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Abstract
Increasing urbanization, economic crisis and financial debts made people and specifically Millen-
nials seek new consumption alternatives during last decades. Rising awareness of climate issues 
and the presence of social media further deepened the need for environmentally conscious con-
sumption. One way of consuming is represented by the collaborative (access) economy. Challenges 
arise for designers and society to cope with the new requirements and demands of this type of 
economy. Not every product is equally suitable for being used in an access-based environment. 
Digital products (i.e. Netflix, Spotify) may easily be shared on platforms and expensive things like 
cars (i.e. Uber, RelayRides), houses (i.e. Airbnb) or luxury goods (i.e. Rent the Runway) offer an at-
tractive compromise between price, convenience and quality. 
This report describes a case study to test if designers are able to use different techniques to further 
enhance the way products are used in the access-economy, but also to facilitate the access-con-
sumption model for more personal and low value items. Through literature review, extraordinary 
experiences and emotional attachment could be identified as means to improve the value of ac-
cessed products. Extraordinary experiences are characterized by absorption, a spontaneous letting 
be and newness of process and perception. Travelling is an example for an extraordinary experi-
ence. In an focus group discussion, attachment was found to be one of the main differences be-
tween owned - and accessed - products. Being able to translate some of the attaching properties 
of owned goods to accessed-products was identified as a promising way to improve the citizenship 
behaviour and brand loyalty. Existing approaches to create emotional attachment and enhance ex-
periences by design (i.e. personalization, group affiliation, immersion, meaning in non-ownership) 
were used to inspire the design process. Special requirements and opportunities of access-based 
services were identified by literature review and focus group discussions. Wear-resistance, hygiene, 
consideration of multiple users, but also governance, privacy and accessibility are some of the re-
quirements. Fear of contamination specifically turned out to be of major influence. Opportunities 
of designing for access-based services may be based on shared costs and reduced maintenance 
that saves consumers time and storage space. A service-product concept based on camping and 
outdoor travelling was used to gain insights about the design process and effectivity of the chosen 
approach. The final service concept is validated in an online survey and an expert interview and 
was found to offer a great value proposition targeted to Millennials. Especially campers that do 
not have excessive camping experience were found to be a welcoming user group, as their read-
iness to spend extensive amounts of money was lower than for expert campers. The developed 
rental-service was more attractive than current consumption alternatives. Most important benefits 
were identified to be the possibility to access specialized goods and the increased convenience of 
carrying gear only when using it and easing the travel procedures at airports. 
It was possible to successfully design distinct features that have a positive impact on the camp-
ing experience and increase the perceived peculiarity. It could not be clarified if the peculiarity, 
as tested here, would also indicate an improved attachability for tents with designed features. 
Designing required to choose an experience and iterate product and service in alteration, whereby 
service-thinking was a dominant influence throughout a product-oriented design process. A design 
guide for designing products for access-services combines gathered insights into a design tool.
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Part 1



Background
This thesis was created in cooperation with 
D’Andrea & Evers Design and the University of 
Twente. 

As a modern and internationally engaging de-
sign agency, D’Andrea & Evers Design is inter-
ested in current trends and future developments 
that may impact their work field. In more than 
25 years of their company existence, the engi-
neers and designers at D’Andrea & Evers expe-
rienced an increasing number of clients that are 
interested in providing services in addition to the 
products they sell. Outside of the design studio 
more and more services pop up. People seek 
digital movie and music libraries, rather than a 
physical collection of DVD’s and CD’s. Students 
start to rent bikes instead of owning them to 
overcome the hustle of repair and maintenance 
for low cost and strangers share the car with 
other strangers to support the environment and 
safe money. To understand the drivers of these 
developments and learn more about current in-
sights in science, a Bachelor thesis investigated 
the most recent findings on how product design 
may be influenced. Should these trends remain 
to become a starting point for a society, where 
people give away the responsibilities of owner-
ship and trade it for a convenient, on-demand 
access solution to everything that is needed?
 
Building on the insights gathered in the bache-
lor thesis, D’Andrea & Evers Design decided to 
find out more about the topic and identify what 
designers would need to do in order to provide 
product design solutions that can cope with 
new demands. The presented work provides a 
detailed review of current developments and 
identifies possible opportunities for designers 
to embrace the ongoing service trends.    

10



Introduction
Ownership is where everything begins. Owner-
ship is the current most dominant consump-
tion mode (Liem, 2015). It prevails to attract 
consumers and fulfils the basic needs for pos-
session and community (Liem, 2015) around 
the world for centuries. But modern societies 
become ever more dynamic and change in in-
creasing rates. 

Urbanization creates spaces where millions of 
people from diverse backgrounds and varia-
ble interests gather and connect (Toni, Renzi 
& Mattia, 2018). The economic crisis in 2008 
cost many people their savings. An increased 
economic-sensitivity developed amongst big 
parts of society (Barnes & Mattsson, 2016). Cur-
rent climate prognoses urge for radical shifts 
and push for sustainable market developments 
(Hartl, Hofmann & Kirchler, 2016; Barnes & 
Mattsson, 2016; Toni, Renzi & Mattia, 2018). 
The heavy use of social media and technology 

makes everything available on a simple touch 
- may it be friends, entertainment, knowledge 
or the ability to share every single moment of 
one’s life with the rest of the world (Arthursson, 
2016). 

Together these developments initiated a move-
ment, that is growing to become a major influ-
ence in tomorrow’s world – Access-Based Con-
sumption. People start to value experiences 
over possessions and seek new ways to enrich 
their lives (Liem, 2015; Boothby, Clark & Bargh, 
2014; Peruzzini & Germani, 2014). Services 
spread across the globe with the mission to pro-
vide access to otherwise underutilized products 
(Owyang & Samuel, 2015). They promise a more 
sustainable, convenient and exciting way of liv-
ing in the hope to attract Millennials (Sundin, 
Lindahl & Ijomah, 2009; Peruzzini & Germani, 
2014; Baines et al, 2007; Cardona, 2017; Dill, 
Bohn & Birkhofer, 2012; Vezzoli et al 2015). 

The digital media sector quickly became the 
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Figure 2: Schematic storyline of the thesis process. 

perfect example for services that provide ac-
cess, rather than selling goods (think of Netflix 
or Spotify). Transportation and housing further 
feed the desire for experiences on a low budget 
(i.e. Airbnb and Uber/car-shares). But not all 
goods are equally well embraced by young con-
sumers. Personal items (Koppenhafer, 2014), 
hygienic products (Edbring, Lehner & Mont, 
2016; Lang & Armstrong, 2018; Schaefers, Mo-
ser & Narayanamurthy, 2018) or pieces of low 
value do not yet benefit from the rising trend 
and have a hard time to establish in the realm 
of access-based consumption.

What if designers could change this? What if de-
signers were able to create products, that evoke 
the same emotional attachment as owned prod-
ucts? What if designers were able to make prod-
ucts part of the user’s experience? What if all 
products were accessible to anybody, because 
designers would create them specifically for ac-
cess and not for ownership?

There is a big body of research about service de-
sign, but little research exists on designing prod-
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ucts for access-services. This work aims to start 
the investigation.

The first part of this work gives an elaborate 
insight into each of the main points shown in 
figure 2 and provides an overview of relevant lit-
erature. Based on this information a design pro-
cess puts gathered knowledge to the test, with 
the goal to find out if and how attachment and 
experiences may be used when designing for ac-
cess with a focus on travelling and Millennials.

The second part is a description of the design 
process for the case study and consists of idea-
tion-, concept- and detailing phase. A tent is de-
signed for a product-based access service. Part 
two closes with a process reflection of designed 
case study.

In the last part of this work, created case study 
is validated with an online survey amongst Mil-
lennials and interpreted after consolidation of 
an expert. Findings and limitations of the work 
are discussed recommendations for further re-
search is provided.



Ownership
Ownership was the dominant form of con-
sumption (Liem, 2015). It defines oneself and 
communicates one’s identity to the communi-
ty (Wicklund & Gollwitzer, 1981). People invest 
time, effort and attention into objects they own 
(Csikszentmihalyi & Rochberg-Halton, 1981) 
and give ownership an emotional value (Liem, 
2015). Liem (2015) describes the internaliza-
tion of socially defined meanings as the ulti-
mate goal of ownership. 

Baxter and Aurisicchio (2018) identify owner-
ship as a time dependent relationship. Gaw-
ronski et al (2007) describe, that ownership 
of a product increases the appeal and value of 
the good for the owner and positively affects 
the product judgment (e.g., Fuchs, Prandelli, & 
Schreier, 2010; Jussila et al., 2015) and product 
consideration (Kamleitner & Feuchtl, 2015). A 
lack of ownership, especially in access-based in-
teraction, may result in less effort to clean and 

take on citizen- or extra role behaviours (Baxter 
& Aurisicchio, 2018).

It becomes increasingly important to under-
stand the value of owning to create better con-
sumption alternatives (Mugge, Schoormans & 
Schiffterstein, 2008). This is especially impor-
tant for access-based consumption, where mul-
tiple users have to use the same product (at the 
same time or in sequence), without either of 
them being the product owner. 

A discussion about what makes owned products 
special to their owners was organized. It lays the 
starting point for a better understanding of own-
ership. Special characteristics of owned goods 
may be identified and compared to properties 
of goods that are not owned.

Figure 3: Relation between ownership and attachment including benefits and other effects
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The discussion took place at D’Andrea & Evers. 
Twelve participants joined the discussion, of 
which half are professional design engineers 
and the other half Design or Business Students 
working on a project at the company. Every 
participant was asked to come up with a list 
of three personally owned products the person 
would not be willing to share with a stranger. 
Each participant was instructed to write down 
the products and the reason why they would not 
be willing to share them. In a second step, infor-
mal group discussions were held to get a better 
understanding of motives and to have a chance 
to question certain statements.

Results
Most participants see hygiene or intimacy as 
an important reason to own something/refrain 
from sharing (i.e. toothbrushes, shavers). In the 
sharing context, a constant concern for contam-
ination is present.

Other important aspects were attachment or 
personal value for products that were either 
gifts or customized. Multiple participants men-
tioned the strong emotional connection creat-
ed by a unique product, that was self-made or 
meant for them only (i.e. wedding ring, custom 
moped). An extreme example discussed, was a 
dog. In itself a dog is a highly emotional being 
that is perceived as 100% individual. Further 
thinking about it surfaced the idea, that the ex-
periences shared with such a being are unique 
as well. 

Products that were expensive were mentioned 
to evoke fear of irresponsible behaviours. Dis-

cussions showed, that it is the high investment 
and personal value these products evoke, that 
make these products a preferred option for 
ownership. 

Some people that were really into photograph-
ing, spent a lot of time and money on their 
equipment. They were much less open towards 
sharing than other, less engaged/invested peo-
ple. A conclusion was, that past experiences 
and overall familiarity or intimate knowledge of 
a product affect the attitude towards openness 
to share something. People that do or did own a 
car throughout their lives for an ongoing period 
might show less openness towards sharing their 
car, than people who never experienced the 
ownership of a personal vehicle. This was also 
described by Mashhadi et al (2019). 

Privacy was a reoccurring issue. Sharing prod-
ucts that may remain any kind of private infor-
mation was not considered by most participants 
and strongly relied on ownership. The ability to 
completely erase tracks of prior use is called re-
peated customization (Somers, Dewit, Baelus, 
2018).

The discussion showed, that ownership often 
relates to personal value, that translates into 
product attachment. This attachment is par-
tially based on uniqueness, familiarity/intimate 
knowledge or privacy. Creating attachment for 
goods not owned, could be a way to overcome 
the initial hesitation to use possibly contaminat-
ed or unhygienic products. But how is attach-
ment related to ownership and what are the 
benefits?

Discussion - Ownership
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Ownership & Attachment
Product attachment is defined as the strength 
of the emotional bond a consumer experienc-
es with a specific product (Schifferstein, Mugge 
& Hekkert, 2004). Attachment induces emo-
tions, that are mostly regarded as positive, 
and go beyond sole use value. No attachment 
does not involve emotions or triggers negative 
emotional responses (Mugge, Schoormans & 
Schiffterstein, 2008). Even if a product evokes 
positive emotions, it does not mean consumers 
are automatically attached and show protective 
behaviours towards the object (Mugge, Schoor-
mans & Schiffterstein, 2008).

Schifferstein et al (2004) were able to show 
how ownership and attachment are related. 
According to their study, attachment is strong 
in the first year of ownership and gains addi-
tional value after a long time, due to memories 
connected to the owned good. The stronger the 
attachment, the harder it becomes to make 
consumers disregard a product (Mugge, Schoor-
mans, Schiffterstein, 2008). 

For brands, attachment may mean a commit-
ment to repurchase (Oliver, 1999) and less risk 
of switching consumers (Grisaffe & Nguyen, 
2011). Creating a strong brand attachment fa-
cilitates continuous revenues and may even go 
as far as ensuring repurchase “against all odds 
and at all costs” because of strong consumer 
loyalty and satisfaction (Oliver, 1999). To create 
these deep emotional reactions, a brand has to 
stand out between other alternatives (Grisaffe 
& Nguyen, 2011). 

