

“Again this information? Why 
do you need my number and 
email to restring my racket?”

Shop assistants ask questions 
that Wiebe already gave 

answers to on their website. It 
raises an annoyed feeling.

Walking together with 
the shop assistant to his 
machines and products 
he wants to show me 
while answering all his 
questions.

“I already told your 
company this information 
on their website... Nice 

that he is helping me with 
everything I need!”

“Wow, there are so many 
options! What are the 

differences? Which one is 
the best for me? This one 
looks good! I think I like 

white over black.”

A shop assistant immediately 
offers help.

Talks to the shop assistant 
and follows up his advice 
to go to the basement.

“Nice that he is 
immediately helping 

me out. I did not expect 
that.”

Search on Google

PC, webbrowser

Cycling through streets and 
interacting with other traffic

It is cold and wet

Cycling towards the 
physical store of 
Decathlon and Intersport.

“I hope they have that 
one white grip I saw. 

What was its name again? 
Hopefully they have it in 
stock. I hope this trip is 

not for nothing.”

In the city

Search on Google: 
“restring tennisracket 
Utrecht”

“Where you can restring 
your racket, you can buy 

a grip.”

Customer Journey
On- and Offline Shopping Experience

Wiebe (25)
Tennis player

Wiebe used to be a fanatic competition tennis 
player that could be found several times a week 
on the tennis court. Once he became a student, 
he moved to a different city and never played 
tennis again. Due to several reasons, Wiebe 
wants to play the sport again.

In order to play tennis, Wiebe needs the right 
equipment. He found his old rackets and shoes 
in the attic and decided that his rackets need 
to be re-strung and a new grip is also desirable. 
And so, the journey to find the right equipment 
begins.

** The structure of this document is based on a Customer 
Journey Model of Valtech.

To maximize this experience of 
creating a customer journey, I 
decided to visit two different 
physical stores. Since Wiebe had 
two tennis rackets that needed 
to be re-strung, he went to the 
Decathlon and the Intersport, 
both located in Utrecht.

Figure 3. Snipped of 
Customer Journey
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In conclusion, the insights gained out of the interviews are 
consistent with Valtechs’ research. The insights are also in 
line with research of von Briel (2018), as the participants said 
that they were not fully aware of using different channels to 
shop. I found it intriguing that the participants were clear 
about the desire of control over their data when their shopping 
journey happens in a physical manner, in physical stores. The 
participants felt powerless, which resulted in insecurity and 
aversion towards the use of new in-store technologies. It 
became clear that I had a personal interest in the tensioned 
field of customer recognition. I explored this field more in-
depth by dividing it into smaller pieces (appendix 7) and 
eventually explored “control of customer data”. In my opinion, 
the control of customer data lies in the center of the tensioned 
field of customer recognition (fig. 5).

Figure 4. Key Insights
Privacy Personalized experience Data control On- and Offline transition

Ideation
As I had gained an understanding of the theoretical and 
customer perspective of the world of retail, it was time for 
the next phase: Ideation. In order to give myself a head start, 
I organised an ideation session with the help of Valtech. In 
total, six people joined the session and shared their visions 
and thoughts. Four out of the six people are designers of 
Valtech and two are students at the University of Technology 
Eindhoven. The set up of the session can be found in appendix 
8. As seen in the gained insights of the interviews, customers 
want to experience a feeling of ownership and control about 
the customer data. Since this aspect of the future of retail lies 
within my interests, I decided to explore this even more in the 
session.

Insights
The ideation session sparked my enthusiasm and it gave me 
a lot of energy, which is a good result itself. Next to that, the 
participants generated some interesting concepts which I 
analyzed later on. Firstly, two HMW’s were constructed (fig. 6)
which I used during the continuation of the project. Secondly, 
during the Crazy 8 and the Solution Sketch (fig. 7), new 
aspects came to light. For example, one participant focussed 
on providing more options for the retailer (e.g. personalized 
discounts based on data). It was striking to see that most 
participants presented concepts which enable the customer 
to reflect on data usage by providing transparency of profile 
building, overview of data usage, creating awareness about 
data and creating the link between e-commerce platforms and 
physical stores. In addition, the metaphor of throwing your 
data away was mentioned for the first time. 

Figure 5. Control of customer data

Figure 8. How Might We? Ideation session

Figure 7. Result of Crazy 8 and Solution Sketch. Each by one of the participants



What?
The core of this concept is to add a new perspective to the 
project Sports Republic as it focuses on the in-store recogni-
tion of customers. The concept is built upon three artifacts, 
namely check-in, check-out and mobile application. 

Check-in	artifact:	by means of a physical interaction, cus-
tomers are enabled to identify themselves at once when they 
enter the store. It enables them to share their pre-set shop-
ping profile within the store and all in-store interactive smart 
objects. This artifact is placed at the entrance of the store.

Check-out	artifact:	this artifact enables the customers to be 
in control of their own customer data and provides a feeling 
of ownership. By means of a physical interaction, the gener-
ated customer data can be deleted. As I was inspired by the 
metaphor of “throwing away your data”, I wanted to visualize 
this with the artifact. This artifact is placed at the exit of the 
store. 

Mobile	application: next to providing tools for the retailer 
to build customer relationships, the application also assists 
consumers to create a shopping profile. Furthermore, the app 
enables in-store interaction when in need of a digital screen.

Why?
I want to add a new perspective to the discourse of the future 
of retail and highlight that there are ethical issues considering 
automatic recognition of customers and their behaviour. I 
would like to spark the conversation within Valtech and stake-
holders. In addition, I want to assist retailers to shift towards 
a customer experience centered future of retail while provid-
ing customers full control over their own in-store generated 
data. 

Concept freeze
As a result of the orientation and ideation phase, I came to the essence of the concept. Below, the concept is described as it was 
prior to the first design iterations
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Shape and material study
Once the concept was described, it was time to explore different shapes for both the check-in and check-out artifact. With the 
help of a 3D printer, several shapes were created. To visualise the dimensions of the shapes, a person (Humano3d, n.d.) was 
printed as well. I placed the shapes next to the printed person and photographed them in order to reflect on the created scenario. 
Figure 8 shows the collection of explored shapes of the check-in artifact. The collection of explored shapes of the check-out 
artifact is shown in figure 9. Appendix 9 shows the key reflections, which I made while analyzing the pictures of the scenarios.

Next to the search for the desired shape, I believed that choosing the right materials was also important. Therefore, I looked at 
various retail concepts of other designers and identified some trends (appendix 9). Designers tend to create an open, minimalistic, 
clean and transparent atmosphere in stores. The walls and ceilings are mostly white and details are added with natural materials 
such as concrete and (mostly black coated) steel. I noticed that shelfs and other furniture are mostly made of wood and in  some 
cases, the walls and floors are covered with wood as well. I also noticed the use of textile, in order to create a soft and warm 
touch. In addition, light effects on walls, ceilings and furniture bring the appearance of the store to a higher level.

Figure 8. Collection check-in artifact Figure 9. Collection check-out artifact

Figure 10. Top three information to share and not to share
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Shopping profile
An important part of the concept built upon a shopping 
profile of the customer as they share it with the store to get a 
personalized shopping experience. To define the definition of 
a shopping profile, I sent out a survey as this topic remained 
unanswered during the interviews and research. In addition, 
I used this opportunity to also gain more insights about 
customer’s perspectives on data usage in retail. The main 
findings were that the participants use six different channels 
and the majority prefers physical stores. Almost half of the 
participants indicated that they want physical stores to treat 
their customer data in a different way than e-commerce does. 
Almost 90% said that they want to be in control and decide 
what and when they share personal data. Figure 10 shows the 
top three information that participants do want, and do not 
want, to share with physical stores. The survey itself and more 
in-depth insights are presented in appendix 10.
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A shopping experience with Leaveit. consist of three main 
phases (fig. 12). Apart from the shopping experience, the first 
interaction that a customer will have with Leaveit. is setting up 
their profile within the mobile application. The first phase starts 
when entering the physical store. By checking in, the customer 
shares her set profile with the store and accepts that she is 
being tracked throughout her shopping journey. In return, 
she receives a color in the application. This color represents 
the customer as she interacts with various in-store objects and 
systems (e.g. smart mirrors, lockers, interactive displays, etc.). 
Once the customer is satisfied, Leaveit. enables the customer 
to delete her generated data by performing a physical action. 
The deleted data is then visualised in the “bin”, together with 
all the data of her predecessors, leaving a dynamic pattern of 
data patches behind.

The name Leaveit. is chosen since the customer is enabled to 
leave their data behind by throwing it away. The logo (fig. 13) is 
created by interpreting the phonetic word “leave” differently, 
creating a “leaf”. This also emphasizes the metaphor of 
throwing away your colored leaf in the bin.

Family of artifacts
As Leaveit. is designed to enhance a journey, I found it 
important that the artifacts strengthen each other and can be 
seen as a whole. Therefore, I decided to use the same shape 
language for all artifacts. The materials used for the designs 
should also match with each other. In addition, the family 
should blend in with the store while also drawing attention 
of the customers. Based on the trends that I perceived in the 
future of retail concepts as described in the previous chapter, 
figure 14 visualizes the proper materials. LED effects are added 
to visualize the received color and to draw attention.

The concept: Leaveit.
As a result of the above described research and process, the concept Leaveit. was designed (fig. 11). Leaveit. enables customers 
to include their online shopping behavior in offline shops (and vice versa), in order to improve their shopping experience. 
Furthermore, Leaveit. supports retailers to create a better, personalized and efficient shopping experience for their customers 
while in return creating new marketing opportunities for retailers. With the help of a physical interaction, Leaveit. attempts to 
create awareness and provides control combined with a feeling of data ownership to customers. In doing so, I see the value of 
three designs: mobile application, check-in and check-out. As the concept Leaveit. is meant to spark a conversation and add a 
different perspective on Valtechs’ project Sport Republic, I took the freedom to design the artifacts in a speaking manner.

Figure 11. Family of artifacts Leaveit.

Figure 12. Shopping experience with Leaveit.

Figure 13. Logo Leaveit.

Figure 14. Materials Leaveit.

TradeDiversified. (n.d.) HOUTvakman (n.d.) Stoffen.net (n.d.)

Build a profile and check-in 
to share shopping profile

Interact with in-store systems 
based on your color

Check out and delete 
generated data



10

Mobile application
Figure 15 shows a few screens of the prototype of the mobile 
application. Based on the location of the customers, the first 
page when opening the app is different. When a customer 
is near a partner store of Leaveit., the application shows 
the closest check-in artifact (3rd, fig. 15). If the customer is 
elsewhere, the application shows the profile page (2nd screen 
from left, fig. 15), which enables the customer to adjust their 
shopping profile and to decide what they want to share. Next 
to clothing items with the customers’ preferences, they can 
include their existing accounts (e.g. Instagram, (n.d.)) to make 
the profile more comprehensive. Once checked in, a colored 
leaf (4th screen from left, fig. 15) slides into the screen, which 
can be seen as their “key” to interact with multiple smart and 
interactive objects within the store. In need of a screen, the 
mobile application can act as the controller for the objects in 
the store. The application also provides extra marketing and 
customer relationship tools for the retailer (5th screen, fig 15).
Using black and textile texture artwork in the application, 
the application fits within the family of artifacts. The different 
colored leafs on the background links to the pattern which is 
created in the check-out artifact.

