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EXECUTIVE SUMMARY

Accenture Liquid Studio (LS) as a technolog-
ical innovation consultant company presents
their technical capabilities by demo showcases
for promoting business opportunities. Demo
Theme Park is the collection of all their demo
showcases. It locates in LS Utrecht office as a
company in-house technical exhibition. A mo-
bile app, Liquid Studio Passport is proposed
throughout this project for enhancing the Them
Park exhibition on visitor experience by aug-
mented reality technology. The passport visit
plan conducts a holistic experience for visitors
that it facilitates preparation before arriving,
enriches interactions along visiting, and values
takeaways to promote further communications
between visitor and Liquid Studio by the end-
ing. The project is initiated as:

Creating interactive smart visit experience for
inspiring studio visitors among multiple tech-
nology showcases around Demo Theme Park
in order to promote new business possibilities.

Analysis

To build a tangible basis for further design pro-
cesses, a research phase was initiated for gath-
ering valuable insights around the Theme Park
exhibition visiting context. It includes analysis
on both internal and external perspectives for
conducting design challenge statements with its
context scope.

Externally, keywords for desk research and case
studies were selected to be technologies, muse-
ums, exhibitions, and interactions. In conclude,
applications of technology in museum exhibi-
tions on interactive and experiential purposes
are revealing values increasingly. They achieve
greater degrees for visitors on participation, au-
tonomy, and personalization. This encourages
positive relations for both sides.

Internally, research included internal case
studyon Liquid Stuido Singapore demo show-
case exhibition, field research in Utrecht LS of-
fice, interviews with demo and tech developers,
survey around relevant information platforms,
and meanwhile researched along fast prototyp-
ing on parts of the Theme Park as a member
of the development team. In general, it is the
common goal to seek for values among tech-
nology services from the exhibition by both LS
as information presenter and their visitors as in-
formation receiver. The Theme Park here plays
the role as a bridge to transport info from Liqg-
uid Studio to visitors. In this case as the current
situation, the exhibition initiative tend to come
from presenter perspective, where visitors are
receiving anything be given from Liquid Stu-
dio.

This leads to a discussion on changing roles
of Liquid Studio and the exhibition visitors
around the journey. It generally results as
a perspective transformation of information
transfer from presenter initiative, where pos-
sibilities are proposed, more towards receiver
initiative, where there are needs. To redefine the
roles, the Theme Park should be considered as
a map to be explored rather than a bridge to be
crossed. Via the exhibition, both presenter and
receiver are explorers that they are seeking for
a match between what are provided and what
are expected that achieves each other. Hence, it
reasoned out that it is the opportunity to realize
this co-exploration for both sides. For visitors,
a self-directed exploration-oriented journey
could be the direction. Though it seems focused
more on individual perspective experience and
tends to aim for achieving independent visits,
this is not to completely replace the conven-
tional methods that most people are accus-
tomed to, such as manual guide or group tours.
It is to explore alternatives on such a basis, for
new opportunities that can add value to them.

Conceptualization

Base on insights from analysis phase, a design
goal is proposed as “Design an explorative,
collaborative, and discoverable mixed-reality
journey for Liquid Studio in-house visitors to
enhance the sense of consistency during visit-
ing tech demo exhibition”. Ideation, Conceptu-
alization and Design activities were conducted
accordingly.

The ideation was also considered as a reflec-
tion for better preparation on later processes
where the scope of the design was setted as to
design a overall journey experience. A number
of sub-concepts were generated which was then
modularized into functional features and con-
sisted into a 9 step journey flow. The flow was
then used for validate whether the modules are
useful along the journey or whether any part
is missing. Storyboard was made for concept
evaluation sessions for participants to walk
through the journey along the storytelling. The
sessions were executed for insight gathering
that finally to conduct a journey solution that
fulfils the design goal.

Final Design

According to the finding from analysis and
conceptualization, the final design was con-
veyed with a concept overview, a journey flow
and a journey map. To validate whether the
design could match with the design gaol, two
prototypes were made for user/visitor tests sep-
arately for the journey carrier, which is an AR
(augmented reality) mobile application, and the
using scenario as the participants are not able to
visit the exhibition on-site under the corona sit-
uation. The final evaluation was addressed, and
as a result, the design fulfilled the properties as
desired quite well in general.

As the project is part of the long term develop-
ment of the Theme Park for Accenture Liquid
Studio, recommendations were made for later
developments. As currently it is processed and
proposed theoretically, it will need more in-
sights from in field context researches.

The figure 1 in next page show an overview of
the project process.
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INTRODUCTION

This report presents research and design pro-
cess and outcomes at Accenture Liquid Studio,
from March till August 2020, for the graduation
project in TU Delft, Master for Design for In-
teraction.

Accenture Liquid Studio

Accenture Liquid studio, as an important part
of Accenture’s global innovation architec-
ture, is a transnational technology based in-
novation consulting company operates across
Europe, Asia, Africa, and North America as
shown in figure 3 (Accenture, 2020a). Through
product and service innovation planning and
rapid prototyping of emerging technologies,
they help companies quickly achieve 0 to 1
and build sustainable innovation capabili-
ties (Liquid Studio the Netherlands, 2020a).

Project brief

This project is created and supported by Lig-
uid Studio the Netherlands (NL), which is
located in Utrecht, highlighted in figure 3
(Accenture, 2020a). Multiple technological
fields with high innovation value are under
exploring within Liquid Studio, which in-
cludes Brain-computer interface, IoT, Block
chain, Cloud computing, Virtual reality, Aug-
mented reality, Holographic, DevOps, etc.

Liquid Studio keep these emerging technolo-
gies under development, so that Liquid Studio
will be able to provide solutions for their clients
when facing new challenges.

However, on the other hand, technologies,
especially when go into more technical
depth, where it starts to be even more ob-
scure that their complexity creates a barrier
to communication between potential users
and valuable technologies. This stops under-

Accenture Innovation
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Figure 2: Liquid Studio as a part of Accenture’s global innovation architecture
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Figure 3: 31 Liquid Studios are operating in 31 different countries and regions around the world (Accenture,

2020a)

standing and inhibits getting inspired, which
blocks creativities, so that to break this bar-
rier and build the bridge is the challenge.

To face this, Liquid Studio started the AR City
Quest project to connect a number of demos
under a virtual city context in an AR (augment-
ed-reality) application under a game format.
Therefore, user can be guided through a sto-
ryline for achieving an experiential solution.
It is an opportunity to promote their internal
technological capabilities through a smart en-
vironment within their office space from an im-
mersive and informative experiences.

The current demos including Blocktrain, De-
vOps, Magic mirror, smart plant, and so on.
They together presents as the demo Theme
Park, where there is a potential for improvment
that there is no clear narrative or overall user
experience system for either the theme park or
the City quest yet.

To achieve this overall experience, it should
consist of two things, which are the group of

physical demos and the AR application. The
physical demos together as a carrier for the
technology showcase, and meanwhile, AR ap-
plication is also a carrier for the showcase but
is in a game form.

By combining both parts, they should create
a holistic experience, while at the same time,
it should be possible for them to showcase the
technologies separately.

To challenge this barrier, three stages of prob-
lems are facing in this project:

1. A journey need to be created fluidly that
covering and linking through out the multiple
technologies in order to smoothly get the audi-
ence involved into the blueprint of the studio’s
capability. Importantly, by creating such a jour-
ney, it should to be able to point out the key ele-
ments that are valuable to the audience.

2. It is important to reduce complexity of infor-
mation delivery from obscure languages. Keep
the communication informative, but in a user



friendly and effective manner as a memorable
experience.

3. How to create the journey parallel through
out both carriers (physical demos, and AR ap-
plication) that are complete when they are expe-
rienced separately, and on the other hand, they

should be able to be combined into one holistic
experience.

Potentially, by facing the situation that the vis-
itors usually come in groups, it could be inter-
esting to explore how in the future the AR appli-
cation can also be used as part of a group visit.

Therefore, the design challenge to be faced in this thesis project is :

Creating interactive smart exhibition in the liquid studio to provide
immersive walking through experience for inspiring studio visitors
around multiple technologies in order to promote new business pos-

sibilities.

About the development team

As an iterative development project, theme
park is in the initial stage. A number of dem-
os are there to be organized, and the AR city
self-guided tour concept with its mini-AR-
games corresponding to each demo in the con-
cept have not yet been designed and developed.
At this time, my joining aims to enrich and meet
the needs of visitors through the relevant design
of user experience, and thus assist in improving
the demo and AR city self-guided experience.
To get this whole project keep being imple-
mented for finally realizing the design practi-
cally from the company side, and also as inputs
for designing the overall user visit journey, the
AR quests for each demo as sub-projects are
developing in parallel.

To face this situation, I am working with a team
of 4 with clear task divisions that each of us
developing the theme park from different per-
spectives (figure 4). We work as a team, but
responds separately on quest designing, code

implementing, 3D modelling, and me on over-
all journey researching and designing.

For each demo’s quest, as a team, we first do
brainstorm sessions around possibilities on how
the physical demo can be used for the quest and
how the AR layer can help. After having the
outcomes, we refine them into a quest design
concept, and work for implementations de-
pendently as the first iteration regarding Theme
Park project as a long-term topic.

Project approach

In order to work out the design challenge, a
triple diamond design process is approached as
shown as introduced in figure 1 as the overview
of this project while figure 5 on the right pre-
sents the overview of the research scope where
frame the foundation where conducts the final
design.
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Figure 4: the development team in Liquid Sdutio
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O1
PRE-RESEARCH

STUDY ON APPLIED TECHNOLOGIES IN MUSEUMS

This chapter reports a study on interactive technologies that applied to museums
through literature reviews and case studlies. It works for the project as a back-
ground research from a more generic context.

Chapter Overview

1.1 Interactive in museums by tech applications
1.2 Key takeaways



OVERVIEW

The following figure as below shows an overview of the study which as a reference for the project.

Project Brief

see Appendix A

Pre-Research Questions

“Creating interactive smart exhibition in the liquid studio to provide immersive
walking through experience for inspiring studio visitors around multiple technol-

ogies in order to attract new business partners.”

1. What are the interactive technologies attempts in current museums?

2. How do the technologies enhancing the visit experiences?

3. What are the initiations of applying such technologies in museums and how are they achieving so?

\4

Literature review

N\
N\
N\
NS

\

\4

Q1
Online virtual museums
Q1
Use of touch screens
Q1

Figure 1.1: Overview of chapter 1
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Promotion of communication
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Amplification of exhibition
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1.1 INTERACTIVE IN MUSEUMS BY TECH APPLICATIONS

The rapid development of technology leads to an enrichment of interactions. For museums, at-
tempts and explorations in this trend are changing the relationship between museums and visitors

(Vaz, Fernandes, & Veiga, 2018).

111 Online virtual museums:
Promotion of communication

Museums develop various of online or digital
versions of virtual museums to provide services
enriching visitor's experience on communica-
tion, interaction, and sharing, to become re-
sponsive, engaging, and participatory for their
visitors (Holdgaard, 2011). As Holdgaard said,
the main purpose of such attempts is to help
the museum attract new visitor groups (2011).
Compared with physical located museums,
online tools such as social media and website
platforms are more flexible in form and content.
They have greater opportunities to reach peo-
ple's daily lives. In other words, invisible poten-
tial visitors will have the opportunity to be dis-
covered and communicated through the virtual
online platform (Vaz, Fernandes, & Veiga, 2018).

There has been controversy about whether vir-
tual museums will replace physical museums,
but like the relationship between photography

AD 1700

AD 1800

TheBritish
Museum

Figure 1.2: An item is selected in ‘the Museum of the World' (British Museum, 2020a)

and painting, it is suggested as a new chance in
form to add value rather than replacement. The
value of a museum is not only the collections
and the rich knowledge inside them, but also
the irreplaceability of the physical matters at
the experience level. On the contrary, the virtu-
al form may be the facilitator of physical visits.
By bringing the knowledge that will be acquired
in reality to the visitors before their actual visit,
the virtual museum becoming a bridge of com-
munication.

Case study: Google Arts and Culture

Google Arts and Culture can be an example,
though external from any museums, as an on-
line platform provides virtual visits to a large
number of museums. It allows public virtually
visit collections from more than 2000 partner
institutions. The feature Virtual Gallery Tour
implements the same technology as Google

SILVER COIN
Tibetan culture.

. cuLTuRAL
PRIVACY  {isTiTuTe

Figure 1.3: Homepage by Google Arts and Culture of Solomon R. Guggenheim Museum (Google arts and culture, 2020)
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street viewer that walk through the environ-
ment by clicking on the virtual floor. Artwork
viewer provides more than 32,000 high-resolu-
tion images with info on their physical proper-
ties such as size and material. Information on
the main page of each museum includes sto-
ries, collections, views, current activities, muse-
um general info, etc (Figure 1.3). In addition, for
Google users’ personal arts and culture home-
pages, there are various recommendations to
explore, such as art items, culture topics, activ-
ities, games, etc. These functions effectively in-
tegrate resources into the platform, extend the
distanced accessibility, and value the knowl-
edge dissemination throughout information
communications.

Case study: the Museum of the World

There is also potential for virtual museums to
amplify their visitor's desire of reality that pro-
mote on-site visits to a greater extent. The pro-
ject by the British Museum and Google Cultural
Institution featuring a virtual website even more
experiential and engaging interactively (British
Museum, 2020b). it starts from a virtual tour with

1.1.2 Use of touch screens:
Amplification of exhibition

In museums, the application of touch screen
provides more demonstration opportunities for
exhibits. With the gradual maturity of technolo-
gy, the freedom of content display and the rel-
atively low development cost on both time and
money, are promoting its diverse development
in application scenarios.

a conceptual motion effect. The dots of various
colours covering the entire screen are gradually
connected which implying the interconnection
between the selected objects along the history.
The end of the animation is that all points are
sorted by colour on five tracks (Africa, America,
Asia, Oceania and Europe), distributed along a
time axis that can scroll back and forth (figure
1.2), from prehistory till now.

When scroll the mouse to move along the time
axis forward and backward, some random and
brief melody will be formed that sounds are
triggered by the passing the points. Clicking on
a certain points will trigger the correspond in-
troduction of the item it represents. The hidden
link between collection items that are related
across time and space will be linked along the
time axis across cultural divers. This engage
people to explore more along the links from
the interactive abstractions to the exhibits they
represent. The irrelevant items will turn into in-
visible colour that the same as the background
for less visual interruption.

As shown in the figure below (figure 1.4), it dis-
plays three using cases with interactive touch
screen technologies. By implementing Multi-
touch control with multiuser software, it en-
courages collaborative communication among
the content it displays. The operability of mul-
ti-person control, object recognition, multime-

Figure 1.4: Various forms of touch screen in usage scenarios (eyefactive, 2020)

Tech in Museums

dia presentation, and gamification interaction
makes this technology more flexible and attrac-
tive, and continues to expand the exploration
boundary of its application.

While touchscreen increases the richness of
content and interaction, it can effectively re-
duce the need for exhibition space. As a tech-

nical display method, it is relatively distinct in
form from other traditional displays, and it po-
tentially embodies the particularity in content.
This will arouse visitors’ curiosity about what it
displays (Lovelace, 2016). On the other hand,
the development potential of rich content and
interactive forms may bring more possibilities
for inclusive design in museums.

11.3 Extended-reality technology applications:
Augmentation of immersive experiences

By mentioning extended-reality technology,
it is mainly regarding AR (Augmented reality)
and VR (Virtual reality) which are getting more
and more familiar and popular to public now-
adays. Technology innovations are extremely
influencing reality-virtuality interactions to the
world, as it was stated by researchers previ-
ously (Norros, Kaasinen, Plomp & Rama, 2003).
These technologies brings people to cognitive-
ly integration of the physical and virtual parts
of the environment to varying degrees (Flavian,
Ibafez-Sanchez & Orus, 2019). The application
of interactive technologies gives people more
opportunities to harvest empirical memories,
those based on observation and experience

rather than theory that it empower greater op-
portunities through possibilities on innovative
narratives (Rubio-Tamayo, Gertrudix Barrio &
Garcia Garcia, 2017). This gives the communi-
cation of theoretical knowledge an opportunity
to be added with practical value, which leads to
valuable influence on modern museum experi-
ences (Coates, 2020).

VR Case: Designmuseo virtual tour

Designmuseo provides this online virtual visit
for their public visitors from their website which
is available to experience under VR mode with
personal VR devices. As shown in figure 1.5,
it is a 3D version of the main exhibition with

N | 55 Matterport

Figure 1.5: Virtual tour of the Travel as a Tool exhibition (Designmuseo, 2020)



contents displayed virtually the same as reali-
ty (Designmuseo, 2020). bubbles in the scene
are interactive to read related information such
as projects and authors introduction. The white
light circle on the floor is for navigation with in
the virtual environment. Visitors can also switch
the view from navigating to 3D or 2D map view,
even do certain measurements for more specif-
ic spatial insight (figure 1.6).

In general, this attempt brings the context from
its original to digital, a 3D version that adaptable
for virtual-reality experience in other places. As
mentioned before, these online tools breaks
down distance limits and makes more availabil-
ities for more invisible visitors.

) -,
Figure 1.6: Virtually measuring the paint on the wall
shows it is 2.05 meter tall (Designmuseo, 2020)

VR Case: ‘Mona Lisa: Beyound the Glass’ at
Louvre Museum

This VR experience was part of the landmark
Leonardo da Vinci exhibition by Musée du
Louvre. Animations and sounds interactively
present to visitors around the paint in detail at-
tractively, such as a seeing through of the pain
in layers till the wood panel with cracked marks
and wood textures (figure 1.7). Along a 500 year
history of the paint, the VR displays the chang-
es the time passage brings due to humidity and
light exposure.

Narrative elements along the VR experience
around da Vinci and the paint keep enhancing
the engagement for visitors with storytelling.
This is the complement of experience beyond
what can be seen through visitors eye of the
piece of art (VIVE Art, 2020).

This VR experience project is an attempt on
new ways to reach their audiences both in-
side and outside the museum (VIVE Art, 2020).
There is also a home version for their global
audience which offers a pre-visit before they
could actually attend. They can virtually enter
the museum through h the Pyramid entrance
and see Louvre's collections.

Figure 1.7: A visitor see through layer of the paint of
‘Mona Lisa" in virtual-reality (VIVE Art, 2020)

VR Case: a VR exhibit in the National Muse-
um of Finland

The Narrative by storytelling forms personal
connections between the user and exhibited
content that information could be conveyed
engagingly effective (Bedford, 2001). The VR
exhibit presented by the National Museum of
Finland offers their visitors an experience back
to 1863 inside the painting ‘The Opening of
the Diet 1863 by Alexander II' by R. W. Ekman
(Coates, 2020).

Wearing the headset, visitors could feel the
scene as if they are inside it and stepping in
the paint. It displays in 3D perspective inter-
actively that allows people to look around and
speak with characters inside the Hall of Mirrors
(Hills-Duty, 2018).

Figure 1.8: Visitor 3D perspective step inside the
painting ‘'The Opening of the Diet 1863 by Alexander II
in virtual-reality (Hills-Duty, 2018)

Augmented reality technical possibilities in
museums

Itis currently base on the three-dimensional au-
dio technology for creating an environmental
audio experience, as illustrates in figure 1.9. De-
pict a spatial environment composed of sound
information by simulating the location of sound
that the user can immersively feel the sound
framing an audio layer to the physical space.

Figure 1.9: An illustration of the spatial relationship be-
tween a three-dimensional audio and the listener (RIDT,
2016)

To simulate the sound environment for muse-
um visitors, data it need can be collected from
sensory device that visitor will carry around for
information of visitor's location, facing direc-
tion, and movement speed (Morozova, 2019).
After this device inputs these required informa-
tion to a connected smart headset, the headset
can then generate such a sound immersive ex-
perience, which can be considered as an aug-
mentation to the reality via audio.

As shown in figure 110, it is an example shows
the possibility to use augmented reality base
on spatial conditions in order to generated ef-
fective guidance on navigating in environment.
This may rely technologies such as WiFi, sen-
sors, iBeacon, and GPS, which can be expen-
sive and cumbersome solutions (Corine, 2016).

