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Abstract
Advanced e-commerce shopping in China leads to strong commercial

competitiveness of children’s luggage, Effective value chains can generate
profits for companies, and hence they need to determine the value of
children’s luggage to improve their competitive advantage. Kansei
Engineering Type | is a popular technology that can determine a new
product concept. Kansei words collection is a crucial operation of Kansei
Engineering Type |. However, the existing models from previous research
are unable to systematically collect the Kansei words of all products.
Theoretically, Experience Map can be used to collect Kansei words.
Therefore, this study was aimed to add knowledge of the way Kansei
Words of children’s luggage can be collected by using Experience Map. A
total of 186 Kansei words and 10 Kansei phrases of children’s luggage and
5 categories of children’s luggage value were identified. The results will
be used to support Kansei Engineering Type | technology to determine the
value of children’s luggage.

Keywords: product development, value chain management, Kansei
Engineering (KE), Experience Map, user experience (UX), children’s
luggage
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1. INTRODUCTION

Advanced e-commerce shopping
leads to strong commercial
competitiveness among companies in
China [1]. Children’s luggage is also
experiencing the strong commercial
competitiveness as many electronic
products in China. One of the obvious
manifestations is that a Tmall (i.e. a
Chinese-language website for business-
to-consumer online retailer) search for
the term “children’s luggage” produces
nearly 3,000 items. Companies that
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experience mature business
environments should organise
themselves to understand the way
customer value is created and the
manner these processes may be
coordinated to provide value [2].

Effective value chains can generate
competitive product advantages [3].
Therefore, companies need to determine
the wvalue of children’s luggage to
improve their product competitive
advantages and support their sale.
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Due to the parent-child travel
popularity, children’s luggage sells well
online. However, they have not reached
perfection currently. For example,
children cannot wuse their luggage
independently and need parental
assistance in packing because they do
not know what to prepare completely
and to pack -neatly. Moreover, the
current children’s luggage has only one
function, and it should have more
functions added than just to carry
belongings. This is supported by [4],
who stated that designers should create
new products that are solutions which
can cater customers’ needs including
their dreams. Since parent-child travel
in China is regarded as an important
mode for children’s education, and
children’s luggage as an important
product for travelling, the luggage
should carry the children’s belongings
dreams. However, previous researchers
only highlighted that a single or several
perspectives should be added to
children’s luggage value. A
comprehensive and unified proposal was
not created to develop a profitable value
chain for children’s luggage.

The growing interest in value chain
was initiated by Porter’s seminal work,
namely “Competitive Advantage”, and
it has increased ever since [3]. Value
chain is different from supply chain. In
[3] did an in-depth study to understand
supply chain and value chain. Supply
chain is a term “now commonly used
internationally to encompass every
effort that is involved in producing and
delivering a final product or service
from the supplier’s supplier to the
customer’s customer”. Value chain can
operate in both directions, whereby
suppliers will accrue value from the
financial resources, payment terms,
stability, and future order cover that
their  customers  provide,  while
customers will derive value from the
delivered products and  services.

Published by: The Mattingley Publishing Co., Inc.

March- April 2020
ISSN: 0193-4120 Page No. 1108 - 1120

Moreover, supply chain  focuses
primarily in reducing costs and attaining
operational excellence, whereas value
chain focuses more on innovation in
product development and marketing.
Therefore, creating a profitable value
chain requires alignment between
customer wants and what is produced
via the supply chain.

Theoretically, Kansei Engineering
(KE) Type | has been intensively
investigated in product development,
and it can be defined as the translating
technology of a customer's feeling and
image for a product into design
elements [5]. Kansei is a Japanese term
used to express an individual’s
impression towards artefact, situation
and surrounding [6]. Through the use of
KE Type | technology, customer’s needs
and desires can be identified; hence the
product value chains can be managed.
Therefore, KE Type 1 is suitable to
determine children’s luggage value.