PlusPlus Plus Plus

Figure 15. Mobile application Leaveit.

By placing the phone slightly inside the curve, the customer is 
enabled to share her customer data with the store. 

The customer receives a color (in this case red). The color travels from the bottom to the top 
of the artifact where the phone is located. Once the color is at the top, the color slides into the 
phone with the help of the mobile application.

Check-In artifact
In this “moment” of the customers’ journey, the customer shares her shopping profile and will receive her color to take along in 
her journey. As I preferred the open and dynamic structure of one of the models, two iterations were made (fig. 16). To fit within 
the future of retail and to create a coherence between the artifacts, the materials wood and (black coated) steel were used. A 
smoke grey half translucent perspex sheet was placed in the middle on top of LED strips. 

As I was not fully satisfied with the appearance of the artifact, I used the DemoDay to gather 
feedback. The visitors of the DemoDay were asked to visit a special tailored website in which more 
information was shown and enabled them to provide me with feedback and their vision on the 
check-in interaction (scan QR-code). Unfortunately, I believe that students and staff are not feeling 
confident yet about the online DemoDay structure and as a result I only got one message which was 
not helpful. 

Figure 16. Render Check-In artifact
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Check-Out artifact
As I was intrigued by the metaphor “throwing away your data” as mentioned during the ideation session, I decided to include 
it in the final design of the check-out artifact. As a result, I took a classic, stereotype bin as inspiration. Figure 17 shows the final 
design of the check-out artifact. Since I was very eager to “design with my hands”, I decided to create a lifesize prototype. The 
argumentation of this, is elaborated in the attached reflection. 
The prototype of this artifact consists of two parts which visualizes the interaction together. It is decided to do so, due to limited 
time and money. The first part is the bin shows the shape of the artifact (fig. 18) with a detailed lid to interact with. In order to let 
the spectator understand what is meant with the side of the artifact, a smaller detailed part is built (fig. 19). Figure 20 shows the 
check-out artifact as a whole.

To create a soft look and feel, tick woven fabric with foam is used for the 
lid of the bin. The main structure of the bin is made of steel and covered 
with black fabric to mimic the shape. To highlight the slot for the phone, 
a black coated aluminium handle is added on top.

Figure 17. Prototype Check-Out artifact

Figure 18. Prototype Check-Out artifact - part 1 Figure 19. Prototype Check-Out artifact - part 2 Figure 20. Render Check-Out artifact

The colored data patch will 
“fall” on top of the data 
patches deleted by other 
customers. A dynamic pat-
tern of data patches will be 
visible on the side of the bin, 
visualising all the data delet-
ed by customers. Once the 
bin is full, the bin is emptied 

automatically.

The conical cylinder is made out of black coated 
expanded metal. Inside the cylinder, a smoke grey 
half translucent perspex cylinder is placed. Doing so, 
it is not possible to look inside the bin but the LEDs 

-representing the data patches- are visible.

By placing a phone slightly inside the handle, the 
customer data will be deleted. The colored leaf in the 
application will disappear and slide in the handle of the 

bin. The phone is recognised by NFC.
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Business value
As I want to develop myself in the expertise area Business and Entrepreneurship and I want to provide Valtech with a 
comprehensive new concept, I decided to construct several business models in order to explore the business value of the 
concept: Leaveit. Doing so, a Value Proposition is constructed. This model is then used as a foundation of the Business Model 
Canvas. In addition, to create an overview of all needed stakeholders and the values they exchange, a Board of Innovation 
(2020) is created. After a first iteration based on the weekly session with Mark (Valtech), an iteration on all models is made. As 
Mark advised to look into another model he uses, a Platform Business Canvas is created which allows me to gain insights in the 
exchanged values within the platform Leaveit. 

First, I will present and elaborate the most important aspects of the final versions of the models. Afterwards I will highlight how I 
validated earlier versions of the models with an interview with two experts. Finally, potential future steps are presented.

Value Proposition (VP)
The VP can be found in appendix 11 and was constructed 
with a template of Strategyzer (n.d.). As Leaveit. identified 
two customer segments: retailers and their customers, two 
different colors are used in the model. The B2B strategy (to 
reach retailers) was visualized in red and the B2C strategy (to 
reach customers) was visualized in blue. Most customer jobs, 
pains and gains of customers and retailers were derived from 
Valtechs’ and own research. 
Three of the most important values have been highlighted:
1) Customers are worried about the (commercial) use of 
their customer data. By means of a physical interaction, the 
customer is now enabled to have control over their own data 
and experience a feeling of ownership.
2) Offering personalized shopping experiences is difficult 
for retailers since customers increasingly demand seamless 
interactions. By offering customer data infrastructures, 
the retailer is supported in offering better personalized 
experiences to their customers. The customer’s desire to 
experience a better personalized shopping is also addressed 
with the concept.
3) Establishing a profound omni-channel structure is hard 
for the retailer. Leaveit. supports the retailer in creating this 
structure by offering data infrastructures and hardware. 
Leaveit. positions itself as the partner of the retailer to help 
them  increase their customer relationships, improve their in-
store experiences and increase their sales and revenue.

Business Model Canvas (BMC)
To construct the BMC (appendix 12), I applied a template of 
Strategyzer (n.d.-b)  and I utilized the same color coding as 
I did in the VP. As shown in the appendix, the retailers are 
considered to be both a Key Partner and a Customer of Leaveit., 
as I need them to reach their customers. Another Key Partner 
is the major e-commerce, since customers should be able to 
include their online generated profile in Leaveit. The last Key 
Partner is considered to be the Smart Object producers, as I 
need them to create in-store interactive objects. On the other 
hand, Leaveit. enables the interactive object to know which 
customer to interact with. 
With the help of city managers, retailers will be acquired using 
the Cold Calling technique. Also, presenting on trade fairs 
is used to reach out to retailers. For both retailers and their 
customers the strategy of Word-of-mouth is used. The Cost 
Structure is built upon the development of the hardware, 
creation and maintaining the databases and infrastructure 
and personnel costs. The Revenue Streams consists of leasing 
the hardware and infrastructure to retailers and running 
advertisements in the application.

Platform Business Canvas (PBC)
The structure of this model was based on a model presented 
in an internal document (n.d.-b) of Valtech, which I am not 
allowed to share. The PBC can be found in appendix 13. This 
model was used in order to visualize the interaction between 
all the users of Leaveit. The left hand side represents the 
customers of the retailer, and the right hand side represents 
the retailer itself. The middle column indicates the interaction, 
exchanged values and monetization between the users. For 
example, the interaction of the customer includes the Check-
in and out moment and is monetized with advertisements.

Board of Innovation (BoI)
The elements and structure of this model (appendix 14) is 
derived from the Board of Innovation (2020). In this model, 
five stakeholders were visualized: Retailers, Customers, 
e-Commerce, Smart Object producers and Leaveit. itself. The 
values that these stakeholders exchange were visualized with 
the icons next to the arrow, indicating in which direction the 
value was exchanged. The dotted lines represent the influence 
that a stakeholder has in a value that other stakeholder shares. 
For example, retailers create value by providing shopping 
experiences with the products that they buy from Smart Object 
Producers. To ensure the model is understandable, I elaborate 
on one exchange, namely between Leaveit. and retailers: As 
the retailer pays for the hardware and data infrastructure, 
the retailer receives customer data and (technical) support in 
return. As the experts and I believe that Leaveit. will bring a 
store to the next level, a positive image and reputation will be 
provided to the retailer.
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Validation
To validate the models, I organized two interviews with experts 
for which I created a semi-guided interview (appendix 15). The 
ethical form can be found in appendix 4 and the signed consent 
forms can be found in appendix 16. After showing the concept 
video of Leaveit. (Audenaerd, 2020), I presented four models 
(appendix 17). The experts were asked to look critically at the 
described values and at the way the model reflects the concept. 
The two experts were chosen based on their current and past 
jobs. Both participants work at large e-commerce companies 
(Bol.com (n.d.) and Coolblue (n.d.)) as business analysts. 
One participant is responsible for the customer journey of 
Coolblue and is highly aware of the need for the right omni-
channel execution. He also has experience in physical retailing 
as he was store manager of one of the De Pindakaaswinkel-
stores (2020). The other participant is responsible for the 
collaboration of Bol.com and their partners. In his current job, 
he analyses the processes involved within the collaboration 
and during his former job, he had daily contact with all these 
small and large, physical and online stores throughout the 
Netherlands.

Overall, the experts were very enthusiastic about the concept 
and they both expressed the value of the right execution of 
an omni-channel strategy. They appreciated the customer 
perspective which I used, as they tended to focus only on 
the retailer and their own revenue. They expressed that in 
the upcoming years, the need for a concept like Leaveit. 
will increase as the connection between on- and offline will 
become more important and society is becoming more aware 
and demanding when it comes to customer data. They both 
expressed the value of Leaveit. within physical stores and in 
e-commerce. In addition, they added that I should consider 
addressing a wider customer segment. They both believe 
that enabling control of, and reflection on, customer data is 
also applicable for older ages then currently addressed in the 
models.

Regarding the VP, the experts found the model quite 
comprehensive. One expert wanted to add a pain he works 
on, on a daily basis. “You just can not present everything 
properly online, that is a pain for the retailer. You can make 
the connection with the offline environment to cope with 
this challenge.” he said. “Being able to see which products 
flourish in an omni-channel environment is important as this 
helps retailers to reflect on their on- and offline assortment.”. 
When reflecting on the BMC, one expert missed how the 
customer is reached. He advised a word-of-mouth strategy 
as he believes this concept will speak for its own. The other 
expert wanted to add one extra value for the retailer: “Increase 
sales and revenue” as he believes that this will be the result of 
a collaboration with Leaveit.. 

Considering the PBC, one expert found that this concept 
encourages people to shop offline. He asked whether the 
concept also enables deleting data on e-commerce platforms 
as he recognizes  the value of this: “Currently, customers 
have the “right to be forgotten”. Once a customer indicates 

that, we have to contact the customers and go through a 
long process. I see opportunities for Leaveit. to simplify this 
process. It is relevant, especially now that the shops are 
closed.”. The importance of social media in the concept was 
expressed by one expert. He added: “You would want to go to 
the store for the concept alone.”. The other expert indicated 
that with the help of Leaveit., retailers will be enabled to 
distance themselves from their competitors as “this is exactly 
what customers want”. “In the long term, this concept adds 
tremendous value to your stores and business.” he said. He 
also believes that this concept increases shopping speeds 
which decreases personnel costs in the long run. 

While reflecting on the exchange values which were visualized 
in the BoI, one expert expressed another value that I had 
overlooked so far. He asked whether the concept also provides 
feedback to retailers by means of e.g. a dashboard. This would 
improve the business value of the concept as it becomes more 
meaningful for the retailer.