Google Tango allows smarter opportunities
that operate the application in the same vision
independently from those infrastructures (Co-
rine, 2016). “The tablet is loaded with sensors
that detect motion, volume, and depth. A 3D
map of the interior of the museum is created
in advance by scanning the walls, partitions,
installations, etc. The tablet later recognizes
these elements and makes it possible for the
visitor to remain continuously localized, with
no need to connect to any signal”, explained by

David Lerman, CEO of GuidiGO (Corine, 2016).
GuidiGo is the company that explored out this
new path.

Figure 1.10: 3D indoor geolocation project application us-
ing at Museu Nacional d'Art de Catalunya (Corine, 2016)

AR Markers (Augmented reality marker) works
as triggers for camera to recognise that trig-
ger virtual information displays from AR appli-
cations (Any Motion GmbH, 2020). It can be
various in formats such as image, visual icon,
GPS position, object, sound, human, even
multiple objects together (Any Motion GmbH,
2020). This greatly expands the possibilities of
AR interaction. Among them, image and GPS
position (Pokémon Go) as AR Markers could be
more common in use. As shown in figure 111,
the exhibit as an object is the AR Marker that
triggers out the virtual information layer from
the user’s screen.

Figure 1.11: The exhibit used as an AR mark to be aug-
mented from the screen via the mobile AR application (Pew
center for arts and heritage, 2017)



AR case: ReBlink in The Art Gallery of Ontario
The Art Gallery of Ontario together with the dig-
ital artist Alex Mayhew developed this AR exhi-
bition include 9 paintings with their AR version.
As shown in figure 112, the original painting
work as the AR Marker triggers the display from
visitor's screen of a new visual layer covered
over the original. The character in AR layer is
taking a selfie from the frame while the original
states static in reality. “ReBlink provides a mod-
ern day recasting of the past” (Mayhew, 2017).

Figure 1.12: Re-imagination of the original paint is dis-
played via the augmented reality application (Mayhew,
2017)

The digital intervention on gallery visit refreshes
its conventional pattern. As shown in figure 115,
the virtual layer together with the reality sur-
rounding are mixed together when see through
the screen. The virtual character extends the
context inside the paint towards the reality.

The re-imagination of Alex Mayhew together
with the AR technology are bringing the paints
to life in a new light (Mayhew, 2017)

AR case: ‘Skin and Bone’ AR application in

the Smithsonian National Museum
There are 13 of the skeletons showcasing in the

PHYSICAL WORLD

hall that can imagery bring to life in 3D from
the AR mobile application (National Museum
of Natural History, 2015). It is for visitors to see
how would the animal look like when having
skin and muscle over bones in life, as well as
how those skeletons would work when moving.
(figure 114))

“This app is all about sharing some of the untold
stories behind one of the museum’s most iconic
collections,” said Robert Costello, the producer
of this app, who is also the museum’s national
outreach program manager (National Museum
of Natural History, 2015).

In this case, the augmented reality brings his-
tory to life that allows visitors see through the
screen towards rich understandings.

Insight on Mixed reality possibilties
Mixed-reality (MR) is generally be defined by
differentiating with the augmented reality (AR)
that when adding digital layer to the reality, AR
interacts with the digital layer, where MR inter-
acts with both as the co-existion as the new
environment (Christensson, 2019; Microsoft,
2020). It is the physical interactions that the
MR more than AR. As for VR, it tends to provide
the feeling of a full immersive digital world in a
sense that without noticing the physical envi-
ronment around. When put AR, MR, and VR (vir-
tual reality) on the same scale, the mixed reality
presents in-between as it combines aspects of
both but not fully of them as in figure 113 (Mi-
crosoft, 2020).

Refer to Dan Ayob, the General Manager of
mixed reality education at Microsoft, the mixed
reality is defined as a mixture of physical reality
and digital reality (2019). To decide on the tech-

DIGITAL WORLD

MIXED REALITY SPECTRUM

Figure 1.13: The mixed reality spectrum and how the current devices serve the experiences (Microsoft, 2020)

Figure 1.15: The context of the rea
seeing through the screen (Mayhew, 2017)

Figure 1.14: The animal skeleton feature in physical showcased is reconstructed by superimposing images in an
augmented reality application (Smithsonian’'s National Museum of Natural History, 2015)

nology or the device to realize such an applica-
tion, it should first be considered that to what
extend the experience is being mixed along
the MR spectrum (Microsoft, 2020). Along the
same scale as the MR spectrum (figure x) there
are mainly two types of devices that the Holo-
graphic devices, such as Microsoft HoloLens,
are more towards physical reality while immer-
sive devises such as Samsung HMD Odyssey+

Digital
&

dives more into digital experiences.

MR could bring educational communication
to new scenarios as it creates inclusive con-
ditions, breaks limits from physics, and across
the distances according to Ayob (2019). These
are valuable potentials for museums that new
opportunities may occur for even greater ex-
perience where the exhibits are already great
in themselves (ARM23 technology blog, 2019).

lity environment is combined with both physical and virtual elements when



1.2 KEY TAKEAWAYS

Interactive technologies were discussed refer to their affects to museum experiences on around
online virtual museums, use of touch screens, and extended-reality technology applications. This
section explains the key insights from the pre-reseach chapter around the research questions.

Interactive technical attempts in museum

Technologies for museums are meaningful as these frames new languages for them to reach out
in new ways and to meet new audiences. Mainly, to the fundamental need, it is the educational
communication promotion that other values comes along subsequently once the museum could
effectively bring out their knowledge to visitors. The museums see the significance of interactive
technologies that they inspire knowledge from statics to life which attract audience to become
visitors and keep them engaged around.

Influences to visit experiences

Technologies bring new sights for museums and visitors that as mentioned, new ways of communi-
cations between museums and their visitors via technologies is gradually existing to less limitation
but more opportunities. To some extend, the technology is the new language that workable among
museum, visitor, arts, and history, to link them effectively and engagingly all together. Therefore,
for visitors, it enhances the value and significance of the visit by achieving simple communication,
in-depth understanding, deep memory, and rich experience. Promotes visitors to achieve effective
learning of the information and knowledge conveyed by the museum during the visit.

Possibilities by Mixed-reality

To design for an immersive tech theme visiting experience that conveys knowledge around multiple
technologies, it is basically the task for the technologies together find a way to explain themselves.
Regarding the insights around Mixed-reality as both physical and digital interactions are involved
in the project scope, it should be firstly facing the challenge of framing the desired experience that
then to be chose and designed the supportive application on appropriate devices correspondingly.

In conclude, it is by activate more and more from the power of the context, which is the surround-
ing that influences people to be able to bring out the experience as desired. To achieve this, it is
important to understand the context where the experience is happening around. In this case, the
research phase for this project shall be focused on context investigation.






INVESTIGATE THE CONTEXT

WHILE WORKING IN DEVELOPMENT TEAM

This chapter is reporting findings of context investigations. An illustration is
shown as figure x for overview of this phase. It shows a basic flow of where the
data come from and how the results are being used in general.

Chapter Overview

2.1 Research around demo Theme park
2.2 Situation analysis as part of information carrier
2.3 Visit journey analysis on current situation




OVERVIEW

The following figure as below shows the overview of the context investigation phase.

Pre-research insight

see Chapter 1 *
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2.1 RESEARCH AROUND DEMO THEME PARK

By mentioning demo Theme Park as a project, it covers relevant developments that enhancing the
Utrecht office showcases for communicating their technical innovation capabilities. Around the
current demo Theme Park, it is the focus of context investigation. This chapter is presenting current
conditions that are relevant to demo Theme Park developments.

2.1.1 As part of the brand carrier

The theme park visit contains rich and diverse
touch points, which is rather important for the
company to be able to convey the corresponding
brand identity and imagery. As a subsidiary in Ac-
centure’s management consulting construction
under technology innovation architect, Liquid
Studio is extending its brand culture in conjunc-
tion with its parent company’s brand context.
While being dependent on the Accenture brand-
ing, Liquid Studio is trying to identify their own

MISSION & VISION

Ideate and pilot leading-edge client-specific solutions Ieveragmg the Iatest
technologies and partners with the unique objective to scale.

personalities. Though the brand design has not
yet been completed, some have been put into
use. After collecting insights from both the brand
guideline and innovation booklet, and communi-
cating with the marketing and interaction leads,
branding information are collected as shows in
figure 2.2. Relevant pages of the design guide
can be found In appendix G where gives more
detailed explanations on mission & vision and
core value of Liquid Studio.

00

N

LIQUID STUDIO

the experience

BRAND PERSONALITY

DISRUPTIVE
INNOVATIVE
CREATIVE
OPINIONATED
DIFFERENT

Figure 2.2: Branding references from Liquid Studio brand guideline

INSPIRE & IDEATE

Become informed, inspired, and involved
in the innovation of emerging technologies
through our seminars, demos, ideation
sessions, and Liquid Studio tours.

EXPERIMENT & CO-CREATE
Embrace experimentation and a fail-fast
style of development to deliver better
products and services to your end-users
rapidly.

SCALE & EMPOWER

Immerse your team in novel development
principles such as DevOps, and lean
engineering, to automate and accelerate
software delivery and quality.

in a fun, young, dy_an@
professaonﬁi way..

=\

m plen'ignt and

G deliver.




2.1.2 Location condition in general

Demo are located inside Utrecht Accenture
office as mentioned in the beginning. Spatial-
ly, anywhere installed any demo can be con-
sidered as part of the demo Theme Park, and
conceptually considering all demo showcases
together as an internal technology theme mu-
seum as the park.

Most of the showcases with booth set-ups are
placed at the beginning of office hallway, op-
posite the entrance, indicated as green circles
in figure 2.3 Although the entire office is open-
planned, the place where most of the demo are
displayed is functionally a social relaxation area.
Some other demos separate in other rooms or
areas as shown. Areas in office are further ex-
plained in Appendix H.
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Customer journey display

As the spatial condition is not regular as can be
seen in figures which is overall an ellipse shape,
a discussion was conducted for floor planning
suggestion with 2 other design students having
architecture design background. The two main
insights are as following:

- The space conditions is not regular, where
shall first determine the ideal exhibition expe-
rience, and then compromise with the space

- Crowds may gather or disperse, and the
location should be relatively concentrated
to maintain a certain order for the office en-
vironment.
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Figure 2.3: green spots reveals placement of most current showcases around the office demo showcase
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In conclude, compare with other areas, social
relaxation area is the suitable choice with fol-
lowing advantages:

Flexible for internal activities

Internally, people chat and rest in this area, or
the company holds small internal events. Demo
showcases will randomly become material for
people to pass the time or chat around that
they are in the place within reach.

Notable for people around the office

This is a part of the furnishings that people first
see after entering the company, where also vis-
ually accessible from most places in the office.
This works as a communication advantage in
terms of location. Image x presents the per-
spective as if a person just went through office
entrance.

Main movement routes

As indicated with grey arrows in figure 2.4, peo-
ple are free to gather or separate here, and will
not affect much to work activities happening
in other areas. Therefore, though the visit flow
may potentially cause busy situations at the

area, it provides enough flexibility for being
manageable.

Figure 2.4: main moving routes in the office area

As mentioned before, there are multiple innova-
tive technologies being demonstrated via sep-
arate set-ups. Figure 2.5 gives an overview of
their current locations around the office. More
info about each of them are listed in Appendix

Figure 2.5: Part of demo Theme Park can be seen when first access office entrance



2.1.3 Augmented-reality self-guiding program

for demo Theme Park

As mentioned in the beginning, an augment-
ed-reality program is proposed to be devel-
oped as a self-service tour guide for visitors
throughout the visit in demo Theme Park exhi-
bition. At the current stage, the initial idea is in
game format where brings player into a story
that the player as the mayor need to get a low
tech equipped city upgraded by completing
quests around the demo showcases.

Conceptually, each building or area in the vir-
tual city needs a specific technology to get
upgraded which corresponds to a certain
showcased demo setup in demo Theme Park.
By selecting each building in the virtual city, the
payer will be led to a demo to activate a game
quest that explains the demo. By completing
a quest, the player shall be educated along to

Discussion - the function carrier

understand the technology the demo demon-
strates. Afterwards, as a reward, the building
will be visually upgraded into a new version. It
is currently considering as an individual game
program, which may be further developed to
support group using contexts.

The development is initiated as a mobile ap-
plication which means, in using scenario, it
requires visitor to download and install the
app to their own device for accessing to func-
tions if needed. Augmented-reality interactions
would be realized by camera recognition that it
use camera for identifying or verifying certain
visual in the environment for activating linked
interfaces in the screen. It visually displays as a
layer of added information to the environment
of reality.

From experiential perspective, the mobile application on personal device may not be the best
solution as the carrier to support the functions. However, considering the investment on time
and cost for current development which is at the first stage, this shall be a proper choice to get
the project be initiated for first stage iterations. There can then be potentials for get the inter-
actions be extended on other carriers, such as AR glasses. A relevant research will be reported

in Chapter 4 for further discussions.

2.1.4 Demo Theme Park as an information platform

Liquid Studio as the information source need
to spread their knowledge effectively to their
audiences. In general, the Demo Theme Park
can be considered as one of the platforms that
explaining themselves to be understandable
that it present to bring out prepared informa-
tion. By showcasing the exhibition, it is more
emphasized on technical innovations that the
technologies are showcased for introducing
the technical services behind them. Demos are
not presenting as products, but as carriers for
showcasing Liquid Studio technical innovation
capability on each corresponding technology
topic.

Expert engineers continuously be responsible
for demo development and iterations. Inter-
nally, most relevant research and development
works are being done by interns, while full time
employees respond more on client projects. In
this case, updated information on new discov-
eries and innovations from interns can be ex-
pected internally once a while by doing internal
presentations. Externally, information spreads
mainly realize through Internet channels. Infor-
mation synchronizes on Liquid Studio official
website and social media accounts to be avail-
able for their public audiences that as an effect
to let Liquid Studio be timely accessible.

2.1.5 Relevant information platforms

The company promotes interdependence be-
tween internal and external information plat-
forms where potentially forming an informa-
tion transmission network among each other.
For example, as mentioned, demo theme park
information is planned to be adaptively syn-
chronizing to the Liquid Studio official website
corresponding pages. Therefore, though demo
showcases can only be exhibited internally and
located physically inside office, useful informa-
tion could still be partly brought out to external
audiences.

The demo exhibition as the focus, for relevant
comparisons and discussions, an investigation
among Liquid Studio information platforms
was executed. Among a number of channels,
another two platforms which are more relevant
to demo Them Park were selected:

Liquid Studio (NL) official website

The official website serves as the company’s ex-
ternal window, it is accessible for everyone from
most mobile devices. It is adaptable for mobile
phones, iPad, or computers. It provides gener-
al information and communication channels,
including pages of homepage, service, demo
Theme Park, about us, and contact (Liquid Stu-
dio, 2020).

Liqui
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Figure 2.6: Demos Themepark page in official website (Lig-
uid Studio the Netherlands, 2020c)

In demo Theme Park page, it can be expected
as an overview where lists available demo that
are showcasing inside the Accenture Liquid
Studio Utrecht office. It is currently officially
operating, but still under development to be
redesigned into a more interactive version for
website visitors. Figure 2.6 is a screenshot of the
current page for demo Theme Park. A full page
of the current version and Hololens page as an

example can be found in appendix F.

Liquid Studio (NL) dashboard website
Dashboard website, as one of Liquid Studio's
information platforms, it displays technology
topics and projects that are within the scope of
Liquid Studio technical explorations. The web-
site is for internal use only. For non-Accenture
internal employees, it will only be available to
get access during their in-house visit, through
the large touch screen presents inside the of-
fice.

As the current situation, It is currently still under
development as a prototype which is not ful-
ly online. There are five main pages which are
showcases, projects, ideaboard, badges, and
leaderboard. It serves as a dashboard that dis-
plays and evokes internal innovations and com-
munications for Liquid Studio (NL).

LIQUID Showease Projects Mdeabourd  Badges Leaderboard
STUDION ===

DevOps in a Box

-

Figure 2.7: Showcase page in Dashboard website (Liquid
Studio the Netherlands, 2020b)

Refer to website content, where makes it rather
relevant to demo Theme Park is that it showcas-
es technologies in parallel. While demo Theme
Park provides the physical demonstrations to
get technical information more tangible com-
municated, the dashboard explains showcases
as projects which can be a more informative
way by explanatory paragraphs and relevant
info elements such as development team
members and project status. Projects may also
be sync to Liquid Studio official website cor-
responding pages (Appendix F). Additionally,
when there is a correspondence between a
certain project to a physical showcase in demo
Theme Park, it informs the visitor from interface
and provide the in-house navigating instruction
to suggest a visit.



2.1.6 Internal and external visitors

To direct further research and design activities,
insights around stakeholders plays important
role. By desk research and interviews, an inter-
nal research was executed to identify if there
are certain audience groups that are more tar-
geted among the public from Liquid Studio’s
perspective on serving those information plat-
forms which includes the demo Theme Park as
the focus of this project.

Visitors, visitor groups, and organizations of
visitors as stakeholders

Stakeholders can be individuals, groups, or
organizations. For certain project, they can
be recognized as if the outcome of the pro-
ject would be impactful to them or not. As the
journey around the exhibition as the product
to be developed in this project, visitors, visitor
groups, or the organizations behind the visitors
can be considered as stakeholders. As visitors,
they experience the journey in the first place,
and afterwards themselves become influential
that the groups or organizations behind them
are being impacted indirectly.

Liquid Studio

v

External

Figure 2.8: Possible impact flows when consider Liquid
Studio as the analysis basis

Multiple people are impactful involved, and
they may present various identities in different
social contexts. When consider Liquid Studio
as the focus to analyse these stakeholders, they
can be summarized as in figure 2.9 while figure
2.8 reveals basic impact flow possibilities. Peo-
ple may come and visit individually or in group,
but as individuals, they are also representing
the groups or their organizations.

Internal visitors

Internal visitor is mentioned as all employees
from Accenture who are potentially the visitors
to Liquid Studio for the exhibition visit, includes
employees of not only Liquid Studio, but also
other departments in Accenture. In this case,
information platforms contribute to internal
knowledge alignment and exchanges.

For internal Liquid Studio, via information plat-
forms under a technical innovative environ-
ment, technology experts present out their
own findings to their colleagues. On the other
hand, they also learn and get inspired from var-
jious technical fields that are other than their
own topics to absorb new knowledge.

Liquid Studio

Work social
groups
Full-timer

and intern Wit et

Work team
Full-timer Other work
and intern team and
departments
v v
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groups
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organizatiofy
Potential

client
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employee

Figure 2.9: Stakeholder map
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Additionally, as a part of Accenture, it is also for
other departments and subsidiaries colleagues
to learn about Liquid Studio. To some extent,
they can be considered as internal potential cli-
ents and employees that external Liquid Studio
and internal Accenture, there are collaborations
or work adjustments among departments.

External visitors

Externally, there are basically two big catego-
ries base on their visit initiations. One for seek-
ing business collaboration success with Liquid
Studio, and the other for getting their career
be started in Liquid Studio. These visitors as
external visitors have their main communica-
tion base outside Liquid Studio which means,
as mentioned at the beginning of this chapter,
there is the potential that the visitors carries the
information afterward and brings the impact
further to their own context.

Personas: Scoping for more in-depth study
As part of the initiation of the project, five per-
sonas were made by Liquid Studio. They can be
found in appendix E. The following paragraphs
describes how they are suggesting targeted
visitor groups in brief:

For those potential visitors as potential new
joined employees and employee candidates,

they shall be aiming for get their career better
initiated or further developed by understanding
deeper to Liquid Studio. Among the personas,
Paul is representative as a 20-year-old new
joined intern in Accenture Liquid Studio.

The two personas represent internal visitors
from other Accenture departments are Melis-
sa and Abraham. They base in different offices
of Accenture the Netherlands, and with differ-
ent profession backgrounds. Abraham is more
technical as he works as a developer in Accen-
ture technology division base in Utrecht where
located the demo Theme Park, while Melissa
has a rather weak knowledge basis in the field
of technology as she is in the department of
strategy base in Amsterdam.

As for client perspective, there are also two
personas, Stephanie, and John. The main dif-
ference between the two is their expectations
on depth of information the exhibition delivers.
John as an architect in his own company that
he expects more in-depth understood to be
relied on by his own colleagues. Stephanie as
a manager aim for finding any possibilities in
Liquid Studio that are meaningful to her own
company. For technical concerns, she relies on
her colleague who is more in the field to join the
visit together.