In order to fulfil consumer needs, traditional 
ownership is not a must any longer (Baxter & 
Aurisicchio, 2018), as it is seen in immaterial 
contexts (digital, as services or data). Owner-

ship of and between multiple stakeholders be-
comes increasingly relevant, i.e. for car-sharing 
services. It is important for access-based ser-
vices to create similar emotional reactions, as 
consumers attach meaning to their possessions 
(Belk, 1988; Csikszentmihalyi & Rochberg-Hal-
ton, 1981), behave more responsible with pos-
sessions (Paundra et al., 2017) and promote 
favourable attitudes towards them (Feuchtl & 
Kamleitner, 2009). Bardhi and Eckhardt (2012) 
found in their research of a car-sharing service, 
that users lack identification with the service, 
show negative reciprocity, deter the brand com-
munity and were reckless when not owning 
(Paundra et al., 2017). Materialism and posses-
sion importance in people negatively influence 
participation in access-based services (Lindb-
lom, Lindblom & Wechtler, 2018). 

According to Pierce and Jussila (2010), psycho-
logical ownership may also exist on a group-lev-
el. Inducing a feeling of psychological owner-
ship over products, that are not actually owned, 
and towards the organization/provider could 
become decisive in creating a supportive and 
cooperative community within an access-based 
service. Attachment and its different manifes-
tation (i.e. uniqueness, gathered memories, 
self-investment) are therefore identified as ma-
jor factors when designing products for access, 
that create positive emotional reactions.

To ideally facilitate the product design for ac-
cess-based services, it is important to under-
stand the reasons for its manifestation. What is 
access-based consumption? Why is it happen-
ing and what are motivations that drive consum-
ers from ownership to access? A better under-
standing may help to target the right group and 
understand their consumption behaviour.

15



From Ownership to Access
Current mass consumption habits of consumers 
create tons of under-utilized assets (de Rivera 
et al., 2017). Urbanization and consumerization 
of digital technologies play an important role 
in establishing long-term changes on the mar-
ket. The increased population density in cities 
creates societal needs that go along with the 
human desire for community (Toni, Renzi & 
Mattia, 2018). Internet, smartphones and other 
connected technologies facilitate digital rela-
tionships, social networking (Barnes & Matts-
son, 2016) and connect people easily (Benoit et 
al., 2017). The economic crisis in 2008 and a 
lack of conventional employment opportunities 
increased economic sensitivity that faces high 
costs of ownership (Barnes & Mattsson, 2016). 
Increasing urgency for environmental initiatives 
further pushed the arising of current develop-
ments (Hartl, Hofmann & Kirchler, 2016; Barnes 
& Mattsson, 2016; Toni, Renzi & Mattia, 2018). 
A paradigm shift of consumers begins to mani-

fest and points towards ownership alternatives 
(Lindblom, Lindblom & Wechtler, 2018; Camp-
bell Dolligan, 2018). 

Especially Millennials seem to be affected by 
those developments. According to Arthursson 
(2016), Millennials grew up in an age of rapid 
changes, and graduated during the recession, 
which decreased their chances on the job mar-
ket. This goes together with a cloud - connected 
generation, that does not have a tangible col-
lection of goods like previous generations, but 
expects to be able to access music, photos or 
other documents from anywhere, anytime (Ar-
thursson, 2016). For Millennials sharing and the 
collaborative economy (CE) is related to sustain-
ability (Godelnik, 2015). Heavy use of technolo-
gy has exposed them to many opportunities and 
options. As a result, they have come to enjoy the 
freedom to choose from a sizeable set of choic-
es (Tapscott, 2009). These aspects combined 
with the fact, that sharing is becoming “cool”, as 
ownership requires responsibility and mainte-

Figure 4: Causes and drivers of the CE including Millennials as main participants 

16



nance, brought up new consumption strategies 
(Arthursson, 2016). Access-based consumption 
is one result of these developments. 

According to PwC (2018) 57% of adults agree 
that “access is the new ownership”. This also 
shows in participation, where Millennials repre-
sent the biggest group in transport, housing and 
other goods (Winkle, 2018). 

Millennials are less likely to invest in big-tick-
et items like cars or luxury (Hendriksz, 2017). 
On the other hand, 20% of Millennials stated to 
consider renting clothing, sporting equipment 
or DIY products (Hammerson, 2017). 

Four main motivations for consumer partici-
pation are the economic benefit (biggest moti-
vator), increased convenience, environmental 
awareness and social aspects (community, 
networking etc.) (de Rivera et al., 2017; Benoit 
et al., 2017; Lindblom, Lindblom & Wechtler, 
2018; Lang & Armstrong, 2018; Edbring, Leh-
ner & Mont, 2016). Other reviewed aspects were 
the hedonic benefits to access otherwise too 
expensive goods, making a political statement 
and a reduced risk/responsibility of buying a 
product (Benoit et al., 2017; Edbring, Lehner & 
Mont, 2016). 

People that are leasing, are more open to keep 
leasing in the future and people that own are 
more likely to keep owning (Mashhadi, Vedan-
tam & Behdad, 2019). This is confirmed by the 
discussion about ownership (see chapter Dis-
cussion Ownership). It could be valuable to tar-
get young Millennials, before they gather bigger 
amounts of owned goods. Owyang and Sam-
uel (2015) state that people who tried a form 
of sharing once are most likely to try different 
forms of sharing, including the original form. 

The global impact of urbanization, climate 
change, social media and the economic crisis 
created a market, where Millennials had to find 
new ways to meet their needs. An economic 
sensitivity and the need for convenient services 
that support the environment were better target-
ed by access-based services. What makes these 
services so special? And why would companies 
seek to participate in this way of consumption?

17



Botsman and Rogers (2013) provide an over-
view of concepts related to access-based con-
sumption (figure 6). Based on this model, ac-
cess-based consumption (ABC) is a product 
service, mostly facilitated by companies (B2C) 
and part of collaborative consumption. Ac-
cess-based services (ABS) fall in the use-orient-
ed classification of Product Service Systems 
(PSS). According to Baines et al (2007) use-ori-
ented PSS sell the use/availability of a product, 
owned by the company. This motivates the com-
pany to maximize the use of their products and 
to extend the product-life. Examples for these 
services are Car2Go, Xerox, Swapfiets or Philips’ 
pay-per-lux (Baines et al, 2007).

Economic benefits and the added value are main 
driver for the implementation of access-based 
services as a product service system (Sundin, 
Lindahl & Ijomah, 2009; Peruzzini & Germani, 

2014; Baines et al, 2007; Cardona, 2017). Oth-
ers see environmental gains as ultimate goal of 
this consumption model (Dill, Bohn & Birkhofer, 
2012; Vezzoli et al., 2015). 

ABS are attractive for companies, as the mod-
ern B2C market is characterized by an increas-
ing interest in fun, fame and success, meaning 
the intangible values that are related to a prod-
uct (Peruzzini & Germani, 2014). In some cases, 
the experience around a product is equally or 
even more valuable to the consumers, who seek 
meaningful experiences (Liem, 2015). In order 
to create those associations, companies try to 
implement a variety of new and more sophis-
ticated service offers. Companies that success-
fully establish an ABS are supposed to increase 
flexibility, provide customization, wider choice 
of offers and stronger distinguish themselves 
from competitors (Peruzzini & Germani, 2014).
 
The benefits are generally caused by a shift of 

Figure 5: Access-based consumption mind map

Access-Based Consumption
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responsibilities towards the manufacturer (Sun-
din, Lindahl & Ijomah, 2009). Less waste should 
be produced, while the opportunities to reuse 
and recycle products increases, as they direct-
ly go back to their manufacturer. Consumers 
gain, as they pay a monthly fee, that is cheaper 
than the total costs of full ownership of a similar 
product (Rau, 2015). This is in line with the eco-
nomic and convenience-oriented motivations of 
Millennials.  

Based on Bardhi & Eckhardt’s (2012) dimen-
sions of access-based consumption services, 
Koppenhafer (2014) integrated an extended so-
cial meaning. Adopted dimensions are: 
1) anonymity
2) temporality
3) consumer participation (including reciprocity) 
which is a re-naming of the dimension of con-
sumer involvement
4) type of accessed object (including contagion)
5) political consumerism

6) governance (e.g. contracts) which is a newly 
proposed dimension 

The market mediation dimension is exchanged 
for a distinction between sharing and renting. 
According to Koppenhafer (2014), these dimen-
sions influence: sense of community, coopera-
tion, loneliness and contagion. A more elabo-
rate description of stated dimensions may be 
found in Appendix A. This is an indication of the 
arising requirements, that are specific for ABS. 

The responsibility shift from consumer back to 
the manufacturer creates big opportunities for 
the production (design/development) process. 
One example is Philips redesign-concept of an 
indoor light. According to van den Berg and 
Bakker (2015) their design approach helped 
Philips address one of the major limitations of 
common B2B luminaires (non-replaceable or 
not cost-effective). Van den Berg and Bakker 
designed the LEDs and driver to be quickly ac-
cessible and easy to disassemble from under-

Figure 6: Overview of different concepts related to collaborative consumption according to R. Botsman 
(2013); Extended to classify access-based consumption as Product Service System (B2C dominated).
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neath. They also included power over Ethernet 
for lifetime prognostics and improved mainte-
nance. Further, recyclability was improved by se-
lecting similar materials for multiple parts (see 
figure 7). These changes root in Philips interest 
to make maintenance cheap and easy, while 
considering recyclability as continuous owners 
of these lamps. 

Besides design for recyclability, disassembly 
and circularity, remanufacturing is regarded as 
one of the most effective ways to dramatically 
decrease waste, improve life cycles and reduce 
production costs (Sundin, Lindahl & Ijomah, 
2009). 

The shift in responsibilities creates serious chal-
lenges, namely setting up reverse logistics, ad-
ministration of product returns and regulations 
(ResCom, 2018). Initial production costs are 
high and long-term orientation create problems 
to identify the right customers that are willing 
and able to pay over a longer period. Other is-
sues are the product status when returned and 
how to decide what deposits should be returned 
in case of damages. (van den Bos, 2012) 
Barnes and Mattson (2016) identify a lack of 

awareness, IT infrastructure and prevailing ma-
terialistic cultural norms that relay on hyper-con-
sumption as obstacles for further market growth 
of ABS. Consumers still mistrust strangers. Even 
companies with strong corporate interests have 
difficulties building the critical mass or assure 
accessibility for everybody. (Barnes & Mattsson, 
2016)
For traditional companies, ABC is an opportunity 
that may reduce total cost of ownership, due to 
more efficient utilization and brings customers 
back into physical stores. A strong established 
brand may also benefit from trust, consumers 
already have and use it to target true desires of 
consumers (Owyang & Samuel, 2015). Consum-
ers may save storage space and time by engag-
ing with a service that takes over most impor-
tant responsibilities, maintenance and provides 
a specialized product solution.

Comparing ownership and access, both con-
sumption modes provide a variety of require-
ments and opportunities for consumers and 
providers. ABS were found to provide flexibility, 
customization and a better facilitation of sought 
experiences than ownership. ABS provide an in-
creasing chance for companies to engage in sus-

Figure 7: Different concepts to improve Philips indoor luminaire to be easy to access and disassemble, 
and a comparison of circularity to the traditional luminaire design (Berg, Bakker, 2015)
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Results
An overview of the relevant insights of the first 
phase may be seen in figure 8. Detailed infor-
mation about the setup, participants and results 
are in Appendix B. The results of three groups 
were coherent and will be discussed without fur-
ther separation. 

Ownership is valued for its personalization op-
portunities and freedom. It is more emotional 
than access, but participants also recognize 
the increased responsibilities ownership brings 
along. Overall, it’s about personalization, relia-
bility, freedom and costs. 

Access was described to offer flexibility and con-
venience for low initial costs, but also strong de-
pendence on service providers and peers. Many 
concerns were raised about terms & conditions, 
and the change thereof during the access-peri-
od. This indicates a high level of mistrust and 
precaution.

When participants listed products they enjoyed 
owning, it was usually personal products that 
carry strong emotional value or highly hygiene 
related goods. Things commonly mentioned 
for making these products access based were 
lower price than ownership and personalization. 
Some pledged for personal setting memory and 
increased convenience and others reassured 
fixed costs and guaranteed privacy. Hygiene 
seemed to be working as a minimum require-
ment, that would need to be met, before access 
would be considered to begin with.

The questionnaire gives important insights into 
the way consumers evaluate current product op-
portunities. 

Focus-Group Discussions
Goal of these discussions was to verify initial in-
sights and understand needs and motives of the 
target group. A total of three discussions was 
moderated and consisted of three phases: 
 - Disadvantages and benefits of owner 
 ship and access
 - Owned products and transfer to access
 - Questionnaire

The first part aims to pinpoint precise motiva-
tions and aspects Millennials value about own-
ership and how these correspond with literature. 
It is also valuable to find out if the participants 
find advantages in access, which might help to 
better understand how to target Milennials. 

The Second part of the discussion helps to iden-
tify the most critical aspects that would be rel-
evant for products to be considered for ABC. It 
copes with questions like “what would be re-
quired to provide, for you to consider accessing 
this product, you currently enjoy owning?”.