In conclusion, the experts highlighted the potential of Leaveit. 
and the value which it could offer. Although one expert said: 
“It sounds like future music to connect bol.com to this.”, both 
experts believe that concepts like Leaveit. will be implemented 
in the near future. In addition, one expert said: “It is tricky 
business regarding the commissions that Bol.com asks, but 
there is certainly potential.”.

Future steps
As highlighted by one of the experts, the “partner” position 
of Leaveit. towards retailers is highly important. To maximize 
this position, future steps should investigate and create a 
(kind of) dashboard that enables retailers to gain insights in 
their omni-channels business. This enables them to adjust 
their assortment, improve sales and enhance personalized 
shopping experiences. Next to that, I envision Leaveit. to 
include Smart Object producers to Leaveit.s’ portfolio. This 
way, Leaveit.s’ major key partner is not an external factor 
anymore which enables Leaveit. to create more in-store 
interaction and offer a complete package to retailers.



14

Discussion
Looking back at the vision I started with and the final design, some themes arise that are worth to be discussed. Overall, I 
am proud of the results of this project as I see the value it adds to the project Sports Republic of Valtech and the (personal) 
development I experienced. This development is elaborated in the reflection document attached to this report. Mark, from 
Valtech, reacted very positively and was eager to show the final concept to his colleagues and his superiors.

Sports Republic
As Valtech created key pillars, promises and guidelines for 
the concepts within Sports Republic, it is valuable to evaluate 
whether Leaveit. holds on to it. I believe Leaveit. fits within 
the guidelines since 1) Leaveit. is designed to help retailers 
implement an omni-channel experience, 2) Leaveit. focussed 
on improving in-store experiences, 3) Leaveit. embraced the 
individual shopper by providing a personal shopping profile 
to individually share with the store. The fourth guideline of 
Valtech is not addressed directly. However, as the concept 
does not constrain any customer to enter physical stores, I 
believe that Leaveit. is fully in line with all guidelines. In fact, 
as mentioned by one of the experts, Leaveit. welcomes and 
stimulates customers to visit the store.
Reflecting on the promises that Valtech made, I believe that 
Leaveit. contributes to both promises. Leaveit. stands for a 
seamless transition between on- and offline experiences and 
enables personalized, self-tailored in-store experiences. In 
other words, the concept fits within Valtechs’ Sports Republic. 
But does it fit within the market? A limitation of this study 
can be found in the interaction with retailers. During the 
whole process, there has not been a moment of reflection (or 
consultation) with a retailer. This resulted in a design which 
is mostly based on literature, interviews and surveys with 
customers, and expert interviews. I believe that consulting 
(physical store) retailers should be one of the first future steps 
in order to implement input form retailers as well.

Interviews and surveys
Although the results of the interviews and surveys with 
potential customers of the targeted audience were in line 
with Valtechs’ and literature research, I recognize that the 
amount of participants can be seen as a limitation for this 
study. Having more participants would result in stronger 
evidence of the customers needs and desire to design for. 
Although I showed several videos of smart objects in retail, I 
noticed that participants had a hard time to imagine certain 
scenarios since the interviews and surveys took place in an 
online environment, resulting in rather ambiguous answers. 
For example, once I asked about the way smart objects could 
collect customer data, I noticed that the participants did not 
know the impact technologies (such as facial recognition) and 
data collection could have on our society. One participant 
answered: “Stores can know everything about me, but they 
have to ask. But not too often. And it should not take too much 
effort, either. Then it gets annoying. And I decide what they can 
know”. I would recommend to researchers within this context, 
to go into the field and speak with customers inside the stores. 
I believe that this way will enhance the ability of customers to 
imagine scenarios of the future. In addition, it will create the 
opportunity to mimic future scenarios in a way that customers 
can interact with it and react upon it. 

Design
First of all, future work should focus on user testing the 
artifacts. I believe that it would be a great opportunity to go 
to physical stores and let the customers interact with the 
designs. By observing and questioning their thoughts and 
actions, insights of the usage of the concept will be collected 
which will help to iterate on the designs.

The shape of the design does match, in my opinion, with the 
future store concepts as it has a similar shape and uses similar 
materials. Nevertheless, the check-in interaction is not fully 
explored yet and I am not completely satisfied with the current 
design of it. I believe that the design is a great first attempt, but 
that it does not match the level of the design of the check-out 
artifact. I would recommend to base the design of the check-
in artifact also on a metaphor, such as the check-out artifact 
does. In my opinion, this will make “the story” of the concept 
stronger. Also, I believe that the physical interaction to share 
customer data and receive a color will come into its own once 
a metaphor is implemented. This metaphor should reflect on 
sharing (customer data) and receiving (a color). Unfortunately, 
due to limited time and set goals for this project, I was not able 
to iterate on the design. Future work should focus on iterating 
on the check-in artifact. 

The check-out artifact was  based on the metaphor of “throwing 
data away in the bin”. Looking back, I like the way it turned out 
and I believe that the metaphor really strengthens the concept. 
The physical interaction is in line with the metaphor, of which 
I believe it is the strongest aspect of the entire concept. 
Although I believe that this metaphorical design will be helpful 
to start the needed conversation about customer data usage, 
I have my doubts regarding whether the use of a metaphorical 
design is the correct manner to make a commercial impact. 

During the Christmas holidays, the check-out artifact was 
placed in my living room and almost all friends that came 
by tried to lift up the lid of the bin. Despite the fact that my 
living room is not the intended setting of the concept, this 
observation presented two insights: 1) people recognize the 
shape and associate it with a bin in which you can throw things 
away, 2) the interaction was not clearly communicated as they 
tried to lift up the lid instead of placing their phone inside the 
handle. To answer my doubts and analyze the first reaction and 
interaction of customers with the artifact, I would recommend 
future researchers/designers to let potential customers 
experience the interaction in order to gain more insights.
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Considering the mobile application, I believe that the current 
design has not yet reached its full potential. Reflecting on 
the design, it is in line with the family of artifacts as the same 
colors are used and a fabric texture is visualized, creating a 
similar touch and feel. Future work should focus on getting the 
most out of the application. There are more opportunities for 
marketing and sales functionalities then currently explored. 
For example, a store-specific profile could be added. This 
way, the application will strengthen the business value of the 
concept. In order to find out which options should be added, 
I would recommend conducting user test studies. This will 
also give insights in the customer experience of the designed 
interactions.

Business
The models as presented are a great first attempt to explore 
the business strategy of the concept Leaveit. With positive 
reactions and feedback from experts included in the final 
versions, I see some more opportunities for future work. A 
limitation of this study is the fact that the business models and 
strategies were not discussed with (physical store) retailers. In 
other words, the models are based on hypotheses and not so 
much on findings within the market. In future work, retailers 
should be involved in the process to validate or reject the 
set hypotheses in the models. I believe that the hypotheses 
should be validated first, before diving into the future steps as 
written above.

During the interviews with the experts, it became clear that 
the models enable potential collaborations with e-commerce 
retailers. The concept does not make full use of the potential 
that lies in e-commerce. For example, as expressed by the 
experts, creating an API to enable online interactions with 
Leaveit. on e-commerce platforms would add value to the 
concept. Unfortunately, again due to limited time, the (design 
of the) concept is barely adjusted as a consequence of new 
opportunities or restrictions that rose out of the iteration of the 
models and strategy. In addition, as mentioned by the experts, 
it is an opportunity to widen the customer segment. This 
way, the targeted audience will be larger, which in return will 
add more value to the concept. For the scope of this project, 
I decided to stick with the customer segment as described 
by Valtech in order to fit with Sports Republic. I would 
recommend future work to seek for the (hidden) potential of 
including major e-commerce. This could result in more (back-
end) artifacts or different appearances of the artifacts.
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Conclusion

The vision of Leaveit. is to enable customers to be in control 
of their customer data while enhancing personalized shop-
ping experiences, by supporting retailers to connect their 
on- and offline channels. Based on this vision, the added 
value of three artifacts was identified. The vision took shape 
by providing customers with an application in which they can 
set up their shopping profile. With a physical interaction, the 
customer is enabled to share her customer data and enjoy all 
personalized in-store experiences. By means of another phys-
ical interaction, customers are able to delete their customer 
data. In addition, Leaveit. partners up with retailers and en-
sures that retailers now have the means to connect their on- 
and offline channels. In doing so, Leaveit. responds to future 
trends of retail in which omni-channel strategy is key. Leaveit. 
also contributes to the dialogue about ownership of data that 
is happening throughout society. 

In my opinion,  Leaveit. is a great first attempt to explore 
the field of customer recognition within the future of retail. I 
found that customers value the feeling of control and owner-
ship of their customer data during their (physical) shopping 
experiences. In addition, Leaveit. broadens the content of 
the project Sports Republic by adding a missing perspective 
to the discourse. I hope that the employees of Valtech are 
inspired by the concept and that this report contributes to 
create new concepts in which both the customer and retailer 
can flourish in the future.

As written above, Leaveit. is not ready to enter the market 
yet. The designs of the artifacts will need to be evaluated with 
potential customers and the business models and strategy 
will need to be validated. This evaluation and validation will 
provide insights, which future researchers and designers 
should use to iterate on the current presented concept. 
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Appendix 1

Valtech Research
Valtech chose to look at the broader perspective of the shopping experience within their research phase. This choice enabled 
them “to respond to the generic need of shopping that can be applied to multiple clients in the future” (Valtech, n.d.). They 
conducted five in-depth interviews with millennials to create insights in their needs, thoughts, desires and their perspective 
of shopping. The asked questions highlighted the topics; online shopping, offline shopping and shopping during the Covid-19 
crisis.

Valtech decided to focus on early generation Z and late millennials, which are people between 25 to 30 years old. Valtech found 
out that this group of our society mostly prefers the physical stores because she can feel, try and buy the product instantly. 
She hates queues and meddlesome employees and browses online for inspiration when she is bored. Valtech concludes its 
target audience with six key characteristics: Loves freedom & travel, Digitally comfortable, 25-30 years, City lifestyle, Sustainable 
mindset and Trying a healthy work/life balance.
These characteristics are shaped into a persona called: Leslie. This persona is visualized in figure 1.

Figure 1. Persona Leslie (Valtech, n.d.)

Introduction
Leslie is a young woman that lives with her 
boyfriend in the city. She loves all the things
a young woman does. She loves to stay
healthy through good food and her favourtie
two sports: running and fitness. And when
she is not working or running she always on 
the lookout for the latest trends in fashion. 
But, just like a lot of people, she sometimes
struggles for the right motivation and the
means to exercise on a regular basis. She
usually finds motivation in good gear but 
also in socializing with her friends during
those sports.

But just like everybody else, the Corona-
crisis threw her life upside down. When
everything will be back to ‘normal’ she
hopes she can do everything she did before
the crisis. But in a safe and healthy way. 

Name Leslie
Age 25
Job Office manager
Sports Running, fitness

Personal Healthy lifestyle, loves
bitesize content, digital 
minded but still likes to
go shopping, knows
the latest trends

Influencers
Friends, instagram, Pinterest, Youtube, 
Fasion blogs/vlogs, the gym, co-workers

‘Sport level’
Leslie is by no means a professional athlete, but she
does take her sports seriously. She goes running or the
to the gym at least 3 times a week. And she knows that
the right equipment helps with preventig injuries and
getting better results.