KE Type | technology has its
procedure to determine the product
value. In [6] divided the KE Type |
technology procedure into five steps, in
which according to priority were Kansei
words collection, Kansei survey, Kansei
assessment, Kansei analysis and new
product design. Many products were
developed by wusing KE Type |
technology, such as children’s clothing
[7], e-commerce sunglasses [8] and sofa
[9]. Nevertheless, these technology
applications did not have a universal
tool to systematically collect Kansei
words of products which are adjectives
and nouns that describe the product [6].
Kansei words collection is the first and
crucial step when using KE Type |
technology, whereby their incomplete
collection will affect the accuracy in
determining the product value. Since the
children’s  luggage  value  needs
determination by using KE Type |
technology, this study finds an effective
tool to assist KE Type | technology in
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collecting the Kansei words of
children’s luggage.

Value is a subjective experience that
is dependent on context, and it flows
from the person (or institution) who is
the recipient of resources [3].
Companies need to create value for their
customers in the form of experience
[10]. Consequently, to generate the
children’s luggage values, the Kansei
words  should relate to  user’s
experience. Coincidentally, Experience
Map is a tool to illustrate the user’s
experience while experiencing a product
within a given domain. It can
systematically analyse the actions,
thoughts, emotions and potential route
to reach a particular goal [11].
Therefore, Experience Map can be a
universal tool to assist KE Type 1 in
collecting Kansei words of children’s
luggage. The objective of this study is
to construct an Experience Map to
collect Kansei words and support KE
Type | technology to determine the
value of children’s luggage.

In this study, an Experience Map
was created to collect Kansei words of
children’s luggage. A total of 186
Kansei words, 10 Kansei phrases and 5
categories of children’s luggage value
were identified. The results were used to
support KE Type | technology to
determine the product value. The
created Experience Map is the main
study contribution to assist KE Type |
technology.

2. METHODOLOGY

First, this study introduced a general
template and procedure for creating an
Experience Map in accordance to
literature review. Second, it created an
Experience Map of children’s luggage
in accordance to the requirements of KE
Type | technology. By creating the
Experience Map from scratch, it can be
adjusted to assist KE Type | technology
to collect the Kansei Words
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systematically,
comprehensively.

efficiently and

3. THE INTRODUCTION OF
EXPERIENCE MAP

Experience Map illustrates the user’s
experience towards a product within a
given domain [11]. Its elements can be
adjusted according to the particular
objective. Different context of user and
product will affect the elements of the
map. Although Experience Maps are
context-dependent, they have typical
elements. In [11] had summarised the
typical elements of a general Experience
Map, as shown in Table 1.

Table 1. Typical elements of Experience
Map (adapted from [11])

Typical Elements of Experience Map

1) Phases of | 5) Emotions and states of
behaviours mind

2) Actions and steps | 6) Pain points

taken 7) Physical artifacts and

3) Jobs to be done, | devices

goals, or needs 8) Opportunities
4)  Thoughts and
questions

To understand the Experience Map
better, this study formulated a general
template for Experience Map according
to cases cited and analysed by experts,
as shown in Figure 1. In [11] listed four
cases of Experience Map, namely Rail
Europe Experience Map, Social Gamer
Experience  Map, Growing Food
Experience Map and Exploratorium
Visitor Experience Map. The common
content of these Experience Maps has
two parts, which are guiding principles
and elements. Guiding principles helps
to understand the objectives of the
Experience Map. It concerns user,
product, objective and strategy to reach
a particular objective. The elements
include two categories, such as output
elements and input elements. Output
elements are the results that respond to
the objective of Experience Map. Input
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elements are factors that help to achieve
accurately results.

The Rail Europe Experience Map
mentioned by [11] was a more
influential Experience Map. It was
created by Chris Risdon, who also
created the Adaptive Path, which is a
premier organiser of design events.
Based on the Rail Europe Experience
Map, this study formulated a general
Experience Map template that can be
divided into five zones: lens, journey
model, qualitative insight, gquantitative
information  and  takeaway. The
Experience Map deconstruction was
consistent with  the content of
Experience Map from [11]. Lens are
guiding principles. Journey model,
qualitative insight and quantitative
information are the input elements.
Meanwhile, a takeaway is the output
element. The detailed explanations of
the five zones are as follows:

Lens are the guiding principles to
create an Experience Map which
concern users, product, objectives and
strategies to reach a particular objective.
Users are specific people who have
experienced the product. Products can
be goods or services. Objectives have
information to illustrate tasks that the
Experience Map has to complete, and it
can help to identify the output elements
of the map. Strategies are the reference
to reach the map objectives.