Insight - Differentiation as the key factor on visitor investigations

As the project manager mentioned during the online interview, there is no certain preference
for Liquid Studio to select client companies among various industries. As introduced, “Liquid
Studio helps businesses reach customers and enter new markets” (Liquid Studio the Nether-
lands, 2020a). As part of Accenture, their business covers 19 industries includes Aerospace
& Defense, Automotive, Banking, etc. (Accenture, 2020b). They are aiming to be helpful for
any company with technical innovative capabilities that supports client organizations in need,
which is suggested from their costumer profile in design guide as well (Appendix X).

“Basically, we serve for all kinds of companies, not only telecommunication or high-tech indus-
tries as it seems to be. For example, it is possible that our client is a retail store that we may help
them on building a more effective and customer-friendly shopping journey. To achieve this,
maybe digitalizing certain part of the journey that our technologies can realise an upgrade of
their previous solutions”, said the project manager.

Additionally, when focus more to the exhibition, the five personas (Appendix X) as provided
from Liquid studio reveals a variation on visitor ages, profession backgrounds, and visit expec-
tations. Hence, it is a valuable factor to be considered when selecting participants for further
research and analysis that the higher level of diversity among the participants, the more prefer-
able. For deeper understandings, further researches were conducted both internal and external
Liquid Studio.




Interviewees are listed in table 2.1 as below for external interviews. More details and insights

INTERNAL SURVEY - Demo theme park evaluation

will be further explained along analysis base on both internal and external investigations in the
following chapters in relevance accordingly. See relevant materials, such as interview scripts and

Evaluation on performance of the demo Theme Park was conducted from an
internal qualitative survey. Due to the worldwide corona situation, the research
was fully online that executed remotely via online interviews and online ques-
tionnaires (structured as figure 2.10). The research questions were aimed to be
answered from the following three aspects:

1. to evaluate the current effectiveness of the exhibition that what do visitors
expect and to what extent their expectations are fulfilled

2. to understand how the exhibition is expected by combining the AR tech-
nology as an upgrade to the overall visit experience

3. to identify the value of demo Theme Park as the information platform
among the selected three (Theme Park, official website and dashboard web-
site)

The research was started from one-on-one interviews for collecting qualitative
data, and also for conducting an effective online questionnaire. The 8 interview-
ees include demo developers, technical engineer experts, marketing employ-
ees, demo Theme Park visit host, and dashboard website developer.

Online questionnaires were sent to all intern and full-time employees in Accen-
ture Liquid Studio the Netherlands. 17 samples of 9 interns and 8 full-timers were
collected out of 31in total (12 interns, 19 full-timers). 13 of them visit demo show-
cases regularly or sometimes while others have never got an actual experience
to the theme park.

EXTERNAL INTERVIEWS - Business in-house visits

To learn from outsider’s understanding around such a tech theme business in-
house exhibition visit, interviewees as potential visitors were reached from both
professional and business perspectives. Refer to their own experiences which are
relevant to the project context, three research questions were attempted to be
answered along one-on-one online interviews:

1. Why would they join an in-house visit to a company?

2. What would they expect from a business visit?

3. How do they remember the visit flows in general?

4. What made the visits valuable and what could be the influential factors?

The 5 interviewees include 2 of them be considered as potential employees from
career initiation perspective, and 3 as potential clients as if they attempt for any
business opportunities. With consideration of the variation among participants,
they are studying or working in different industries. Each of the participant have
had at least one experience in joining business visits.

raw data, in appendix B.

Title

rtal

Project intro

Research aim

A d
Around portal

A o
Disclaimer + other instruction About Liquid

User group

Around demo showcases

Instruction |

l

Likert scale as main
format for questioning

=

Other + further

| intro + g | importance

| About expectations

Interviewed potential visit participants as potential employees

Profession Computer science
Role in society Master graduate student

tion Bas Los Angeles, USA
Gender Female

Age 24

Industrial design

Freelance product designer

York, USA
Male
24

Interviewed potential visit participants as potential clients

Professio Shoe design

Role in society Vice president of regional

operations, Footwear group

Location Base Northeast area China
Gender Female

Age 45

Table 2.1: External interview participants

Jewellery retail business

Chairman, Jewellery
company

Jilin&Shenzhen, China
Male
53

Figure 2.10: Questionnaire structure of internal online survey

Marketing Management
aster graduate student

New York, USA

Female

25

Electronics Engineering
Electronics Engineer, Semi-
conductor company

Colorado, USA
Male

52




2.2 SITUATION ANALYSIS AS PART OF INFORMATION CARRIER

Within the project context scope, analysis shall be focused to the targeted aspects for useful in-
sights. According to internal and external researches, the insightful analysis and discussions are

presented in this chapter on current situations.

2.2.1 Information carrier for purpose-driven visit

Realizing knowledge transfer in context

As shown in figure 212, it illustrates functional
relationships among exhibition stakeholders
with the three relevant information platforms.
The basic effect the information platform to
offer is to support informational flow of Liquid
Studio. They are important on getting knowl-
edge be exchanged internally and externally.
Platforms as information carriers are made to
help both insiders and outsiders. In addition,
as a consultancy, the company employees
may also to some extend are functional as a
type of information carrier, as human resource,
that outsiders can expect to obtain information
from them.

External visitors

Explain to

Learn from

- Visitors receive info via online
platforms with help from current
employees, or independently

- Visitors learn and try out new
technologies among demo
showcases with help from
employees

Dashboard website

(Internal/in-house available)

Supporting purpose-driven visits

For a fast-growing consulting company, the ex-
ternal visitors from Liquid Studio perspective
are usually their potential clients, potential em-
ployees, and current clients. For these visitors,
it is normally business purpose-driven that at-
tempts that motivates them to execute the vis-
its suggests business purposes in the end. As
shown in figure 213, it presents relations among
their purposes. Potential and existing clients are
aiming for optimizing business success with
Liquid Studio, as for potential employees, the
business purpose may be less direct that they
shall realize that through career paths.

Information platforms  Internal visitors

Portal website
(External access-able)

Demo showcases

N

’ Ay
. .
- Information

Guidance
Development
Maintenance
Management

\
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| Education |
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Figure 2.12: |/lustration of stakeholders mapping with information flow via platforms
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The information not only flows from internal to
external for knowledge sharing, but also bene-
fits internally by internal knowledge exchanging
and aligning. The employees are the internal
visitors. As internal personnel, they are more
closely related to information platforms. Espe-
cially the indoor demo theme parks. Demo vis-
its are more limited in location when compare
to websites with much higher accessibility. In-
ternal visitors in this case attends the exhibition
with more frequency and randomness.

- development opportunities for Liquid Studio
- grow opportunities in Liquid Studio

Business opportunities for
Liquid Studio

potential potential and
employees existing clients

Figure 2.13: Business-driven purposes

In general, apart from random visits to relax or
use the platforms on deliver certain information
to external audiences, when there is a clear mo-
tivation to visit those, it tends to be the aim to
find any new visions that can bring new busi-
ness opportunities. Before involving clients, in-
ternal learnings and explorations shall happen
in the first place, especially when Liquid Studio
proposes new innovations. In addition to mak-
ing technologies be recognizable into using
cases, as the mission of Liquid Studio, internal
growth is also important in meeting new busi-
ness challenges. Compared to employees in
other parts of Accenture, Liquid Studio techni-
cal experts present stronger visit initiations on
Liquid Studio self-developments.

Comprehensive analysis among the three in-
formation platforms

As a mater of fact, since the three relevant
platforms have not yet been fully developed,

a comparative comprehensive evaluation has
been carried out to generate stronger insights
The questionnaire mentioned in the internal
survey not only included the evaluation of the
demo Theme Park, but also conducted the
same process research on the other two related
platforms to collect parallel data for horizontal
comparison.

Although the development of the three plat-
forms is not yet complete, the interviewees
have some experience in using their existing
versions. They can put forward corresponding
evaluations and prospects based on the re-
spective media properties, main functions, op-
erating concepts, and interrelationships of the
three platforms. This also has a certain value for
reference.

As mentioned, the info to convey about demo
Theme Park is mainly for technical explanation,
and its significance is to promote the extension
of subsequent communications that are ben-
eficial to business achievements around tech-
nologies. Multiple platforms adapt to different
environments according to their respective car-
rier formats, and play a role in the feasibility and
effectiveness of communication. Multimedia
complements each other’s limitations in their
respective forms and can effectively cover the
corresponding demands of a wider range of
information recipients. When a digital platform
is used as a medium, it is highly adaptable to
usage scenarios. Although physical platforms
have relatively limited spatial conditions, the
richness of experience information is also crit-
ical in terms of communication effects.

It can be seen that the three platforms jointly
improve the description and dissemination of
the R&D and application behind each technol-
ogy in different aspects. As the main external
window, the official website serves the relatively
peripheral people. Therefore, the introduction
of each technology is often more conceptual-
ized, with clear focus and easy to understand,
which makes people arouse in-depth interest.
The development of Dashboard is more in-
clined to serve internal communication. Al-
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though it is more in-depth than official website,
it is designed to facilitate understanding and
communication, stimulate discussion and in-
novation, and guide the generation of new val-
ues. For demo Theme Park, experience is a very
important keyword. Technological innovation
brings about changes, and the value of techno-
logical innovation is reflected through changes.
For innovative cutting-edge technology, before
it is implemented, it is the perception of its in-
fluence by stakeholders. From basic concepts
to the emergence of possibilities, these can be
regarded as a kind of foreshadowing before
the realization of value. The physical model de-
scribes this change more tangibly, demonstrat-
ing the partial realization of its value. In this way,
it can further promote the extension of com-
munication to the landing of value.

Opportunity brings by physical demo as the
carrier

The application of cutting-edge technology
and the effective extension of practice are used

for promotion purposes, and the early stage
is often conceptualized communication and
guidance. From the foregoing, it can be inferred
that among the various forms of information
carriers, physical demonstration has become a
more driving force because of the experience
it can bring.

Multiple interactive possibilities can evoke dif-
ferent levels of visiting experience. The theme
park itself can be presented with a variety of
interactive interfaces, such as physical, digital,
augmented reality, etc. A variety of interface
forms can be appropriately matched with a
variety of information elements to have the op-
portunity to allow visitors to experience a rich
learning experience. This is also a favourable
platform for the practice and experimental ex-
pansion of multiple available technologies at
the application level.

It is worth mentioning that the augmented re-
ality self-guided project is being initiated and

developed in Liquid Studio as an enhancement
to demo Theme Park. On the basis of the real
environment, augmented reality is used as a
conceptual technical support. By adding a vir-
tual information layer and combining virtual
and real information elements, the means of
conveying information can be enriched in the
form of mixed reality. This attempt will have the
opportunity to magnify and activate the physi-
cal demonstration space to a greater extent as
a technology information carrier.

Although the official website and Dashboard
are digital information platforms that simultane-
ously share the information of the demo Theme
Park and break the space restrictions for some
information recipients, the experiential informa-
tion originally brought by the tangible space
will inevitably be lost. For more insights on the
other two platforms, appendix F presents the
summary of a triple SWOT analysis among the
three mentioned platforms.

Promoting valuable communications

As mentioned earlier, although the various mo-
tivations from the company and various visitors
are discussed separately, in general, their fun-
damental need is to promote an effective flow
of information, though serving their business
goals respectively.

As described in the context map (Figure 2.14),
the value of technical resources and materials
for the company is waiting to be discovered.
They can guide visitors to accept the informa-
tion and activate the value through proper dis-
play. On the other side, as visitors, they intend
to absorb beneficial resources in the process
of understanding Liquid Studio. When a certain
consensus is reached between the two parties,
it marks the effective advancement of the goals
of both parties and is conducive to the realiza-
tion of subsequent joint development. It pro-
vides assistance for this, as a platform for the
presentation of the information content being
discussed and communicated.

4 N\
Applications Techs Background Info touch-points Roles Aims
Smart plant BCI Tools Portal website Potential clients Learn LS tool and approaches
Voxon display Block-chain Approaches Demos Clients Learn about technologies
X X . Liquid studio Visitor X X X .
Magic mirror Internet of things Brand Information presenter Information receiver Social media Potential employees See LS capability
Personal assistant Machine learning Culture Advertisements Employees
Cloud computing Dashboard websites
Robotic
A
Communication
See possibilities on tech applications
See new visions
Create business opportunities
Show LS capabilities strategically Know about LS effectively
Guiding and activating l“\ Receiving and digesting
Promote further communications

Figure 2.14: |llustration of context mapping refer to purpose-driven visits )




2.2.2 Analysis on information value

23 specific needs of visitors are collected as a
base to analyse according to personas (appen-
dix E). Verified and supplemented together with
interviews, the 23 user needs are categorized
into 6 motivations which are matchable along
the value hierarchy (generated base on DIKW
information hierarchy) as shown in figure 2.15.
DIKW stand for the four layers of the informa-
tion hierarchy of data, information, knowledge,
and wisdom according to Rowley (2007). The
analysis process can be found in appendix C.

The visit value is derived from the four levels
from bottom to top: collecting materials, es-
tablishing associations, organizing information,
and applying knowledge. consider to the con-
text, the four levels reveals a potential that the
higher the level, it suggests more value in busi-
ness perspective, while a study value comes up
more from the lower levels.

Business value and learning value

According to the 23 needs in specific, the up-
per layer reflects realizable visions and applica-
ble values of the technologies or knowledge. In
terms of the low layers, the needs are more at
a practical level which values along the process
rather than a result. This suggests a learning or
study value.

VALUE HIERARCHY

[7/]

(7]

[}

Z

g

@ Level 4 Apply knowledge
Level 3 Organize information
Level 2 Link elements

2

S

& Level 1 Collect materials

More in specific on business value, it comes
from the discovery, extension and implemen-
tation around technical research and devel-
opment. This generally includes new tech
application visions, new service opportunities
for clients, new attraction point to customer
groups, new discoveries that inspires Liquid
Studio research and development capabilities,
etc. Visitors such as clients and employees from
other departments tend to visit for these needs.
This reflects an initial visit value expectation on
a higher level according to the value hierarchy.

From a certain perspective, learning value can
be regarded as the basis of business value,
which can also be reflected in the value hier-
archy. The lower the value level, the weaker the
sense of commercial value it suggests, while
they gradually advances the upper-level lay-
er by layer. Bottom-up demand often comes
from new employees or interns. They are more
flexible and willing to absorb a larger range of
knowledge. At the moment, their sense of pur-
pose in business is relatively weak. “I'm doing
research on brain-computer interfaces appli-
cation for coffee machines. | don't really know
whether it is valuable, but this is what | can try
for now. After all, 'm still learning,” said an intern
of BCI (brain-computer interface) technology
research and development in an interview.

MOTIVATIONS

To get inspired around tech
To give input to projects
To explain Liquid Studio

to use

To learn about Liquid Studio

To get input for projects
To know Liquid Studio basic info

to learn

Bottom-top for making info useful

The bottom layer is for understanding the basic
situation around Liquid Studio, which is shallow
but from various aspects, such as which pro-
jects and technologies are under development,
which methods and tools are commonly used.
These as info pieces will form an interconnect-
ed within visitors thoughts together with their
own knowledge backgrounds. The context
may be influential on how the interconnections
would be linked, and whether the links could
become useful in terms of the visit purpose.

Top-bottom for making info supportive

The top layer is about the application and feasi-
bility of technologies. Base on the info in sight, it
requires a extension that the value are obtained
beyond the original information. In this case,
this require the knowledge basis be support-
ive enough. When a higher level value as the
requirement, but certain supportive elements
is missing for get the value become feasible, it
then need lower level values be fulfilled accord-
ingly which reveals as a top-bottom pattern:

Migration of value during visits

For example, Stephanie, the client visitor saw
the using case presents aside the smart plant
showcase very attractive to her in a desired vi-
sion that she always complain on the paying for
the labour cost on taking care of those plants
inside her company offices which are almost in-
visible for her. She wants to get it immediately,
however, it is so easy for her to have the desired
vision framed in her mind, but not a specific
clue for whether it is feasible to happen prac-
tically as how she imagined. How much is the
technology? How much time is needed till the

Collect
Material

diverge

Information

Inspiration

Figure 2.16: Information bottom-top migration path in steps

Opportunities Target

plants can be completely installed? To what ex-
tend the pot is smart that how much labour she
can save from having this? Within this scenario,
a top-bottom migration along the value hierar-
chy shall happen along Stephanie’s visit around
the smart plant technology to get those ques-
tions answered for herself.

The example above is framed based on the 3
one-on-one interviews with participants who
are considered as potential client visitors. The
focus was mainly on in-house visits or on-site
exhibitions rather then online visits. During the
interviews, they were asked to describe their
previous business journey experiences, and
then the key things that they were searching
for along the tours. In conclude, it is to find
the match point from what others can offer
with what they needed. “It is the same logic
as buying stuff to your house. If | think a wall is
too empty, therefore | wish to buy a paint for it.
and once | saw a suit one, it willimmediately ap-
pear on that wall in my mind. Though still have
concerns, but then is how to deal with those to
make it work rather than turn away to other op-
tions” said the second interviewee.

In conclude, value migrations are possible to
happen along the journey and not always bot-
tom-top but may also top-bottom requires.
However, to finally get the highest value be re-
alizable, it should be supportive from bottom to
top, though not necessary start from a lowest
layer. In figure 216, it illustrates the common
path of a overall value hierarchy into steps. As
promoting business is the common goal as an-
alysed, it is based on a bottom-top migration
where the highest level as the end of the path.

Apply

converge Knowledge

Proposal

Figure 2.15: Visit value hierarchy from information perspective
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2.2.3 Further analysis on visitor motivations

and purposes

Motivation analysis

From analysis, visitor motivations can be con-
cluded into four categories around Liquid Stu-
dio context which are to learn, to tell, to give
input, to be inspired in general. A simplified ver-
sion is shown in figure 2.17 where green bubbles
are internal groups of visitors and blue ones are
externals (appendix C in detail and analysis in
process). It reveals a lower demand from visi-
tors on using such an info platform for giving
inputs among the four.

(L4)

to be inspired

to learn
(L12.3)

e ) L 4

to give input

Figure 2.17: Types of visitors map with motivations

[t can be seen that the green bubbles separate-
ly show up in all four phases where blue bub-
bles covers only the upper two. This suggests
a difference between their motivations due to
their identities where they are there as a insider
or not.

In short, internal visitors need the platform sup-
port both their learnings and expression that
they bring themselves from an audience to a
host. This is beneficial for both their purposes
on external business and internal development
opportunities. They can then be inspired to give
input for their serving clients and developing
project.

On the other hand, for external groups, they are
at the exhibition mainly to learn and to get in-
spired to obtain enough information in the first
place. They tend to act as pure audience that
their knowledge base around Liquid Studio has

Host initiative -
Business purpose

External opportunities
Business purpose

Audience initiative -

Business purpose

Figure 2.18: Visit purpose map

not being built supportive enough for reach-
ing their purposes. Additionally, some of them
may also have a need as a presenter after their
learning, such as John (persona John, appendix
E). He has an external identity as an architect
in Liquid Studio client company. His colleagues

+—

Existing
client

Potential
client

Internal identity
Host initiative

Host initiative -
Development purpose

Accenture

®
&

Internal opportunities
Development purpose

interns
new joi

Accenture new

joiner candidates candidates

External identity
Audience initiative

will rely on his professional background as their
internal host in a sense for his stakeholders.

Purpose analysis
This lead to a further analysis on their purpose
where conducted into a visit purpose map by

LS new joiner

Audience initiative -
Development purpose

visit purposes and visit initiations (figure 2.18).
Visit purposes on the scale are defined as ex-
ternal business and internal development op-
portunities. The other scaled for visit initiation
as a host or an audience. Insights are gathered
as shown in the next chapter.



2.2.4 Key insights

According to the purpose map, insight were
carried out as shown in the following table, re-
garding the direction of information flow (fig-
urer 219), the perspective of communication
(figure 2.20) and the intention of visiting (figure
2.21). In the table below, the original map is sim-
plified. Generally, the parts in green are empha-
sized.

Information flow direction

Host initiative

I

Business
purpose

:

Audience
initiative

Figure 2.19: Opportunity on knowledge feedback

Opportunity on knowledge feedback

Thick grey lines divide the map in figuer 219
into three columns along the purpose axis were
from left to right, where visitor groups gradually
differentiating their visiting purpose from busi-
ness to development opportunities. The white
solid arrow indicates the direction of informa-
tion flow that already exists, while the green
dashed indicates the flow currently missing.