Goal on Sports Republic
1. Wants to be inspired
2. Wants to get the best sportsoutfit
3. Wants to get the most out of her budget

Pains
• Crowdy stores and long waiting ques
• Can’t find her size or brand (unavailable)
• If a shop doesn’t look organised

Gains
• Self assured that she’s making the right choice
• Loves it when she finds the right outfit
• Can feel and fit the product
• A comfortable outfit

Motivation
• Feeling confident with her body
• Get the best possible equipment for her sports
• Socializing through sports
• Looking to for a way to relax and unwind

Persona

1.	Regulate	crowds
... to help shoppers shop more efficient.
... to help shoppers have a positive shopping experience 
during C-19

2.	Personalize	availability
... to help shoppers buying products directly.
... to help, do not interfere.

3.	Respond	to	the	new	generation
... to help shoppers connect with like-minded people
.. to help the shopper buying her products consciously

To create guidelines and coherence within the project, 
Valtech formulated concept guidelines:

We help you to achieve your goals

Retain & improve the in-store experience

Embrace the individual shopper

You are welcome, always.

1

3

2

4

Based on the interviews, Valtech formulated a Customer 
Journey Map (fig. 2) in which they visualize the traditional 
shopping experience. While analysing the map, three main 
opportunities were found:



Figure 2. Traditional Customer Journey (Valtech, n.d.)
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In front of the mirror 
 Online advertising
 Instagram

Phone

 I want some new running clothes

This looks nice
 I want to keep it in the budget

Brand X and Y probably have 
something that I want
 I will visit the store so I can have it 
directly

I can visit the store on saturday
 The weather is nice, I will walk to the 

city
 Sales employee shouldn’t interfere
 It looks good on me
 This item is not available in my size
 I feel happy with my purchase

 I can see progress and feel pretty
 I like to get compliments
 My favorite shirt is worn-out

Instagram
 Brand site / app
 Phone

Store
 Fitting room
 Check out (line)

 Browse on brand platform
 Fill basket or wishlist on brand platform
 Consider which stores to visit

 Phone
 Brand site / app

 Running
 Instagram 
 Phone

Takes screenshots of the items she is 
interested in
 Plan store visit

Scan through clothing racks
 Feel and try on clothes
 Send picture to (boy)friend for 
confirmation
 Pay

Start working out
 Follow brand on Instagram
 Cloths are worn-out
 Goes shopping again

MotivatedInsecure Inspired Overwelmed Organised In good spirits Inpatient IrritatedEnthusiastic Energized Energized unfortunateStrugglingRelaxed

Customer Journey Map
Traditional shopping experience

SPORTS REPUBLIC

 Browsing through Instagram ‘explore’ 
functionality 
 Sees Instagram advertorial

 Saves Instagram post with bookmark
 Browsing on a brand platform

“Imagine an omnichannel shopping expe-
rience where the online and offline benefits 

converge seamlessly.
A fully personalized and self-tailored in-store 
experience where you can enjoy our product 

range instantly” (Valtech, n.d.).

Storyboard overview
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Figure 4. Storyboard overview with Leslie: 1. The trigger | 2. Orientation | 3. 
Deciding: Store visit or home delivery | 4. Store visit: Reception | 5. Concept: 
highlighted locker | 6. Store visit: Trying on new clothes | 7. Store visit: leaving 

the store | 8. Enjoying the new outfit (Valtech, n.d.)

Figure 3. Customer Journey ‘Shopping experience to be’ (Valtech, n.d.)

In addition, Valtech also made promises to guide the concepts 
even further: 

In this spirit, they created a new Customer Journey Map: 
‘Shopping experience to be’ (figure 3) in which they include 
their seen opportunities, guidelines and promises. Later, 
the new map is translated into eight different omnichannel 
experiences using the persona Leslie (figure 4):
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 Online advertising

Phone
 SR app
 Push notification / SMS

 I want some new running clothes

This looks promising 
 I want to keep it in the budget

 I will visit the store so I buy it directly

Why do they need my data?
 This sport legging might be nice as well
 It’s time to try my clothes now

 It looks good on me
 I can ask the employee proactively
 I feel happy with my purchase

 Saves Instagram post with bookmark
 Lands on Sports Republic (PDP)
 Reads the Sports republic concept
 Browse through assortment

Instagram
 SR site
 Phone

Store
 Fitting room
 App

 Fill basket on Sports Republic
 Selects a time frame and how she 

wants to shop at the SR store
 Receives email confirmation
 Download app

 Phone
 SR app

 Running 
 App

Guidance to selected clothes
 Try on clothes
 Send picture to (boy)friend for 
confirmation
 Traditional shopping 
 Choose, order / take and pay (online)

Starts working out
 Receive excercize tips via app
 Cloths are worn-out
 Get recommendations via app

MotivatedInsecure Inspired ResoluteThoughtful Worried Excited Pleased ReleivedEnthusiastic Energized EnergizedResolute unfortunateRelaxed
Pleasantly 
surprised Demotivated

Customer Journey Map
Shopping experience to be

SPORTS REPUBLIC



Appendix 2
Phases
Ind

icatio
n o

f the p
hases o

f 
the jo

urney

Em
otions

A
n em

o
tio

n is the p
articular 

feeling
 o

f the custo
m

er at 
that p

articular step

Interaction
A

 m
o

m
ent o

f truth can b
e 

p
o

sitive o
r neg

ative and
 is 

alw
ays linked

 to
 an interactio

n 
w

ith the service p
ro

vid
er

Pain
A

 p
ain p

o
int is an unp

leasant 
exp

erience o
f a custo

m
er

Thoughts
W

hat is the p
erso

na thinking
? 

W
hat kind

 o
f answ

ers is he 
lo

o
king

 fo
r?

A
ctions

D
escrip

tio
n o

f the sto
ry 

b
ehind

 the jo
urney step

s

Channel
C

o
ntext ind

icatio
n o

f 
lo

catio
n, channels, 

d
evices, etc.

Researching
Entering

Entering
A

ssistance
Com

pletion
O

rientating
A

ssistance
Com

pletion
A

fterm
ath

Cycling

C
ookies are denied. D

ifferent 
discount offers are visible.

There is no sim
ple overview

 
of w

anted inform
ation (price, 

location, duration, etc.)

B
row

ses through different 
w

ebshops and G
oogle 

M
aps

“There is so m
uch info, 

w
here should I look first? 
I just w

ant to know
 the 

price and location.” 

Interacts w
ith search engines 

and filters on the w
ebsites of 

D
ecathlon and Intersport.

There is too m
uch inform

ation 
show

n on the w
ebsites. 

Searching for the right 
inform

ation takes too long.

Read info on the w
ebsites 

of D
ecathlon and 

Intersport. Search for grips 
on the w

ebsites. 

“I know
 these shops. I 

know
 w

here they are in 
the city centre. D

o they 
also have grips? W

hat are 
the differences betw

een 
all these grips?”

N
avigating through content of 

both w
ebshops.

A
 lot of different options are 

show
n. There is no advice or 

any help given.

Scrolling through the 
list of grips of both 
w

ebshops. Rem
em

ber 
a few

 grips that got 
m

y attention. C
licking 

on grips to get m
ore 

inform
ation about it.

Shop assistant fills in a form
. 

The right strings and grip are 
noted and he asks m

e m
y 

em
ail, num

ber, etc.

W
iebe needs to share his 
personal data again.

Talking to the shop 
assistant

“O
h com

e on, I have an online account. 
D

o you really need all m
y data again?”

“O
h shit, I did not expect this price. 

W
hy didn’t he tell m

e the price sooner?
I m

ust have m
issed it. 

W
ell, I can’t tell him

 no now
.”

Entering the store. M
ultiple 

discounts draw
 attention.

D
ue to the overw

helm
ing 

am
ount of products, W

iebe 
lost the overview

 of the store.

W
alks into the store w

hile 
putting on his facem

ask. 
D

esinfects his hand and 
starts searching for the 
needed service and 
product.

“W
here do I need to go 

w
ith m

y racket? W
here 

can I find grips?”

A
 second shop assistant offers 

helps as soon as W
iebe w

alks 
dow

n the stairs

Physical store of Intersport

Shop assistant calls to tell 
W

iebe that his racket is ready 
for pick-up.

W
iebe needs to share his 
personal data again.

A
nsw

ers call of shop 
assistant

“W
ow

, that w
as fast! N

ice that 
he calls, I thought I just had to 

go there on Thursday.”

Telephone

Seeing several interesting 
products and discounts.

Sees a good discounts on 
tennisballs

D
ue to the overw

helm
ing 

am
ount of products, W

iebe 
lost the overview

 of the store.

W
alks into the store w

hile 
putting on his facem

ask. 
D

esinfects his hand and 
starts searching for the 
needed service and 
product.

Reaches for, and grabs the 
cans w

ith tennis balls. 

“W
here are the rackets and 

grips? W
hy is there no routing 

inform
ation?”

“C
hill! I should buy these 

balls. I don’t need it, but this 
discount is very nice! A

nd w
hy 

not also start playing tennis 
again w

ith fresh balls?”

Physical store of D
ecathlon

Sees a very nice snow
board

Sees the rack w
ith grips

C
om

pletely distracted from
 

w
hat W

iebe w
as going to do.

There are so m
any different 

grips, and W
iebe can’t find the 

ones he saw
 on the w

ebsite.

Shop assistants ask questions 
that W

iebe already gave 
answ

ers to on their w
ebsite. It 

raises an annoyed feeling.

G
rabbing the snow

board 
to inspect the quality and 
have a better look of the 
artw

ork on the board.

O
rienting betw

een 
different types, colors and 
styles of grips.

“W
ow

, that is a nice 
snow

board. I w
ish I could 

go snow
boarding this years 

w
inters holiday”

“Finally, there are the grips! 
There are so m

any of them
, 

how
 can I choose? W

hich one 
did I see online?”

Reads a sm
all sign that tells 

the layout of the store
W

iebe asks a shop assistant 
for help

Sees a tennis racket on the 
other side of the store

Shop assistant takes W
iebe to 

his desk to arrange the restring 
process of the tennis racket. 

A
sk personal inform

ation 
about W

iebe.

Finds a sign and follow
s 

the instruction to go dow
n 

stairs. Starts searching 
again w

hen in the 
basem

ent.

Talking to the shop 
assistant to explain w

hat 
kind of grip W

iebe is 
searching for.

W
alking to the tennis 

departm
ent.

W
alks w

ith the shop 
assistant to his desk and 
answ

ers all his questions. 
W

hile w
aiting for the 

shop assistant to fill in 
everything. W

iebe starts 
playing w

ith an interactive 
screen.

“O
h com

e on.., w
hy is it so 

hard to find?”
“Finally, a shop assistant! 

H
opefully he can assist m

e.”

“A
ha! There is a tennis racket. 

The grips and som
eone w

ho 
can restring the racket m

ust be 
there as w

ell.”

“A
gain this inform

ation? W
hy 

do you need m
y num

ber and 
em

ail to restring m
y racket?”