Journey model is an important
component to segment the entire user
experience into different phases or
different channels. It can be rendered in
different structures in terms of the
user’s journey nature. Most journey
models have a chronological
organisation, in which the arrangement
often consists of journey and actions.
Actions are things that people do during
the journey. An action is a key element
to analyse human behaviour. A
reasonable segmentation phase or
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conversion channel can achieve the
objectives of the Experience Map better.

Qualitative insight is a component to
understand the importance and value of
a particular touchpoint for specific
users. Touch points are means by which
an interaction between user and product
can occur. Thoughts and emotions are
the typical elements of qualitative
insights. Thoughts are ideas and
opinions of users on a product, and they
are always presented in the form of
questions, such as “Is this product easy
to use?”. Emotions are the feelings of
users when using the product, such as
frustration, pleasure and so on. The
elements of qualitative insight can be
adjusted based on the objectives of
Experience Map. The way to get
information for qualitative insights can
be by an interview, survey, observation
or other feasible methods.

Quantitative  information is a
component to present statistics through
mathematical graphics, which makes the
results more intuitive to a reader.
Therefore, the reader can easily
understand and refer to the statistics.
For example, the Rail Europe
Experience Map which was mentioned
by [11] was aimed to identify the
business opportunities. Rail Europe is
the official distributor that represents all
European railways and networks. This
Experience Map firstly shows the
phases in a trip across Europe by train
and describes the experience people had
when travelling. Then it adds the
guantitative information of enjoyability,
relevance of Rail Europe and Rail
Europe offered assistance for each
phase, and thus the company can more
intuitively understand the situation at
each phase and make a reasonable
conclusion. Although the quantitative
information has its benefits, it is not an
essential element. It can be added or
removed from a specific Experience
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Map with regard to the objective
requirements.

Takeaway is the result that the
researchers want to benefit from the
Experience Map which will lead the
research to the next project phase. Pain
points, opportunities, design artefacts
and devices are the typical elements of
takeaways. Pain points are the product

Experience Map
Guiding Im"CiPlCS** Users: Product :
B Phases
Journey {\Clion‘ y
Thoughts

Input elements—

Emotions O

Identify
Determine

Opportunities

I Action

Satisfaction
Importance
Experiences
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problems that should be solved.
Opportunities are chances for product
development. Physical artefact and
devices are the strategies or solutions
for product development. The elements
of takeaways can be adjusted according
to the Experience Map objectives.

Objectives & Strategies: —Lens

_Action
(-Journey model

Action

Qualitative insights

O

~Output elements- Pain points

-Takeaways

Physical artifacts & devices

Figure 1. A general template of Experience Map (illustration by author)

Figure 1 shows a general template of
Experience Map and illustrates the
procedure to create an Experience Map.
First the guiding principles need to be
understood. Second the output elements
must be identified based on the guiding
principles. Third the input elements are
to be determined according to the needs
of output elements. Finally, the content
of each element must be completed.

The general template is not universal
because it focuses on analysing the pain
points and opportunities of a product. If
the created Experience Map is focused
on reaching other objectives, it should
develop a particular template to cater
the objectives.

Published by: The Mattingley Publishing Co., Inc.