Here the arrows reveal the analysis across the
divided groups where information flows inside
out from both Liquid Studio and Accenture till
finally reach to external people. However, in-
formation from external groups flow outside
in which is currently missing are also valuable
as discussed in previous chapters. Here in this
case, it present as an opportunity.

) =
purpose purpose

Figure 2.20: No knowledge transfer from same perspective for client visit groups
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Host initiative

I

v

Audience
initiative

No knowledge transfer from same perspec-
tive for client visit groups

The two grey lines kept the same for dividing
them into purpose different larger groups but
the arrows in this graph indicates the infor-
mation flow direction within the groups in fig-
ure 2.20. Regarding the smaller visitor groups
which the white bubbles indicates, information
along the vertical axis reflects communicative
perspectives within each larger groups.

In therms of the middle column, when bring
in the context, the white arrow stands for the
knowledge transfer from internal Accenture
employees to Accenture new joiners candi-
dates. The communication in this case is con-
sidered as an information flow from a high level
of relevant experience to a lower level which is

Communication perspectives

External

Accenture

LS

Business
purpose

Development

. purpose

on the same perspective for joining the compa-
ny For Liquid Studio context, the story is similar.
However, on the other hand, for client group in
the left column, this type of communication is
missing for now.

Audience initiative visits more

In this graphic (figure 2.21), the division line
separate the map horizontally along the visit
initiative axis. Compare the number of visitor
groups with in and out the green box, it reveals
as a result that more visitor groups are there
initiated to visit as an audience rather than the
host. Therefore, it is important to consider more
on matching requirements from audience per-
spective as an enhancement of the exhibition
effectiveness.

Visit initiations

Host initiative

t

External

Accenture

®
. Development

purpose

v

Audience
initiative

Figure 2.21: Audience initiative visits more



2.2.5 Current effectiveness and performance

In order to evaluate how the current platform
performs, the research activities is executed as
mentioned in the last chapter. It was the internal
survey that external users have no experience
none accessibility to the set-ups, especially un-
der corona situation. The evaluation result pre-
sents in this section is all around current demo
showcases.

There were 17 responses from online question-
naires in which 13 of them (6 interns, 7 full tim-
ers) visit the demo showcases sometimes or
regularly, while the others had no much expe-
rience about the Theme Park at all the the data
were not processed.

The questionnaire was made base on Likert
scaling method (Mcleod, 2019). The 23 visitor

needs in specific. Each user demand point is
written into statement for testers to evaluate to
what extend they agree with the statement on
a scale of 6 from strongly disagree to strongly
agree. The sample size is rather small, so choose
6, instead of 5, to avoid neutrality for conduct-
ing qualitative insights more effectively.

Sentences were stated as: “It is important to me
that the info platforms give me the possibility to... ” for
demand levelling, and for effectiveness, it was
stated as “The info platform allows me... “ for reada-
bility to the questions.

To precess the data, the scale was transformed
from attitudes to numbers from O to 5 where O
stands for a strongly disagree. To result in the 6
motivation categories, an average number was

calculated from the corresponding groups of
needs in specific.

As the platforms are keep changing frominterns
developments, full timers were not fully familiar
with new versions of the platforms all the mo-
ments as mentioned in chapter 2.1.4. Therefore,
their evaluations are considered as audience
perspective rather then experts at this stage
of researching. The difference between interns
and full-timers is considered before data pro-
cessing so that the final result reveals as chart
in figure 2.22.

Base on the result, insights are analysed for
qualitative analysis base on quantitative data
collected. In conclude:

1. Interns rely more on info platforms for doing ex-
planations than full-timers

2. Overall demand of technical detail is at relatively
low level

3. Interns presents higher demand in general to
demo then full-timers

4. Effectiveness in general not match with demand
level

5. Previous and current clients, colleague special-
ises, and technical depth, are not much expected
from demos, but still see large room to improve
from current status. (see scores of each specific
user need in appendix X)

In general, combine with data collected from
internal interviews (insight listed as below), the
current situation is sufficient but not desired
that still large room to be improved which is val-
uable as it is important in many cases.

Insightful quotes from internal interviews:

To get inspired around tech @ o0 o+— , .
1. “Because of their locations where people pass by
frequently, changes can normally be noticed in short
time” [ Attractive enough by its location]
To give input to projects o ©@ — .
2. “When new changes appear, | will walk over to see
what happened”
To explain Liquid Studio o0 O C»  — 3. “people are confusing when issues come up when
try out demos, which happens quite often currently. “ [Expectation to visit is low due to
untimely maintenance]
4. “demos are not working properly for long time that [ Demo projects need further
To learn about Liquid Studio [ ) O O — people are not expecting much from them” developments]
5. “there has to be some time invest into those pro-
jects...they are completely working on their own”

To get input for projects o ® OO —_ [ It is expected to be self-explaina-
6. “Currently, the demos need people to showcasing ble which is not yet realizable]
for conveying the information, how do they work,
what do they represent, what are the backgrounds? “

To know Liquid Studio basic info o O O —
) ) 7. “minor events, or just our passing by the demos,
S.trongly Disagree ds.l'ghtly Sligiidly Agree Sl they can have a look at it, and be able to understand,
ES201EC Epees GOICE BUICS what the demo is about, by themselves” [ The existence of demo Them Park

plays an important role in various
communication]

interns  full-timers 8. “when hold the events, they help to build the
relationship between the client and us, by allowing
us to explain what the demo is, how it works, what is
demand [ ] [ it about”
effectiveness (@) O

9. “people need a certain topic for waiting in the
queue for coffee, as well as to relax during the break”

Figure 2.22: Internal questionnaire analysis result on Them Park showcases on current level of demands and effectiveness of each motivation groups




2.3 VISIT JOURNEY ANALYSIS ON CURRENT SITUATION

To further analyse the Theme Park at a journey level, this chapter report the analysis firstly from a larger scale
for narrow down to the targeted scope. A full journey applies for all visitors is firstly defined base on research

results both internal and externally.

2.31 Define the full business/employment journey

Refered to Liquid Studio customer journey (ap-
pendix I), considering both internal and external
groups of people, adapted from customer jour-

Studio till the end of the visitor work with Lig-
uid Studio, is stated as in figure 2.23 (full map
in appendix J).

ney mapping method (Rompuy, 2020), a visitor
full journey, from the visitor get to know Liquid

To analysis how the infomation platform relat-
ed to its context, 2 maps were conducted from
research results to answer the two research
questions:

1. when medias be functional valuable for
business journey?

2. what are visitors emotianl fundamental
need?

Regarding the role the Theme Park visit plays
along this journey, it is important that the vis-
itors tend to be able to decide on whether to

work together with Lqgiuid Studio afterwards
(the end of Consideration phase). No matter as
a business or employment journey, they walk
through same platforms, though seeking for
material feeding various motivations. Insights
are summarized as illustrated below the journey
(full version in appendix J).

-
Before business / employment, to promote

AWARENESS

CONSIDERATION

Along business / employment, to add value

ACQUISITION

\_ Figure 2.23: Visitor journey in general on business or employment

SUPPORT

LOYALTY

FUNDAMENTAL NEED
Purpose Relatedness & Autonomy
Competence & Stimulation Belonging & Impact
INSIGHT Comparisons & Exploration —+ Identification & Growth

Distinguish from competitors
Highlight your own advantages

v Stimulate interest in exploration

Build a sense of collaborative growth

Stimulate the sense of involvement and identity

v Form connectivity and build bonds

Various motivation

Context investigation
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Similar behaviour on same platform

Awareness
Initial motivation that bring potential clients or employees
to the sight

Consideration

Provide more communication opportunities and build a
deeper understanding and common vision

Acquisition

Reach consensus, establish the cooperative relationship

Support

Supports along side by communication and cooperation

Loyalty

Maintain long-term cooperative relations to achieve long-

term win-win




2.3.2 Analysis on Value added by demo Theme Park

As revealed in figure 2.24 on the right, it maps
info elements and info carriers to a coordinate
model with three value dimensions of breadth,
depth, and height which three results to the
achievement value. Regarding the context, the
dimentions are explained as following:

Breadth

Generally familiar, but the understanding stays
at a shallow level that information are not being
extended

Depth

The integration of information, systematically
stimulates information receivers to be able to
deconstruct information in some areas that de-
serves more attention

Height
Various technology demonstrations are exhibit-
ed, and the gathering of developers of multiple
technologies can edify visitors and enhance his
ability to integrate information and think them
further

Achievements

Make use of creative innovation, take advan-
tage of the benefits of network information
platforms and physical exhibition areas, and
realize value

As the dashed arrows indicates, though these
values adds together for brigning out the
achievements, it actully happens gradually
where one base on another that experienctial-
ly through a certain value growing path. Visi-
tors, especially external groups, the initiations
of their visits normally with less infomation as
needed but a relatively clear purpose in mind.
In this case, the initiation is valuable as a base
to be feeded where the rest of the path is aim-
ing for achieving so. In therms of the physical
Theme Park visit, it mainly contributes to Depth
and Height.

As shown in figure 2.25 on the right, the full vi-
sion of values along the path is defined into 5
stages. Along the visit, the three step for achiev-
ing the goal start with information gathering,
then value identifying, and finally goal achiev-
ing (decision making).

Liguid Studio in-house visit »

Physical R&D environment
Technology and innovation

Depth

Height

New opportunities

New vision

Achievements

Breadth

<« Theme park tour
< Network & communication
<« Dashboard website

Facilities

Staff

<« Portal website

<« Info available by search engine & social media

General information

Resource materials

Figure 2.24: \/alue added in dimension by Theme Park for visitors to learn about Liquid Studio

Initial
Initiative

To decide to visit

L Figure 2.25: Full Value path in Theme Park for visitors

Information

Gathering

Value
Identifying

To decide to work together

Goal

Achieving

Further

Development

Start to work together




2.3.4 Journey analysis on demo Theme Park visit

( )
Afuljoumey sround the demo Tharne Parisi Visit start point Visit end point After visi
is defined in 5 phases as shown in figure 2.26. .
(Before and after visit, visit start and end point, | %‘)\‘\//
and during the visit) other guide -@0/’/
‘ NP

The demo Theme Park cognitive journey map
is defined as in figure 2.27. The four layers It
used is based on the adaptation of the cogni-
tive model as shown in figure 2.28. It presents
how the four factors affects each other among
thought, feeling, action, and the value path

state. The green loop shows the basic affect
among the four. It also reflects why the migra- »
tion could be realized along the value hierarchy Q * AR guide . @
as stated in chapter 2.2.2. DO T
AR self-guiding
program

Figure 2.26: define the demo Theme Park visit journey

Feeling Be attracted Want to try out Be willing to explore more

Thought ) - ) .
(e.g., “l wonder how “ Instruction for guiding Collect material along Manage material to use
the machine works*)
m Absorb insights as basis Consider forward from basis Be impressed to push further
Value path state RolinG >

(e.g., a useful infor-
mation gathered)

Him oo
Action Q
(e.g., look at the
screen)
(Top view illustration) ' Information gathering Value identifying Goal achieving
\_ Figure 2.27: Cognitive model (adapted from Waller et al,, 2070) Figure 2.28: demo Theme Park journey value path map with cognitive factors )
Context investigation
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03
- ANALYSIS AROUND USERS

INFOMATION PACKAGE & VISITOR GROUP AS THE
TWO JOURNEY USERS

Base on results from the context investigation it is conducted for further analysis
on journey users which are defined as information package (knowledge and ma-
terials to be showcased and conveyed) and visitor groups (all hosts and audienc-
es are visitors). In this case this chapter reports the insights on the two aspects
and explains about how the two interacts in the current situation for generate
conceptual journey design opportunities.

Chapter Overview

3.1 Information requires along visits

3.2 Three typical types of visitors

3.3 Key elements forms the interactions
3.4 Journey design opportunities



OVERVIEW

The following figure as below shows the overview of user analysis phase.

see Chapter 2 see Chapter 2 see Chapter 2

Insight from context analysis Theme Park visit journey Insight from visitor analysis
Work in team on AR self-guide
program development \
Internal case study
(LS Singapore) \

\ 4 \/

3.1 Information requires along visits 3.2 Three typical types of visitors Visitor

Y

3.3 Current journey interaction vision

l

( 3.4 Journey design opportunities )

Figure 3.1: Overview of chapter 3

User analysis
E—7 =



3.1 INFORMATION REQUIRES ALONG VISITS

In general, the visit for visitors are for information and knowledge obtaining as analysed in pre-
vious chapters. In this case, it is valuable to have clear insights in mind that what are the relevant
and to what extend they are significant. This section summaries the insights gathered around info

elements along the relevant research process.

3.1.1 Internal case study of tech in-house ex-
hibition in Liquid Studio Singapore

As mentioned, Liquid Studio as a transnational
company have other bases around the world.
Liquid Studio Singapore is one of them which
has their technical demo showcases designed
and developed rather completed (As in figure
3.2). In this case, Liquid Studio Singapore demo
showcase was considered as an internal case
study which is valuable to reference that they
are under the same tech trends.

Their showcase applies the five trends be in-
spired from Accenture’s TechVision, which are

artificial intelligence, distributed ledger, ex-
tended reality, internet of things, and the “hu-
man+" worker (read more in appendix K). Refer
to the online meeting with Singapore side for
their experience sharing, it is the modularize
set-ups made their set-ups looks professional.
Most of the showcases includes the physical
demo with interactive screens for other infor-
mation or programs together explains the cor-
responding technology. This gives a richness in
components where made the exhibition more
explorative

Figure 3.2: Liquid Studio Singapore demo in-house exhibition (Accenture Liquid Studio Singapore, 2017)

3.1.2 Reflect from smart plant demo user test

Along the project, | worked as part of a team of
four interns that responsible for the mentioned
AR self-guiding program design and develop-
ment. The method was fast prototyping for
fast iterating to keep upgrading base on user
tests. Smart plant was one of the demos we
worked with that we made a small AR game

quest around explaining the tech principle in-
side the smart plant which is pot with sensors
that can monitor the plant condition inside au-
tomaticly. It is a quest game that after the player
complete the game, they shall understand the
tech principle behind the showcase. The quest
for smart plant was currently a drag and drop

game which require the player to drag the cor-
responding sensor into the right place of the
pot from the screen. More project relevant info
can be found in appendix L, such as usabili-
ty insights in AR design from user test. Due to
project time limit, we only tested with two par-
ticipants. One external and one internal from
Accenture.

As for the take away more on journey design, it
was more than an AR game which is about the
needed elements for a certain demo showcase
setup. As a result, though only two of them, it is
difficult for user to understand how they shall
complete such a quest at the beginning as
they have no clue on what direction the game
is suggesting to a completion of the quest. In
this case, it is valuable to aware that without a

context, the elements may meet such type of
problem where causes confusions to the user.
Base on the test result from the quest game
user test and the research insights (visitor
needs) around the demo design, a modularized
demo showcase setup in theory is drawn as in
figure 3.3 below. Four basic layers are required
to frame a full package for a certain displayed
technology. Include the demo layer, the other
three are defined as technology concept, tech-
nical principle, and using cases.

To a larger scale, all along the theme park visit
journey, a information element map is conduct-
ed as shown in figure 3.4 in the next page. It in-
clude both elements to see (awareness) and to
think (consideration).

4 )
VISITOR
L 2
Demo
Showcase
\g =
~— Concept
General explanation
PRESENTER
- ——— Tech Principle
Mechanism behind demo
Application or using scenarios
A DEMO
\ Figure 3.3: Top view illustration of a visitor visiting a demo showcase )




INFORMATION ELEMENTS IN SUMMARY

ALONG VISIT FOR DEMO THEME PARK

-

TIME LINE&LOCATION

FUNDAMENTAL NEED

PHASE

VISITOR ACTIONS
AWARENESS

CONSIDERATION

@

(What they think)

KEY NOTES

-

may not arrive at the location
to prepare to arrive

Purpose

Before visit

Tour info
e.g. location, time, schedule, dressing, etc.

Required preparation
e.g. documents, ID, etc.

Instructions for certain situations
e.g. to delay, to not attend, etc.

Contact info
e.g. website, email, phone, efc.

Further planning

If there are arrangements for other things to come, etc.

Relevant documents
e.g. welcome slides, etc.

D Plan to ensure arriving at the target location on
time, be prepared and make the journey start
smoothly

P Once encounter a problem, quickly and clearly
determine the steps to solve the problem

[>  Information integrity
The relevant information is helpfull to be
prepared and provided to visitors in advance

» Information readability
The platform that can find relevant information
is single (email) and important information
items not visible enough

» Information usability
There is a gap between the visitor's memo or
execution habits, and information or retrieval is
re-entered across multiple platforms.

Figure 3.4: Information elements journey map (full version appendix D)

just arrive

Visit start point

Space and facility conditions
e.g. layout, functional areas, etc.

Atmosphere and environment
e.g. employee working images, etc.

Corporate cultural elements
e.g. brand visuals, branding elements, etc.

at the location (in LS Utrecht Office)

about to leave

Relatedness & Autonomy —'— Competence & Stimulation

During visit

Employee situation

e.g. working style, specialists, contact persons, etc.

More detailed company information
e.g. projects, clients, tools and approaches, etc.

Business scope
e.g. technical capability, etc.

Business capability showcase
e.g. technical demonstrations, efc.

>

>

How to deal with the materials and what
should be done?

Who to contact, who can be helpful when
facing certain questions?

Where will be holding the activities and how
can the facilities be used in the space?

Where to get the info that was aiming for?

What is the initial impression of the compa-
ny, what are assumptions and expectations
made upon it?

For the first visit, the focation of the com-
pany 's building is not obvious

The navigation instructions inside the
building play a certain role in helping
visitors find the right ptace (company fogo
outside the building, elevator floor instruc-
tions, visual guidance after arrival)

The operational guidance after entering
the company is relatively lacking, and the
activities and zoning guidelines are not
clear (especially for self-help)

» Understand the information and turn it into

own

P Tryto find the part of information that was

planned to be found or explored

Found anything interesting that was not
expected as an added bonus

P Get in touch with people and things that

are interested in, and push connection and
understands further

Demonstration of maintenance requires
more investment. The frequency of use of
each demonstration, the situation encoun-
tered problems can be more monitored,
and timely repairs, targeted improve-
ments.

Information about the presentation is not
sufficient. This is a common situation.
The purpose of the presentation, the
theme, and the content that you want to
present must be explained by relevant
personnel.

As a demonstration of innovative technol-
ogy, the demonstration itself should be
able to activate the visitor's thinking, learn
new technology, accept new things, expe-
rience novelty and develop thinking.

Visit end point

Collection of acquisition
e.g. info about LS, common vision with LS, etc.

Insights for making revelant decisions
e.g. to work for/cooperate with, etc.

» Organize the harvest as a finishing touch

» Have a relatively complete understanding
of the overall impression

» The visitor s intentions about himself and
the company began to become clear

» Whether to promote follow-up develop-
ment with the company, thus forming a
relatively effective basis

[> At this point, the visitor has relatively
gained enough information, and has a
more comprehensive and deeper under-
standing from a shallow level.

» Summarizing and finishing work has great
follow-up extension value and will be a
good opportunity to plan the added value
of the visit

may not be at the location

fresh and clear base on memory

and accessable materials

Belonging & Impact

After visit

Reflection

Collection of acquisition

e.g. info about LS, common vision with LS, eic

Insights for making revelant decisions

e.g. to work for/cooperate with, etc

Sovernirs and materials from LS
e.g. business card, brochures, any records, etc.

Contact channels
e.g. people network, email/phone/social media,etc.

p Based on the goal, reflect on the existing
knowledge, review the relevant materials avail-
able in the hand

P Or generate intentions to further develop
connections and relationships

[>  What the visitor can finally take away from
the visit is truly reflected at this stage

[>  When the memory and the required materi-
als can be mastered, it can promote the
effectiveness and feasibility of further opera-
tions

~N

* Relevant quotes can be found in appendix X )

User analysis



3.2 THREE TYPICAL TYPES OF VISITORS

Visitors are categorised into three typical types
regarding their typical visit path along the val-
ue migration path. (The value migration path
is defined in chapter 2.2.2). They are named as
information gatherer, value identifier, and goal
achiever.