Shop assistants ask questions 
that W

iebe already gave 
answ

ers to on their w
ebsite. It 

raises an annoyed feeling.

W
alking together w

ith 
the shop assistant to his 
m

achines and products 
he w

ants to show
 m

e 
w

hile answ
ering all his 

questions.

“I already told your 
com

pany this inform
ation 

on their w
ebsite... N

ice 
that he is helping m

e w
ith 

everything I need!”

“W
ow

, there are so m
any 

options! W
hat are the 

differences? W
hich one is 

the best for m
e? This one 

looks good! I think I like 
w

hite over black.”

A
 shop assistant im

m
ediately 

offers help.

Talks to the shop assistant 
and follow

s up his advice 
to go to the basem

ent.

“N
ice that he is 

im
m

ediately helping 
m

e out. I did not expect 
that.”

Search on G
oogle

PC
, w

ebbrow
ser

C
ycling through streets and 

interacting w
ith other traffic

It is cold and w
et

C
ycling tow

ards the 
physical store of 
D

ecathlon and Intersport.

“I hope they have that 
one w

hite grip I saw
. 

W
hat w

as its nam
e again? 

H
opefully they have it in 

stock. I hope this trip is 
not for nothing.”

In the city

Search on G
oogle: 

“restring tennisracket 
U

trecht”

“W
here you can restring 

your racket, you can buy 
a grip.”

Custom
er Journey

O
n- and O

ffline Shopping Experience

W
iebe (25)

Tennis player

W
iebe used to be a fanatic com

petition tennis 
player that could be found several tim

es a w
eek 

on the tennis court. O
nce he becam

e a student, 
he m

oved to a different city and never played 
tennis again. D

ue to several reasons, W
iebe 

w
ants to play the sport again.

In order to play tennis, W
iebe needs the right 

equipm
ent. H

e found his old rackets and shoes 
in the attic and decided that his rackets need 
to be re-strung and a new

 grip is also desirable. 
A

nd so, the journey to find the right equipm
ent 

begins.

** The structure o
f this d

o
cum

ent is b
ased

 o
n a C

usto
m

er 
Jo

urney M
o

d
el o

f Valtech.

To m
axim

ize this experience of 
creating a custom

er journey, I 
decided to visit tw

o different 
physical stores. Since W

iebe had 
tw

o tennis rackets that needed 
to be re-strung, he w

ent to the 
D

ecathlon and the Intersport, 
both located in U

trecht.

Phases
In

d
icatio

n
 o

f th
e

 p
h

ase
s o

f 
th

e
 jo

u
rn

e
y

Em
otions

A
n

 e
m

o
tio

n
 is th

e
 p

articu
lar 

fe
e

lin
g

 o
f th

e
 cu

sto
m

e
r at 

th
at p

articu
lar ste

p

Interaction
A

 m
o

m
e

n
t o

f tru
th

 can
 b

e
 

p
o

sitive
 o

r n
e

g
ative

 an
d

 is 
alw

ays lin
ke

d
 to

 an
 in

te
ractio

n
 

w
ith

 th
e

 se
rvice

 p
ro

vid
e

r

Pain
A

 p
ain

 p
o

in
t is an

 u
n

p
le

asan
t 

e
xp

e
rie

n
ce

 o
f a cu

sto
m

e
r

Thoughts
W

h
at is th

e
 p

e
rso

n
a th

in
kin

g
? 

W
h

at kin
d

 o
f an

sw
e

rs is h
e

 
lo

o
kin

g
 fo

r?

A
ctions

D
e

scrip
tio

n
 o

f th
e

 sto
ry 

b
e

h
in

d
 th

e
 jo

u
rn

e
y ste

p
s

C
hannel

C
o

n
te

xt in
d

icatio
n

 o
f 

lo
catio

n
, ch

an
n

e
ls, 

d
e

vice
s, e

tc.

Researching
Entering

Entering
A

ssistance
C

om
pletion

O
rientating

A
ssistance

C
om

pletion
A

fterm
ath

C
ycling

C
o

o
kies are d

enied
. D

ifferent 
d

isco
unt o

ffers are visib
le.

T
here is no

 sim
p

le o
verview

 
o

f w
anted

 info
rm

atio
n (p

rice, 
lo

catio
n, d

uratio
n, etc.)

B
ro

w
ses thro

ug
h d

ifferent 
w

eb
sho

p
s and

 G
o

o
g

le 
M

ap
s

“T
here is so

 m
uch info

, 
w

here sho
uld

 I lo
o

k first? 
I just w

ant to
 kno

w
 the 

p
rice and

 lo
catio

n.” 

Interacts w
ith search eng

ines 
and

 filters o
n the w

eb
sites o

f 
D

ecathlo
n and

 Intersp
o

rt.

T
here is to

o
 m

uch info
rm

atio
n 

sho
w

n o
n the w

eb
sites. 

Searching
 fo

r the rig
ht 

info
rm

atio
n takes to

o
 lo

ng
.

R
ead

 info
 o

n the w
eb

sites 
o

f D
ecathlo

n and
 

Intersp
o

rt. Search fo
r g

rip
s 

o
n the w

eb
sites. 

“I kno
w

 these sho
p

s. I 
kno

w
 w

here they are in 
the city centre. D

o
 they 

also
 have g

rip
s? W

hat are 
the d

ifferences b
etw

een 
all these g

rip
s?”

N
avig

ating
 thro

ug
h co

ntent o
f 

b
o

th w
eb

sho
p

s.

A
 lo

t o
f d

ifferent o
p

tio
ns are 

sho
w

n. T
here is no

 ad
vice o

r 
any help

 g
iven.

Scro
lling

 thro
ug

h the 
list o

f g
rip

s o
f b

o
th 

w
eb

sho
p

s. R
em

em
b

er 
a few

 g
rip

s that g
o

t 
m

y attentio
n. C

licking
 

o
n g

rip
s to

 g
et m

o
re 

info
rm

atio
n ab

o
ut it.

Sho
p

 assistant fills in a fo
rm

. 
T

he rig
ht string

s and
 g

rip
 are 

no
ted

 and
 he asks m

e m
y 

em
ail, num

b
er, etc.

W
ieb

e need
s to

 share his 
p

erso
nal d

ata ag
ain.

Talking
 to

 the sho
p

 
assistant

“O
h co

m
e o

n, I have an o
nline acco

unt. 
D

o
 yo

u really need
 all m

y d
ata ag

ain?”
“O

h shit, I d
id

 no
t exp

ect this p
rice. 

W
hy d

id
n’t he tell m

e the p
rice so

o
ner?

I m
ust have m

issed
 it. 

W
ell, I can’t tell him

 no
 no

w
.”

E
ntering

 the sto
re. M

ultip
le 

d
isco

unts d
raw

 attentio
n.

D
ue to

 the o
verw

helm
ing

 
am

o
unt o

f p
ro

d
ucts, W

ieb
e 

lo
st the o

verview
 o

f the sto
re.

W
alks into

 the sto
re w

hile 
p

utting
 o

n his facem
ask. 

D
esinfects his hand

 and
 

starts searching
 fo

r the 
need

ed
 service and

 
p

ro
d

uct.

“W
here d

o
 I need

 to
 g

o
 

w
ith m

y racket? W
here 

can I find
 g

rip
s?”

A
 seco

nd
 sho

p
 assistant o

ffers 
help

s as so
o

n as W
ieb

e w
alks 

d
o

w
n the stairs

P
hysical sto

re o
f Intersp

o
rt

Sho
p

 assistant calls to
 tell 

W
ieb

e that his racket is read
y 

fo
r p

ick-up
.

W
ieb

e need
s to

 share his 
p

erso
nal d

ata ag
ain.

A
nsw

ers call o
f sho

p
 

assistant

“W
o

w
, that w

as fast! N
ice that 

he calls, I tho
ug

ht I just had
 to

 
g

o
 there o

n T
hursd

ay.”

Telep
ho

ne

Seeing
 several interesting

 
p

ro
d

ucts and
 d

isco
unts.

Sees a g
o

o
d

 d
isco

unts o
n 

tennisb
alls

D
ue to

 the o
verw

helm
ing

 
am

o
unt o

f p
ro

d
ucts, W

ieb
e 

lo
st the o

verview
 o

f the sto
re.

W
alks into

 the sto
re w

hile 
p

utting
 o

n his facem
ask. 

D
esinfects his hand

 and
 

starts searching
 fo

r the 
need

ed
 service and

 
p

ro
d

uct.

R
eaches fo

r, and
 g

rab
s the 

cans w
ith tennis b

alls. 

“W
here are the rackets and

 
g

rip
s? W

hy is there no
 ro

uting
 

info
rm

atio
n?”

“C
hill! I sho

uld
 b

uy these 
b

alls. I d
o

n’t need
 it, b

ut this 
d

isco
unt is very nice! A

nd
 w

hy 
no

t also
 start p

laying
 tennis 

ag
ain w

ith fresh b
alls?”

P
hysical sto

re o
f D

ecathlo
n

Sees a very nice sno
w

b
o

ard
Sees the rack w

ith g
rip

s

C
o

m
p

letely d
istracted

 fro
m

 
w

hat W
ieb

e w
as g

o
ing

 to
 d

o
.

T
here are so

 m
any d

ifferent 
g

rip
s, and

 W
ieb

e can’t find
 the 

o
nes he saw

 o
n the w

eb
site.

Sho
p

 assistants ask q
uestio

ns 
that W

ieb
e alread

y g
ave 

answ
ers to

 o
n their w

eb
site. It 

raises an anno
yed

 feeling
.

G
rab

b
ing

 the sno
w

b
o

ard
 

to
 insp

ect the q
uality and

 
have a b

etter lo
o

k o
f the 

artw
o

rk o
n the b

o
ard

.

O
rienting

 b
etw

een 
d

ifferent typ
es, co

lo
rs and

 
styles o

f g
rip

s.

“W
o

w
, that is a nice 

sno
w

b
o

ard
. I w

ish I co
uld

 
g

o
 sno

w
b

o
ard

ing
 this years 

w
inters ho

lid
ay”

“Finally, there are the g
rip

s! 
T

here are so
 m

any o
f them

, 
ho

w
 can I cho

o
se? W

hich o
ne 

d
id

 I see o
nline?”

R
ead

s a sm
all sig

n that tells 
the layo

ut o
f the sto

re
W

ieb
e asks a sho

p
 assistant 

fo
r help

Sees a tennis racket o
n the 

o
ther sid

e o
f the sto

re

Sho
p

 assistant takes W
ieb

e to
 

his d
esk to

 arrang
e the restring

 
p

ro
cess o

f the tennis racket. 
A

sk p
erso

nal info
rm

atio
n 

ab
o

ut W
ieb

e.

Find
s a sig

n and
 fo

llo
w

s 
the instructio

n to
 g

o
 d

o
w

n 
stairs. Starts searching

 
ag

ain w
hen in the 

b
asem

ent.

Talking
 to

 the sho
p

 
assistant to

 exp
lain w

hat 
kind

 o
f g

rip
 W

ieb
e is 

searching
 fo

r.

W
alking

 to
 the tennis 

d
ep

artm
ent.