The Questionnaire is a first test to quantify dif-
ferent aspects of attachment and to see if cer-
tain products may be found to strongly distinct 
themselves from the rest.   
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tainable activities and target the environmental-
ly aware consumers, but also have to consider 
use by multiple people, governance and privacy. 
How do consumers perceive the difference be-
tween ownership and access and what are the 
most valuable benefits for them? Asking Millen-
nials to directly compare ownership and access 
provides a differentiated perspective on both ex-
tremes and further elaborates on consumption 
motives.



Overall, products were rather owned than ac-
cessed for this sample. The options that were 
strongly favoured for access are the washing 
machine and the horse. Toothbrush, wedding 
ring and dog are the products most strongly re-
lated to ownership.
Most unique products are the dog, bird, horse 
and wedding ring. For most other products 
uniqueness is spread over a wide range. Least 
unique are washing machine, toothbrushes and 
headphones. 
Most of the listed products are familiar (person-
ally experienced) by participants. 
Most participants feel strong attachment to 
dogs or wedding rings and least attached to 
toothbrush, television and the washing machine.
Amongst the least intimate products are tele-
vision and washing machine, while toothbrush 
and wedding ring are highly hygienic. Most other 
products are also quite intimate.

Conclusion
Most strongly stated benefit of ownership was 
found to be the freedom and independence re-
lated to it. Emotional motives were much less 
thoroughly discussed by participants. One of the 
most important themes was money. This is true 
for ownership and access alike and reflects the 
main motivator of Millennials. Generally, partic-
ipants seemed to be more in favour of owner-
ship and were highly concerned with terms of 
access. A constant fear of changing contracts 
and conditions was communicated, which re-
lates to the motive indicated in the pre-discus-
sions already.
 
When asked about things to adapt in order to 
make owned products attractive for access, 
many participants were still hesitant. It appears 
to be hard to fully trust in a service-provider, 
especially with goods that are happily owned 

Figure 8: Overview of the focus group discussion outcomes for ownership and access22

Ownership Access
Benefits
Bigger selection Service addition
Bigger variety Environmental impact
Cheaper (long-term) Low initial costs
Freedom (no rules of ownership) Flexible (fast, short-term and easy)
Permanent Fewer responsibilities (no maintenance, bro-

ken)
Customizable Convenient
Always available Always up to date
Satisfies Collectors needs
Prestige
Investment
Passing on to next generations (emotional 
value)
Disadvantages
No change (same appearance and interaction) Generic/impersonal
Space occupation (incl. digital) Contract/ Terms of Use
Ongoing maintenance costs Change of terms/rules
Responsibilities Higher costs (long-term)
No variety (as used long term) Different behaviour (more cautious or reck-

less)
Higher purchase costs Environmental concerns

Reliant on owner (server, availability, products)



now. This may become a major obstacle for any 
service initiative. Responses were still highly 
concerned with price and convenience. This re-
lates back to the information found in literature 
about main motives for consumers to partici-
pate in the CE. Further, participants freely com-
municated their wish for immediate solutions, 
i.e. “when I would want to access something, I 
would want it now and immediately have it and 
not the next day or week”. This corresponds with 
the findings, that Millennials are accustomed to 
immediate gratification. Despite the choice to 
freely define service adaptations, the discussion 
was restricted (by some participants) to certain 
products. In a discussion about kitchen appli-
ances one participant stated: “I would use that 
service. That would be really nice for a Popcorn 
machine. But I would never use it for the essen-
tials like an oven or microwave”. It appears as if 
daily use does immediately disqualify a product 
from access-based service participation.  

Results of the questionnaire are not empiri-
cally sound, but they do confirm what partic-
ipants already stated during the discussions. 
The toothbrush is a highly hygienic product and 
that is the main reason why it is required to be 
owned, even though it is not unique and there 
is no emotional attachment. The dog on the 
other hand is preferred for ownership, because 
it is a unique, attaching, intimate and familiar 
living being that is not exchangeable for any 
other dog. The washing machine seems to be 
a perfect example of what participants consid-
er a useful access-based service good. There is 
no attachment, intimacy is not as relevant and 
washing machines generally are easy to ex-
change with no change in the routine. Unique-
ness alone does not seem to be of detrimental 
relevance, but in combination with intimacy or 
attachment it becomes important. 

In their research, Poppelaars, Bakker and van 
Engelen (2018) compare ABS for cars with ABS 
for smartphones and identified 8 reasons for 
why ABS for smartphones would be rejected:
1) Lack of awareness about service
2) Poor image of service provider
3) Financial aspects (price, no resell value)
4) Wanting to own
5) Sustainability concerns
6) Misunderstanding of ABS
7) Stranglehold of the service provider (asking 
money for repairs, punishment for bad condi-
tion at product return) 
8) Perceived subpar service by provider (bad 
substitute phone in case of repair, recovery pro-
cess to original state of product)

Many of these topics correspond to the insights 
gained during the focus group discussions, as 
dependence on service providers was stated 
and the concern that terms & conditions may 
be changed or misunderstood. 
In order to overcome those obstacles, Poppe-
laars et al (2018) propose different ways that 
should improve the adoption and acceptance 
of ABS for smartphones, as currently seen with 
many successful ABS for cars. Therefore it is im-
portant to lower the expected risks for custom-
ers i.e. by offering product testing or non-com-
mittal registration and pay-per-use. Financial 
aspects would need to be based on the service. 
Premium service makes high prices reasona-
ble and understandable. The researchers (Pop-
pelaars, Bakker & van Engelen, 2018) further 
emphasize the importance of an all-inclusive 
service that increases convenience compared 
to the ownership alternatives (in case of ABS 
for cars → fuel included in price, free parking, 
no maintenance). Access to well-known brands 
and exclusive products or features was found to 
be another way to increase acceptance of ABS 
in cars.  
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The focus group discussion gave important in-
sights into what really matters in ownership. 
The freedom and customization it provides is 
crucial. Access on the other hand is identified 
as low-cost short-term alternative where price, 
trust and convenience play a major role. Hygiene 
and privacy were found to be major obstacles 
for ABS. The survey clearly showed, that certain 
products are more valuable for ABS than others, 
and that participants easily rate products on ab-
stract concepts of attachment (uniqueness, fa-
miliarity, hygiene). To consider ABC for certain 
products, participants sought personalization 
and a customized service offer. These insights 
brought to the surface, that access is still met 
with hesitation. Literature offers insights in ob-
stacles of ABS and provide initial recommenda-
tions on how to overcome them. An excellent 
and coherent service is therefore crucial and 
ideally provided by a trustworthy brand that in-
creases convenience and reduces risks. Other 
means to further facilitate ABC could provide 
the decisive means to convince Millennials of 
stated benefits.  Experiences seem to be high-
ly attractive to Millennials. Using experiences 
when designing for ABS might help, but what 
experiences are relevant to Millennials and why 
do they have such a big impact? 
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Figure 9: Experiences divided in ordinary and extraordinary

Sundbo and Sorensen (2013) explain the de-
velopment that lead to current consumption 
modes as follows: 
- Agriculture 
- Manufacturing during Industrialization
- Service economy 
- Experience economy 

The rising of the experience economy is based 
on Maslow’s pyramid of needs (Sundbo, So-
rensen, 2013). Basic needs are covered by ag-
riculture and manufacturing, whereas more ex-
periential and emotional needs require services 
and experiences to be fulfilled, especially, as 
fulfilment of basic needs are taken for granted 
in western societies. This way, material and in-
tellectual problems may be resolved and new 
content in life is sought by consumers (see fig-
ure 10). Sundbo and Sorensen (2013) forecast 
the next level after experience economy to be 

the transformational economy, where consum-
ers seek ideal experiences that have long term 
and transformational effects.

One of the reasons why people seek experienc-
es over possessions may be the wish to actively 
involve and co-create with brands (Mossberg, 
2008). Experiences lead to greater happiness, 
than material possessions (Howell & Hill 2009; 
Nicolao, Irwin & Goodman 2009). Part of the 
reason is the higher self-defining value, interper-

The Experience Economy

Figure 10: Maslow’s pyramid of needs and domi-
nating economy acc. Sundbo & Sorensen, 2013
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sonal connection, uniqueness and longer lasting 
pleasures experiences show compared to ma-
terial goods (Bhattacharjee & Mogilner, 2013). 
Boothby et al (2014) indicate, that experiences 
are amplified if shared by multiple people, even 
strangers, both positively and negatively. 

Morgan (2017) identified experiences to be a 
highly attractive investment for Millennials (see 
figure 11). In a Harris (2014) report it is stat-
ed, that “For this group, happiness isn’t as fo-
cused on possessions or career status. Living a 
meaningful, happy life is about creating, shar-
ing and capturing memories earned through 
experiences that span the spectrum of life’s op-
portunities.” The report further indicates, that 
78% would choose to spend money on an ex-
perience, rather than buying a desirable good 
(Harris, 2014). Other insights include that for 
the same cost, experiences are more appreciat-
ed than goods. Millennials appreciate to spent 
time together with family and friends and agree, 
that experiences create ‘irreplaceable memo-

ries’ (Harris, 2014). It is further stated, that ex-
periences help bonding and create a sense of 
community.

In 1998, Pine and Gilmore envisioned experi-
ences to become the competitive battleground 
of leading-edge companies for the favour of 
their consumers. Bhattacharjee and Mogilner 
(2013) make a general distinction between or-
dinary and extraordinary experiences, as they 
found individuals to make use of this division 
intuitively.
They define ordinary experience (OE) as com-
mon, frequent and in the realm of the everyday 
live. Extraordinary experiences (EE) are charac-
terized by absorption, personal control, joy & 
valuing, spontaneous letting be of the process 
and newness of perception and process (Csiksz-
entmihalyi, 1990; Arnold & Price, 1993). Arnold 
and Price describe EE as something magical, 
that adds to the perception of something extra 
and therefore become highly memorable. Jef-
feries and Lepp (2012) emphasize the uncom-

Figure 11: Americans are buying experiences – admissions to live events: music concerts, performing 
arts, sporting events adapted from (Harris, 2014)

26



mon, reflective and personal growth-related as-
pects of EE.

Young people define themselves stronger by EE, 
while older people rely stronger on OE to define 
themselves (Bhattacharjee & Mogilner, 2013). 
Benefits of EE are the strong relation to memo-
rable events, that are emotionally charged and 
potentially life altering (Jefferies & Lepp, 2012), 
but also the disintegration of existing structures 
and roles. Wang (1999) takes travelling as ex-
ample, where individuals may leave hierarchy 
behind and meet others in a natural way. These 
attributes lead many people to collect and pro-
tect their EE and gather reminders of those spe-
cial moments (Zaubermann, 2009). Shared ex-
periences are found to be more enjoyable than 
solitary experiences (Caprariello & Reis, 2013).
 
Farber and Hall (2007) investigated what dif-
ferent feelings and emotions are evoked by EE 
and found novelty to be a highly relevant factor. 
In their striking work ‘River Magic’, Arnould and 
Price (1993) describe the dimensions of EE with 
emphasize on harmony with nature, connection 
with others (communitas) and personal growth 
and renewal. As reason for why participants per-
ceive river rafting as a “magical experience”, 
Arnould and Price identify the vague ideas and 
expectations participants have. Coupled with 
dynamic interactions and unforeseeable out-
comes an OE becomes EE.

Arnould and Price (1993) point out the impor-
tance of the service scape, considering the in-
tentional delivery and facilitation of EE on the 
example of river rafting. According to Mossberg 
(2008) this is especially relevant in hedonic 
leisure services compared to the functional al-
ternatives. The overall service performance is 
determined by affect, the narrative and ritual 

(Arnould & Price, 1993). Tourists are in search 
of symbolic authenticity (Wang, 1999) and Mer-
oni and Sangiorgi (2011) see services that facil-
itate this symbolic sense to change values and 
switch from products to services. Narratives 
and rituals are found to be effective tools to 
provide this symbolic meaning. A clear and ho-
mogeneous communication throughout the ser-
vice life-cycle could be beneficial (Poppelaars, 
Bakker & van Engelen, 2018).

EE were found to be highly valuable to Millen-
nials, as they help to define ones’ identity, pro-
vide long lasting pleasure and connect people. 
Despite the variety in EE, nature, surprise and 
spontaneity are recognized to play a major role 
in creating those benefits. For creation of EE, 
service design tools (narrative, rituals) are in-
troduced as important facilitators. Travelling is 
found to be an experience that strongly supports 
the creation of EE (Bhattacharjee & Mogilner 
2013). It is an experience sought by Millennials. 
A clear focus on a single well-defined experience 
should create a meaningful playground for a de-
sign process. What makes travelling extraordi-
nary? And what do Millennials seek on a trip?
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Travelling
Some of the widely sought experiences are fes-
tivals, parties, travelling, themed sports, races 
and performing arts (Harris, 2014). Focus of this 
work is travelling. It is done by many people and 
over a longer duration than the other experienc-
es/events. Travelling is also often described as 
a rite of passage from youth to extreme person-
al growth (Paris & Teye, 2010) and therefore a 
good basis to target Millennials.