4. CREATING AN EXPERIENCE
MAP OF CHILDREN’S LUGGAGE
The general template of Experience
Maps is focused on analysing the pain
points and the opportunities of a
product, but the Experience Map of
children’s luggage 1is to collect its
Kansei words, which is different from
the general template. Therefore, the
general template is not suitable for
creating an Experience Map of
children’s luggage. This study needs to
create an Experience Map according to
procedure. The detailed procedure of
creating an Experience Map of
children’s luggage is as follows:
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Step 1: Understanding the guiding
principles. The objective of the
Experience Map of children’s luggage is
to collect Kansei words for children’s
luggage which supports the KE Type |
technology to determine the value of
children’s luggage. Therefore, Kansei
words collection is the first step of KE
Type | to determine the value of
children’s luggage. After the Kansei
words are collected, they will be
assessed by a conducted survey. Then,
they are analysed by using the
correlation coefficient analysis and
principal component analysis. Finally,
the concept of a new product is
determined. Therefore, the guiding
principles of this Experience Map are
clear, and the product of this Experience
Map is the children’s luggage. Children
are users of the Experience Map, and
the objective of this Experience Map is
to collect Kansei words for children’s
luggage. Companies must create value
for their customers in the form of
experiences [10]. Therefore, the Kansei
words settings includes adjectives and
nouns to describe the positive
experiences.

Step 2: Identifying the output
elements. Output elements can be
identified from the Experience Map
objective in Step 1, which are the
Kansei words that represent the
adjectives and nouns to describe the
luggage positive experiences.

Step 3: Determining the input
elements. The output elements are
different from the general template, and
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thus, this study has to redetermine the
input elements of the Experience Map.
To clarify the logic, this study
formulated an input-output model to
determine the input elements of this
Experience Map, as shown in Figure 2.

The use of KE Type | technology to
determine the children’s luggage value
needs a comprehensive collection of the
Kansei words to ensure results accuracy.
A journey model needs to be rendered
first to identify all touchpoints that can
generate children’ luggage values.
Children’s luggage caters for children's
travel, and thus the travel can be a
children’s luggage domain to generate
value. Actions are the touchpoints to
identify the values because value is a
subjective experience that is dependent
on context [3], while experience is
related to action. Therefore, the journey
model of the Experience Map of
children’s luggage can compose journey
and actions. It also expresses the
parents’ perception in the form of
sentences, because the Kansei words are
adjectives that can be extracted from the
sentences. Parents rather than the
children are the best candidates for
feedback on thepurchase criteria of
children’s luggage. Lastly, after all
perceptions are identified, the Kansei
words are sorted out individually.

Overall, to collect the Experience
Map Kansei words needs two input
elements are needed, which are journey
model and perceptions.

Journey model:

To identify all the
perceptions. words

Perceptions:
To identify Kansei

Kansei words:

To support Kansei
Engineering Type I to
determine the value of
children's luggage.

Figure 2. The input-output model of the Experience Map of children’s luggage (illustration
by author)

Published by: The Mattingley Publishing Co., Inc.
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After the input-output model is
formulated, the input elements and
output element of Experience Map are
clear, whereby input elements are the
journey model and perceptions, while

Experience Map of Children’s Luggage

March- April 2020
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output element consist the Kansei
words. Therefore, the Experience Map
template of children’s luggage can be
designed as shown in Figure 3.

Objective: Collecting Kansei words fof children’s luggage, the results will

Users: Children (6~12 years old)  Product Children’s luggage  gpnort Kansei Engineering Type I to determine the value of children’s luggage.

Actions

Perceptions

-
-

Kansei words

Figure 3. The Experience Map template of children’s luggage (illustration by author)

Step 4: Completing the content of
each element. In terms of the
Experience Map template of children’s
luggage, two input elements and one
output element will be completed
according to Step 4. The input-output
model simply explains each element. In
this step, the completion of each
element would be explained in detail.
Finally, the Experience Map of

Published by: The Mattingley Publishing Co., Inc.

children’s luggage would be created as
shown in Figure 4.

Input Element 1: Journey model.
According to the description of the
input-output model, the journey model
would be a combined journey with
action, the journey of children’s luggage
is the journey of children’s travel, and
the actions are things that children
would do during travel.
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Looking back on children’s travel,
the children’s luggage are used in five
scenarios, which are at home, on the
way, on the vehicle, at the hotel, and at
the attraction. The Experience Map
journey is segmented accordingly into
five phases based on five different
scenarios.