W
alks w

ith the sho
p

 
assistant to

 his d
esk and

 
answ

ers all his q
uestio

ns. 
W

hile w
aiting

 fo
r the 

sho
p

 assistant to
 fill in 

everything
. W

ieb
e starts 

p
laying

 w
ith an interactive 

screen.

“O
h co

m
e o

n.., w
hy is it so

 
hard

 to
 find

?”
“Finally, a sho

p
 assistant! 

H
o

p
efully he can assist m

e.”

“A
ha! T

here is a tennis racket. 
T

he g
rip

s and
 so

m
eo

ne w
ho

 
can restring

 the racket m
ust b

e 
there as w

ell.”

“A
g

ain this info
rm

atio
n? W

hy 
d

o
 yo

u need
 m

y num
b

er and
 

em
ail to

 restring
 m

y racket?”

Sho
p

 assistants ask q
uestio

ns 
that W

ieb
e alread

y g
ave 

answ
ers to

 o
n their w

eb
site. It 

raises an anno
yed

 feeling
.

W
alking

 to
g

ether w
ith 

the sho
p

 assistant to
 his 

m
achines and

 p
ro

d
ucts 

he w
ants to

 sho
w

 m
e 

w
hile answ

ering
 all his 

q
uestio

ns.

“I alread
y to

ld
 yo

ur 
co

m
p

any this info
rm

atio
n 

o
n their w

eb
site... N

ice 
that he is help

ing
 m

e w
ith 

everything
 I need

!”

“W
o

w
, there are so

 m
any 

o
p

tio
ns! W

hat are the 
d

ifferences? W
hich o

ne is 
the b

est fo
r m

e? T
his o

ne 
lo

o
ks g

o
o

d
! I think I like 

w
hite o

ver b
lack.”

A
 sho

p
 assistant im

m
ed

iately 
o

ffers help
.

Talks to
 the sho

p
 assistant 

and
 fo

llo
w

s up
 his ad

vice 
to

 g
o

 to
 the b

asem
ent.

“N
ice that he is 

im
m

ed
iately help

ing
 

m
e o

ut. I d
id

 no
t exp

ect 
that.”

Search o
n G

o
o

g
le

P
C

, w
eb

b
ro

w
ser

C
ycling

 thro
ug

h streets and
 

interacting
 w

ith o
ther traffic

It is co
ld

 and
 w

et

C
ycling

 to
w

ard
s the 

p
hysical sto

re o
f 

D
ecathlo

n and
 Intersp

o
rt.

“I ho
p

e they have that 
o

ne w
hite g

rip
 I saw

. 
W

hat w
as its nam

e ag
ain? 

H
o

p
efully they have it in 

sto
ck. I ho

p
e this trip

 is 
no

t fo
r no

thing
.”

In the city

Search o
n G

o
o

g
le: 

“restring
 tennisracket 

U
trecht”

“W
here yo

u can restring
 

yo
ur racket, yo

u can b
uy 

a g
rip

.”

C
ustom

er Journey
O

n- and
 O

ffline Sho
p

p
ing

 E
xp

erience

W
iebe (25)

Tennis p
layer

W
ieb

e used
 to

 b
e a fanatic co

m
p

etitio
n tennis 

p
layer that co

uld
 b

e fo
und

 several tim
es a w

eek 
o

n the tennis co
urt. O

nce he b
ecam

e a stud
ent, 

he m
o

ved
 to

 a d
ifferent city and

 never p
layed

 
tennis ag

ain. D
ue to

 several reaso
ns, W

ieb
e 

w
ants to

 p
lay the sp

o
rt ag

ain.

In o
rd

er to
 p

lay tennis, W
ieb

e need
s the rig

ht 
eq

uip
m

ent. H
e fo

und
 his o

ld
 rackets and

 sho
es 

in the attic and
 d

ecid
ed

 that his rackets need
 

to
 b

e re-strung
 and

 a new
 g

rip
 is also

 d
esirab

le. 
A

nd
 so

, the jo
urney to

 find
 the rig

ht eq
uip

m
ent 

b
eg

ins.

** T
h

e
 stru

ctu
re

 o
f th

is d
o

cu
m

e
n

t is b
ase

d
 o

n
 a C

u
sto

m
e

r 
Jo

u
rn

e
y M

o
d

e
l o

f Valte
ch

.

To
 m

axim
ize this exp

erience o
f 

creating
 a custo

m
er jo

urney, I 
d

ecid
ed

 to
 visit tw

o
 d

ifferent 
p

hysical sto
res. Since W

ieb
e had

 
tw

o
 tennis rackets that need

ed
 

to
 b

e re-strung
, he w

ent to
 the 

D
ecathlo

n and
 the Intersp

o
rt, 

b
o

th lo
cated

 in U
trecht.



Appendix 3

Semi Guided Interview 

Introduction 
First, there will be time to answer questions of the participant of the study regarding the consent 

form the participants had to sign beforehand. In addition, a short introduction to the purpose 
of the interview, as stated on the consent form, will be repeated.  

Demographics 
● Age 
● Gender 
● Occupation 
● Residence 

 
● How often do you shop? 
● What kind of products do you buy? 

○ Physical and Online? 
● How often are you online searching for new products? 
● Which channels do you use? 

Customer Journey 
● What was the latest shopping experience you can recall? 

○ Specific product? 
● Can you describe the path you took from when you thought of buying something and 

the actual purchase? 
● Which channels (explain) did you use when shopping? 
● Did you experience a different path for different products (categories)? 
● Is there something that you missed? 
● What bothers you when shopping? 
● Do you feel loyal to a brand? 
● Does this influence your path when shopping? 

Channels 
● Which channel(s) do you prefer? Why? 
● Do you use different channels for types of product (categories)? 
● Do you not use a particular channel? 
● Do you believe physical stores will exist in the future? Why, how? 
● Can you describe the benefits of the channels you use? 
● Can you describe the downsides of the channels you use? 
● Does the channel you use depend on the brand of the product? 

  



Smart Objects 
● Explain Smart Objects - Youtube 

 
● Do you have any experience with Smart Objects in stores? (e.g. smart mirror) 
● What do you expect from these machines? 
● What do you want them to do? 
● What do you not want? 
● Do you believe these objects could replace the shop assistant? 
● Are you willing to share information about yourself with these objects? 

Future of Retail 
● In a world where everything is possible, can you describe the future of retail? 
● In how many years can we see [vision] in [described channels]? 
● What do we need to create [vision]? 

Data 
● What do you think about the data retailers are collecting about your online shopping 

behavior? 
● Imagine that physical stores collect and use data about you in the same way online stores are 

doing now. What is your opinion on that? 
● In literature, many research designers are talking about location trackers and facial 

recognition systems to identify the customer in stores. What do you think of that? 
● What do you prefer: Being recognized or identify yourself? 

○ Is that in a central spot or throughout the store? 
● What kind of benefits are you experiencing when you share your data? 
● What kind of downsides are you experiencing when you share your data? 
● Do you feel influenced by data companies collect about you and show you? 
● Are you afraid of sharing data? Why? 
● Do you want to feel control over the data you share? 
 

 



Appendix 4

 

Ethical Review Form Education 
(Version 17.07.2020) 

1 
 

                                                                                                                          
 
 
 
 

Part 1: General Study Information 
 
1 Student name and email  Wiebe Audenaerd w.audenaerd@student.tue.nl 
2 Supervisor name and email  Simone de Waart s.g.d.waart@tue.nl 
3 Degree Program 

 
Industrial Design 

4 Bachelor/master 
  

Master 

5 Bachelor/master end project? 
 

Project at a Company - M2.1 

6 Course name and code 
 

Project at company in the Netherlands (DPM215)  

7 Project title  
 

Seamless Shopping 

8 Research location 
 

At home, Google Forms, Teams 

9 Research period (start/end date) 
 

01-12-2020 

10 [If Applicable] Proposal already approved by 
(external) Ethical Review Board: Add name, date 
of approval, and contact details of the ERB  

/  

11 Research question  How might we, designers, provide control to consumers in 
smart, technology driven retail? 

12 Description of the research method 
 

There will be two different methods to gain insights. First, 
an interview will be conducted, focusing on the whole 
retail context. Second, a survey will be sent out to the 
participants to gain more insights in what a shopping 
profile is according to consumers. 

13 Description of the research population, in- and 
exclusion criteria 

The targeted consumer of the concept is 25-30 years old.  

14 Number of participants 
 

Unlimited. 
 

15 Explain why the research is socially important.  
 

Once technology enters the world of retail in a way that is 
now discussed in most literature, consumers are sidelined 
regarding data usage and ownership. I believe it is 
necessary to spark the debate about this with a new 
concept. 
 

16 Describe the way participants will be recruited 
 

The participants will be found in the personal network of 
the researcher. 

17 Provide a brief statement of the risks you expect 
for the participants or others involved in the 
research and explain. Take into consideration any 
personal data you may gather and privacy issues.  

The biggest risk is a database breach. But since I will not 
store any personal information about the participants, the 
impact of a breach is very limited. Apart from gender and 
age, this study does not collect any personal information 
about the participants. The results of the study are stored 
on a hard disk, stored in the researcher’s home. 
Afterwards the results are uploaded on TU/e’s Canvas, 
limiting the risk of a data breach. The participants remain 
anonymous at all time. 

This Ethical Review Form should be completed for every research study that involves human 
participants or personally identifiable data. The form should be submitted and approved by your 
supervisor before potential participants are approached to take part in the research study.  
 



 

Ethical Review Form 
 

2 
 

 

    Part 2: Checklist for Minimal Risk 
  Yes No 
1 Does the study have a medical scientific research 

question or claim (see definition below) 
 
Medical/scientific research is research which is 
carried out with the aim of finding answers to a 
question in the field of illness and health (etiology, 
pathogenesis, signs/symptoms, diagnosis, 
prevention, outcome or treatment of illness), by 
systematically collecting and analysing data. The 
research is carried out with the intention of 
contributing to medical knowledge which can also 
be applied to populations outside of the direct 
research population.’ 
 

☐ ☒ 
If yes or maybe:  
Your supervisor should 
submit the study to the 
ERB. You cannot get 
automatic ethical approval 
 

If no:  
Continue with question 2 

2 Does the study involve human material (such as 
surgery waste material derived from non-
commercial organizations such as hospitals)?  

☐ ☒ 
If yes or maybe: 
This is only allowed if your 
supervisor has consulted 
with the medical 
coordinator. Continue with 
question 3 
 

If no: 
Continue with question 3 

3 Will the participants give their explicit consent – 
on a voluntary basis – either digitally or on paper? 
Or have they given consent in the past for the 
purpose of education or for re-use in line with the 
current research question? 
 

☒ ☐ 
If yes:  
Continue with question 4 

If no:  
Your supervisor should 
submit the study to the 
ERB. You cannot get 
automatic ethical 
approval 
 

4 Will the study involve discussion or collection of 
personal data? (e.g. name, address, phone 
number, email address, IP address, BSN number, 
location data) or will the study collect and store 
videos, pictures, or other identifiable data of 
human subjects?  
 