Backpacking
Millennials highly value travelling and the im-
mersion in different cultures. Backpacking is 
one of their preferred travelling modes. Back-
packing is part of global youth culture (Rich-
ards & Kings, 2003) that sets itself apart from 
mass tourism and shares distinct values (Sal-
vaggio, 2016). A common and widely accept-
ed definition of backpackers was proposed by 
Loker-Murphy and Pearce in 1995. According to 
them, backpackers are characterized by (Lok-
er-Murphy, Pearce, 1995):
- a preference for budget accommodation
- emphasis on meeting other travellers
- independently organised/flexible schedules
- rather long holidays 
- emphasis on informal/participatory activities

Hostels are the socio-cultural space of back-
packers, where members understand and ex-
press the backpacking ideology (Salvaggio, 
2016). It is driven by the desire to escape, a 
sense of adventure, to find a level of independ-
ence or freedom and to reflect upon oneself. 
Derived benefits of travelling are (Richards & 
Wilson, 2004) the following: 
- increased interest in cultures
- tolerance of culture 
- appreciation of cultures
- improved confidence

- self-awareness
- desire for additional trips

Activities
When comparing backpackers and tourists or 
other travellers, backpackers are found to trav-
el the longest, have the most experience and 
to be most active and diverse in their activities 
(Richards & King, 2003). Backpackers search 
for the unexplored, authentic and untouched ex-
perience (Cohen, 2003) and try to immerse and 
share the local lifestyle (Riley, 1988), even if 
this means to experience illness and to encoun-
ter dangers (Salvaggio, 2016). Richards and 
Wilson (2004) found, that backpackers often 
switch between phases of no activity and high 
activity (incl. extreme sports). Activities that are 
shared with tourists are visiting of historical or 
cultural sights, walking, shopping and going to 
cafés or restaurants. Backpackers were found 
to stronger seek the observation of wildlife and 
nature (Richards & Wilson, 2004). The ISTC/
ATLAS (2003) survey states, that most back-
packers stay at friend’s places or hostels, while 
13.8% choose to camp during their trip.

Current Trends
According to a recent travel trends report by 
Trekksoft (2019), Millennials play a major role in 
the developments of the tourism sector. They in-
creasingly demand unique, adventurous and lo-
cal in-depth once-in-a-lifetime experiences, they 
can share online and are open to sustainable or 
ecological tours. Especially, customized offers 
are appreciated as they promise higher value 
and better experiences. These may be modular 
trips, where free time is combined with planned 
activities or even unknown surprise events. 
Technology increasingly influences the way trav-
ellers communicate with their providers and VR 
is expected to improve the travelling experience 
of the future. On-demand bookings and in desti-
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ing to the group,  the unknown or surprise/unex-
pected, challenges & achievements, becoming 
part of the culture, disconnection and nature. 
Results reflect insights gained through the liter-
ature review.

Phase 2:
Participants found the ultimate nature experi-
ence to consist of sensual experiences (view, 
temperature, wind, sight, hear, smell, feel), iso-
lation, adventure and tangible nature (animals, 
plants). It is strongly focused on harmony with 
nature and restricted by natural incidents (i.e. 
storms), danger to one’s health, overly subject-
ed to touristic groups/activities and the person-
al circumstances. 
The group identified, for the ultimate adven-
ture experience, sports, nature, challenges, 
danger and the unknown as important factors. 
It is strongly focused on personal growth and 
restricted by personal circumstances/capabili-
ties, fear, the weather and a lack of knowledge/
information about relevant activities.
Participants stated that the ultimate city expe-
rience includes culture, diversity, discovery and 
the unknown. It is of mixed nature (community, 
personal growth) and restricted by local crimi-
nality, being subject to touristy activities and 
overwhelming impressions.
The ultimate cultural experience is facilitated 
by eating, shopping and entertainment of/by lo-
cal products, access to insider information and 
immediate interaction with locals. It is strongly 
based on communitas and restricted by stand-
ard touristic activities, lack of acceptance by lo-
cals, fear of active engagement in culture and 
lack of authenticity for some cultural experienc-
es.

Comparing these insights, a clear differentia-
tion between proposed experiences is possible, 

nation bookings increase. (Trekksoft, 2019)

Backpacking is important to Millennials and 
offers many options to have meaningful, im-
mersive and life-changing experiences. The im-
portance of nature, new impressions, cultural 
exchange and adventure provides important 
insights for ABS in tourism. Considering trends, 
personalization becomes increasingly relevant 
during the trips. The huge variety in trips re-
quires a more refined analysis of travel experi-
ences. A  brainstorm session should give more 
in-depth insights about specific travelling activ-
ities, useful products and desires, backpackers 
wish to fullfill. 

A brainstorm session with the professional de-
sign engineers of D’Andrea & Evers was pre-
pared. Goal of the session was to identify spe-
cific attributes of a trip that may be used to 
improve the experience and seek out products 
that could be highly relevant for different ways 
of backpacking. 
For a detailed overview of the generated con-
tent, the setup and ideas of this brainstorm ses-
sion, see Appendix C. 

Results
The brainstorm session was divided in three 
phases. During the first phase, participants were 
asked to gather aspects that made personally 
experienced trips extraordinary in their past. In 
phase two, several teams discussed the specific 
meaning of nature, culture, adventure and city/
urban life for EE in travelling. The last phase was 
used to generate product and service ideas that 
could help to enhance the experiences defined 
in phases 1 and 2. 

Phase 1:
The ultimate travel experience includes, accord-

Brainstorm - Travelling
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To overcome the smartphone dominated direc-
tion and explore product opportunities, the gen-
erated content of the brainstorm was used to 
define five basic concepts. 

Concept - Smart Watch: This would be a com-
promise between not using a smartphone but 
integrating most of the generated ideas. GPS 
or heat-maps already exist in certain survival 
smart watches, but additional functions could 
enhance the travel experience further.

Concept - Specialized Bags: This idea is based 
on the need for special equipment for different 
activities. Each activity could be facilitated by an 
activity specific bag (pre-packed) that could be 
rented and may be given back after the activity 
was done. 

Concept - Tour Guide: Making use of the experi-
ences of other travellers, this guide would be a 
diary like, personal travel guide. Travellers could 
add personally preferred locations, contacts or 
meals/restaurants and would hand the book 
over to another travellers. After certain itera-
tions this guide would become a collection of 
unique places and activities. 

Concept - AR Trip: Building on current trends in 
tourism, an app could facilitate the generation 
of AR content in front of sights or around a city. 
Other travellers could interact with generated 
content or communicate with other travellers.

Concept - Freedom Rides: Basically a transport 
rental that facilitates the feeling of freedom and 
independence by granting access to longboards, 
bikes, skates or sustainable vehicles.
 
Figure 12 presents an overview of most impor-

Concept 1.0.even though some themes appear in multiple 
categories alike (i.e. unknown, nature). These 
insights may be used to create clearly differen-
tiated solutions or to find commonalities and 
provide a more holistic service-option. There 
is a close connection between the information 
stated by the brainstorm participants and the 
dimensions Pearce and Arnould (1993) use to 
describe EE (harmony with nature, communitas, 
personal growth and renewal). 

Phase 3:
A total of 33 services- and 41 product ideas 
were generated, even though the distinction 
between service and products is not always 
clear. The distinction was made based on the 
input of the group. Some of the ideated product 
functions were GPS Tracking, surprise compass, 
weather forecast, challenges, measure bodily 
functions, activity overview/selection in form 
of a heat-map and auto-photo’s. When asked 
to see options to merge functions into a single 
new or existing product, one of the main ideas 
was a smartphone that would be tailored to a 
specific location and integrate the travel related 
functions as an addition to ones’ regular smart-
phone. 

The brainstorm helped to clearly distinct impor-
tant aspects for travellers in four different travel 
areas (nature, adventure, city & culture), that 
closely relate to harmony with nature, person-
al growth and community. Backpackers wish to 
fully immerse and enjoy their freedom as travel-
lers. Products that help to increase the freedom 
or immersion were identified to be attractive 
tools that could be implemented in ABS. What 
are most relevant aspects at this premature 
stage of service thinking and which ideas are 
most ideal in targeting Millennials, during their 
trips? 
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Figure 12: Comparison of the defined concept directions

tant aspect of each concept. Striking is the fact, 
that three of the five ideas do not benefit from 
being offered in an access-based service frame. 
Offering user generated content is in line with 
Millennial attitudes and may become a helpful 
service attribute.

As the aim is to design a single product and in-
crease its value, a variation of the introduced 

concepts may be the best way to progress. The 
specialized bags idea is the only concept that 
improves in an ABS setting, which is the main 
requirement at this stage. 

The travel and backpacking investigation 
showed, that there are many ways a trip may be 
perceived as unique and special. Different per-
sonalities seek alternatives to achieve this goal. 
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Figure 13: Example of the Camping-set composition with weight and price indication for ownership

That is why the concept idea is about a service, 
that provides its users with outdoor, adventure 
or leisure equipment. That way each customer 
may create their own ideal set of products that 
will make their trip unique and benefit from a 
access-based product service. What are the 
benefits of this service concept and how does 
it compare to regular selling/ownership alterna-
tives?

Concept 1.1.

When the goal is to create and facilitate the ulti-
mate travel experience, then the outdoor service 
proposition is to “provide the right gear, to ena-
ble customers to create their own unique travel 
experience”. To achieve this proposition, the ser-
vice is required to offer a multitude of different 
products, which may be combined into certain 
activity sets. Within the scope of this project 
four different exemplary sets were defined. A 
hiking set, a camping set, an adventure/leisure 
set and a photography set. Figure 13 shows the 

camping example with more information in Ap-
pendix D.

The sets aim at an improved outdoor experi-
ence. Customers may choose the products they 
miss to enhance an otherwise ordinary experi-
ence. Different motivations are facilitated by 
the service concept:

- Economic: A backpacker that spontaneously 
decides to make a long hike may not be able 
or willing to buy the required gear at the des-
tination or opts for saving as much money as 
possible and go with very cheap products. These 
products could be of low quality and interfere 
with a seamless hiking experience. 

- Convenience: Another problem for the hiking 
backpacker could be the need to carry the hik-
ing equipment for the entire length of the trip, 
even though the backpacker may have planned 
to hike only for a limited part of the trip. This 
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could further lead to additional luggage that 
may be inconvenient at airports or in hostels.  

- Safety: An obstacle may be the concerns to 
bring expensive gear into a foreign country. 
Especially if they will stay together with other 
travellers. Expensive gear may be more easi-
ly targeted by thieves. This is certainly true for 
cameras, which go beyond the thousand-dollar 
price. 

- Flexibility: Bringing the own camera could raise 
concerns to damage it during the trip or losing 
it. The camera set and adventure/leisure set 
target the motive to create memories (by cam-
era or drone), but also speak to the feeling of re-
laxing at the beach with a group and some mu-
sic (BT speaker and powerbank). Other features 
like the smartwatch or potentially an AR device 
could be integrated.  

A low price is in line with the most important 
participation motivations for Millennials, price. 
Convenience is another important participation 
motivation. Safety is based on insights gained 
from the focus group discussion, where partic-
ipants stated not to be able to trust others or 
strangers with valued objects. The decision to 
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facilitate flexibility is based on the insights gath-
ered during the travelling brainstorm. Flexibility 
was found to be an important aspect that was 
relevant to many different travelling activities 
likewise.
The overall selection of products provides a big 
variety of customization options and facilitates 
many motivations in a unique way. One of the 
benefits of using sets like these, is its inherent 
dynamic. After items are returned, feedback 
about missing or failing products could help to 
improve the sets or adapt to trends. The sets 
would become fluid, rather than fixed and may 
be adapted to facilitate different requirements 
at different destinations around the globe.
 
To get a better understanding of the feasibility 
of a service like this, a cost assumption is pre-
sented in figure 14. Data for product cost of out-
door retailers and regular expenses are taken 
from OIA (2011). 

Scenarios
General information for every scenario (based 
on yearly revenue): 
- Regular expenses = *39%  
- Profit =*4.3% 
- Product insurance = 40% (** = assumption)

Scenario Lifetime Number of Products Utilization Maintenance Cost Resell Value
Selling / / / / /
Renting I 5 uses 40% of Selling 50% / **25% of original
Renting II 10 uses 20% of Selling 50% **25% of original **15% of original
Renting III 15 uses 13.3% of Selling 50% **75% of original /

Figure 14: Feasibility check of different business scenarios.                                    *Data from OIA (2011)

Scenario Product Cost Regular Expenses Maintenance Insurance Resell Price
Selling *56.7% *39.0% - - - 100%
Renting I 22.7% *39.0% - **40% 5.7% 53.7%
Renting II 11.3% *39.0% 2.8% **40% 1.7% 28.4%
Renting III 7.7% *39.0% 5.8% **40% - 19.3%



Selling - Regular selling of sets where owner-
ship is fully transferred to customers. Products 
do not require maintenance or additional insur-
ance and cost the full price for customers.

Renting I - each set is assumed to be used 5 
times. It is considered, that half of the sets re-
main available in the store, while the other half 
is being used at all times. This means only 40% 
of the total number of sets is required com-
pared to the selling scenario. As renting is a 
highly risky business a 40% insurance value is 
assumed to be able to pay for stolen or dam-
aged goods. After 5 uses, each piece is sold as 
second hand ware for 25% of the original pur-
chase price. For this scenario, consumers would 
have to pay 52.4% of the selling price to rent 
gear once. 