Then the actions of each phase are
identified. The children’s actions have
two situations when they travel. In the
first situation the children use of the
children’s  luggage  directly. For
example, when children pack their
luggage, they will directly touch
children’s luggage; thus, packing
luggage is an action of the first
situation. The existing children’s
experiences can be identified by
analysing the actions of the first
situation. The actions of the second
situation are things that the children
would do during travel, but they do not
use the luggage. For example, when
children plan a travel, they get
information about the travel, they do not
use the children’s luggage. Therefore,
planning a travel is an action of the
second situation. Analysing the actions
of the second situation may have added
values and the children’s latent
experiences can be identified.
Meanwhile both existing and latent
positive experiences can be identified,
and the quality of children’s luggage
can exceed the children’s and parents’
expectations. Therefore, their
satisfaction can be greatly improved. By
identifying all actions that children will
do during the entire travel is the way to
analyse the actions.

Input Element 2: Perceptions.
According to the description of the
input-output model, the way to analyse
the perceptions is to use sentences that
describe the positive experiences from
each action, and perceptions are from
the parents’ perspective. For example,
when the children pack their luggage at

Published by: The Mattingley Publishing Co., Inc.
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home, they do not know what
belongings to prepare and the way to
pack them neatly. This is tedious for the
children. Otherwise, they need the
parents to assist. Therefore, parents may
expect that “children’s luggage can help
their child to pack the Iluggage
independently, sequentially, neatly and
quickly”, in which the sentence in
quotes is an example to analyse
perception.

To identify more perceptions,
various methods, such as literature
review, interview, survey, observation,
and group discussion can be used. It
should be noted that the perceptions
should be consistent with the
requirements of Kansei words to avoid
targeted confusion.

Output Element 1: Kansei words.
Kansei words are the adjectives and
phrases to describe the positive
experiences of children’s luggage in this
Experience Map. After the perceptions
are identified, the Kansei words are
sorted out individually from various
points of the perceptions. One
perception can sort out as many Kansei
words as possible as long as it is needed
by the target. For example, “The design
of the luggage can cater to the
preference of a child and his/her
parents”, this is part of one perception
from which ten Kansei words can be
sorted out, such as ‘“Beautiful, cute,
cool, fresh, Fantasy, Interesting,
Popular, Particular, Childish,
Meaningful”. This is the way Kansei
words are sort out from the perceptions,
and the rest of the Kansei words are also
similarly extracted. To identify more
perceptions, various methods, such as
literature review, interview, survey,
observation, and group discussion also
can be used in this step.

Because the collected Kansei words
have various attributes, in order to
facilitate the design of the subsequent
questionnaire, this study needs a
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reasonable method to classify the
Kansei words. The user's response to a
product mainly includes four aspects:
behavioral  response, physiological
response, conscious response and
emotional response. Therefore, this
study classifies the sources of user
experiences based on these four aspects,
then the user experiences can be sorted
out one by one according to the
characteristics of each response, in this
way, the entire user experiences can be
collected in a systematic and complete

Experience Map of Children’s Luggage
Users: Children (6

-12 years old) Product: Children’s luggage
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way. A total of 186 Kansei words and
10 phrases are sorted out from the
perceptions, as shown in Figure 4.
Among these Kansei words and phrases,
some of them have similar meanings or
similar attributes, this will have an
adverse effect on the questionnaire
design. Therefore, this study sorts out
and removes the Kansei words with
similar meanings and attributes. After
removal, a total of 106 Kansei words
and 10 Kansei phrases were retained.

Objective: Collecting Kansei words of children’s luggage , the results will

support Kansei Engineering Type | to determine the value of children’s luggage

Actions

Carry-Open-Place-Close-Carry
Carry-Open-Take-Close-Carry
Clean

1. The quality of the luggage
must be qualified to meet the Prepare, pack and unpack all
requirements of a travel. The the item
design of the luggage can and \uﬂ:lmu nn.l‘nslon thus.

cater to the preferences el bnberchatthal

moving the lugga

of a child and his/her parents, able to do the work by
themselves

and can be accepted or
appreciated by the public.

luggage

Perceptions

Pull/push

2 The luggage can help a child 3 The luggage can be moved
in a safe, fun and elegant way,
n an orderly manner thus the child can insist on
without

asking the parents for help. and about the sceurity of the luggage
when they ride

about their children not being  the child will feel pride and
confident when moving the