As shown in figure 3.5, though all the three
types of visitors are able to complete the jour-
ney as how they initiated, refer to the full scope,
they are shortened that not obtaining a full val-
ue path because of their initial thinking. Goal
achiever has a rather clear purpose to the visit
that may only target to one technology show-
case in specific. This tend to be client visitors.
Information gatherer are possibly new joiners or
interns in the company that they are more flex-
ible in learning thing from a rather larger range.
The value identifier could be internal clients or
LS own full time agents. They aim for bringing
value out of the showcase and technology
behind. In this case, they interested in various
showcases and technical topics while mainly
focusing on the certain layer which tend to be
the using cases for business opportunities.

Figure 3.6 on the right gives an idea on how
would the three types of visitors behave ac-
cording to the visit purpose map.

-

“l want to know what |
can do with them”

go deeper to absorb as
much as possible

=F

see opportunities
to be proposed

visit for

Information gathering

Collect

Information Inspiration

Information gatherer

\ Figure 3.5: Three typical types of visitors map along the value migration path (with top view illustrations of the visitor viewing the demo)

“I want to be inspired
from any topics that
can bring benefits”

Material ‘—

vision

go around for seeking any
possibility can be proposed
among topics

Value identifi

|

Opportunities




targeting idea to
be proposed

visit for

value identifying

<
< <wu.<mmmmu , 5

“I know what | want
from a certain topic”

direct go into the topic for
further discussions

propose a project

visit for

Goal achiever

A

Target Proposal

Host initiative

f

.
Business <€— ‘H —»> Development
urpose h urpose
purp 7N ))", purp
(@» X

Value identifier \ f

o
5 -l e
1 $ 7
v

Audience

initiative Information gatherer

Goal achiever

Figure 3.6: Typical visitors in purpose map
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3.3 KEY ELEMENTS FORMS THE INTERACTIONS

Having the information elements and visitors be analysed and summarised, the interaction between
the two shall be further considered that this is where the experience happens to the visitors. This
section will show the analysis for conducting the design opportunities.

3.31 Define the value path

The demo theme park value path is defined for
visitors to walk through that modelling out a
unified path about how they might gain value
during the visit. The two scales are based from
the value migration path and the demo show-
case information package layers. As shown in
figure 3.7, the further the visitor walk through
the value migration path , the deeper the visitor

understand the showcase elements, the fuller
value they can obtain along their visit. The val-
ue migration path is the value from consider-
ation (what they think), while the depth of the
showcase information package layer they go
through are valuable as awareness (what they
see) that feeding and activating the value mi-
grations.

3.3.2 Current interaction model

The information package and visitor groups are
considered as the two general users of the jour-
ney that one aim for using the journey to pro-
vide information out, while the other is to obtain
the information needed from the visit journey.
At the mean time, both users aiming for the
same goal as the purpose the visitor groups ini-

VISiToR

Information

~— Demo

o
<mu. i ,

@ —— Tech Principle
~Ses—  Using cases

ADEMO

tiated in the beginning before their actual visits.
To achieve so, visitor groups are trying to obtain
the consistency from the information materials
and also with the involved visitors under various
motivation to achieve the common purpose. As
in figure 3.8, it is an illustration of the main inter-
action logics as required to achieve such a vi-

Collect diverge converge Apply
Material Knowledge

Inspiration

Opportunities Target Proposal

Figure 3.7: A full value path that visitor could go through along the visit along value migriation path with the demo info

deepth

sion which is trying to be brought out from the
current demo exhibition, It can be conducted
from the model that the consistency from vis-
itor groups influence strongly compare to the
information package flexibility.

However, according to research, demos are not
flexible or even functional enough to support
the flexibility in a sense. The more important is,
currently, as the interaction vision illustrates in
figure 3.8, Liquid Studio prepares everything for
visitors to receive on both what and how, which
result in an information oriented exhibition. This
means, refer to the interaction model, the focus
currently is on information package side but
not the more influential visitor groups side as
just discussed. This lead to a reduction of the
communication effectiveness via the exhibi-
tion which can be considered as an interaction
problem in this using scenario. The result of in-
ternal survey on current effectiveness in chap-
ter 2.2.5 can also reflect this.

As illustrated in figure 3.9, it reveals the current
interaction vision that reflects how the current
situation not effective desirably.

: purpose
information N visitor
package — O < groups
[0) 1% =
S O@O (]
3 2 2
s s
8 S
- romote .
Flexibility P Consistency

Figure 3.8: Basic Interaction logic as desired for current
situation
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v

VISITORS INFORMATION FLOW

Figure 3.9: Current interaction vision between information package provided and exhibition visitors where the presented

information are not be received from visitor side effectively



3.4 MAP OF JOURNEY DESIGN OPPORTUNITY

The key point to be optimized by journey design could be defined as the inefficiency of the infor-
mation communication due to a deviation of the communication subject that the visitor groups are
more influential but less considered in the current visit scenario. As mapped out in the figure, the
design opportunities are conducted as below:

Vs
LS capabilities y [NFORMATION AWARENESS 7 ~_ Sensation of consisten
Z Y & I ¢y between LS and the
= visitor
S memeaw AR BN
:
z ‘
3
5
~
5 SEE POSSIBILITIES SEE OPPORTUNITIES SEE NEW VISIONS
.§
Acquire knowledge Connect with visitors’ own background Stimulate innovative ideas on certain direction
The cases that have been achieved, as evidence, can Appropriate and directional, providing clues for Assist visitors in extending ideas, and be supportive
present possibilities convincingly participants, aiming to effectively connect with the in exploring the footholds on the new ideas estab-
knowledge and needs of visitors lished
§ Key information is simple and easy to understand, Assist in mastering, effectively help visitors inte- Accelerate the stimulation of effective value and
§ thus establishing learn-ability grate new information develop ideas
S
5
S
S
Create memorable experience
Supportive for decision making
\ Figure 3.10: Visitor requirements to journey design opportunities that promoting a sensation of consistency for the visitors
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IDENTIFY DESIGN FOCUS

FRAME SCOPE OF CHALLENGES

Base on the key insights gathered from the research and analysis processes, the
design focus is concluded in this chapter for addressing the design directions.
Interaction qualities, challenge statement map, and design goal will be briefly
explained and finally comes the design guide map.

Chapter Overview

4.1 Interaction qualities

4.2 Challenge statement map
4.3 Design Goal

4.4 Design guide map



4.1 INTERACTION QUALITIES

Interaction qualities are generated as explained
on the right for the journey design from the
three layers of feeling, action, and thought refer
to the cognitive journey map (chapter 2.3.4).

There are three design elements of the journey
should be considered which are the journey
flow, journey carriers, and the visitor experi-
ence. Journey flow is the skeleton of the jour-
ney experience which brings out the basic logic
with main features as a basis. Journey carriers
are which carries the information package to
be brought out from the journey flow, which
are the interface for the visitors to realize the
interaction. By interacting with the journey car-
riers along the journey flow, visitor experience is
brought out accordingly.

Refer to the insight from pre-research, when
considering the use of mixed-reality (MR) as a
means of display, the experience factor should
first be considered before choosing the device
to be used as a carrier. The illustration in figure
41 reveals a suggestive development hierarchy
for any further develops. In the project scope,
AR self-guiding program and multiple physical
demo showcases in combine is suggesting
such a smart mixed-reality visiting experience
as introduced from project introduction chap-
ter, in this case, along the design process after-
ward, Journey flow and journey carriers should
be designed sufficient for test and validate out
whether the visitor experience are desirable as
proposed, rather than as a focus to be evaluat-
ed on the usability of the carriers or journey flow
in usefulness.

Qo Visitor experience

@©
2 el 5]
3 T o
I 2
[ Journey flow %
2 o

Journey carrier

Figure 4.1: MR development hierarchy as a suggestion

Journey carrier

Engaging

Why Engaging?

Visitors will start to pay attention to the demo occasion-
ally or intentionally, but how much they can learn from
the demo depends on how far their ideas and ideas can
follow the demo. The attractiveness of the demonstra-
tion can be converted into the self-traction of the visi-
tors in the process of exploration and learning, allowing
the visitors to follow or dig more autonomously.

Journey flow

Feeling level

Its attractiveness guides visitors how to expect their
gains in the experience, thus affecting how much en-
ergy they are willing to consume in it, and this indirectly
determines to what extent the information can be effec-
tively communicated

Explorative
Collaborative

Why Explorative?

Explorative here stand for the feeling of the sense of
engagement to do exploration. It works for the self-mo-
tivation on keep going further without any intentionally
persuasion. Self-motivation brings out the energy inter-
nally to achievements.
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Why Supportive?
The new information, especially as the basic part, needs
to give the audience enough ability to digest in time,
otherwise, when the subsequent information based on
it is passed on, the visitors will gradually feel the diffi-
culty becomes more and more difficult Resolved, lead-
ing to loss of interest, and even a sense of resistance,
resulting in the invalid transmission of information. A
sufficiently powerful support can help visitors deepen
their impressions while stimulating a sense of accom-
plishment to maintain interest in learning, making them
willing to conquer and explore more

Action level

The story of a tour can be multi-dimensional, but it is
linear from the time axis. Whether its flow is clear and
smooth depends on whether the visitors can grasp
their sense of direction in the exploration, and whether
they have enough information at each decision-making
node to determine the direction and decision. This de-
termines the overall experience of the tour, complete-
ness and effectiveness

Why Collaborative?

As a multiple carrier journey system (various digital and
physical elements) the collaborative here express the
feeling among digital, physical, and human interactions
that keep being updated and aligned together onto the
same track to work out the same goal. This makes the
experience more reliable along the path that gives more
confidence on arriving to the final achievement where
benefits to a purpose-driven visit. It is also to involve the
visitors more than an information receiver on facing the
inefficiency problem as stated in chapter 3.6

© © 0 0 © 00 0000000000000 0 0000000000000 0000000000000 0000000000000 o

Why Inspiring?

The new information, especially as the basic part, needs
to give the audience enough ability to digest in time,
otherwise, when the subsequent information based on
it is passed on, the visitors will gradually feel the diffi-
culty becomes more and more difficult Resolved, lead-
ing to loss of interest, and even a sense of resistance,
resulting in the invalid transmission of information. A
sufficiently powerful support can help visitors deepen
their impressions while stimulating a sense of accom-
plishment to maintain interest in learning, making them
willing to conquer and explore more

Design Focus
]

Thought level

Active participant’s thinking, bring flexible thinking
rhythm. The active brain can help participants enter the
situation more naturally and effectively, so as to accept
new knowledge faster, and more easily organize, digest,
and extend newly harvested knowledge

Why Discoverable?

This is the feeling of being able to discover anything val-
uable. This awakes visitor's mind to think to absorb in-
formation more by link them to their own knowledge. It
is also benefit to self-motivations that it is more for keep
themselves learnings which emphasizes gains.



4.2 CHALLENGE STATEMENT MAP

PHASE I

1o allow visitor link themselves to a

CHALLENGES part of LS before the tour and be able
to get prepared independently to start a

To give a clear signal that the actual
tour can be started and bring the
visitor into the story smoothly

To get the visitors engaged to the sto
like to realise explorations inside th

four
Supportive info along the preparation is Effective guidance to walk into the Attractiveness is needed to motivate Strategic
KEY INSIGHTS needed scenario is needed visitors explore more touch-points

Provide accessibility to relevant information Encourage visitors to explore

Supportive / Collaborative Engaging / Explorative Supportive

| l

DESIGN GOAL “Design an exploration, collaborat

for Liquid Studio in-house visitors to enhance the s




ry and have clues in control on how they would o v vilsion @ Gl oot G Uy (00 1o keep users be linked and supported
e ironnient but also as a start point for a vision of on communication and other relevant
the future access-abilities
Exploration Acquisition Application

presentations are needed Interactions can be involved for A transition from learner to master is Certain touch-points and channels
rt visitors learning and giving inputs, visitors can also bring valuable, to feel the future more are valuable and needed for visitor to

inspiration to LS connected and convincingly be still accessible after the tour

Activate visitors on building common visions Support the services

/ Collaborative Inspiring / Discoverable Supportive / Collaborative

| l |

ve, and discoverable mixed-reality journey

)

ense of consistency during visiting tech demo exhibition.’

Design Focus
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4.3 DESIGN GOAL

“Design an explorative, collaborative, and discoverable mixed-reality journey for
Lqiuid Studio in-house visitors to enhance the sense of consistency during visiting

tech demo exhibition.”

DevOps

Smart plant
Blockchain
Machine learning

Ls

to activate the flexibility of context for various
materials that can be provide from Liquid Stu-
dio demo Theme Park to their visitors

information gathering

Collect
Material I“ o

| L R e O e

Information

Inspiration

I want to @

VISITORS

to trigger visitors stretch their typical path
(figure 4.2) for discovering any valuable oppor-
tunities that are relevant to those included tech-
nology services rather then to let them being
hidden or wasted.

Il

value identifying goal achieving

'?"""""""'"""""""""”“’I

E . ...........m.uﬂ KnAppIy

owledge

Opportunities Target Proposal

Figure 4.2: The typical path being stretch along the value migration path of the three types of visitors

4.4 DESIGN GUID

In the figure below maps out the need, opportunity, and d

process (figure 4.3s)

Thinking and learning

Timely responds and interactions
LS upgrades and changes

Personalized experience

Networking

Be memor

Use techn
Adapt to L

Provide ef

Let visitor

Figure 4.3: The five design requirements for guiding the design pro



MAP

e design requirements to guides the further design

able > | Memorable experience with storytelling The value of an impressed and memorable experience mainly comes from the
Z depth of understanding of the visitor and extended thinking based on it

oy g ; g The diversity in experience stimulates and liberates visitor's interest and thinking,
Various technical interactions e e A e e and
while technologies can assist in realizing appropriate interaction approaches
Modularizin@ guided exploration The system provides framework guidance and targeted timely assistance to each
individual visitor that ensuring their smooth exploration and thinking experience
Semi-structuring customizable journeys Arrangements are controlied by the visitors to be specified themselves, to be more
autonomous and flexible that enhancing their sense of participation.

Conversation, meetings, or other social events may touchable for deeper connec-
tions around tech topics and business contexts within the scope

vlogies to enhance experience smartly =

S development and changes B

fective guidance foreach visitor Wi

have chance move furtherinto LS context ' Conversation/Networking spots

Info carrier

Value in experience (network+communication+corporation)

CeSS

Design Focus



FRAME THE CONCEPTS

CREATE & EVALUATE

Base on insight from various research activities (see chapter 1, 2, 3, 4), the con-
ceptualization phase is process as reported in this chapter. An overview of the
main processes is illustrated as figure x.

Chapter Overview

5.1 Ideation and reflection

5.2 Creative session for conceptualization
5.3 Concept direction and design elements
5.4 Conceptualization on journey modules
5.5 Concept evaluation




OVERVIEW

The following figure as below shows the overview of conceptualization phase.

see Chapter 1,2, 3, 4

Research insights

Design guide

Ideation & reflection

Creative sessions

\ / see Appendix M

Design elements Concept journey map

N

Sub concepts

'

Conceptualization on journey modules

:

Concelt evaluation

see Chapter 6
Final design

Figure 5.1: Overview of chapter 5

Conceptualisation
]



5.1 IDEATION

\—7‘ -
) t I | ‘i‘ |
Ideation worked as a preparation phase for con- ii—1 7 f_( A 7
. .- b | 3
ceptualization to first diverge on possibilities for ‘L,» - \
converging in later processes. Results and in- B .
sights will be reported along the chapter. Sl ‘

Reflections along initial ideation

Two questions points to be considered for conceptualization were reflected along the initial ' —
ideation:

- Why work with the overall tour rather than focus on a certain partial section along the jour-
111544

Though a certain priority for developing the holistic experience can be established among the
5 phases and ideas can come along by pieces, it requires a mindset on the overview of the
journey design to aware how each element can influence and link with other parts.

- Why it should be emphasized as a holistic experience?

The purpose of the exhibition is relatively clear to visitors and exhibitors, but whether it can be
achieved depends on whether the value points encountered in the process can be effectively
obtained and thus play a role. The innovative and cutting-edge technologies presented by LS
require visitors to learn, master them to a certain degree, and apply them to their own purpos-
es.

LS can satisfy the diversity of materials, and also have the opportunity to enrich the diversity
through the design experience, inspiring visitors to explore among the materials, but it is also
because of this that it is important to organize and help visitors retain the gains along the way.

Fragmented memories are difficult to grow, and this is not what both parties want. Therefore,
it is a very important concern in the overall experience design to help visitors establish an
information collection system during the experience process so that fragmented information
becomes a whole. We must proceed from a macro perspective and focus on the correlation
between points and points to help the experience benefit from the integrity.

,,/4«:‘_}}\ > I ““ Sne ‘
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Figure 5.2: Sketche i
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5.1.1 Pilot online creative sessions

Aiming more on diverging to ideas and pos-
sibilities, work as a pilot session for setting up
conceptualisation creative session. Insights will
together summarised with the other two actual
conceptualization sessions. (detail see Apx. N)

Procedure

Start with purge to clear up their minds by Introduction
leave all random ideas at the beginning, then
along the steps were taken for problem analy-
sis so that they can generate the “how 2" which
makes more sense for them within the scope.
Then the ideation part comes along.

15 images were prepared for the 4 participants

to work with as inspiration material. They chose

different images from each other, and from the Problem analysis
visual, they generate topic relevant ideas base

on what they have observed from the images.

Ideas were then be asked categorized into the 3
categories, critical, realistic, and dreamer, to let
participants think reflectively for then generat-
ing a concept base on those ideas.

Each of them present their concepts to each
other and discussions were then naturally trig-
gered along the presentations that participants
are being inspired from each other. After the
discussion, they together wrote down their final
ideas into the journey time-line, and clustered
and lined to show certain relevance among

ideas that suggests an overall journey flow. Figure 5.3: Overview of pilot online creative session setup

Reflection and insights for later co-creation sessions:
Overall:

- The 4 participants generated ideas from different goals they made by themselves by problem
analysis process which made the outcomes effectively diverged from each other while still with-
in the project scope. Thus, the result is appreciated by having ideas from perspectives but can
still be aligned in the end along the time-line.

- Image inspiration is pretty much effective and participants stated that the overall flow runs
quite effective, reasonable, and inspiring.

Ideation to diverge

Converge to timeline

=

4 participants

1 x strategic product design (spd)
2 x design for interaction (dfi)

1 x spd-+dfi

To be improved:

- The session was too long that it lasted for more than 2 hours, which can be possible offline but
too long for online sessions

- After image ideation, to work with ideas, can let participants work on categories which are
more relevant to design goal next time for further thoughts along.

- lterate the concepts among participants may can make the discussion more effective in a way
to build creations on each other

Conceptualisation




5.2 CREATIVE SESSION FOR CONCEPTUALIZATION

Research question

How to guide visitors smoothly from various technology show-
cases under multiple technical topics, and make the experience

memorable?

Group 1

Msc. Design Innovation - Loughborough / UCL
MA/Msc. Global Innovation design - RCA

MA Industrial design - Parsons

MFA Industrial design - SCAD

Msc. Computer science - UCLA

Session setup Mec. Marketing management - NYU
11 participants (different in backgrounds but relevant to the topic) Group 2 ey
2 groups :
Online (Miro + Zoom
( : ) 5 Msc from TU IO (2 Dfl + 2 SPD + 1 IPD)
Concept co-creation
inspiring
Why is the PaG is important to be solved (3min) P =
Changes in procedure cht office in-house tour visitors to enhance the sense S create Poan
. B . . . . P " A - massive ]md iri ful & )
The main adjustment from the pilot session re-  of experience during visiting tech demos. Savetime oo S ispirne it se e e for =
i and human whestmez  LiMe for amoung  valuable S can
flects in two aspects: resources T Fiptie isiti each other prototype (money)
possibilities s el visiting B typ
Group 2 propsed a new problem to solve as a y —_—
1. Changed the free discussion after each con-  group as “How to design an seducing mixed-real- e PR oG (G
cept presentation into a concept iteration sec- ity exhibition for LSNL Utrecht office in-house tour Y do we nEsee e UOnERES PG (3min)
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5.3 CONCEPT DIRECTION AND DESIGN ELEMENTS

5.3.1 Prioritizing the 5 phases of the visit journey

Though aiming for a full journey experience de-
sign, it is not possible to make it as a whole in the
beginning. Among the five phases, the prioritize
is listed as below as part of insights from creative
sessions. The conceptualization phase will mainly
focus on phase 3 and 4. Figure 5.6 displays a gen-
eral possible event locations inside Liquid Studio
as a reference.