Renting II - each set is assumed to be used 10 
times. Again, it is assumed that at every time, 
half of the gear remains in stores, while half is 
used/rented. Even less equipment is needed, 
but maintenance costs (assumed to be 25% of 
original price) and insurance costs apply. After 
ten uses, the gear is resold for 15% of the orig-
inal price. Under these conditions, consumers 
would have to pay 28.4% of the selling price to 
generate the same profit as via selling.

Renting III - for this scenario it is assumed, 
that each set may be used 15 times before it 
is taken out of the store. This means an even 
lower number of required products to facilitate 
the rental but increases the maintenance cost 
(75% of original price) and does not provide re-
sell value. It ofers the cheapest rental price per 
set (19.3%). 

Maintenance, insurance and resell value had to 
be estimated. For the provided scenarios, the 

developed concept is a competitive alternative 
to traditional retail stores, that sell their goods. 
High utilization and increased lifetime strongly 
impact the rental price. 

The introduced concept was found to target dif-
ferent participation motivations of Millennials 
(economic and convenience) and also desires 
of backpackers (flexibility, safety). A basic com-
parison between traditional retail services and 
ABS rental indicates a competitive consumption 
alternative. The introduced concept may there-
fore be used as basis for the ongoing design pro-
cess. Different things may be interesting to look 
at. The service could be elaborated in terms of 
marketing, positioning, competitor analysis, ex-
act pricing but also in terms of branding, service 
language, the service narrative and rituals. As 
this research is focused on the product charac-
teristics of access-based services the service 
design will not be emphasized. Instead, a more 
in-depth design process for a product within the 
service proposition will be a valuable next step. 
But which products are suitable to be designed 
for access and how do they differ from other 
products?
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Figure 15: Products of access-based consumption and current product adaptations

Edbring et al (Edbring, Lehner & Mont, 2016) 
identify one use items (magazines, books etc.) 
and short rental periods as relevant aspects for 
products in sharing services. Somers et al (2018) 
state, that products which are crucial for rare 
occasions are often more successful (e.g.. wed-
ding dress, party appliance, winter sports gear). 
Further, people appear to be much less willing 
to rent personal items and prefer more gener-
ic product appearances (Koppenhafer, 2014). 
Smith et al (2015) state three product attributes 
for shareability, namely non-consumable, trans-
ferable, underused. The number of users that 
consume is important (Somers, Dewit & Baelus, 
2018) and familiarity with access-based servic-
es (ABS) increases acceptance of new products 
(Gruen, 2016). Somers et al (2018) state four 
important aspects (besides delivery of actual 
value for consumers) that need to be consid-

ered for any product targeted at ABC: 
- degree of shareability
- longevity (wear-and-tear resistance), 
- repeated customization 
- use by multiple users 

A problem that is reoccurring in products, that 
are used jointly by several people, is the hygiene 
aspect (Lang & Armstrong, 2018) and fear of 
potential contamination (Schaefers, Moser & 
Narayanamurthy, 2018). 

Relevant product properties that must be con-
sidered during the design process are security, 
convenience and maintenance (Smith, Morgan 
& Howell, 2015). Important user characteris-
tics are the willingness to share, facilitated by 
transparent and feedback-based platforms with 
repeated interactions, and the motivation for 
participation (Schaefers, Moser & Narayana-
murthy, 2018).

Products of Access-Based 
Consumption (ABC)
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How were products adapted/designed to 
facilitate the use in the CE?
One example of possible design adaptation is 
Ubers new Jump bike for urban transport. The 
earlier generations were built from existing 
components and standard frames. Usually an 
extra gear, 4G and GPS were added to facilitate 
shared use. Implementing these technologies 
was still based on bikes that were not designed 
for ABC. That is why the redesign focused on 
durability, usability, functionality and mainte-
nance, as non-routine failures added up. The 
new bikes include sensors for brakes, motors 
or pedals and gathered data may be reviewed 
life (see figure 16). Algorithms identify failure 
right away or even earlier, which allows opti-
mal maintenance and a life cycle of 3-5 years. 
(Jump, 2018) 

Market Investigation
To assess whether current products used in the 
CE were altered in a similar way to facilitate the 
use by multiple users, a market investigation of 
exemplary products was executed.

As transport is currently one of the most rele-
vant sectors, the comparison includes cars, 
e-scooters and motor scooters. Clothing was 
chosen, as it is established in the second-hand 
realm and therefore may create additional in-
sights. Furniture and washing machines were 
chosen as they were found to be a suitable prod-

uct (see focus group discussion p. XX). Lastly, 
powerbanks and umbrellas were compared as 
they represent arising trends in Asia. 

Investigation is based on the information provid-
ed by the service platforms and product imag-
es. Companies have an interest in pointing out 
differences that distinguish them from compet-
itors and that effect the consumer interaction. 
Detailed adaptations might not be identified, 
when companies decide to keep sought infor-
mation disclosed. The analysis does not focus 
on the differences of service offers (price, terms 
etc.) or digital interfaces. Some of the selected 
sectors have few examples and generalization 
is not intended. Investigated products contain 
(see appendix E for the complete overview):
- 8 car-services
- 4 e-scooters
- 4 motor scooters
- 3 clothing-services
- 3 furniture-services
- 2 washing machines
- 3 power banks
- 3 umbrella-based services

Current products mostly tackle the issue of ac-
cessibility, by implementing smart locks. Few 
services go beyond accessibility and tackled 
hygiene or even customization. None of the in-
vestigated examples showed to be thoroughly 
adapted and designed for multi-use except the 

Figure 16: Adaptations designed for the Jump bike (Jump, 2018)
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Jump bike, which further confirms the need for 
more insights into how to design for multi-use 
and what to consider when creating desirable 
product-service experiences.

Product Selection
The tent is selected as the product to design for 
presented ABS, according to the aspects intro-
duced in this chapter. It is a highly under-utilized 
product, that may be used by multiple people 
at once. It is designed with longevity in mind 
and appears in low-budget or luxurious options. 
Hygiene is a relevant topic, but a tent does not 
dominantly rely on hygiene, as it is used in na-
ture where dirt is expected. Tents are not prone 
to updatability, as few material innovations 
could make existing solutions futile. Millenni-
als are expected to use tents, as they promise 
a budget accommodation and immersion in na-
ture, as discussed in the travelling brainstorm. 
Backpackers that use tents, spend considerable 
amounts of time in and around the tent, which 
poses a good opportunity to design effective fea-
tures and implement service attributes. A tent 
has a big impact on the camping experience 
and must meet convenience and comfort levels. 
Using a tent clearly differentiates campers from 
other travellers and therefore expresses parts of 
the personality, which could help amplify attach-
ing emotions. It seems to provide a satisfactory 
product option when designing for access, with 
experience and attachment in mind.
There is no ultimate guide to identify ideal prod-
ucts, but there are generally important topics 

that reappear for different kinds of products 
and seem to impact the product suitability. 
These topics/aspects are comprised in a list 
and their definition may be found in Appendix 
A. Hygiene and the concern about contamina-
tion of other unknown users is one of the high-
ly relevant issues. Other important aspects are 
general availability and accessibility, special oc-
casion orientation and product updatability. It is 
also important for consumers to express them-
selves and identify with a mission. Products that 
compromise among multiple functions might 
become less favourable than niche products, as 
they will more likely be used per occasion and 
not generally (Wallenstein, Shelat, 2017). The 
tent was found to fulfill many of the identified 
aspects and corresponds with activities and 
ideals sought by Millennials during backpacker 
trips. 

With a product in mind the product design pro-
cess may start. Designing for access, as intro-
duced here requires special considerations and 
should facilitate product/service attachment 
and the experience. Could existing techniques 
help to design for access? What methods create 
attachment and how are experiences designed 
more effectively?
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Mugge and colleagues (2008) made a strong 
point, why it is important to design for attach-
ment and experiences. Amongst competitors 
that offer products with mostly similar function-
ality, it is the emotional responses and experi-
ences a product may create that will generate 
competitive advantages. Further, they state, 
that it becomes increasingly important to un-
derstand the value of owning to create better 
sharing models (Mugge, Schoormans & Schiff-
terstein, 2008). The increasing number of peo-
ple interacting with the same object therefore 
requires products, that are designed to manage 
rising complexities (mulit-use, service interac-
tion, hygiene concerns) and facilitate meaning-
ful experiences. Today, business models and 
technological advances make ownership not 
the only viable option any longer. To success-
fully substitute for ownership and included ben-
efits (emotionally), products/services have to 
be designed to provide equivalent value  (Tuk-
ker, 2013). When designers achieve to create 
attachment, their product will become special 
and significant to its users (Mugge, Schoormans 

& Schiffterstein, 2008) and with increasing ser-
vice expectations the goal is to create revolu-
tionary “new offerings” for “new users” (IDEO, 
2014). When designers shift focus from product 
to possession, they have to consider the dynam-
ic relationship users have with their products 
and integrate product, service and experience in 
a meaningful way (Baxter & Aurisicchio, 2018).

Figure 17 makes gathered insights visible. Cur-
rently, access-products are perceived with lower 
value than ownership. This was confirmed by 
both discussions and found in literature. The big-
gest difference between owned and accessed 
goods was identified to be the emotional attach-
ment ownership induces. Being able to trans-
late the attaching properties of ownership and 
transfer them into accessed goods could help 
to overcome this value gap. To further enhance 
value created by access-based services, the 
desire for extraordinary experiences should be 
considered. The experience is critical, as it may 
also be used in the future to further increase val-
ue of owned goods. Creating an attractive ser-
vice-product combination, specifically designed 
for access should become more valuable than 

Figure 17: Schematic image of the intended design goal and comparison between access and ownership

Designing for Attachment & 
Experience
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traditional ownership alternatives and support 
sustainable consumption and enriching experi-
ences in life.
 
Before attachment may be created, organiza-
tions and designers need to make sure, that 
circumstances are satisfactory and valuable 
(Grisaffe & Nguyen, 2011). This includes the 
right marketing, pricing, quality, availability, 
service and a strong corporate image (Grisaffe 
& Nguyen, 2011), as those characteristics also 
provide assurance, trust and confidence.

Grisaffe and Nguyen (2011), indicate, that fea-
tures that are beneficial for users, often also im-
prove emotional attachment and mention sen-
sory pleasures, facilitation of self- and socially 
oriented roles and goal support as means to do 
so (Park & Yoo, 2018). Fogg (2009) points out 
the importance to understand motivational val-
ues thoroughly to create innovation, especially 
when behaviour changes are targeted (e.g. re-
sponsible behaviour with shared property).  

Pierce et al (2003) share three motives and 
routes that facilitate psychological ownership. 
The motives contain efficacy/effectance (“ful-
filling the desire to feel competent by impact-
ing the world”), self-identity (developing public- 
and private identity) and using familiar objects 
to create a safe environment where users may 
dwell. Designers may use the routes to imple-
ment those motives by creating opportunities 
for users to 1) control the object, 2) invest self 
in the object and 3) gain intimate knowledge 
about the product. According to Peck and Shu 
(2009) even the most fundamental decisions as 
material selection have an impact on the owner-
ship sentiments of users. 

Baxter and Aurisicchio (2018) define four areas 

that are supposed to have significant impact on 
ownership feelings:
1) identify meaning in non-ownership. 
2) structure the ownership experience. 
Example: house built partially by company → 
rest needs to be built by the tenants  
3) limitation of redundant efforts. Redundant ef-
forts are described as those efforts that need to 
be undertaken more than once and may relate 
to personal settings of a product or the general 
understanding of concept or navigation. 
4) mitigate contaminated interaction. 

Creating special meaning makes products irre-
placeable to users and should be connected to 
the product (Grayson & Shulman, 2000). Only if 
meaning and product become inseparable the 
product may no longer be exchanged by anoth-
er product of equivalent functionality (Mugge, 
Schoormans & Schiffterstein, 2008). Only a 
continuous usage may create desired feelings 
of attachment. It becomes crucial to make us-
ers return/reengage to solidify initial experienc-
es and deepen projected value (Mugge, Schoor-
mans & Schiffterstein, 2008). 

Mugge et al (2008) introduce four determinants 
for attachment that provide useful anchor points 
for designers: 
1) Pleasure – The product provides pleasure
2) Self-expression – The product expresses  
one’s unique identity
3) Group affiliation – The product expresses 
one’s belonging to a group
4) Memories – The product is a reminder of the 
past. 

Functional pleasure does not create attachment 
as the function is provided by all products of the 
same category. The authors point out, that it is 
the additional features and aesthetics of a prod-

39



uct that distinguish it from the others, that may 
induce attachment feelings. The goal of this 
strategy is therefore to create superior product 
quality and appearance. Mugge et al (2008) pro-
pose to integrate exclusive features that are not 
affected by technological updates and differen-
tiate the product from other variants. A way to 
achieve this may be surprise. 