Carry-Lift-Watch-Identify-Carry Carry-Open-Take-Close-Carry

4 The luggage can be stored and 6. The luggage can be
taken care of by a child casily
and safely. thus the child and
parents do not have to worry

Pull/Push

Open-Take out/in-Close  Carry-Open-Place-Close-Carry  Open-Take out/in-Close

¢ can be moved in
the scenic asily. safely and
friendly. thus it is convenient for
achild o use the luggage in
scenie sarca and proteet scenic
arca

7. The lugg:

convenient for a child to take
all the items when child
unpacking the luggage, and

8.The luggage can be convenient
for a child

clogant when takingoutin

take oulnn items,

(Concerns & Expectations)

5 illi items pack souvenirs, hus the child
= "“*I"f‘lr“""f_ i f"l:":‘g_"’ i1d will not be will not be troublesome and
Uy (16 IUgEago, Anc £io ggage can be durable troublesome and irritable irmitable when taking out/in titems
child is willing to use the a5 ¢he child or parent will not when taking out/in titems.
luggage and feels happy, be very tired and bored when
pride and confident when  cleaning the luggage after a
using the luggage travel
1 i of 286 i of 3&7 Experiences of moving 4 Experionccs of storing  S&8 of taking
L1 Conscious responses i i 3&7.1 Behavioral responses out/in items
ppraisal 2&6.1 Behavioral responses  ~-Convenicnce S&8.1 mm] reactions
1 Pattem/Shape/Color 3&7.1.1 Easy to pull/push = 5 v an
1 Beautiful 3&72 Ph\‘zmlngl;’l responses S&8.1 asy m take out/in 9.2 Physiological responses
2 Cute o opealolosd || =Comioeabloatss items (Bag) --Comfortablcncss
3 ¢ items 3&7.2 | Comfortable (Handle) al responses ’4 Z 1 fumfuﬂ-\blb. (\Wl\uh)
aF cs 3&7.3 C us responses "
) cn
6 Interesting om le (Handle) I Smooth C omloﬂnbh (Handle)
7 Popular 22622 Comfortablo (Shell) " 34732 Flexible Comfortable (Shell)
8 Particular 2&6.2.3 Comfortable absorbing s responses
9 Childish (Zipper/Buckle) me-saving

10 Meaningful

onable
rge-capacity
oughtful
Usu rmndh

numn
Comfortable
Durable
Lightweight

1
1
1
1
1
1
1
1
1
1
2
2
2
2
2
25
3
3
3
33
3

ona
Advanced
Authoritative

5 Qualified

Kansei words
(Positive experiences )

2
3
38
5 Well-made
6
Si

Suitable
Ergonomic
d

1

52

B

1 Licensed

2 Famous

3 Authoritative
4 Trustworthy
5 Professional
Price

I Reasonable
Service

1 Efficient

2 Considerate

4 Affectionate
5T rual,ul

6 Satisficd
7 Happy
8 Desirous

4 Quict
37,35 Balanced

2&6.2.4 Comfortable (Bag)
2&6.3 Conscious responses

ergy-saving
3&7.3.6 Controllable u 3.5 Cost-effective
3&7.3.7 Labor-saving 3.6 Safe

3&7.3 8 Safe

3&739 Fun

3&7.3.10 Elegant

3&7.4 Emotional responses
—-Pleasure

3

5&3.3.4 Safe
S&8

legan
Emotional reactions

—Pleasu
5&8.4.1 Relaxed
5&8.4.2 Satisfied
5&8 4.3 Happy

5&8 4.4 Enthusiastic
S&8.4.5 Relieved

"&b 33 Orderty

2&6.2 4 Trouble-free
2.&1v 2.5 Safe

otional responses

Pl\.‘bul’\
a4

9.4.4 Enthusiastic
9.4.5 Relieved

3&7.4.3 Happy
3&7.4 4 Enthusiastic
2&6.4.3 Happy 3&7.4.5 Pride
2&6.4 4 Enthusiastic 3&7.4.6 Confident
2&6.4.5 Relieved