☐ ☒ 

If yes: 
The handling, storing and 
de-identification of the 
personal data should be 
discussed with your 
supervisor. Continue with 
question 5 if you met all 
requirements for handling 
personal data (see …) 
 

If no: 
Continue with question 5 

  



 

Ethical Review Form 
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 Yes No 
5 Does the study involve participants who are 

particularly vulnerable or unable to give informed 
consent? (e.g. children, people with learning 
difficulties, patients, people receiving counselling, 
people living in care or nursing homes, people 
recruited through self-help groups)?  
 

☐ ☒ 
If yes:  
Your supervisor should 
submit the study to the 
ERB. You cannot get 
automatic ethical approval 
 

If no:  
Continue with question 6 

6 May the research procedure cause harm or 
discomfort to the participant in any way? (e.g. 
causing pain or more than mild discomfort, stress, 
or anxiety)  
 
 

☐ ☒ 
If yes: 
Your supervisor should 
submit the study to the 
ERB. You cannot get 
automatic ethical approval 
 

If no: 
Continue with question 7 

7  Will the participants receive any compensation for 
their participation? Such as a coupon or a chance 
to win a prize? 
 

☐ ☒ 

If yes: 
Your supervisor should 
submit the study to the 
ERB. You cannot get 
automatic ethical approval 
 

If no: 
Continue with question 8 
or 10, depending on the 
type of study (see red 
text below) 

 
The following questions 8-9 are for observational research (e.g. (semi-)structured interviews; focus 
groups; (participatory) observations). If your research is experimental, then skip questions 8-9 and 

continue with question 10 
 

8 Will it be necessary for participants to take part in 
the study without their knowledge and consent at 
the time? (e.g. covert observation of people)? 
 

☐ ☒ 

If yes:  
This is only allowed when 
observing behavior in 
public space. If so, 
continue with question 9. 
If you observe people in 
non-public space without 
their consent, your 
supervisor should submit 
the study to the ERB. You 
cannot get automatic 
ethical approval 
 

If no:  
Continue with question 9 

9 Will participants be asked to discuss or report 
sexual experiences, religion, alcohol or drug use, 
or suicidal thoughts, or other topics that are highly 
personal or intimate? 
 

☐ ☒ 
If yes: 
Your supervisor should 
submit the study to the 
ERB. You cannot get 
automatic ethical approval 
 

If no: 
Continue with part 3 

  



 

Ethical Review Form 
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The following questions 10-13 are for experimental research (e.g. measurements on yourself or another 

person; testing a prototype/device; influencing behavior through manipulation (e.g. light or temperature). 
If your research is observational, then skip questions 10-13 and continue with part 3 

 
  Yes No 
10 Is the study invasive (i.e. it affects the body such 

as puncturing the skin; taking blood or other body 
material (such as DNA) from the participant)?  

☐ ☒ 
If yes:  
Your supervisor should 
submit the study to the 
ERB. You cannot get 
automatic ethical approval 
 

If no: 
Continue with question 
11 

11 Does the device have a medical purpose sucs as 
diagnosis, prevention, monitoring, prediction, 
prognosis, treatment or alleviation of disease or 
injury? 

☐ ☒ 
If yes or maybe:  
Your supervisor should 
submit the study to the 
ERB. You cannot get 
automatic ethical approval 
 

If no: 
Continue with question 
12 

12 Will the experiment involve the use of physical 
devices that are ‘CE’ certified for unintended use 
(meaning you will use existing CE certified 
devices for other things than they were originally 
intended for? 
 

☐ ☒ 

If yes: 
This is only allowed if they 
are completely harmless. 
They should have a 
harmless voltage of <5V 
and hazardous waste 
(fumes/gas/substances) 
should not be released. 
You should discuss with 
your supervisor whether 
you need to have the 
device tested for safety 
 

If no: 
Continue with question 
13 

13 Will the experiment involve the use of physical 
devices that are not ‘CE’ certified?  ☐ ☒ 

If yes: 
This is only allowed if they 
are completely harmless. 
They should have a 
harmless voltage of <5V 
and hazardous waste 
(fumes/gas/substances) 
should not be released. 
You should discuss with 
your supervisor whether 
you need to have the 
device tested for safety 
 

If no:  
Continue with part 3 
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Part 3: Enclosures and Signature 
 
1 Enclosures (tick if applicable): 

 
☐ Informed consent form (link to template);  
☐ The survey the participants need to complete, or a 
description of other measurements (such as interview questions 
or a description of the prototype); 
☐ Text used to find participants (such as brochures, flyers, etc); 
☐ Approval other research ethics committee; 
 

 
2 I hereby declare that I have completed this form truthfully 

 
Signature(s) of the student(s) 
 
 
Date: 27-11-2020 
  

 

 
 

Part 4: Review by supervisor 
 

 Yes No 
1 Does the data storage adhere to all 

requirements of responsible data management 
(link toevoegen)?  

☒ ☐ 

If yes: 
Continue with 
question 2 

If no:  
Discuss with your student the necessary 
steps to adhere to the requirements 
 

Discuss this form with your supervisor. If any of the boxes your ticked in Part 2 suggest that your supervisor should 
submit your study to the ERB for ethical approval, try to change your research design in such a way that your 
supervisor can approve it instead. If this is not possible, ask your supervisor to submit the proposal to the ERB. It 
will take two to five weeks before you receive a decision from the ERB.  
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2 Does the research proposal adhere to all 
requirements for automatic approval? 

 
      

 
 
 
 
 
 
 

☒ ☐ 

If yes: 
Please skip 
the questions 
3-6 and sign 
the form  

If no: 
Discuss with your student if any 
alterations can be made in order to 
adhere to the requirements for automatic 
approval. If you decide that the study 
cannot adhere to the requirements, then 
you as a supervisor need to submit the 
proposal to the ERB. Please answer the 
following additional questions (3-6) 

 
 

Additional questions for ERB approval 

3 Elaborate on the topics from part 2 that do not 
allow for automatic approval. Describe how you 
safeguard any potential risk for the research 
participant for each topic.  
 

 

4 Describe and justify the number of participants 
you need for this research, taking into account 
the risks and benefits 
 

 

5 Explain if your data are completely anonymous, 
or whether they will be de-identified 
(pseudonymized or anonymized) and if so, 
explain how 
 

 

6 Who will have access to the data?  
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Part 5: Signature by supervisor 
 
 I hereby declare that I have completed this form 

truthfully 
 
Signature of the supervisor 
 
 
Date 
 

 
 
01-12-2020 

 



Consent form - Study TU/e - Industrial Design Student: W. Audenaerd 

 
 

Subject Consent Form 
 
Purpose of the interview 
This interview is part of a design research project at the study Industrial Design at the 
Eindhoven University of Technology (TU/e) by Wiebe Audenaerd in collaboration with 
the company Valtech. In order to explore the field of retail, omni-channels and seamless 
shopping, an interview with the targeted users (early gen. Z and late millennials) is 
needed. The purpose behind this research is to obtain qualitative data related to your 
experiences and opinion about omni-channels in retail, usage of data and how you want 
to interact with new smart objects in retail. 
 

What is expected of you? 
During the interview, you will be asked several questions about your shopping 
experience, behavior, data usage, used channels and what your vision is about the 
future of retail. Halfway through the interview, several YouTube videos are shown which 
we watch together to inform you about Smart Objects in retail. It is expected that you 
answer all questions honestly. 
 

What happens to the results of the interview? 
The results of the interview will be analyzed by the student to gain insights regarding 
the opinions of the participants. The results will then be shared with Valtech and 
teachers of TU/e. In addition, the results will be shared within the faculty of Industrial 
Design at Eindhoven University of Technology. All the collected data of the interview will 
be handled with care and stored on a safe environment (Canvas). 
 
● I have been given information and I understand what this research is about. I was 

also able to ask questions. My questions have been answered to my satisfaction. I 
had enough time to decide whether to participate. 

● I know that participation is voluntary. I know that I may decide at any time not to 
participate after all or to withdraw from the study. I do not need to give any reason 
for this. 

● I know that some people can access my data. 
● I consent to gathering and usage of my data for scientific publication and additional 

research on my data. 
● I consent to my data being stored at the research location for another 5 years after 

this study. 
● I consent to being recorded during the interview. 

The study subject will receive a copy of the signed consent form. 1/2 
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Consent form - Study TU/e - Industrial Design Student: W. Audenaerd 

Name of study subject:
Signature:  Date: __ / __ / __ 

------------------------------------------------------------------------------------------------------------- 
I hereby declare that I have fully informed this study subject about this study. 

If information comes to light during the course of the study that could affect the study 
subject's consent, I will inform him/her of this in a timely fashion. 

Name of investigator: Wiebe Audenaerd 
Signature:  Date: 3 / 11 / 2020 

------------------------------------------------------------------------------------------------------------- 

Investigators : Wiebe Audenaerd 
Email investigators : w.audenaerd@student.tue.nl 

Supervisor : Simone G. de Waart 
Email supervisor : s.g.d.waart@tue.nl 

The study subject will receive a copy of the signed consent form. 2/2





Consent form - Study TU/e - Industrial Design Student: W. Audenaerd 

 
 
Name of study subject:  
Signature:  Date: __ / __ / __ 
 
 
 
 
 
 
------------------------------------------------------------------------------------------------------------- 
I hereby declare that I have fully informed this study subject about this study. 
 
 
If information comes to light during the course of the study that could affect the study 
subject's consent, I will inform him/her of this in a timely fashion. 
 
 
Name of investigator: Wiebe Audenaerd 
Signature:  Date: 3 / 11 / 2020 
 
 
 
 
 
 
------------------------------------------------------------------------------------------------------------- 
 
 
 
Investigators : Wiebe Audenaerd 
Email investigators : w.audenaerd@student.tue.nl 
 
Supervisor : Simone G. de Waart 
Email supervisor : s.g.d.waart@tue.nl 
 

The study subject will receive a copy of the signed consent form. 2/2 

Meike ter Woerds
3  11  2020



Consent form - Study TU/e - Industrial Design Student: W. Audenaerd 

 
 
Name of study subject:  
Signature:  Date: __ / __ / __ 
 
 
 
 
 
 
------------------------------------------------------------------------------------------------------------- 
I hereby declare that I have fully informed this study subject about this study. 
 
 
If information comes to light during the course of the study that could affect the study 
subject's consent, I will inform him/her of this in a timely fashion. 
 
 
Name of investigator: Wiebe Audenaerd 
Signature:  Date: 3 / 11 / 2020 
 
 
 
 
 
 
------------------------------------------------------------------------------------------------------------- 
 
 
 
Investigators : Wiebe Audenaerd 
Email investigators : w.audenaerd@student.tue.nl 
 
Supervisor : Simone G. de Waart 
Email supervisor : s.g.d.waart@tue.nl 
 

The study subject will receive a copy of the signed consent form. 2/2 
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Figure 1. How Might We? Ideation session

Ideation Set up

The setup
The ideation session took place on Friday 13 November and 
lasted for 1,5 hours. MS Team was used to establish a video 
call with all participants and Miro was used as the brainstorm 
tool. To ensure everyone was facing the same direction, I 
started the session with a short presentation during which 
I introduced myself, presented the goals of the session and 
gave insights in the research that I have been doing. At the 
end of the presentation, the five most interesting key insights 
of the interview were presented (Miro board, 2020). These key 
insights were used as bases for the first exercise: “How Might 
We?”