Self- expression may be achieved by offering 
product personalization. By doing so, consum-
ers invest in the product from the start and have 
a unique product that exactly matches their 
wishes and expresses their personal style. Park 
and Yoo (2018) state, that personalized prod-
ucts also increase the attachment to the com-
pany. This is achieved, because consumers feel 
involved in the “co-design” process and are will-
ing to pay more money for customized products. 
Another way to make use of Self-expression is 
to design products with a personality. Govers 
and Mugge (2008) showed, that people feel at-
tached to products, that express a similar per-
sonality to their own. Tunn et al (2019) verified 
this concept for bikes offered in form of an ABS 
and confirmed, that bikes that were personal-
ized (differently styled coat guards) minimally 
were more openly received by participants with 
similar personality. 

Group affiliation “stems from people’s need to 
be connected, joined, associated, and involved 
with others” (Mugge, Schoormans, Schiffter-
stein, 2008). These products define the social 
groups consumers (desires to) belong to. Exam-
ples are fraternity sweaters, sports-team jer-
seys, but may also be a travellers, backpackers 
or campers. By displaying group identity, con-
sumers feel connected. For ABS it may be in-
teresting to create products that are used by a 
camper and generate associations, to an extend 

where the product is inseparably connected to 
the group. That way both, attachment and ex-
periences are facilitated and put in context of a 
multi-user setting that could become attractive 
for ABS scenarios.

Memories are strongly related to attachment. 
Schifferstein et al (2004) showed, that after 20 
years of ownership, attachment is mostly based 
on memories with the product. Memories are 
important elements people seek experiences 
for. Facilitating memorable experiences by de-
sign could become a beneficial way to attract 
consumers. Mugge et al (2008) propose two dif-
ferent strategies to create memorable products: 
Odour and “age with dignity”. Odour is found to 
be heavily connected to the memory and is more 
effective in arousing feelings in consumers than 
other sensory impressions (Hertz, 1998). Aging 
with dignity is described with the example of 
leather jackets, that change appearance over-
time and show colour variations over time and 
surface. As this is a subjective experience it may 
be hard to consciously design products to “age 
with dignity” but may be an interesting approach 
for durable materials that change over time, as 
present in tents.

Demyttenaere et al (2016) stated that mean-
ingful experiences could be achieved by creat-
ing ways for consumers to 1) participate actively 
and 2) immersing consumers in the experiences. 
The sole entertainment of users would not be an 
alternative when trying to engage consumers. 
Besides these aspects conceptualized as “User 
participations” Demyttenaere et al (2016) sum-
marize other relevant aspects shown in figure 
18). Sundbo and Sorensen (2013) define expe-
rience goods by five characteristics, which may 
also be considered during the design process: 
1) experience products are learned by consump-
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tion, meaning that expert users perceive more 
attributes than novices. 
2) experience goods are unique 
3) experience goods are location and context 
dependent
4) experience goods are interdependent
5) experience goods are non-storable. 

To provide a transformative service encounter, 
the service provision could be orchestrated and 
combine reality with virtuality (Sundbo & So-
rensen, 2013).

Despite these aspects, it is crucial, that designed 
products are valuable to the user from the start. 
To create strong attachment, multiple reoccur-
ring interactions between user and product are 
required and even well-designed products need 
to create the desire to engage multiple times 
before the effect of design manifests (Kleine & 
Baker, 2004). A comprised list of relevant as-
pects for attachment and experience may be 
found in Appendix F.

Figure 18: Set of characteristics and parameters 
taken from Demyttenaere et al (2016)

The outdoor service in its’ current form is de-
signed to provide specialized items to adven-
turers, that seek certain activities. The tent was 
identified as a suitable product, that matches 
the requirements of access-based services and 
is highly impactful for adventurers camping ex-
perience. Considering introduced aspects and 
ideas/hints on how to include attachment and 
experience in the design process it is time to 
ideate about an ideal access-tent. Pleasure, 
self-expression, group affiliation and memories 
are only some of the identified opportunities to 
implement attachment. The question remains 
if designers may be able to make these ideas 
useful during the design process and how they 
may be implemented in the regular process? 
Will they yield the desired results? An ideation 
session with professional designers will give val-
uable input.
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Part 2



To test if identified aspects are useful for de-
signers when designing products for ABS, an 
ideation session was held with the professional 
designers of D’Andrea & Evers Design. Their in-
put is evaluated for the process and the specif-
ic ideas generated for the tent. The designers 
were provided with the list shown in figure 19 
and explicitly asked to design with attachment 
and experience in mind.  

Results
Overall, 45 distinct ideas were generated. Creat-
ed ideation sketches are shown in figure 20 and 
an elaboration on ideas in Appendix H. Some 
ideas were very unusual, like a floating tent, 
that could be pitched on water and would there-
fore always have a space to set it up in a region 
where lakes and rivers are common. Other ideas 
already exist in one way or another, for example 

Ideation the air tent, that is built by pumping air in tubes 
that make the frame and could also be used to 
provide an air mattress. One of the biggest prob-
lems is the clear distinction between which fea-
tures create attachment and which features are 
experience oriented. The clear division presup-
poses that there is a clear distinction. This may 
not be true at all, as many generally experiential 
features may become a major reason for users 
to attach to this kind of tent after initial use (and 
the other way around). 

Designing attachment and experiences with 
help of the provided lists is not practical for de-
signers. Designers stated, that examples would 
help and confirmed the positive effect of the ex-
amples showed, but also remarked, that it could 
have been better to use a different product for 
the examples in order to avoid steering the 
minds of designers in predetermined directions. 
The list was found to be ambiguous and incom-
plete. One designer stated “the list could be 
endless or could also be complete. It’s not clear 
if there are other things that may also play a 
role or not”. The sheer number of items on the 
list seemed to be unpractical and it may have 
been more effective to reduce them and choose 
a selected few. One particular designer stated: 
“I did not even use the list at all. For me it was 
more like reinventing the tent as a whole, rath-
er than thinking about individual features that 
should add to the attachment or the experi-
ence.” Other designers agreed upon this state-
ment and seemed to share a more holistic view 
on the tent as a product. 

The group of designers saw the outdoor service 
as a strong offer to consumers and questioned 
if the need for additional product design is re-
quired. Ideas to improve the service were about 
implementing stories/mission for individual 
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products, taking care of all products to maxi-
mize usable luggage space and to gamify the 
service with unlockable content.

Evaluation of ideas
A tent with 45 distinct features is not realistic, 
not practical and most likely not attractive for 
users. Different approaches were chosen to 
make sense of these complex concepts.

Attachment and Experience: The mixed char-
acter of most ideas may still show either of 
the attributes as dominant factor. One idea is 
to create a tent that looks like an animal and 
therefore uses anthropomorphism to transfer 
some of the attributes of living creatures onto 
a non-living object (in this case tent). Intuitive-
ly, this feature is rather an attachment feature 
than an experiential one, even though it may 
still influence the experience of its user. To have 

a basic understanding of the character of each 
idea, they were evaluated based on the number 
of items an idea supports on either the list of 
attachment or experience attributes. That way 
It is possible to identify ideas that enhance a 
big variety of attaching/experiential properties. 
This way of evaluation does not consider the 
magnitude by which any of the listed attributes 
is served. As there are more items on the at-
tachment list, than on the experiential list the 
value was normalized to be comparable. 

Top five ideas, based on list-evaluation were:

1.) Message tent (4.5 ATC, 6 EXP) - Share mes-
sages inside the tent with other tent users
2.) Cam tent (4.5 ATC, 5EXP) - Integrated 360 
camera to create stunning images of the nature 
surrounding the tent, that may be reviewed by 
other users of the tent or the entire community

Figure 20: Resulting sketches of the ideation session 
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3.) AR tent (3.5 ATC, 4 EXP) - Integrate AR con-
tent by QR codes or other triggers, that show na-
ture content, traditional housing from the inside 
or other messages from a previous user
4.) Surprise tent (2.5 ATC, 4 EXP) - Integrated 
surprise functions like confetti canon at first set-
up/opening, glow in the dark images, AR trig-
gers, hidden storage, hidden extension
5.) Group tent (3,5 ATC, 3 EXP) - connect multi-
ple tents to form a bigger tent

Another way to distinct certain features from 
others is to classify them. For the design of 
a tent as described in this work, weight and 
complexity play an important role. Some of 
the sketched ideas would require much more 
weight or complex set up to possibly be integrat-
ed, while other features could be easily added 
as a coating or integrated in the tent fabric. To 
ensure a feasible concept design, a weight/
complexity classification was used. The clas-
sification ranges from low, moderate or heavy 
and complexity was indicated individually. Lim-
ited heavy weight features could be combined 
with some low weight features or exchanged by 
many low weight features. 

Further distinction may be made between es-
sential features (i.e. features that improve hy-
giene) and auxiliary ones, and features that 
benefit from use in an access-based service set-
ting (i.e. grouping tents). A complete overview 
of classifications of each idea may be found in 
appendix H.

The designers had a clear response to the usa-
bility of the provided themes and aspects that 
relate to attachment and experience. The list 
was found not to be useful for designers as it 
is.  Despite this clear feedback, designers were 
able to come up with a variety of ideas that are 
original and fresh, while considering experience 
and attachment to a certain extent. 

All the generated ideas would be interesting to 
pursue, but a valuable product has to combine 
the best ideas into one product to facilitate the 
design goals ideally. With classified ideas in 
mind, what is the ideal use case for the best 
combination? And which features should make 
up the final concept tent?
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Concept
The two main modes of using a tent are camp-
ing in nature or staying at a campsite. Camping 
on the campsite has many benefits, like a grant-
ed place to pitch the tent with (mostly) access 
to sanitary facilities, Wi-Fi or even kitchens. But 
the price range varies widely across countries 
and during high seasons it may be hard to find 
camping sites that still have spaces available. 
Considering the ideas and general classifica-
tions (see appendix I), a division between an 
outdoor service that operates on campsite and 
one that facilitates nature camping is interest-
ing. 

Outdoor Service – Campsite
A big benefit for an outdoor service related to 
the campsite would be the immediate opportu-
nity for customers to seek products on-demand 
straight from the campsite provider. The gear 
necessary could be heavier and would not have 
to be self-employed in terms of energy. An air-
based tent for example could be easily pitched, 
while the pump required to build it could be pro-
vided by the campsite. Also, the complexity of 
the products could be higher, as there could be 
personnel that may support customers or pitch-
es the complex things themselves. Another op-
portunity, which is ideal for the campsite, is to 
have tents already standing. Materials could be 
adapted to facilitate this type of camping and 
would also mean that maintenance could be 
provided more easily. Product use could be ob-
served and corrected before product damage or 
misuse is exceeding the limit. There are many 
campsites today, that offer a rented camping 
experience, where campers may book a hut or 
very luxurious tents including the equipment 
and furniture inside the tents. Especially tech-
based features are more reliable and useful in 
this use scenario. Based on this framework, an 

exemplary campsite could provide tents with 
integrated sound system, a projector to watch 
series or movies, LED’s to customize one’s tent 
or even to communicate to the outside. Anoth-
er chance created by a campsite service is the 
ideal environment for grouping and getting to 
know others. The campsite could work almost 
like a hostel, where backpackers meet and ex-
change their experience, but also where they 
hang out and party together. Group-tents could 
help to initiate first contacts between travellers, 
while still providing each traveller with an in-
dividual sleeping cell. This could be especially 
attractive, as many travellers must share their 
sleeping rooms in hostels, sometimes with up 
to 12 people or more at the same time. In this 
setting, the service would be a direct competi-
tor to other hotels and hostels but may be able 
to provide accommodation for lower prices or 
stronger differentiate from others due to its 
unique product selection. A tent based on this 
service could also be valuable for use in festival 
environments, where personal expression could 
be more interesting and the choice of colours 
or the addition of a personal flag to mark the 
territory become highly relevant. 

Outdoor Service - Nature  
The probably strongest point of a service with fo-
cus on nature camping might be the opportuni-
ty to offer specialized equipment. Every country 
or even region within a single country could be 
provided with the ideal gear to enjoy nature to 
the fullest, while being prepared for any eventu-
ality that may come up. Product features would 
have a completely different focus than for the 
campsite alternative. It would be more about 
immersion and absorption in nature and shar-
ing unique experiences. Ideas that could be suit-
able are for example the hammock tent, that 
only works if there are enough trees to hang it. 

46



Other examples may be the transparent roof to 
be able to see the night sky or the floating tent 
in a region surrounded by lakes. Offering the 
option to group tents (connect multiple tents) 
could still be valuable, as many travellers spon-
taneously join another group that could benefit 
from these kinds of features. For this scenario, 
weight and complexity play a much bigger role. 
Backpackers would have to carry any extra gear 
they access over the service and would need to 
be able to set things up individually without any 
personal advice except an instruction. Some 
backpackers may be experienced and may feel 
bored by simple tents, while novice campers 
could be struggling with more basic things al-
ready. This means a more differentiated or sen-
sitive product offer could be valuable. Using this 
kind of service approach would create chances 
to generate content by users that would be open 
to share their unique moments or breath-tak-
ing views or leave hints and messages behind 
for backpackers that would use the tents after 
them. 

The nature-based service is a better facilitator 
of backpacker’s ideals for freedom, flexibility, 
desire for nature and independence. Overall it is 
a more active approach to backpacking.