444 Mipgy
445 Relieved

Synonyms or similar words (Appraisal):
Beautiful: Pretty, Good-looking.
“ute: Adorable. Lovely
New,Flash.
Al

Synonyms or similar words (Effectiveness):

Neat: Tidy

Elegant: Graceful Civilized Polite. Inoffensive,
able

Synonyms or similar words (Pleasure):

Happy Joyful, Plcased, Delighted Glad,
Amused.Cheerful

Loving: Best-loved,Favored

Satisfied: Contented. Fulfilled

Reliant

Relaxed: Stress-free

Relicved: Reassured. Worry-free

Pride: Proud

s Amusing

Labor-saving: Effortl

Trouble-free: Unobst
Failure-free

Balanced: Well-proportioned

Stable: Steady

Non-destructive: Intact,Non-fading

Safe: Innocuous, Hammless, Hurtless.

Healthy: Non-toxic.Innoxious.

User-friendly: Convenient,User-centered, Handy
le: Cozy

ly: Recyelable,Non-polluted

hnical

novative High-ranking
Authoritative: R c

Qualificd: Elj

le Approved.

Famous: Well-known.Outstanding

Annotation:

Appraisal is the act of estimating or judging the nature or value of something.

Convenience is the state of being able to do something casily with little effort and no hindrances
Comfortableness is the state of being relaxed and feeling no pain

Effectiveness is the capability of producing a desired result or the ability to produce desired output
Pleasure is the fecling of happy satisfaction and enjoyment

Figure 4. The Experience Map of children’s luggage (illustration by author)

The objective of

luggage Experience Map is to collect

Published by: The Mattingley

the children’s Kansei words, and thus it is completed

at this point. The collected Kansei
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words are categorised, selected and used
to conduct a survey. Through the
survey, the Kansei words data are
collected, and their relations can be are
identified by using data analysis.
Finally, the value of a new children’s
luggage will be determined according to
the results of data analysis.

5. RESULTS AND DISCUSSION

In this study, an Experience Map of
children’s luggage was created. Figure 4
clearly shows the way of the Kansei
words are collected from the Experience
Map. Firstly, the Experience Map
segmented the journey into five phases
based on different scenarios, which
included at home, on the way, on the
vehicle, at the hotel and at the
attraction. Secondly, it comprehensively
and carefully analysed the children’s
actions during the journey. Thirdly, it
identified the parents’ perceptions from
in the form of sentences. Lastly, the
Kansei words were sorted out from the
perceptions. A total of 106 Kansei
words and 10 Kansei phrases of
children’s luggage were collected, the
details of Kansei words can be viewed
in Figure 4.

By creating the Experience Map, the
Kansei words were collected more
systematically, efficiently and
comprehensively. Hence, the value of
children’s luggage can be analysed more
thoroughly, making the user feel
successful rather than just satisfied.
Therefore, these Kansei words will
support KE Type | technology to
determine the value of children’s
luggage more accurately, and they can
also be used to describe the selling

Published by: The Mattingley Publishing Co., Inc.
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points of children’s luggage on online
stores. Since customers are unable to
touch or feel the children’s luggage
when they purchase online, they will
evaluate the value of children's luggage
through the selling point described by
companies. Besides, what the customers
are getting is always pacifying during
purchase [12]. Therefore, these Kansei
words can be used to describe the
children’s luggage to attract customers.
By analysing the collected Kansei
words, it can be seen that they have
different attributes. The user
experiences from the behavioral
response are concerned with
convenience. The user experiences from
the  physiological response  are
concerned with comfortableness. The
user experiences from the conscious
response are concerned with
effectiveness and appraisal. The user
experiences  from the  emotional
response are concerned with pleasure.
The details are shown in Figure 5.
Figure 5 does not only show the user
experiences of children’s luggage
during the interaction, it also shows the
values of children’s luggage. Because
the value is experience, which flows
from the users. By comparing with
previous research on value
determination, their conclusions are
insufficient. This study provided a more
comprehensive value chain of children’s
luggage through creating an Experience
Map of children’s luggage, and the
research framework in this study can
serve as a design criterion for value
creation in future children’s luggage.
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Children’s luggage--Components
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Children’s luggage--Actions