How Might We?
Again, the key insights were shown in this section. By using 
post-its, the participants were asked to create “How Might 
We?”-questions (HMW) that were based on the insights. This 
exercise lasted for 10 minutes. Hereafter, the participants 
had to cluster all HMW’s into themes that they had to identify 
themselves. The themes: Consent/Control, Efficient Shopping, 
Profile building and In-store experience were identified. By 
using the method “dot-voting”, two HMW’s were picked: 
HMW help the customer feel more in control? and HMW have 
customers identify just once? (fig.1)

Crazy 8
For the next round of the session, the participants needed to 
sketch. The method Crazy 8 was used to quickly record multiple 
concepts to answer one or both the HMW’s. The participants 
got 60 seconds to visualize a concept, which was repeated 
eight times. Figure 2 shows a result of one of the participant’s 
sketches. Considering the time constraint, the participants 
were asked to present their concept in one minute, in order to 
inspire the other participants with their vision. 

Solution Sketch
After the presentations of the Crazy 8’s, it was time for the last 
round: Solution Sketch. During this round the participants 
got more time to iterate on their own concepts and included 
best practices of the other participants. After 10 minutes, the 
participants were asked to present their solution and highlight 
how they addressed the HMW’s. In figure 3, a concept of one of 
the participants is shown. 

Lastly, the ideation session was rounded up with a short round 
of reflection and a word of thanks. The presentation slides, 
structure and results can be found on the Miro board (2020).

Figure 2. Result of Crazy 8 by one of the participants

Figure 3. Result of Solution Sketch by of the participants
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Check-in	artifact Check-out	artifact

Reflection Reflection

1 Too static
A “block” does not evokes an interaction

1 Static
Looks like a catheter
The back provokes a “closed” feeling

2 Round shape is already more welcoming
It can be more slender

2 Static
Looks like a catheter
The back provokes a “closed” feeling
Thanks to rounded edges, shape is more welcoming

3 The bevel indicates direction
Has a clear front and back
Looks like a catheter

3 I like the “360° accessibility” 
Looks like a side table

4 The bevel indicates direction
Has clear front and back
Looks like a catheter
Rounded edge is more welcoming

4 Curvature evokes an interaction
the angle of the conical cylinder is too sharp

5 Has no front and no back
Inviting shape

5 I like the “360° accessibility” 
Curvature evokes an interaction

6 Open structure represent transparency
Inviting shape
Dynamic shape

6 Side curvature is welcoming
Due to flat top, it looks like a side table

7 Expressive shape

Henkel, R. (2020, 9 september). Six retail design trends changing the 
shopper experience. FashionUnited. https://fashionunited.com/
news/retail/six-retail-design-trends-changing-the-shopper-experi-
ence/2019053028072

Henkel, R. (2020, 9 september). Six retail design trends changing the 
shopper experience. FashionUnited. https://fashionunited.com/
news/retail/six-retail-design-trends-changing-the-shopper-experi-
ence/2019053028072

Henkel, R. (2020, 9 september). Six retail design trends changing the 
shopper experience. FashionUnited. https://fashionunited.com/
news/retail/six-retail-design-trends-changing-the-shopper-experi-
ence/2019053028072

Emerging Trend: Incubator Retail Spaces. (2016, 22 november). 
design:retail. https://www.designretailonline.com/projects/trends/
emerging-trend-incubator-retail-spaces/

A few examples



Appendix 10

Shopping profile
As written in the report, customers should be able to share their shopping profile within physical stores. In return, the store will 
be enabled to offer a personalized shopping experience to every customer. To define the definition of a shopping profile, I sent 
out a survey as this topic remained unanswered during the interviews and research. I used this opportunity to also gain more 
insights about customer’s perspectives on data usage in retail. The survey was conducted in line with the ethical regulations 
of the University of Technology Eindhoven (see appendix 4). The survey was divided into four themes: General information, 
Online shopping, Physical shopping and Shopping profile and can be found on the next page. The survey was sent out via my 
own personal network to people between 25 and 30 years old. In total, the survey was filled in by 29 participants of which the 
demographics are visualized in figure 1. 

Figure 1. Demographics of participants

Gender Occupation Age

25

46,7% Female
62,1% Student

27,6% Full-time
employee

3,4% Part-time employee
6,9% Searching for a job

46,7% Male

6,7% Prefer not to say

7

26

6

27

4

28
0

29

3

30

1

To analyze the answers, I used five themes as they came to 
light: Data creation and storing, Data sharing, Physical stores, 
Shopping profile and Control.

In line with Valtechs’ research, the participants indicated to 
shop more in physical stores (37,9% more than once a week*) 
than online (3,4 % more than once a week). They indicated to 
use a total of six different channels of which the majority uses 
physical stores, e-commerce (e.g. Zara) and online warehouses 
(e.g. Zalando) to buy products. Unlike most participants, only 
3,4% indicated to not be aware of the amount of customer data 
that e-commerce platforms collect. 1/3rd  of the participants 
indicated that they dislike this behaviour of the platforms. 
They indicated that sharing clothing sizes (82,1%) and shoe 
size (67,9%) are needed to share in order to experience a 
pleasant online shopping journey. 18% said that they need to 
indicate the style they like as well. 14% of the participants need 
to share their gender and age to have a pleasant experience.
68% indicated that they do not want to share their occupation. 
64% did not want to share their phone number and 52% did 
not want to share their budget. 

*Before the Covid-19 pandemic. 20,7% during Covid-19 
pandemic.

Regarding physical stores, 48,2% indicated that they want the 
stores to handle data differently compared to e-commerce 
platforms. 92,6% want to share clothing and shoe sizes, 
70,4% want to share the styles they like. The next in line is 
the willingness to share gender with 48,1%. The participants 
indicated also what they do not want to share with physical 
stores. 76% does not want to share their phone numbers, 72% 
their address, 56% their email and 64% their occupation.

In figure 2 the content of a standard shopping profile and 
a store-specific profile according to the participants are 
visualized. 

The majority of the participants highlighted the desire for 
control as 51,7% agreed and 37,9% strongly agree on the 
following statement: I want to be in control and decide what 
and when I share (personal) data. The opinion about using an 
online generated shopping profile in physical stores was quite 
divided (31% want to use the profile, 37,9% does not want to 
use the profile and 24,1% indicated “neutral”. The answers on 
the question whether e-commerce and physical stores should 
exchange data were even more divided. I assumed that these 
answers were divided since the possibilities that an exchange 
might offer are not clear yet.



Age

Figure 2. Shopping profile

Clothing size

Telephone number

Budget

Shoe size

Style I like

Hobbies

Lifestyle

Address

Style I do not like

Sports

Gender

E-mail

Already bought items

Interests

Age

Occupation

Sustainability

0% 25% 50% 75% 100%

Standard profile Store-specific profile
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Semi Guided Interview Expert 

Introduction 
First, there will be time to answer questions of the participant of the study regarding the consent 

form the participants had to sign beforehand. Next, the concept video of Leaveit. will be 
shown. Any questions regarding the concept will be answered. In addition, a short 
introduction to the purpose of the interview, as stated on the consent form, will be repeated.  

Demographics 
● Age 
● Gender 

Career 
● Can you explain your profession? 

○ Where do you work? 
○ For how long do you work there? 
○ What is your expertise? 

● Can you explain your career? 
○ Do you have other relevant work experiences? 

Value proposition 
● Are you familiar with this model? 
● Do you miss any key elements? 
● Are there any key elements that are foreign to you? 
● Does the Value Proposition reflect the concept well? 
● Do you have tips to improve the proposition? 

Business Model Canvas 
● Are you familiar with this model? 
● Do you miss any key elements? 
● Are there any key elements that are foreign to you? 
● Does the Business Model Canvas reflect the concept well? 
● Do you have tips to improve the model? 

Platform Business Model 
● Are you familiar with this model? 
● Do you miss any key elements? 
● Are there any key elements that are foreign to you? 
● Does the Platform Business Model reflect the concept well? 
● Do you have tips to improve the model? 

Board of Innovation 
● Are you familiar with this model? 
● Do you miss any shared values or connections? 
● Are the links and connections created between the stakeholders clear? 
● Are there any values that are foreign to you? 
● Does the Board of Innovation reflect the concept well? 
● Do you have tips to improve the model? 



Appendix 17

Consent form - Study TU/e - Industrial Design Student: W. Audenaerd 

 
 

Subject Consent Form 
 
Purpose of the interview 
This interview is part of a design research project at the study Industrial Design at the 
Eindhoven University of Technology (TU/e) by Wiebe Audenaerd in collaboration with 
the company Valtech. In order to validate Leaveit.s’ business model, an interview with 
experts in e-commerce is needed. The purpose behind this research is to obtain 
qualitative data to validate the proposed business model of Leaveit.  
 

What is expected of you? 

During the interview, you will be introduced to the concept of Leaveit. with the help of a 
video. Any questions about the concept will be answered. Afterwards, four business 
models will be presented. With the help of the questions, we will reflect on the models 
in order to improve them. It is expected that you answer all questions honestly. 
 

What happens to the results of the interview? 

The results of the interview will be analyzed by the student to gain insights regarding 
the opinions of the participants. The results will then be shared with Valtech and 
teachers of TU/e. In addition, the results will be shared within the faculty of Industrial 
Design at Eindhoven University of Technology. All the collected data of the interview will 
be handled with care and stored in a safe environment (Canvas). 
 
● I have been given information and I understand what this research is about. I was 

also able to ask questions. My questions have been answered to my satisfaction. I 
had enough time to decide whether to participate. 

● I know that participation is voluntary. I know that I may decide at any time not to 
participate after all or to withdraw from the study. I do not need to give any reason 
for this. 

● I know that some people can access my data. 
● I consent to gathering and usage of my data for scientific publication and additional 

research on my data. 
● I consent to my data being stored at the research location for another 5 years after 

this study. 
● I consent to being recorded during the interview. 

 
 
 

The study subject will receive a copy of the signed consent form. 1/2 
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aiting ques

Enables to interact
w

ith sm
art object

and system
s in-store

Interacts w
ith different item

s of the store
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Business to Business
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Retailers w
ith online and offline stores

• They have a focus on personalized 
custom

er experience
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ith creating the 
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O
ffering (Technical) support: 

• physical by city m
anagers
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ote online 24/7

Position as partner 
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ustom

ers as described in persona
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ore channels
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•  Is digitally com

fortable
•  H

as a city lifestyle
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art O
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ent hardw
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ffering support

Presenting at trade fairs
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C
ustom

er data

Social M
edia databases

Enables to interact w
ith sm

art object
and system

s in-store

C
reate shopping profile to share w
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ers as described in persona
• Uses at least tw

o or m
ore channels

•  Is 25 to 30 years old
•  Is digitally com
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as a city lifestyle
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Brand and User Experience
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er experience

• They struggle w
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Provide control and ow
nership over shopping dataM
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