Phase

1. Before tour - preparation .
2. Start point - stimulation AN
3. During tour - navigation
4. End point - takeaways & feedbacks
5. After tour - further support

TASK PRIORITIZE

Before tour (preparation)

To allow visitor link themselves to a part of LS
before the tour and be able to get prepared inde-
pendently to start a tour

Start point (stimulation)
To give a clear signal that the actual tour starts in
arder to bring the visitor into the story smoothly

During tour (navigation)

To get the visitors engaged o the story and have
clues in control on how they would like to realise
explorations inside the environment

End point (takeaways and feedbacks)
To give visitor a end point of their tour, but also as
a start point for a vision of the future

After tour (Support)

to keep users be linked and supported on
communication and other relevant access-abil-
ities

Figure 5.6: L ocations where the 5 five phases may occur regard to Liquid Studio Utrecht floor planning

5.3.2 Design elements

Based on the design requirements listed (chap-
ter 4.3), the five-point design element (figure
5.7) was extended:

1. Visual coding (enhanced memory points)

2. Suitable for augmented reality or mixed re-
ality applications (meeting expectations and
immediacy)

3. Guide users in the form of staged invitations;
organize the exhibition display, modularize the
information, and construct models to make the
updated content adaptive. (Reserve room for
change and development)

Design requirements

Memorable experience with storytelling

Various technical interactions

Modularizing guided exploration

Semi-structuring customizable journeys

' Conversation/Networking spots

4. The main line of the journey experience is
unique, and the branch line is autonomous,
while the overall structure and function are
used to assist the individual needs and wishes
of the visitor (providing sufficient possibility,
while avoiding excessive guidance and improv-
ing the effectiveness of information transmis-
sion)

5. Extend communication bridges in the pro-
cess of exploration (trigger opportunities with
development value)

Design elements

Personalized visual coding

Modularizing journey to be adaptable to visitor
and company changing requirements

The main line is unique, and the branch line is
autonomous

Info carrier

Figure 5.7: Design elements conduced from design requirements

5.3.3 Initial overall concept in general

At the moment, the concept was initiated and
be named as “Liquid Studio Passport”. It works
as a information transit station and control pan-
el along the journey system for in-depth learn-
ing and gathering information related to Liquid
Studio. Regard to its features, will be briefly ex-
plained by the five design elements in the next
section. (Mobile application as journey carrier)

Conceptualisation
]



5.3.4 Sub concepts matching with 5 design elements

Personalized visual coding

Through visual information, a sense of substi-
tution of thinking logic and self-immersion ex-
perience at the thinking level is attempt to be
generated.

Visual substitution of the colour and identity
of the welcome animation (figure 5.8) or login
interface (concept regarding to Liquid Studio
branding: each individual is a small water drop-
let, connect to each other to become creative
and dynamic)

LiQuiD
STUDIO

Figure 5.8: attempts of colour blue of the three typical
identities of visitors (group A as new joiner to choose the
colour by himself, Group B as Accenture employees from
the department use other colour Accenture logo, Group C
as clients with brand colour)

[Context] [Colour] [Identity]

Substitute the colours in the AR environment
(for example, the target company brand col-
our), identity (for example, corporate logo in
figure 5.9), and thematic context (for example,
the city becomes an airport)

Figure 5.9: attempts of colour blue of the three visual cod-
ing

With AR technology, to connect with people
(who participate in the exhibition together, LS
employees, etc.) and physical materials (demo
booth, company environment, etc.), currently
choose to use the visitor's personal mobile as
the main journey feature carrier that the Liquid
Studio Passport in this project will be designed
as an AR mobile application.

Serving the integrity of the overall journey
flow, as a self-guide controller, personal mo-
bile phones can provide full-line support. In
addition, for now, compared to the promising
AR glasses that can achieve mixed reality tech-
nology, the development of mobile phone ap-

Since the company is located in a compound
office building, the guidance to enter the build-
ing towards the exhibition area can be achieved
by micro navigation (in the AR environment, af-
ter the environment is scanned, the guidance
information layer is added corresponding to
the spatial conditions). Compared with manu-
al guidance, autonomous exploration is more
interesting, and a more comprehensive under-
standing for future activities in it. As shown in
figure 511, it is showing a similar idea which is
designed for airport (Rezniéek, A., Bagin & Stra-
nak, 2018).

plications is more practical, and to implement
journey earlier, so as to extend to a richer plat-
form base on testing and evaluation to further
developments. (figure 510)

W_

Physical interface

0\ ¥ @

AR interface

material ﬁ visitor

Figure 5.10: Function carrier possibilities for the journey

Figure 5.11: An AR application designed for airport is nav-
igating the user indoor via the digital interface with virtual
animation instructions (Reznicek, A., Bagin & Stranak, 2018)



Under the main guideline, there are two layers
of branches: the AR self-guide program (AR
City Quest), and a group of technology booths
(demo showcases). The materials displayed on
each booth show a corresponding one technol-
ogy.

Under the circumstance that the visitor is con-
sciously reasonable or the company has the
certain plan, the experience or arrangement of

AR environment

Modularizing journey to be adaptable to visitor and company changing requirements

some branch modules can be reduced, and the
main line can still be established. For example,
if a demo run into error, or the visitor does not
willing to try out AR application at all, then these
branches will not contribute to the visit, but the
journey can still be completed.

For these relevant projects, | work as a member
of the development team as described in the
introduction.

AR interface

Figure 5.12: A render displays the virtual city concept in AR environment (attempt as mixed-reality possibility as if see

through AR glass) vs. AR interface on mobile screen

This is a self-guiding program in game format
under a storyline. The story carrier is a virtual
city (figure 512), which works as a map guid-
ing the visitors among the tech demos, and
the player character is the mayor of the virtual
city, correspondingly as the explorer in the real
world theme park. The main task is to upgrade
the city to meet the needs of the citizens. The
upgrade reward is mainly visual feedback, and
there is a physical reward after the end (as a
souvenir for visiting).

Navigation logic: Each building or area in the
city corresponds to a booth in the exhibition
area, and serves to display some correspond-
ing scientific and technological services. In the
AR game scene, the player selects a building in
a virtual city, and accordingly selects a booth
he wants to visit, and then the player is guided
to the corresponding booth in the real environ-
ment.

At each booth, the player receives the AR game
task invitation in the booth through the AR in-
terface. After acceptance and completion, the
building corresponding to the technology in
the player's virtual city is visually upgraded. If
the player completes all booth game tasks, the
city will be fully upgraded; if only some booths
are visited, the corresponding part of the city
will be upgraded.

A sticker with a special pattern on the ground
serves as the entrance to trigger the AR em-
bedded program. After the camera scans it, an
invitation pops up in the AR environment, and
the player chooses whether to accept it. (The
design needs to deliberately guide visitors to
join the game, especially those who need this
self-service program)

The virtual city upgrade is mainly displayed by

visual effects (consider further visual coding to
strengthen memory points, such as colour cod-
ing, the fusion expression of LS and the visiting
company’s brand colour, which can be applied
to the visual effect after building upgrade)

Physical rewards can be collected at the end
of the itinerary. Its appearance carries a certain

brand image, and it is a visual carrier for a con-
tinuous storytelling experience after the game
ends. At the same time, it serves as a visual
mark for triggering the virtual souvenirs in AR
environment (trigger to display relevant AR im-
age that represents visitor's personal explora-
tion experience)

[End point (takeaway) concepts - QR code AR displays for virtual re-experience]

Display

‘ l Overview of your own tech tour ‘

o

Mini theme park on your desk

l Upgraded city overview ‘ l
7

. i
e
wve th
<'7V e
[7 roads~
Upgraded building/area Mini demo Tech topic
v
Current citizen stor) Minil uest Yer ceseonidnes oul et
‘ Y T showcase and comments you gave
|
|

Link to more informative tech intro interface (e.g. corresponding tech info page from portal website)

Conceptualisation
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Visitor's mobile phone can be placed on the
mobile phone stand of the booth (the stand can
still be flexibly moved), thus becoming a part of
the booth (figure 514). The AR information layer
plays an explanatory role in the form of micro
navigator for the multiple materials within the
setup, indicating the aim by presenting certain
materials:

1. Introduce general information about technol-
ogy (e.g. technology concept, value, etc.)

2. Technical working principle (camera visual
recognition from physical demo to trigger the
corresponding task invitation of city upgrade to
allow visitor accept or not, and the correspond-
ing building starts to upgrade after completion)

Take the smart plant as an example (current ver-
sion, 2nd iteration, figure 5.13):

Drag and drop game to learn how it works (drag
the icon of the parameter type to the correct po-
sition, the icon can then become a sensor of the
corresponding function, including humidity, tem-
perature and light. After matching the function to
position, activate the function of the smart plant,
the game is completed)

S
P!n\ sideview
N

Figure 5.13: Current smart plant AR game quest

Modularizing journey to be adaptable to visitor and company changing requirements

3. Establish contact with relevant technical
personnel (being AR micro-navigated to the
relevant personnel, or the expert cannot reply
immediately and issue an appointment request
in a certain form) (figure 515)

4. Self-explorable user cases by Scenario Mini
Workshop programs (Visitors build virtual use
demonstrations of corresponding technologies
according to their preferences or needs (from
another interfaces on the stage rather than the
phone, such as an iPad)

Try on session (business context modelling):

Model the demonstration so that the visitor can
adjust the parameters in the model program and
experience the corresponding demo as a basic
model customization on site, where allows visitor
try out their own preference on how they would
like the demo match with their expectation or pro-
pose.

5. Message board or other forms of feedback
mechanism

When arrive at the corresponding demo booth, the phone can be held
with a stand, the phone is still moveable as the phone stand is flexible
with angles.

Story image

Figure 5.14: Scenario when put the mobile onto the phone stand that being attached to the booth as a part of it that displays instruc-

tions of the showcase presented materials

Loy )

AR environment

Figure 5.15: Rendered scenario when user is being navigate to an expert in the office

AR environment

AR interface




Modularizing journey to be adaptable to visitor and company changing requirements

[During tour (navigation) concepts - MR possibilities in the 3 navigation elements]

Navigation elements
Aim Control Guidance
To each demo Direction Routine
real world indications (e.g. light, vibration etc.) ] l AR visual indications around booth ] l AR micro navigation

Wi
AR environment AR interface

Figure 5.16: Rendered scenario when user is being navigate to a demo showcase booth (AR visual indications around booth)

The main line is unique, and the branch line is autonomous

The main line helps visitors clarify linear pro-
gramming, and the branch line provides refer-
ence operation clues to assist decision-making

Help to organize the information required for
visiting the exhibition or the meeting (such as
address, time schedule, need to carry or read
the file in advance, registration information,
etc., figure 517), the operation related to the in-
formation, and other software that needs to be
jumped to (such as the location to jump to The
map software starts planning, and the sched-
ule needs to be synchronized to a personal
platform, etc.)

In the AR environment, when the visitor selects
the booth to be visited, the system provides
auxiliary information.

For example, for each virtual building, its corre-
sponding booth, corresponding technical topic,
the approximate time required to visit and learn a
certain technology (figure 5.18)

(Provide more targeted selection suggestions
without limiting the scope of exploration,to effec-
tively improve the efficiency of visits, for example,
according to the business scope of the visiting
company (visitor group C), or the general popular-
ity among demos in the park(visitor group A&B))

The contact information established during
the visit, future events or conferences can be
included in the passport, that can then be ex-
ported and synchronized to other commonly
used platforms.

Conceptualisation
]

Visitor get visiting relevant info be shown from the app main page
which is well organized and able to export or sync to other related
software by click on certain buttons.

Figure 5.18: Rendered scenario when side note
displays for AR city user to make a choice on go
to which demo at the moment (e.g. approximate
time needed for the visit, tech topic of the corre-
sponding showcase)




Along the exploring among showcases, con-
tacts can be built with the person who are
expert in the certain technology field. Such
network building is more targeted, thereby en-
hancing the connection value.
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5.4 CONCEPTUALIZATION ON JOURNEY MODULES

Base on the sub-concepts, a journey with modularized features was conducted. It cover various
sub-concepts as last section described. As mentioned, the useful features are included, but none
of them is a must done, even the whole new journey plan when consider the real using scenario,
though the concept evaluation will require the participant go through all the modules for a full
understand at concept level for the corresponding evaluation. As shown in the map below, concep-
tually, journey modules are map with design elements and interaction qualities along the time line.

physical demos
-guiding program
Other relevant elements Email Office environment, facilities and people around
Physical interface AR marker on floor AR marker on floor AR marker souvenir AR marker souvenir
Physical demo booths (physical take away) (physical take away)
LS boarding pass  Body parts Welcome pages Schedule pages Event info page Contact pages Schedule pages Home page Notifications (invita-
Interface to other Interface to other Schedule pages Interface to other Contact pages tion)
relevant Apps relevant Apps relevant Apps Schedule pages
AR interface Travel guide scanner Scanner ) Scanner ) ) Scanner )
Float city Virtual souvenir Virtual souvenir
Info&instructions
MODULES
Download Personalized profile Preparation assistant Navigator Entrance of the theme  Exploration instruction Close up theme park Review from takea- Indications for new
setup park guide program guide ways updates from them
park
Personalise visual code
DESIGN ELEMENTS semi-structuring customizable journeys
modulizing guided exploration ‘ ‘
PHASES
l l 1 { 1
INTERACTION QUALITY | Supportive |

‘ Engaging |

Inspiring

The main line is unique, and the branch line is
autonomous

Modularizing journey to be adaptable to visitor
and company changing requirements

Related communication touchpoint triggered

Personalized visual coding ; .
during exploration

Possibilities on RR, AR, MR interfaces

Figure 5.19: Concept journey map

Conceptualisation
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5.5 CONCEPT EVALUATION

Research questions Evaluation sessions
1. Whether the overall journey concept and modules logical for visitors? The session begin with a presentation for introduction to the project (3 min) to give the background
information and description throughout the overall journey concept (15-20 min) to let participants
- Any uncomfortable along the process? understand the concept along a concept story. Then the 9 modules along the storyline (figure 5.22,
- Any unique or valuable element? full story script in appendix O) are evaluated by the participant on considerations if they think the
- Which are the more influential sections? certain module causes discomfort, feels impressive, or being influential among the overall journey.
2. To what extent the overall journey concept matches with the interaction qualities in design goal? Then, interview question be designed for participants to answer are basically two types:

- Scaling: 1to 6 (avoid neutral with small number of testers)

3. How would people evaluate sub concepts on certain parts of the journey? _ _ : ) _ o
“To what extent you feel the certain phase of the journey is supportive, engaging, or inspiring?”

- For visual coding concept, which elements make visitors feel more involved among context, colour, and
identity?

- How would be the preference for visitors among human, AR, and MR, to be guided through the journey?

- As for interactions, how would people prefer when interact environment is transferred from AR to physical
real world? Indication from real world, or AR environment?

- For virtual takeaways, what would be more preferable for visitor?

- Multiple choices: (push to make decision for opinions)
“Which one would you like the best among the 3 potential solutions?”

A storyboard in brief is displayed as well for people to refer to as the journey is rather long, especially
when requiring the participant to do any evaluation by imagining themselves within certain scenar-
jo. (evaluation template shows in figure 5.20, story telling template in 5.21)

"'Story’

2

board
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Figure 5.20: Concept evaluation template



Visitor receive visiting invitation by email from Liquid Studio Visitor set up profile along welcome pages through the app to home Visitor get visiting relevant info be shown from the app main page Visitor arrived at some where nearby the building. Be guided along the Visitor entered the office gate at the service desk and then be invited to
page which is well organized and able to export or sync to other related way then to the office on 4t floor, and got the visitor ID card collected explore the demo theme park with AR city quest program
software by click on certain buttons. from ground floor reception.

1. Download 2. Personalized roflle setup 5_AR self- utde entrance

Complete exploration and get the city upg Visitors be guide to meet the demo tech expert When arrive at the corresponding demo booth, the phone can be held Visitors be guide along the exploration among the demos Visitor learnt the game and choosing which one to play with the
with a stand, the phone is still moveable as the phone stand is flexible next. Each building relate to a certain tech demo. Buildings in
with angles. the city are clickable to start the corresponding demo visit.

End]of the tour Join meeting/evet afterward Get update news from theme park

8. Obta from takeaways 9. Notification for exhibition updates
‘ )
\4) RGNS

Figure 5.22: Storytelling storyboard

Visitors be guide along the exploration among the demos

Story image AR environment AR interface

Figure 5.21: Story telling template (story image, AR environment, AR interface, corresponding journey mod-

Conceptualisation
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Participants

To evaluate the concept, participants were se-
lected according to targeted visitor groups as
shown in the top in figure 5.23. As the main aim
of doing such a evaluation is for optimizing the
overall journey at concept level, some of their
professions were chose to be relevant to de-
sign, while at the mean time also have some of
them with more as a potential visitor rather than
a designer from other perspectives.

Results

Regarding the interaction quality of the journey
flow, the result shows by heat map which shows
a positive result in general in figure x.

In general, overall is logical and smooth. More
insights related to the sub-concepts are re-
vealed along the next pages together with eval-
uation results. These as the insight are directing
the final design outcomes.

External visitor
for new joining career opportunities

to learn

profession

Al computer science

A2 Architecture

A3 Design innovation

A4 Animation
supportive B1 Industrial design

B2 computer science

B3 Industrial design

B4 Design for interaction

Internal visitor

for promoting business opportunities

to bridge

Current location before

California
Zhejiang
Philadelphia
Guangzhou
Eindhoven
Utrecht
Eindhoven
Delft

C1 strategic product design Amstelveen

C2 Manufacture

Al
A2
A3
Ad
engaging B1
B2
B3
B4
C1
c2

Al
A2
A3
A4
inspiring Bl
B2
B3
B4
C1
c2

Denver

External visitor

for seeking business opportunities

start during end after

5 4 4 5 5.5
5 3 4 3 4
5 5 5 5 6
4 5 5 6 4
5 4 5 5 5
6 5 6 6 5
5 2 4 4 3
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5 6 5 6 6
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5
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2
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start

5
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5
6
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6
5
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Figure 5.23: Heat map of interaction quality evaluation result with selected test participants

end
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after

Al
A2
A3
A4
B1
B2
B3
B4
c1
c2

the part you feel any awkward or uncor
the part you feel the most interesting?
the part you feel the most that it influel

€ 00

- To decide to download a software
make some people feel to heavy to «
mobile application comes later whei
if it is a website, | definitely would like to |
it for some people works as a persu
- There are concerns on the missing
such using context. It is a rather co
agined. Therefore, it could always be
is interesting, so maybe together?”)

- The visual coding made some of tf
their actual visit till it ends specially
really cares about me in situation”)

- AR tech supported mixed-reality
“awkward” and “interesting” togethe
same time brings brand new attract
you know...it's more like it's new to me an

- The app shall be bring people to tr
- It can be very influential from the a
- In general, all the 9 modules can b




nfortable?

1ces your overall experience?

nay not be a common choice for visitors when it just begins. New applications in cell phone
Jo so for a day visit as expected. It could be more appropriated in web pages from a link and
e there shows a stronger reason to do so. (“l just really don't like to install applications to my phone,
have a look, there's no stress then”) Otherwise, encourager should be design rather effectively as
sion.

of human guide that some participants shows strong demand on human interactions within
mplex place for them to learn and explore so that question may come up frequently as im-
convenient to ask people around directly. (“I still prefer a human guide with me, but the application

e participants feel being well cared as a visitor that it reflects as a carefulness in advance of
for them. A sense of personalization can be effectively bring out already. (“I feel the company

xperience is suggesting the journey attractive and fluent. Some of the modules shows as
ris mainly due to the new interaction format which could be a challenge for them, and at the
ive experience as expected and imagined. (“I don’t know..I feel it's awkward, but not in a bad way
d I guess it will be awkward in a way...but other than that it sounds very interesting”)

e physical demos rather then fix their eyes to the screen
ctual design of the app that how it is well integrated certain features for using scenarios.
= useful, and together framed an experiential smart journey which is fluent.

Visual coding

Universal understandable; easy accessible;
Effective when business or commercial related
Most effective; may disturb from key point

Easy combine with human factor
(e.g. share screen), or manage
behaviours for business context
(compare with glass,
understandable for other people
in the environment)

Could be more preferable for
younger generation

Journey carriers

Conceptualisation

to be guided through out the tour
which technology do you prefer the most?