Shape
Pattern Color Pack Unpack
Internal structure o
Technology Material Take out/in items
Brand Pric
fee Move Store
Service Size Maintain
Emotional Conscious Physiological Behavioral
response regponse response response
Ve \/
UX of purchase UX of use
i Convenience
Appraisal
Comfortablen
Pleasure
Effectiveness
Pleasure

—

Values of children’s luggage

Figure 5. Values of children’s luggage (illustration by author)

This study has an important
significance for the development of an
Experience Map. By comparing the
Experience Map of children’s luggage
with the general Experience Map, the
elements of the Experience Map of
children’s luggage were changed. In the
meantime, this Experience Map was
adjusted to be a tool to assist KE Type |
in collecting the Kansei words. This not
only provided a template but also a
method to create a new Experience Map
which can be adapted to the particular
objective. In other words, this study
indicated that the Experience Map is not
rigid as it can be adjusted by flexibly
and be more widely used according to
the needs of design methodology.

Based on this study, user experience,
value chain, KE Type | technology and
Experience Map were linked together as
a design model for development, as
shown in Figure 6. As previously
introduced, value is experience, which

Published by: The Mattingley Publishing Co., Inc.

flows from the users. Experience Map
can  systematically = manage  user
experience related to the value, and
thus, it can assist KE Type | technology
in collecting comprehensive Kansei
words to determine the value. Then,
with the assistance of Experience Map,
KE Type I technology  can
systematically and comprehensively
manage the value chain. In addition,
user experience, value chain, KE Type |
technology and Experience Map are
trends that are focused on product
development in human-centred
perspective. They cater to the
requirements of contemporary product
design, and thus, all of them are the
epidemic factors for children’s product
development. By using their respective
strengths more scientific and effective
users’ needs are identified, and thus
create a profitable value chain by co-
creating and promoting the design of
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children’s luggage more humane,

valuable and competitive.

_ . Human-centered _ _
e -

S

. Assist
Experience Map

‘
[ \
|

Manage

e

Co-creating

N

Value chain

Manage

\
‘ /
\

>, User experience <—»
B

Relate

.
. . . g

——» Kansei Engineering |

\

March- April 2020
ISSN: 0193-4120 Page No. 1108 - 1120

Humanization

design

T

Children’s lnggage -

Competitive

development advantage

Figure 6. A design model of value chain management in children’s luggage (illustration by

6. CONCLUSION

This study created an Experience Map
of children’s luggage that assists the KE
Type | technology to collect Kansei words.
A template and procedure to create a
general Experience Map were introduced.
The procedure of creating an Experience
Map was also introduced in detail. A
design model of value chain management
in children’s luggage was formulated. A
total of 106 Kansei words and 10 Kansei
phrase were collected and 5 categories of
children’s luggage value were identified.
The results will support KE Type |
technology to determine the value of
children’s luggage more accurately.

Although this paper provided a
template of Experience Map to collect
Kansei words, it is not the only template.
Different product needs to formulate
different templates according to the nature

of product and wuser. For children's
products, children and parents have
different perceptions on purchasing

products, but they are the stakeholders.
Excellence in product development can be
achieved by integrating various
stakeholders’ requirements into a winning
offering [13]. Moreover, value occurs
when needs are met through the provision
of products, resources, or services [3].

Published by: The Mattingley Publishing Co., Inc.

author)

Travel  purpose,  education  level,
advertising, social trends, and economic
conditions all will influence customers’
purchase decision. Many value chain
views can be created, and companies must
synchronise the user experience flows with
the value flows from stakeholders in the
form of rapidly shifting tastes, preferences,
and demand. For instance, in [14]-[15]
mentioned that customers today concern
themselves more on satisfying their
emotions than merely their cognition.
Therefore, designers should pay more
attention to translate customers’ emotions
(e.g. Kansei) into product design. This
paper suggests that future research can
identify the perceptions from various
important theoretical perspectives and lead
the Experience Map to better suit the needs
of KE Type | technology in determining
the maximum value of children’s luggage.
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