Concept tent
Schifferstein et al (2004) clearly stated, that a 
product may become special only if it fulfils the 
desired function in a way that satisfies the user 
and goes beyond general functions by providing 
pleasing aesthetics or additional features. The 
tent must be valuable and offer enough room to 
sleep in, while being aesthetically pleasing and 
practical. Only then it may benefit from addition-
al features, that differentiate it from other tents. 
Further conceptualization of the tent design is 
focused on the nature camping scenario. I think 

it is more in line with what backpackers seek in 
a trip and what ultimately facilitates the oppor-
tunity for a unique travel and nature experience. 
Inspiration: As the chosen focus is nature and 
the outdoors, it seems intuitive to take nature 
as the inspiration for the design process. Bee-
tles are a very common encounter during camp-
ing trips and perfectly carry the symbolic value 
of a strong and durable nature design. During 
the ideation process beetles were sought as in-
fluence from nature (see figure 21).

General features
The tent is designed as a tunnel tent, support-
ed by two main arches and a centre pole that 
connects them both. The back integrates a ves-
tibule for additional storage, while a sun- and 
rain-shield at the main entrance shall provide 
a dry and shady space. Each side (front and 
rear) is equipped with additional “arms”, that 
are based on a beetle’s legs. For the concept, 
these “arms” provide wind secured areas, that 
improve weather resistance and convenience 
when entering/leaving the tent or using the en-
trance area for food preparation close to the 
tent. Pegs and ropes are used in a similar way 
to regular tents and give stable stand. The tent 
has its highest and widest point at the entrance 
and reduces dimensions towards the rear. The 
inside tent is designed in a common bathtub 

Figure 21: Beetle inspired concept tent
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style, while walls enclose the entire rear of the 
tent. 

Special features  
Many different ideas are integrated in the con-
cept design. Concept sketches of each feature 
may be found in the appendix J. To facilitate a 
new camping experience, the tent may be used 
as a hammock and may have a transparent 
roof. Different rainfly designs are introduced to 
attract different personalities and are inspired 
by different beetles (i.e. ladybug, scarabaeus, 
Hercules bug). An integrated solar panel on the 
entrance apsis reassures energy supply and 
backpackers may attach their personal flag to 
the tent. The inside and outside of the tent are 
designed in a way to allow both side walls to 
open and even to connect to other beetle tents 
with the same feature. The space that is creat-
ed in between two connected tents is covered 
from rain and wind, as the tent arms may be 
used to enclose this area. In case the camper is 
solo, opening the tent walls still improves venti-
lation inside the tent, while providing additional 
weather secured space outside of the tent. In-
side the tent is additional storage and a flap that 
makes it possible to slide in a sleeping pad. The 
separation between sleeping pad and sleeping 
bag of a camper shall reduce fear of contamina-
tion and safe the sleeping pad from unintended 
spills or residues and damage. The high inside 
walls ensure privacy when tents have been con-
nected. Atmospheric glow features help locate 
the tent in the dark but may also create a way to 
express oneself by writing on the tent walls with 
UV ink. Each of the features is aimed at either 
experience or attachment and has a specific fo-
cus/motive.

General dimensions for space and convenience 
= attachment → sensory pleasure

Beetle inspired appearance = attachment → 
anthropomorphism/personification
Selection of appearances = attachment → cus-
tomization
Personal flag = attachment → personal expres-
sion
UV ink = attachment → personal expression 
and group affiliation
Team up = attachment + experience → group 
affiliation and community support
Glow ropes = experience → newness of percep-
tion 
Open walls = experience → newness of percep-
tion
Hammock = experience → newness of process
Panorama roof = experience → newness of per-
ception, absorption
Solar panel = convenience → sensory pleasure/
differentiation from other tents
Sleeping pad flap = hygiene

Figure 22: Tent interior sketch

Nature camping was identified to be the most 
promising use case, as it coheres to the desires 
(freedom, flexibility, immersion in nature) Mil-
lennials want to fulfill during a trip. The final 
set of features combines attachment and ex-
perience evenly and provides multiple ways to 
customize and personalize the tent. How would 
Millennials be able to create their ideal tent and  
actually use the proposed ABS?
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At this stage it is not clear how backpackers 
would be able to access the tent and how they 
would choose their preferred features, therefore 
the customer journey was elaborated.
 
Customer Journey
To further implement the process of personal-
ization and customization, a website and/or 
app seems to be a good solution. Backpackers 
would have the benefit to have a guided process 
and clear overview of price and features. Possi-
ble combinations could be indicated and engag-
ing backpackers in the process would further 
increase their product investment and hence 
also their product attachment. An app also cre-
ates benefits for the service provider. Personnel 
would be able to prepare the customized tents, 
so backpackers would only need to pick them 
up at the right location or get it sent to a pre-
ferred address. As the phone is a heavily used 
product for backpackers to plan and book dur-

Service ing their trip, it does not seem far off to also 
offer an app-based service. Figure 23 shows an 
overview of the customer journey, starting from 
the planning and informing stage.

As the offered product selection is based on the 
location/activities a backpacker would engage 
in, a retail store is chosen to be the ultimate 
pick-up point for the custom tent (or product 
set). After customers used the tents, they would 
be able to drop the gear back at a retailer or 
send it back via post, to reinsure absolute free-
dom of travel. The best service proposition ap-
pears to be a service that allows for spontane-
ous customization and adaptation of already 
customized sets/tents. After camping in one re-
gion of a country, this should invite backpackers 
to visit other retailers to drop of the gear and 
pick up a new set for the next activity or camp-
ing adventure. The customer journey ends with 
a clear hint towards one of the main benefits 
of the service – no need for additional mainte-
nance or storage.

Figure 23: Basic scheme of the customer journey for designed service
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Web application
Once, customers chose their trip destination 
or the retail store of their choice, the actual 
customization process would start. Price and 
weight information is always visible to the user 
and changes directly with each item added or 
deleted from ones set. A prototypical layout for 
how the application may look like is shown in 
figure 24 and Appendix K. It is similar to other 
known customization websites (i.e. t-shirts with 
custom prints, Nike shoe customization)

The customization process of the tent would be 
achieved in three simple steps.

1) Customers would choose the general appear-
ance first. This gives customers time to adjust 
to the application, while not requiring them to 
think about functions or feature constellations 
yet. The appearance should provide a combina-
tion of general and location dependent options 
to increase the product knowledge and give in-
teresting insights into the local fauna. 

2) After a basic appearance was selected, back-
packers would need to select their main feature. 
The main feature is based on one of four natu-
ral environments – forest, snow, mountain/field 
and beach/desert or alternatively a basic tent. 
Each of these environments requires slightly dif-
ferent properties of a tent or may strongly em-
phasize the beauty of the environment. To offer 
a complete product, two more features were in-
cluded. 
For arctic or snowy regions, a tent requires bet-
ter insulation, becomes heavier but also needs 
to withstand stronger winds and pressure from 
snow. A specified tent chosen for the arctic re-
gions would therefore come in different materi-
al and with an included snow flap, which is used 
to provide additional structural safety. 
The second feature added is aimed at hot and 
dusty regions. Like other tents on the market, 
this tent would include a special coating on the 
inside of the rainfly. This coating darkens the 
tent and creates a cooler inside space. Tents 
(i.e. Coleman Darkroom) on the market adver-
tise with up to 11 degrees below outside tem-

Figure 24: Prototypical navigation window for the web application
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peratures. 
For the forest environment, a hammock tent is 
the ideal main feature, 
Open fields may provide its campers with a 
beautiful view on the night sky. The panoramic 
roof is therefore the tent option for mountains 
or open fields.

An important aspect of this division between 
specialized region and relevant tent feature 
is not only the good match, but also the mis-
match between features chosen for one region 
and the other regions in comparison. To clarify, 
the hammock tent would not work reliably out-
side of a forest. The transparent roof would be 
useless if campers pitch their tent in a forest or 
would be a possible risk to good insulation (due 
to PVC insulation properties) in cold/hot areas. 
The added value of a dark-coated tent outside 
of extreme hotness is questionable. Further, 
campers would not want to carry a heavy tent 
with snow flaps, if they would not be camping in 
snowy regions. 

3) In a third step customers may choose ad-
ditional or auxiliary features. Those include a 
sleeping pad, a solar panel, glow ropes or the 
personal flag. This is the only step, where users 
may choose multiple features on top of each 
other. Interesting about these features, is that 
some of them work especially well with an envi-
ronment. Open field or hot areas often provide 
ideal circumstances for using a solar panel ef-
fectively. A sleeping pad (or multiple) is an im-
portant insulator for camping in arctic regions. 
Using glowing ropes helps locate the tent or 
avoid tripping over ropes when it is dark (forest). 
Further testing would be required to assess, if 
customers wish to have the option between all 
those features or if these features should be 
coupled to the regions they serve best. Fewer 

options often reduces mental drain of online 
visitors and increases purchase rates. 

After customers chose either of the offered 
tents or a basic (region independent/not spe-
cialized) alternative they would see the total 
price and weight and could progress to the 
check out where they would have to fill in the 
expected duration of use and payment details. 
A similar process could also be used inside a 
retail store, where travellers could use a provid-
ed tablet and customize their gear. Personnel 
would have more time for assisting or sharing 
advice on what features mean, prepare sets, 
show how it looks or how things need to be set 
up, rather than having to individually take every 
visitor through the process of customization. 

A 3-step web application provides Millennials 
with a well known process (online shopping) to 
create their ideal tent for a chosen nature ac-
tivity. They can choose between appearance, 
main features and add-ons. The customer jour-
ney starts at home during the trip preparation, 
where customers would choose their destina-
tion, select the products needed and the time 
they would pick up their unique set at their des-
tination. Based on this progress for the service 
part of the presented design, the tent may be 
detailed and prepared for a product evaluation. 
For an effective evaluation of the design it is im-
portant to understand how the beetle tent com-
pares to real life alternatives. 
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A list of parts and additional feature-based 
changes was generated and may be found in 
appendix L. Dimensions of the tent are defined 
to ensure spacious and comfortable camping 
and are based on ergonomic dimensions (i.e. 
sitting height, height, shoulder width) retrieved 
from (DINED). 

For products of the premium camping segments 
(target product segment), many customizations 
are needed (custom material or parts). A realis-
tic weight and cost analysis, that provides the 
target quality is out of scope. To still be able to 
evaluate weight and make a cost indication, a 
market search gives important insights.  

The Nallo 2 by Hilleberg (2019) is found to be 
a good product for a thorough comparison. 

Product Detailing

Hilleberg is a Swedish tent manufacturer, well 
known for its high quality and lightweight tents. 
The Nallo 2 is 1-2 person tent. It looks similar 
to the concept design, as seen in figure 25 and 
fuliflls the high quality demands, sought for the 
beetle tent.

In terms of dimensions (see figure 26), the Na-
llo 2 is close to what the concept design offers, 
based on the ergonomic data. The concept is 
slightly wider and higher, especially in the front 
(130 x 160 versus 100 x 130). The material 

used for the Nallo 2 is engineered and special-
ized, according to Hilleberg’s material code. As 
the Nallo 2 is placed in the premium segment 
and has a focus on reliability and quality, it ide-
ally matches the desired product properties 
and may be used as an orientation for a realis-
tic weight and price indication. Even for a high 
price, like 895$ (Nallo 2), the benefit of an ac-
cess-service to provide more financial freedom 
as costs may be spread across multiple users, 
it is assumed to be a valid representation of the 
created value the concept tent aims to offer in 
its basic setup. 

The concept tent matches the overall appear-
ance of other related outdoor tents and should 
not evoke alienation amongst campers. This is 
also important when validation of certain de-
sign aspects is sought, as a very innovative or 
outspoken design could have negative effects 
on the objectivity of consumers/experts/evalua-
tors. Based on the close connection to the Nallo 
2, validation may become more representative 
and weight and price may be indicated realisti-
cally. Before the tent and its features are vali-
dated, it is important to reflect upon the design 
process. How was it different from product- or 
service design? What are important aspects for 
decision making?

Figure 25: Comparison between concept tent (left), Nallo 2 (middle) and two other available tents
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Figure 26: Comparison concept tent (left) with Nallo 2 (right) (Hilleberg, 2018)
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Figure 27: Comparison of a typical product design process (left), the applied method for the ac-
cess-product (middle) and a service design approach (right)

Designing for access with attachment and ex-
perience in mind was in several ways differ-
ent from a common design process. Figure 
27 shows a comparison between a common 
product design process (Eger et al., 2013), the 
applied design process for this work and a ser-
vice design process (Designlab, 2018; Stanford 
IT, n.d.; Designtools, 2008). Presented design 
processes are examples for respective design 
approaches. Different processes may apply for 
different designers and varying design tasks. 

Designing for access as described here was 
based on the idea to design a product for a ser-
vice. It turned out to be different from service 
design but builds on common aspects from 
both product- and service-design.

Process Reflection Research Phase
For access, I had to make out the target user 
and evaluate their needs and desires. Based on 
their activities and the focus on experience and 
attachment as design drivers, an attractive and 
matching experience had to be chosen. Design-
ing without a specific use environment in mind 
did not yield effective results. With a specific ex-
perience in mind, a general design goal could 
be phrased, which functioned as vision for the 
design process. 

Comparing all three approaches, research is an 
important aspect to create a valid and useful/
attractive design. Generally similar tools may 
be used for this phase in any domain. Research 
may be based on interviews, focus group dis-
cussions, expert interviews, observations, user 
tests and more. 