F 0 -

Al
A2
A3
A4
B1
B2
B3
B4
C1
c2

Physical interface

AR interface




ate formate to booths

Navi

to be guide from building in the city to the corresponding physical demo booth

which way of indication on navigating do you prefer the most?

Al
A2
A3
A4
B1
B2
B3
B4
c1
Cc2

d a overview topic =2 k
present as an efficient map

H

AR interface

A mark can also work as a poster for relevant news
updates in physical overall setups;

Less flexible for theme park update or adjustments
Not convenient for visitors to use that they will need to
move to the right point all the time

Background is full of content but can also be annoying

Combination between RR&MR;

=« Path contribute less in small space;

Physical indication may be challengeable for group of
individuals are exploring




Talk to an expert
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Build using scenario by visitor, tech DIY Need enough information for visitor to
workshop, helpful for visitor think understand why they are playing such a
further to use cases that can benefit to game (help build the logic and promote
themselves effective self-learning)

A

i gideview
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Leave/read commepts

AR environment

Google Jamboard like interface for visitor easily
express idea and anonymously iterate on each
others’ inputs (work as cocreation to inspire LS
from visitors)

Valuable to be realised, but need
to be well designed (mechanism
that both friendly and effective for
visitors and LS employees)

[ Talkto |
lan expert/

vl Z
AR environment AR interface

Valuable to be realised, but need
to be well designed (mechanism
that both friendly and effective for
visitors and LS employees)

Conceptualisation

virtual takeaways
which content do you prefer the most?

Al
A2
A3
Ad
B1
B2
B3
B4
C1
c2

- The city overview is selected as the most preferable format, but info ele-
ments from the their two selections are also valuable for visitors.

- People who did not choose city version tend to state their opinion as:
“What | need is the technical relevant information be accessible after my leaving
that can be used in later days. The city format is interesting, it reminds me my visit,
but other than that but not useful”
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PROPOSE A FINAL DESIGN

CREATE & EVALUATE

A final design is proposed base one previous processes. This chapter explains the
final out come which is the redesigned journey flow, and the redesigned journey
map. Prototypes were made to evaluate the final deign that addressed out for
final conclusions and recommendations in further developments.

Chapter Overview

6.1 Final concept in conclude
6.2 Final journey design concept
6.3 Prototype

6.4 user test and evaluation



i!

i/

Sl TN

——"



6.1 FINAL CONCEPT IN CONCLUDE 6.1.2 Desired interactic

The concept is named as Liquid Studio passport, include the journey design and relevant feature The concept aim for bring in the visitors n
i , , , e e . - into the exhibition context so that let the
carriers. In general, the value of the planned exhibition itinerary aimed to be improved through i ) X X

. . .. ibility of information packages be activatec
Fhe correg)ondmg tgchnology carrier. The r.ole ofthe carrier is the transfer and control platform of the visitors. Figure 61 illustrates the enhar
information collection and behaviour path in which brings out the “passport’ as the concept as the interaction logic model and figure 6.2 rev
useful materials are as the stamps being collected and reflecting obtains along the journey. the desired interaction vision.

6.1.1 Role changing

It is trying to transform the exhibition-based
communication from information receiving to
extending for new opportunity exploring. In
the era of flexible access to the environment,
enhance the depth and height of information
that can be received and integrated by on-site

visitors
Comparing the concept of LS passport with tra- De
ditional visits, it reveals mainly on role changes: ::1
{
M:

LS develop info ecological environment with supportive service system

In this ecological environment, all kinds of related information resources can be integrated to form an

ecology, which allows the ecology to stimulate the visitor's thinking, not just to receive information
Liquid Studio

Change of identity, from information transmitter to co-explorer, who has the ability to
guide and explore together

Self-directed | rer ho knons o / ; .
AL s a co-explorer, he knows how to make effective suggestions in a timely manner, and cooperates wit

o /O(a?lon O,rlemed Employees visitors to complete exploration tasks, which becomes an effective help for visitors in the exploration

visit deS/gn process. With such identity substitution, they will experience the exploration process and reach the

visiting goal together, so as to enhance the communication stickiness and sense of connection.

External visitors Changes in visiting behaviour, from passively receiving information, to actively seeking
information, to self-directed exploration-oriented in-house visits

Not looking for a result-based answer, but finding the core value in the paradox, judging with questions,
exploring and capturing opportunities for achievement in the exploration of it

VISITORS

Figure 6.2: | iquid Studio and the studio visitors are cc




n vision

ore ° °
flex- — 6.1.3 Conceptual model shall be realized through technology carrier
| for information visitor
ced package groups R : 3
| I Theme park exhibition as the fusion of reality
LS \ & and digital, to provide mixed-reality experience.

ke %, &° of (figure 6.3)

s Lo &8 2

Q % &° g

e \ S

Flexibility péi;;ﬂe?wts Consistency
Physical demos
3 ) } ) exhibition
Figure 6.1: Enhanced interaction logic
Amplify possibilities, reflect value, and collaborate
Augmented reality
vOps mobile application
rart plant
ockchain
achine learni
LS
MR Partners glob derstanding experience
4 Diversified technical cape ive information ecology
. Yo
S

E T ’
I N :
Figure 6.3: Concept model
By {
Vv & J
s

( 1 6.1.4 Concept mission and vision

g Mission > Compatible with the development of the company, show the company's technological
innovation and technical capabilities

V)

> Combine new technological innovations to stimulate new business opportunities
Create a vital visit experience and promote the relationship between the company and
> visitors
Vision Inspire LS tomorrow

llaborating for a common goal

Final design




6.2 FINAL JOURNEY DESIGN CONCEPT

The final journey design concept is illustrated
as the figure on the right, called ‘the Liquid
Studio Passport Visit Plan’. It serves both side
as the visitors and the Liquid Studio as the pre-
senter. It transforms their roles from each along
the three step concept visit flow.

The three steps for the visitors is to let them be Pre-visit Inside the exhibition Re-experience

able to build their own portable exhibition, while epese . . . .
the features provided \ﬁa the journey carriers to Foresee the exhibition Collect material Walk with your own virtual exhibition

help Liquid Studio personalizing their resources

and materials that can be matched for any par- o »
ticular visitor demands. The carrier currently as

decided is to be an mobile AR application.

Before the actual visit, apart from assisting do-

ing the preparation, the app could provide fea-
tures to allow visitors foresee their visit. During THE LIQUID STUDIO PASSPORT VISIT PLAN
the visit, it assist visitor to collect any useful Show LS capability strategically, know about LS effectively

materials conveniently. When the visit end with
all the material collected in the passport app,
they could realise a personalized version of the
exhibited knowledge package be portably took T
away with them, even leaving the physical en-

vironment. The material can be collected may
include any images, documents, contacts,
events, programs, etc, which can be useful in
later communications internal or external the
visit group (Liquid studio employees and visi-
tor's peers).

()

Context transfer for

Personalized Mixed reality

Visit planner by AR mini demo exhibition self-directed exploration-oriented
AR program that presents a miniature of the
overall demo exhibition of the real showcases
in physical Theme Park. Liquid Studio sugges-
tion and peer selections could be referenced
for visitors to plan their personal visit list, and
align the visit team in this way in the very be-
ginning. This is an added feature after concept Journey Manager Al Personal Assistant | Visit planner
evaluation analysis.

value-Embodiment

AR Self-Guide Navigator Mini exhibition collector | Specialist tracker

The journey flow (figure 6.5) and journey map Mini tech-demo workshop centre Tech experience centre
(figure 6.6) are designed accordingly and pre-
sented in the following pages.

Exploration Acauisition | support |

Figure 6.4: Journey design concept



VISITOR JOURNEY FLOW

TOUR EXPERIENCE IN DEMO THEME PARK

Outside DTP

BEFORE VISIT

To allow visitor link themselves to a part of LS before
the tour and be able to get prepared independently to
start a tour

VISIT START POINT

To give a clear signal that the actual tour can be started
and bring the visitor into the story smoothly

STEPS

Foresee and plan the visit process and
goals ( overview the exhibition, plan for
visit path, etc.)

Get prepared before visit (manage
travels, read document, etc.)

(72]
-4
>
)
2
T
w
-]
=4
o
=
=
>

Tour info
e.g. location, time, schedule, dressing, etc

Required preparation

e.g. documents, ID, etc. Space and facility conditions

. . e.g. layout, functional areas, etc
Instructions for certain situations 0. fayout,

e.g. to delay, to not attend, etc. C) Atmosphere and environment

. e.g. employee working images, etc.
Contact info g-empioy gimag
e.g. website, email, phone, etc. Corporate cultural elements

. e.g. brand visuals, branding elements, etc
Further planning

If there are arrangements for other things to come, etc.

INFORMATION ELEMENTS

Relevant documents
e.g. welcome slides, etc

Inside Demo Theme Park

DURING VISIT

To get the visitors engaged to the story and have clues
in control on how they would like to realise explorations
inside the environment

Complete the visit process
based on planned and new
discoveries

Employee situation
e.g. working style, specialists, contact persons, etc

More detailed company information
e.g. projects, clients, tools and approaches, etc

Business scope
e.g. technical capability, etc.

Business capability showcase
e.g. technical demonstrations, etc.

VISIT END POINT

To give visitor a end point of their tour, but also as a
start point for a vision of the future

Closing and summary

Collection of acquisition
e.g. info about LS, common vision with LS, etc

Insights for making revelant decisions
e.g. to work for/cooperate with, etc.

attractor and enabler of crossing various of interfaces (physical, AR, etc.)

v

assistance on preparation before actual visit

W

previewer and planner of the visit

’coach for familiarize with the functions
and operations of AR interfaces

JOURNEY MODULES

Figure 6.5: Redesigned visit flow

assistance and encourager of material collecting

Final design
]

Outside DTP

AFTER VISIT

To keep users be linked and supported on communica-
tion and other relevant access-abilities

Make follow-up plans and actions
based on existing information

Reflection

Collection of acquisition
e.g. info about LS, common v

Insights for making revelant decisions

o work for/c e

D

Sovernirs and materials from LS
e.g. business card, brochures, any records, etc.

Contact channels
e.g. people network, email/phone/social media,etc.

experience continuator (Al experience

centre, demo generator, etc.)

assistance and manger for any further
communications




VISITOR JOURNEY MAP

STEPS

SoC

DISPLAYS

INTERACTIVE ELEMENTS

Outside DTP
BEFORE VISIT

REPARATIO

*SoC = Sensation of Consistency

LS employees

Other visitors :
Physical set-up ‘

Digital set-up [I

the Passport AR Ul =

the Passport

main body Ul

Other modalities [ ]

t recommendation plan

Q

registration received

nvitation sending

oflaboration

physical UI

loresent tech from multiple aspects

vfsitor perspective transform

pn/off AR mode

(iftalation) < - -- -

the Passport web-page ¥
A ' :

other modalities download encourageg’$
Pt

~recommendation by LS
R = co-visitor selection check

e the Passport visit plan invitation to co-visitor

—7 7= Aadd to be visity : By, 8208 -

VISIT START POINT

plan received

invitation received

inside office

micro navigator to officc/a\entrance ==

7 group plan overview ------ :

change preview context by editing background image

‘star7- manual guide =

\V&

other Liquid Passport visitor
new Liquid Passport visitor <<~

( AR City Quest - self-guide program

(:smarT:AR self-guide |nv1tat10n@M

(" demo A city be selected

R

(" exhibition overview (map)
storytelling program guide,
AR city virtual entrance )< - -------

- other %{Jide to building entrance

Figure 6.6: Redesigned visitor journey map



TOUR EXPERIENCE IN DEMO THEME PARK

nside Demo Theme Park Outside DTP
DURING VISIT VISIT END POINT AFTER VISIT

EXPLORATIO QUISITIO

APPLICATION

JOIN THE
MISSION!

)

(_tech specialist request received ) (meet tech specialist )
' “>(_meeting/workshop invitation sent ) A

Vv

> leaving LS office

“START: o
-...* tech specialist contact j---

. . AR City Quest - self-guide program W
“START? . . 7 ' :
-...* tech general intro on display screen )>

i > _.;_;:’;;..AR quest game invitation /4R
“....+ eg.tech principle quest game, etc. \v/

physical souvenirgﬁ\\ an
ARKY

o - program on interactive screen -
*START:

* eg. tech mini demo creator, tech work-
shop event calender, etc

>

]
@010 apisul g“

goverview of showcase materials} | : - individual/group visit summary ) ! @rtual souvenir)
> AR self-éuide invitation )*---------------- : SRR Eteeroeee] ">(demoA intro -=>(B ) >(C)-000) '
,,,,,,,,,,, ; RS : ; “-% city upgraded ) b ),
Yy ! N : : AR scan’wer/ﬁavi ator & ! : ;
(] AR scanner/navigator 1D AR camera 1) 9 AR camera } : )
R AA i AR layer info on/off ' image material be collected ! i |
iSTART:—— = events be scheduled -
-...tvisitor contactinfo page \UU ) N e
s 5 ] contacts be collected
(_mini program collector )----------- ; : !
R - . program added to passport tech X centre _--=-----:= = try out personal X centre
! = AR mark page of collected program
S p VAR
START; N[~ L,
Sosegm > other modalities to Collect result +=-=== o o e e e e e S SSSSIIIInInIiIIis -
_ ) e.g. email, photo transfer, etc.

Final design
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6.3 PROTOTYPE

As mentioned earlier, there are many possibili-
ties for choosing the main carrier for functions
that consists the journey. As summarized in Fig-
ure 6.7 below, the richness and format of carrier
can be extended gradual along development.
To initiate, mobile application will be selected
for both tests and developments as discussed.

Regarding the experiential verification, due to
the corona situation, though currently not able
to attend inside office, an online demonstration
with the visualization scenarios can be a feasi-
ble attempt. The green circles indicates the 2
prototypes made for user tests.

W_

Physical interface

material

( Figure 6.7: Function carrier possibilities for consisting the journey w

@ visitor

J

* AR=Augmented reality, \/R:\//f[ua/rea//'lyj

\
O Liquid Passport
mobile app

€ Online experience
interactive demo

Liquid Passport mobile app

The prototype is the demonstration of interac-
tive interface of the non-AR part of the mobile
application (size in screen of iPhone 11).

Online experience interactive demo

It contextualized virtual demonstration trying
to provide experiential information for virtual
visits. Visitors can then virtually experience AR
interactions and journey flow from the screen
and bring in the using context by storytelling.

In addition for demonstrating certain functional
modules and work-flow, they are also attempts
on visual design in concern of Liquid Studio
branding. Both were made in online interface
design platform, Figma (www.figma.com). Main
features, interfaces, and interaction flows are
explained in following pages. It demostrates
the full journey that combines interfaces from
demo 1 and 2 along the storyline of demo 2.

encourager for joining the passport visit plan

Email visit invitation
Visit specifications and invite to join Liquid Passport visit plan

« MO8 e E ae

Welcom to Liquid Studio office tour |

. LS Passport Joumey Cencast Center
(5 Sedome

Online experience
interactive demo

Liquid Tour NL

Next scene

Item or area to click

Click/drag to activate
(motion effect in demo)

Auto activate after period
(motion effect in demo)

Phone rotate effect in demo

Visual scan effect in demo

sub module demonstrated
(Coloured arrows)

Not mentioned along user test
(dash arrows)

Journey main module

Journey sub module

Feature or fuction




assistance on preparation before actual visit

Homa  Servcas Demos Themepark  Aboutus  Contact

nce more than you expected from Liquid Studio
wherever you go with LS Passport

o

Mobile or Tablet

Al i
Self introduction

PASSPORT

LIQuID
3 DIO

Liquid Passport

Collected! Theyl make it andy o you!
e
Schedule  Travel aw Files

: 3 A Joal i Yo iy o+ e
Hold LS PASSPORT and Let's g’_ Q e h ; ”_
Toparywrere N T nyere oc Tapanputere o

mobile app

Vou can ainays wakeme up.
by drag me out!

Welcome animation Visitor profile Visit group over-

Registration done Al assistant 4 key modules Summarize Communication
Visual abstraction Check point for pre- viewer To get access to Introduce on how to Introduce key 4 key features benefit Introduce key com-
that suggests a com- filled contact info Overview of co-vis- functions activate Al assist features for visiting for visiting events municational features
bination itors events
. AR explorer, Travel advi- . Personal profile, contact
sor, Event manager, File book, chatbox
manager

Final design 75
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previewer and planner of the visit | AR interface training

ly C ) rotate mobile to

horizontal

Free your ideas! ‘ 5 - ’

Go and explore! |

o0 of the bbb ndhre s e okt

Recommendation from Liquid Studio General info of certain mini showcase Overview of personal visit plan
Base on visitor personal background Correspond to a physical demo in office can be seen by co-visitors can LS agent

.—> m B Q s m e Q y ’ )
End of tutorial AR showcase en- AR showcase over-
Final tips trance view
In Journey manager eSS g : }
page L/ :
badkground edit (AR, Peer selections Showcase added to personal visit plan
NON-AR, customize, light Co-visitor’s visit plan overview can be seen by co-visitors can LS agent
on/off)




You are now arrived at Liquid Studio Utrecht office How would you like to start your visit?

from self-guide visit one of the  visit one of the
program AR City human guide showcases without showcases with
quest AR explorer AR explorer

]
A
e |

Your peers
(as I(hlue is your favorate dr brand

chose by click on the corresponding white circle

[ - . ]
AR self-guiding program | At a physical tech showcase

* Sub modules displays from the next page

N QL

WA

Preparation assistant Notification from Al Indication of the Indication ends
Agenda, travel planning, file, etc. assistant corresponding After delay (300ms)
to activate micro nav- ARscannerin AR
igator for the exact explorer page
info exportable to other location of the office Temporary indication
application ¢ in the building

Final design
]



attractor and enabler of crossing vari

| AR self-guiding program |

O AR scan the AR self-guide program entrance on the floor Walking to the targeted showcase
camera recognition Smart plant showcase as the example

Animation of self-guide activation Self-guide overview Self-guide AR map Indication to the selected showcase

Grow from mark on the floor Tutorial ore introduction for first time using To select the corresponding showcases to visit Smart plant showcase is indicated in this —
example *  —

|

"

j A
== EE \
= =1 |
-
< ® = < O
Overview of physical showcases Summary of group visit achievement Animation of self-guide activation Virtual visual reward after finish certain
Self-guide in the middle with other demo Generate useful insights for the group base on Grow from mark on the floor showcase visit
around visit situations The visual upgrades as reward

Personal summary, guide to physical souvenir

personalized / group visit summary




ous of interfaces (physical, AR, etc.)

| At a physical tech showcase |

Click [A] as if the mobile be then -
hanged to phone stand attached to the Contact expert
booth

program on
interactive screen

Tech general intro video
Drag up to keep ho

ther triggers — . Join AR City Quest

Put the mobile to moveable phone stand to become a part of the showcase Hlustration of a tech showcase with info elements
Smart plant showcase as the example Smart plant showcase as the example

n AR Mark

. —1__| Game quest ()]

T . . . | -

1 with/without AR info layer

1

' [0
‘ L AR quest game explains tech principle

) Physical d AR mark

1 WAL CLEmID £ AR DIEN .- Visual feedback
B . d ' re s after auto execution

, B a e

-

1
Augemented reality game
2 quest explains tech
principley

Toch workshop event calender—~

. .

