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Abstract

Corporations continue to make a lot of efforts to provide more competitive services as the focus of industry is
migrating from products to services. This study aims to shed new light on the potential values of the sense for
service innovation through design and propose the workshop methodology for deriving sense-based product and
service concepts. To this end, this study investigated the literatures related to the product and service innovation
cases based on the conventional idea workshop and sense and also the value of sense. Moreover, it systematized
the methodology that established the perspective of sense to the conventional idea workshop methodology. To verify
the established methodology, this study extracted the elements to be modified and supplemented from the workshop
methodology through the previous case studies. As a result of the study, it was possible to verify the validity as to
the sense-based idea workshop methodology and reflect the opinions as to the improvement direction. Consequently,
this study is regarded meaningful for proposing the approach of a new perspective as to the sense. Also, this study
is deemed meaningful for proposing and verifying the specific idea workshop methodology for the approach hereof.
Key words: Sensors-Centered Design, Five Senses, Idea Workshop
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Table 1. Previous studies about Idea Workshop

Table 2. Previous studies about Participatory Idea workshop

Researcher Variable Purpose Result
Productivity When the difficulty of the
Harkins & Difficulty | Changes against p roblgm s hlgh.’ pz?mmpan s
Petty ldeas Difficult receive a motivation and
Y| productivity of idea did not fall.
Productivity
Bouchard & Changes against 'VAVhen tl?e number of ‘
Hare Personnel Personnel participants is small, the idea
Numbers of productivity is higher.
Generation
Productmty When participants have a lot
Callaros & . Changes against . .
Experience . of experience, the idea
Anderson Experience of .
.. productivity is lower.
Participant
Productivity
Changes against | When the friendship between
D. Cohen Friendship Friendship participants is high, the idea
between productivity is higher.
Participants
Productivity
Changes against
Sequence Sequence of When Group Generation
M.Dunnette of Group conducted first, the idea
Generation | Generation and productivity is higher.
Individual
Generation
Record lear r(l)deusm;v:iynst When participants record their
W.R.Street | Method of S & own ideas, the idea
Idea Record Method roductivity is higher
of Idea productivity gher.

Subject Researcher Contents
H S, Kim Easw establishment for the participatory
idea workshop focusing a process and a
(2006) L
Idea visualization method of workshop
Wor(l)(;hop T. Y. Kim | Effectiveness evaluation of the visualization
People etc(2008) | method for the people participation
Participation Effectiveness  evaluation  of  the
Y. S. Lee .
development tool of image map for the
etc(2010) ..
participatory workshop
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Figure 5. LG mobile phone applied button of skin feeling
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Figure 14. 5 Senses Hats
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Figure 15. Process for Sensor-centered Workshop
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Table 3. Process of Sensor-centered Workshop

Table 5. Time Table for Sensor-centered Workshop

Step Keyword Method Result

ice-breaking conducting
preparation | ice-breaking using games that -
stimulate senses

first generation participants in affinity
ideation workshop generate diaeram
arrangement | jdeas about each sense £
second generation ideation execution service
ideation arrangement about whole sensors | blueprint
sharin; . .
wra an dg blue print sharing and | survey
-l °
- . evaluation result
evaluation
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Table 4. Executive Summary for Case Study=

Elements Contents

Research about improvements and evaluation for
sensor-centered workshop

Purpose

Age 27~36 / 9 graduate students majored in

Participants . . .
cipan user experience and service design
. Sensor-centered scenario and concept
Subject .
development of coffee shop service
Date 2014. 4. 26.
Place Workshop room in Kookmin University
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time Step Activities Method Result
20 min. | Orientation lee Breakmg & Presentation -
Topic Sharing
5 Senses
Ideati bout
: Idea carion anou Hats Affinity
30 min. . Independent . .
Generation . Brain Diagram
Sensor Experience ..
Writing
. . Service
Idea Ideation about Brain Blueprint
40 min. Integrated Sensor | Writing & prit,
Development . . . Story
Experience Discussion
Board
15 min. Sharing Scenario Sharing | Presentation -
. Survey about Survey
1 . . -
5 min Wrap-up Workshop Result
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Table 6. Executive Summary for Evaluation

Elements Contents
Research about improvements and evaluation for
Purpose
sensor-centered workshop
.. Age 27~36 / 9 graduate students majored in
Participants . . .
user experience and service design




Elements Contents

Date 2014. 4. 26.

Place Workshop room in Kookmin University

* Differentiation of the existing workshop

estions . . .
Qu of * Help to improve the quality of ideas
.. .. |*Help to improve the quantity of ideas
Quantitativ . P b .q Y
* High and low of fatigue
e Research . .
* High and low of concentration
* What are merits of sensor-centered idea
workshop?
* What are demerits of sensor-centered idea
Questions | workshop?
of * What do you think and feel in sensor-centered
Qualitative | idea workshop?
Research |« What is your opinion about the process for

sensor-centered idea workshop?
* What are improvements for sensor-centered
idea workshop?
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Table 8 Result of Qualitative Evaluation

Table 7 Result of Quantitative Evaluation

Q.1 | What are merits of sensor-centered idea workshop?

* By thinking focusing on what are called senses, we
could get focused and efficient ideas.

* Individual thinking based on individual senses
allowed us to create various ideas.

Answer

Q.2 | What are demerits of sensor-centered idea workshop?

Question Data Average S.D.
Q1 5§ 5 5 6 6 5 7 5 5 5.4 0.73
Q2 6 5 4 6 5 6 5 7 6 5.6 0.88
Q3 6 5 5 4 4 5 6 7 6 5.3 1.00
Q4 2 1 4 2 3 3 3 4 5 3.0 1.22
Q5 6 5 4 5 7 6 6 6 7 5.8 0.97
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* Expressing ideas based on individual senses made
it difficult for us to devise an idea in unified
perspective.

ANSWET| | 1t will be desirable if a method which can link
ideas depending on individual senses can be
applied together.

Q3 What do you think and feel in sensor-centered idea

workshop?

* Expressing ideas related with senses were new and
fresh, and we could suggest ideas freely.

Answer | * It seemed that, when various ideas related with

senses are linked together, it might be possible to

give persuasive suggestions.

What is your opinion about the process for
sensor-centered idea workshop?

Q4

* It was fun to participate in the workshop, and it

was easy to devise ideas related with senses.
Answer | * In the process of trying to integrate various ideas
related with senses, we could continue to express
ideas with new perspectives.

What are improvements for sensor-centered idea

.5
Q workshop?

* It is necessary to find concrete ways to integrate or
tie various ideas.

It is expected that, if mindmap is applied in the
idea workshop, it will be very useful.

Answer
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