" Tech mini demo crestor program)

1

O]
A

Clck thebuttonas f you nshedthe quest

the Presetarquestemail Diect me to s fcaton Adatimto conctont
(please don’t lck  not sctvted it questyet) & AR mironavigre) o

o navgater) or meceage

l AR self-guide program invitation AR layer as instruction Options to contact the tech expert
For visitors not choose to join in the beginning Explains elements on the table with some side Link the visitor to tech specialist behind the
functions demo with indication whether they are availa-
| | vy AR scanner, Contact tech specialist, Photo taker ble or not via three contact options

Email prepare, micro navigator in person, send mes-
sage or add contact in Liquid passport mobile app

(]

Click jump to the start of AR
CITY QUEST scene of journey

Final design
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assistance and encourager of material collecting

You showed the image and e
from the demo

Zoomin to review digital programs at the showcase
Smart plant showcase as the example

dp anywhi

Experence Center

Demo Theme Par

rosiden
ooz 000

————

7
Scan AR mark to collect to the passport

Marks show up when there are materials for m B Q @ .

visitor to collect ?

mini demo creator, workshop calender, mini demo

visitor created, etc. Tech experience Event manager
centre General info around
mini demo creators, events (left/right
tech experience on switch between
programs events)




AR scan to activate virtual souvenir
Place the souvenir on visitor’s own desk

Physical souvenir collect at the end of tour
AR mark as carrier of virtual souvenir

xpigdiha idea cameug You recieve a gift from service desk

king program...
r > 1 > [ \§ \ \ 4
= R e \
i)

Addfile Add contact
For later usage For later contacts

Switch among the four event relevant function modules

Liguid @

Paul Thoma
Chece P, PaulThomas@uorkmailcom
—— AR Mark Business Card

Bil Johnson

Eric Hofman g
-

virtual souvenir activate animation
grow from mark of physical souvenir

Agenda

m B Q @ = "

L Q @ =
[ |

Event specification Visitor contact Contact book Chat box File manager AR explorer Travel advisor
Agenda, checklist, profile individuals and Al assistant, Liquid File may need along Entrance of AR inter- Location navigator,
note taker Quick contact adding groups Studio employees, events (left/right on faces demo visit previewer N .

during networking visitor peer switch between events) and planner Overview of personal visit (personal summary)

virtual souvenir, re-experience
business card AR mark, Recent access, available 6 AR entrances for differ- Sync updates in demo Theme
name, contact, setting to download, add new, ent scan contexts. Park, other event location

........................................ etc. management

experience continuator (Al experience centre, demo generator, etc.) | assistance and manger for any further communications | takeaways management




Material and preparation
6.4 USER TEST AND EVALUATION |
The two prototypes as described
in the last chapter were used for
the first two demonstration pro-
cesses during the sessions. Oth-
er materials see appendix P.

Method
There were three parts of evaluation along tt
feedback interview. Firstly about the over
journey experience as if fulfilled the three inte
action qualities of explorative, collaborative, ar
discoverable. Participants will be asked to give
score to each quality between 1to 7 where 7 is
full score. Third part have the similar setup th
for evaluate how the passport app influenc
the journey that as the journey carrier, wheth
it matches the interaction qualities of engagin
supportive, and inspiring. Same as the first pa
a score between 1to 7 need to be given from tl
participant. In between the two parts is the SU
usability test for the passport app. The intervie
started with the SUS test and then how it is infl
encing the journey experience.

Research question

Pilot tests was first run both for
To what extend the journey design fulfilled the design goal (by matching the interaction quality the app and the scenario demo
matrix of explorative, collaborative, discoverable)? for test out whether the proce-
Though not the focus, how the current version app design performs in concern of usability? (Sys- dures and prototypes could be
tem usability scale) and experientially (engaging, supportive, inspiring)? effective (one participant from
What are the limitations to make recommendation for further developments? each target groups, one poten-
tial new joiner, one potential cli-
ent, one full-time employee in
other department in Accenture).
One change was made for the
scenario experience part from
the pilot test that the host shall
run the interactive demo for the
Wil @{preitEme Ee el dieug Gather feedback by filling out an tester and explain along, for a

interactive scenario demo and then . X 2 .
online survey along the conversation better understanding to the sce-

1 the app demo
L‘) l.) nario rather than let them use the
demo them selves that the inter-
face is not fully developed but
Procedure just for conveying the concept
behind them. Then the actual
Briefly go through project background [5min] sessions comes after. Quantita-

Go through interactive scenario demo by host for participant and explain along the story lines [15-30min] tive data fom pi\ot. test were not
process while qualitative analysis J

. te)
went together with the actual N T
ones.

Session setup

Online (Miro + Zoom)

Quantitative data analysis

The final scores on the 6 interaction qualities a
resulted as in figure 6.9. The highest score con
from ‘Explorative” while the lowest id ‘Collabor

Group A Group B Group C
Do online survey with an interview for feedback gathering [30min]

Go through the passport app demo by participant [10min]

S IO RR O

Do online survey with an interview for feedback gathering [20min]

+

¢ 7 ;v 009
Participants 1 . 6.7

)

9 participants, 3 for each group

categories as potential visitors, 5
went through the test and data

were collected. Some of them 4
also participated in conceptual

evaluation session while the oth- 3
ers were new.

Results

Qualitative results were conduct-

ed along the session (raw data in EXPLORATIVE  COLLABORATIVE  DISCOVER;
appendix P) and data analysis of P PP
guantitative data. Analysis meth- Visitor experience

od, result and insights will be T
further explained in the following
pages where directs a conclu-
sion of the project.

Figure 6.9: Result of evaluation on interaction qualities
Figure 6.8: screenshots along process as a procedure overview



tive'. Refer to the feedback along the interview,
e the flow and all features were well integrated in a

Al logical and attractive way, however, in real using @ o
r-  scenario, it would be very much depend on how External visitor Internal visitor External visitor
d the showcases performs in reality which is not for new joining career opportunities for promoting business opportunities for seeking business opportunities

available to evaluate for now. This is also where
a the ‘Collaborative’ got the lowest that being in-
at  fluenced most.

g, The data was collected according to System usa-

t,  bility scale (SUS) on evaluation questions and the Lol dlikclteliselth Slappliiealientiiofihel it — - O~ ®
e method to process the collected data (Usability. 2. The app unnecessarily complex
IS gov, 2020).
W 3. The app was easy to use .
- The ten statements were adapted from origi- 4. Iwould need the support of a technical person to be able to use this app
nal version for fitting the evaluation context as
shown in ﬁgure together with the data result. 5. The various functions in this app were well integrated o
Though there is no previous version to compare 6.  There was too much inconsistency in this app
with, as in figure 611, the interpretation of the ) ) ) —_—
passport SUS could be stated for later iterations 7. I'would imagine that most people would learn to use this app very quickly
e to compare with. The overall SUS score is 78.8 8. The app very cumbersome (heavy/troublesome) to use ®
e whichis regarded as “Grade B".
5- 9. Ifelt very confident using the app ——
10. I needed to learn a lot of things before | could get going with this app —
Gl A G B G Cc A
roup roup roup verage
(5] (]
nal visitor Internal visitor External visitor o Strongly Strongly
career opportunities for promoting business opportunities for seeking business opportunities ® agree disagree
- - - .
........................ 6.5 e 6.6 Figure 6.10: S Passport SUS scores
..... a
0 ® ‘
@ SUS score 78.8
The three groups of participants are calculated
separately to conduct a comparison, though
with a small sample. It shows a higher score Detisiion Passive ol
from Group B which is 85 in average while the INE:S:
other two groups are both 75.8. In this case, in AcSeptinle:  ga Not Acceptable __ Marginal o Acceptable
terms of usability, it can be conclude as ‘Good . R
i . d Poor OK Good | Excellent Best Imaginable
among different user groups. Adjective: (i i
Grade: F D & B A
\BLE ENGAGING SUPPORTIVE INSPIRING
..... s [ | \ | | \ | | | | |
Journey carrier : Group B users: 85 (average) sUS Score: 0 10 20 30 40 50 60 70 80 90 100

Group C users: 758 (average)

Figure 6.11: Interpretation of LS Passport SUS scores (AnalyticsWeek, 2018)
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Qualitative analysis on insightful feedback
Visitor experience
[Explorative]

The various of features be carried from the
passport journey are making the complexity of
the context engagingly manageable in a flexi-
ble manner.

“I like the part to attach the phone on the movable
phone stand. This remind me of the puzzle game that
need you to see through a special card to find out
the clue be hidden in the original visual and solve the
puzzle, which I really enjoy.” - B3

The balance of digital and physical materials
from the journey seems unbalanced where
there are too much digital interactions for a
physical visit tour as some participants reflect-
ed from the scenario demo. Though it is partly
due to a lack of the real context of a real show-
case experience, the perspective worth to be
considered on what kind of balance it should
be as desired for such a context.

“There are a lot of interactions need the mobile
screen where | have the concern that it may attract-
ing too much attention from visitors that the main
part shall be the physical exhibition rather than the
mobile app.” - A1

[Collaborative]

By bringing the visitor acts a part of the exhi-
bition, the journey enhances their involvement
effectively.

“The using case demo creator is a very important
feature as how | see it that here it brings out the true
possibilities, so it would be very useful if visitors can
generate idea along the visit, and valuable to be tak-
en away” - C3

However, there comes up a concern in terms of
privacy that how much information is shared to
what extend by this visit. This can be a valuable
aspect to be considered.

“I am actually generating my own idea along the ex-
perience (mini demo creator program), this shall be
very useful in terms of both side. | only have one con-
cern regarding privacy. If this idea is considered as
my work, | mean | will be the only person to use it, or

Liquid Studio will use it in other cases.” - C2

Additionally, in terms of collaboration, as also
reflects in quantitative result (5.7 in average out
of 7), there are also limitations shows from the
test setup that for some of the visitors, though
the flow and features suggests the potentials
rather realistic, they still need more practical
experiences to get the potentials approved.

“I can not really feel the collaborative in a sense that
| feel the most influential aspect for this depends on
the actual demo and real materials in the exhibition.
But in terms of the flow itself, it is performs greatly.”
-A2

[Discoverable]

From the features the app provide to the tech-
nical knowledge that are potentially accessible
from the actual exhibition, the steps were keep-
ing the visitor engagingly leaning which is add-
ing value to themselves in person so that lead
to a higher appropriation then expected.

“| feel my brain was turned up that | feel it clearly i
start to think shortly after the journey starts! It amaz-
ing I feel along the journey | learned a lot. Things are
new to me, but also clear for me to understand.” - C2

Journey flow
[Supportive | Collaborative]

Some of the feature are not show up as main
highlights but still be pointed out from partici-
pants that are valuable to see being there as a
part to frame the flow as a complete one, such
as to give feedbacks.

“Feedback session is important to exist, though may
not really expected be used by everyone. Just for
those people who have a concern or idea to express
regarding things happen along the journey or the
company for example.” - C3

From company perspective, the independent
self-helping systems is benefit for control the
visit qualities that they could provide for their
visitors.

“By having such a system, a benefit for the com-
pany would be the level of the quality can then be
controlled in a sense that risks in human factors can
be somehow reduced. Results along predictable to

some extend with standard divisions” - C (pilot test)

By having the feature “talk to an expert”, the val-
ue of the journey has a clearly enhancement as
reflected from most of the participants. This is
pushing communications rather effectively.

“It is very cool that it leads you to the technical con-
tact person, it is very useful for business cases.” - B

(pilot test)

Material collecting series of features are play-
ing important role along the journey which is a
common opinion from most of the participants.
Takeaways virtually and physically are both ap-
preciative from the participants that the poten-
tial using scenarios are useful and valuable on
further communications and promotions.

App design
[Supportive]

Regarding functionalities in terms of Ul (user
interface) design, though features are useful to
be included, the framework and interactions in
specific shall be further evaluated for a better
performance.

“I would say the most highlight feature of the app
shall be AR explorer that you supposing use it the
most frequently along the visit. Thus, | do not agree
hid this feature that behind after 3 steps clicking. |
would expect a straight forward access to this func-
tion everything | enter this application” - B3

“The switch of the four event related sub features
is not a normal one, | mean this is totally a new de-
sign for me for an app’s user interface. | do not have
problem on using it like this | wonder how it could be
adaptable for other users, but just a concern.” - B2

In general, include the AR interfaces from the
app, though need some tutorial in advance, it
is easy to learn and useful for potential visitors.

“Features are new but | can learn that, once you tell
me and | won't make it wrongly again, as you see, |
can now easily go through the demo on my own” - C
(pilot test)

“It is something like learning how to drive a car. It
takes efforts to do so, but when really use is as a tool
,it becomes very useful, you'll definitely need it” - C
(pilot test)

There are various functions in the app which

could be a problem for external visitors to be
willing to use in their own mobile in the be-
ginning. Therefore, the app be provided as in-
stalled from companies could be an option.

“There are too many functions in the application
which could make it heavy. This is more likely be suit-
able as an internal using app” - B (pilot test)

[Engaging]

In general, the app is considered as well de-
signed in terms of styling, functionality and
working flow. The AR animation demonstrated
in interactive demo shows an effectiveness that
suggesting a desired using scenario.

“Animation transitions are in slow version which
makes it easier for me to learn and follow as it pro-
vide me some time to reflect and the moving parts
are working as a hint that tells me which elements are
important. This keeps me engaged” - C (pilot test)

[Inspiring]

It is a comprehensive experience be supported
with the journey carrier. The complexity among
the value elements is still there but the carrier is
offering a way that make it better manageable.
In this part, the app works sufficiently.

“It is definitely opening my eyes for me, brings much
more than | expected, which are all valuable to hap-
pen.”- C2

Discussion

Visitor experience in general

In general, it reveals a high level of comfortable-
ness for participants by finishing this virtual visit
experience along the passport visit plan. A scor-
ing question (scale 1to 7, 7 as the full score) was
asked during the interview, (“how comfortable
did you feel going through with LS passport vis-
it plan?”) which 8 scored for 6 and 1 for 7. The
flow was logical, no missing part, though lots of
features presents but no pressure as there are
free room left for them to choose if in real using
scenario which is easy to be imaginable.

On the other hand, for another question, “how
much effort did it take you to get use to the
passport journey?’, reveals a quite separate
scoring from 1to 7 that some felt will need quite
some effort while some believe it would not cost



any effort at all. Here is mainly the discussion on
whether the AR application interface combine
with the various environmental interactions
would be designed to be user friendly enough,
and whether it allow people to learn this new
interfaces in a short time effectively. This part
was hard for participant to give a clear opinion
as the interface is just showing concept rather
then a real one in concern of usability. Howev-
er, it is the usability in the real scenario that the
participant are doubting with. It could depend
on visitor's own knowledge background as if he
or she is familiar with smart devices controls, or
it can also be as if there is no relevant experi-
ence that he or she need to learn it from the
very beginning. As the AR involves, all these rel-
evant experience that depends on the carrier
devices need to be designed in a high concern
of usability in terms of realizing the desired ex-
perience for visitors.

When asking about “To what extend did you en-
joy going through with LS passport visit plan?
“under the 1to 7 scoring scale, it resulted in a
6.6 in average. This reflects a positive result in
terms of the overall experience.

Finally, as mentioned in the beginning, this pro-
ject is aiming for the independent visits solution
as an attempt to enhance the current version
rather than replacing it. A question was asked
under this consideration as “To what extend
do you think such an app would be an appro-
priate alternative to physical one-on-one stu-
dio tours?” on the scale of 1to 7 the average
presented as 6.2. This shows that functionally,
it allows the visitor to achieve the visit inde-
pendently with quite a potential, however, the
participants also explains that human matters
are always important.

“In terms of technology, | would say it is definitely
workable to be alternative for one-on-one tour, it is
supportive enough for a visitor to complete the visit
independently, if not consider much on the human
factors which makes it complex to say.” - C1

TO CONCLUDE

Regarding the project assignment

In conclude, the design brought out the inter-
action qualities sufficiently in terms of “explori-
tive, collaborative, discoverable” for the desired
visitor experience, and correspondingly the
‘engaging, supportive, and inspiring” as for the
journey carrier. In this case, | would conclude
that the design goal as stated was achieved by
the designed Liquid Studio passport visit jour-
ney.

Regarding the initial assignment, “creating in-
teractive smart exhibition in the liquid studio to
provide immersive walking through experience
for inspiring studio visitors around multiple
technologies in order to promote new business
possibilities”, the process on addressing it was
successfully conducted by achieving the de-
sign goal as framed.

Limitations

In terms of the project limitations, under the
worldwide corona situation, it was mainly rely
on online processes that the practical factors
may hidden throughout the process. Though
in-field research were done in the first few days
before we started to work from home, any re-
sult afterwards may be influenced by this fact
as the in-field researches or activities were no
longer being possible. As an attempt facing
this, the scenario interactive demo was made
to deal with this situation, however, the limita-
tion is obvious that the digital interaction could
not alternative a physical one, especially for an
physical located interactive exhibition.

Another limitation is about the user test that the
desired scenario shall be purpose-driven visits
as analysed from research, which is hard to
achieve for the test sessions. Though a purpose
was given to them refer to their potential rela-
tionship with Liquid Studio to start their virtual
visit, it is not really worked out along the ses-
sion as it is given rather then initiated by them-

selves as should happen as in real cases. Some
of the participants noticed this along the test
and predict that the test result would be better
that they may have stronger feeling to those el-
ements once they really have a purpose though
out the storyline rather then following my guid-
ance.

Additionally, the AR Ul was made for carry out
the concept that less considered on its usabil-
ity. As it is mainly a new concept with new in-
teractive technologies for most of the partici-
pants, it causes their imagination be somehow
limited to it was desired.

Recommendations

As for recommendation for further develop-
ment and research regarding the Theme Park
visit journey, as facing the limitations as ex-
plained above, it is mainly about how to bring-
ing in the real context as much as possible.

This project is rather complex that it involves
multiple stakeholders with various back-
grounds, physical materials and digital interfac-
es in different levels of immersive interactions,
and emerging technologies with a number of
unique application to be communicated. In this
case, it is always important to keep the mind
open for any new voices that the part be seen is
always limited, especially for such a topic where
innovative and practical values are both impor-
tantly influential.

In this case, | would suggest it to be launched as
early as possible within a certain scale for gath-
ering practical data and let it grow inside the
field which is more valuable than doing this the-
oretically. Regarding the three potential visitor
groups as mentioned in the project user tests,
new joiners and Accenture employees could be
firstly considered, and launch for clients the lat-
est till it can be considered as prepared.

Final design



REFLECTION

| have to say this is a challenge experience for
me to individually manage and execute such
a large scale design project. When it is finally
coming to an end, | start to feel pressure which
sounds weird but happens realistic. | would
not know such an memorable experience was
waiting for me when | initiated this intreseting
project. If | have a chance to talk with the me
who is deciding to make this project at that mo-
ment, | would say to her:” Do it, don't hesitate,
and good luck.”

The biggest challenge

It is always a challenge for me to express my
works, but previously | always have my team
mate as support. However, this is the first time
that | really need to depend on myself that no
one else is able to do so. Along the project, |
was keep explaining my work to a huge number
of people (at least for me was a huge number)
from multiple fields with various backgrounds. |
was not stressed as | know | will face it without
easiness, but really feel tired afterward that it
really cost me energy to do so, both for prepa-
ration and execution. | can still feel that even
| have already done those first tries long ago
enough.

| always know this weakness in myself but nev-
er have a real try on dealing with this, until this
graduation project. There were a lot of times |
feel that, to some extend, | am just the same as
the technologies | am trying to design for, we
need to pay effort on finding the right direction
for people to understand us as we wished when
communication happens. | always joke with my
friends during the time that | was actually doing
the project for finding the missing piece of my
own personality. This is a bit abstract, but what
| want to say is like | just mentioned, | am trying
to find a way for the technologies to commu-
nicate themselves, but at the mean time, | am
also finding the way for myself.

| know there is still long way to go as commu-
nication and expression could be a life long

course, but | also have the feeling that | have
improved a lot on this because of this project. |
will keep on the learning and reflecting on this
aspect that | really noticed the usefulness and
value behind good communications, no matter
for study, for career, or even for life.

Project management

Regarding the project management, as a result,
it is almost two months longer than was expect-
ed. In general, the takeaway from the process
for me can be concluded as “open to changes”.
The office and the faculty both locked off by the
virus situation since my project kick off day so
this project can also be a course for me on how
to work from home. People changes work pat-
terns to adjust in such an environment and to
be adaptable to it.

Under the worldwide corona virus situation,
all communication were executed online and
work individually. This negatively influenced
the communication effectiveness and personal
psychological healthy condition which could be
addressed as a main challenge facing in terms
of project management from my point of view.
However, as | was working with team, we can
still get each other encouraged through daily
stand up meetings for updates and alignments.
This helped me doing time managements in a
sense. Groups, especially in such a challenging
period, is really valuable.

Reflection on personal project motivation

One is about emerging technology application
studies, and the other one as personal skill on
communications and collaborations were the
personal motivation for executing this project.
In conclude, both motivations were well fulfilled
Within the technical innovation context, oppor-
tunities to work with technical expertise were
exciting. In the mean time, as part of the Theme
Park development team, | had the experience
to be trained on both collaborations and com-
munications skills
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