A remarkable difference is the emphasize on 
problem definition in service design. It has a 
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clear solution-oriented perspective, while for the 
product design, problems may be on a purely 
aesthetic or functional level as well. The prob-
lem that is solved when designing for access 
is on a higher, more abstract level (i.e. “how to 
design for access?” rather than “how to manu-
facture X?”) and therefore described as goal ori-
ented.

The product design process is the only one that 
initializes a requirement formulation from the 
start. For access, requirements were not clear 
enough to be useful at that stage and in service 
design, detailed requirements for interfaces or 
service scripts may only become defined further 
in the process. The importance of a requirement 
specifications may also be due to client input. 
Before starting the process for product design, 
designers and customers must define most im-
portant requirements from the very beginning. 
For both, access and service design these re-
quirements may be much less specific or con-
crete due to their intangible nature.
  
Concept Phase
The access design process was similar to a 
common product design process. Ideas were 
generated in brainstorm sessions and several 
basic concept directions could be defined. Even 
though, the process of product design was cho-
sen, the result was much more a service de-
velopment. At this stage the five concepts (see 
chapter Travelling - Concepts 1.0) were defined. 
For the decision-making process the general 
service ideas were evaluated rather than the 
product examples. For an evaluation only basic 
requirements could be used. The most impor-
tant one at this stage, was if a concept would 
create additional value for being implemented 
as an access-based service (ABS) or not. Attach-
ment and experience did not have to be consid-

ered at this stage. A slightly refined service out-
put could be generated as result of this phase.

Other than service- or product-design processes, 
the design of a product for an access-service re-
quired a second concept phase. Only as the gen-
eral service could be defined in enough detail 
(concept phase 1) it was possible to apply the 
product design process on a selected product 
(tent). This concept phase is identical to the one 
described for product design, where ideas are 
sketched, iterated and discussed to identify the 
ideal concepts. Evaluation of these concepts had 
to consider attachment and experience. Prob-
lematic during the evaluation of concepts was 
the unclarity about possible effects of ideated 
features. Even if requirements could have been 
stated more specifically, it would not be clear to 
which extent each of the features would be able 
to fulfil them. Therefore, the decision-making 
process for products of access might have been 
more similar to service design, as the expected 
effects had to be envisioned and assessed as 
part of a system of environment, product and 
service.
  
In comparison, all three processes use similar 
techniques to create ideas and further elabo-
rate on those ideas. The biggest difference may 
be the way decisions are being made. For prod-
uct design a more refined requirement specifi-
cation helps to identify the ideal concepts. For 
access, requirements were on a much more 
basic level and could not be specified any fur-
ther. To clarify, one requirement would be to de-
sign for multi-use, but the exact meanig of how 
this requirement would translate into the deis-
gn process remains unclear, as multi-use may 
be including two people or 10 or 100 people. It 
may be about remote use at the same time or 
altering use between individual users. No meas-
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urable requirement may be easily extracted to 
design for. Decision making in service design 
must consider much more than a single prod-
uct and therefore has to have the entire system 
in mind. Specific service design tools (customer 
journey, service blueprint) are required and the 
impact of multiple touch points and interaction 
guides further detailing.

Detailing Phase
When designed for access, the detailing process 
was dominated by service design thinking. As a 
tent concept was finally defined, it was required 
to think about ways consumers would create 
their tents and how interaction with the service 
would occur. With a general idea in mind, a sin-
gle touchpoint had to be refined and checked for 
its practicality. The web application only defined 
a single touchpoint of the user journey but was 
enough to further iterate on the product concept. 
Further detailing of the tent could then be done 
according to product design. Individual features 
were investigated and connected to a tent as-
sembly. Weight, materials and costs could be 
considered. Decisions during this phase were 
highly functional for both, product and service. 
The App would have to provide the right infor-
mation in an understandable way, while the 
tent would need to be lightweight, spacious and 
comfortable. Experience and attachment were 
not important to make detailed decisions.

Both service and product design rely on prototyp-
ing to detail and refine concepts. The difference 
between detailing processes is determined by 
design, rather than by the distinction between 
service or product. For access it was important 
to include both sides to further progress. Alter-
ing between service and product showed to be 
the most effective way to progress and refine 
concepts. Each of the steps heavily relied on 

the previous step, where clarification of service 
or product guided the upcoming design adjust-
ments. 

Evaluation Phase
Evaluation of the access product would mean to 
test the effect of designed products and could 
also be based on prototypes. As for this work, 
evaluation meant to verify if created service 
and product would create desired emotional re-
sponses in users. A detailed evaluation would 
require similar tools and methods as used by 
both, product and service design. Here proto-
type testing and evaluation creates new input 
for design specifications.

Conclusion
Overall, the design process of a product for a 
service became a mixture of designing a service 
and designing a product. Product design tools 
and process structures dominated, but this may 
also be due to the product design background 
of the author and the desired focus to design 
a product, rather than a service. It is crucial to 
understand how service and product are inter-
twined for the presented case. Designing prod-
ucts for access would strongly benefit from a 
tight cooperation between both design areas 
and depend on each other’s progress. 

For a real-life case, the process could have been 
different, as goal and target had to be self-de-
fined. Clients could provide important insights 
and specific requirements for their access-prod-
uct. For an existing service or predefined prod-
uct, the design process could skip the first con-
cept phase. Decisions might be made by clients 
and based on economic or manufacturing rea-
sons. Despite these circumstances, a real-life 
case would still have to combine service and 
product design. For product designers it could 
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be critical to think about the overall impact next 
to the single product that is designed. Service 
designers would have to emphasize the coher-
ence between all components of a system and 
the goal to provide attachment and extraordi-
nary experiences.

A product-design based process, dominated by 
service-design thinking was found to be the re-
sulting design process for this case study. The 
alteration of product and service detailing was 
important for the progress, where the general 
usability of a concept in the ABS frame guided 
the initial design decisions. More clearly, any 
concept would have to be inherently beneficial 
in the setting of ABS rather than being equally 
suitable in traditional selling/owning consump-
tion models, to provide value to consumers. 
During the concept phase, attachment, experi-
ence and a more clarified use-case and custom-
er-journey helped to identify the ideal solutions. 
A thorough evaluation and inclusion of experts 
and target users would give relevant insights to 
further refine the design and assess its actual 
value. Is the service an attractive consumption 
alternative for Millennials? How do features af-
fect experience and attachment and what fea-
tures are most interesting for consumers?
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Part 3



Considering the overall design challenge, the 
goal during the design process was to come up 
with a functional and practical tent of high qual-
ity. Additionally, attachment and experience en-
hancing features would need to be designed to 
overcome the identified gap between owned – 
and accessed products. It was difficult to design 
attachment and experience with a clear distinc-
tion. The exact way a feature may interact with 
consumers and other features or base proper-
ties of a tent seems to be highly complex and 
may go beyond a simple – add personal expres-
sion and the tent is more attaching – approach. 
Validating the designed features should give 
more insight into how experience and attach-
ment may be understood in terms of integrated 
tent features. In theory, the proposed tent con-
cept should be more attaching and experiential 
than other (privately owned) tents.

At this stage it is not possible to state wheth-
er the design challenge was met. Ideally, the 
service is a more promising offer to millennial 
backpackers, than other consumption models 
(ownership). It was designed with backpackers 
in mind. The current consumption models are 
either ownership of cheap or even single-use 
tents or ownership of quality gear that is used 
for many years. The created service should pose 
a better compromise between the main motiva-
tors price, quality and convenience. Especially 
for the extraordinary experience seeking Mil-
lennials. That is why the first hypotheses for the 
validation is  
 
H0: The proposed service is preferred over own-
ership of a similar tent or ownership of a cheap 
tent.

To find out if attachment and experience en-

Validation hancements could be purposefully designed 
into the tent it is important to see, if consumers 
identify any added value and if it is possible to 
clearly distinct between experiential and attach-
ing features. Thus, the first hypotheses (H1, H2) 
to tests the effect of designed features, while 
H3 and H4 are stated to test the differentiability 
between experience enhancement and peculi-
arity.

H1: Features glowing straps, fly mode, ham-
mock, panorama roof, sun protection, snow flap 
enhance the camping experience.

H2: Features smart app, personal flag, surprise, 
select appearance, solar panel, team up and uv-
tools make the tent special.

H3: Features glowing straps, fly mode, ham-
mock, panorama roof, sun protection, snow flap 
have a stronger impact on the camping experi-
ence, than on making the tent special.

H4: Features smart app, personal flag, surprise, 
select appearance, solar panel, team up and uv-
tools have a stronger impact on making the tent 
special, than on the camping experience.
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Method
To test stated hypotheses an online survey was 
used. The survey contained questions about the 
general service and its’ benefits, as well as an as-
sessment of individual and combined features 
and their effect on experience and peculiarity. 
The survey also asked for previous experience 
with access-based services (ABS), camping and 
travelling preferences. Images were used to ex-
emplify the content of rentable custom sets and 
feature explanations. Some examples may be 
seen in figures 28 to 30. 



Figure 29: Example explanation used for the individual rating of features

Detailed information about how the survey was 
designed and what results were found is pre-
sented in Appendix M - O. 

To better understand and make a meaningful 
interpretation of gathered data, an expert was 

interviewed. The general service concept was 
discussed and compared with the retail experts 
opinion about consumption preferences and im-
portant aspects of outdoor gear services.  

60

Figure 28: One of the four example sets showed during the survey
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Figure 30: Consumption mode comparison including rating and technical specifications
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For better understanding of gathered data, an 
expert was interviewed. The interview took place 
at Germanies biggest Globetrotter store. The ex-
pert sold outdoor gear and tents for more than 
25 years and worked in small private stores and 
big commercial outdoor centres in Frankfurt, 
Germany. His expertise on the topic is based on 
daily interaction with gear and travellers and 
personal travel experience. The interview was 
a 1-on-1 discussion, restricted to 90 minutes. It 
was not possible to show images of the content. 
Ideas were described and shared verbally.

For the introduction of the interview, the top-
ic was elaborated and current consumption 
trends, the concept of access-based economy 
explained. The service was described based on 
the same example as used for the survey, a 3 to 
6 week journey to Chiles diverse regions.

The expert was familiar with this concept and 
referred to the past times, where he himself of-
fered outdoor gear and tents to travellers, at his 
previous privately-run retail job. He would sub 
rent tents and even climbing gear, but back then 
this offer was used more as a decision help and 
way to bring customers back to the store. The in-
itial goal would therefore not be to have a rental 
cycle, but more to rent gear, that is bought af-
terwards or exchanged for another similar piece 
of gear that is expected to better fulfil the per-
sonal needs. The expert could not imagine how 
this would work today, as the companies would 
have to take responsibility of every accident that 
would happen while being outdoor with rented 
gear. As an example, a climber was mentioned, 
who would rent climbing gear without having 
the required training to use it in a safe manner. 
According to the expert no company would be 
willing to take this unnecessary risk of lawsuits 

Expert Interview and bad publicity. But the expert also found that 
now may be the right time to experiment with 
these kinds of consumption models, as young 
consumers seem to be more open towards such 
a model. Another point of concern for the ex-
pert was the company who would provide such 
a service. With Globetrotter as a global outdoor 
giant, the expert doubted if the commercialized 
way of selling would be in line with the sharing 
thought of community and if such a company 
could be an authentic provider for proposed 
rental services. 

The expert fully agrees with the identified ben-
efits of introduced service but points out the 
unique value of specialization and spontaneity. 
A service with locally targeted gear could pro-
vide highly specialized gear. Further, the expert 
mentioned the common way of grouping during 
a trip, where multiple independent travellers 
group together for a certain part of the trip. Hav-
ing a rental at hand, where one could access 
gear that would be required to join a group, that 
otherwise would not be possible due to missing 
gear, is a valuable aspect. That is also, why in 
very specific areas (i.e. the Himalaya or Kang-
chenjunga, India) related options already exist 
on a small scale. The expert reported a trip to 
India, where a traveller would join a group for 
a camping trip and had to access a sleeping 
bag. He would be able to rent it and despite the 
hygiene concern would take it for the duration 
of the camping trip. The hygiene issue is some-
thing, according to the expert, that would be 
hard to overcome, but would just have to be ac-
cepted in those special cases.

A problem, the expert felt with the service was 
the option to rent a high-quality tent (also men-
tioning Hilleberg in this context) that would end 
up at the beach, where it would not be able to 
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show anything of what it was actually made for. 
Another danger identified, was the alternatives 
to buy quality gear and resell it after initial use 
to reduce the overall costs. The online oppor-
tunities would be a big competition to a rental 
service.

When some of the developed tent features 
were discussed, the expert had a general re-
sponse about them:” Das ist zu kompliziert. Das 
ist zu viel! (this is too complicated. This is too 
much!)”. He further elaborated, that they would 
sell backpacks, where three different hip belts 
are included, so backpackers could customize 
their belt for each trip. Another example was the 
mummy sleeping bags that may be enlarged by 
an additional piece of fabric that is attachable 
to the original sleeping bag. For both cases, the 
expert found that people seem interested, but 
never buy it. It is as if it makes things to compli-
cated. According to the expert, people seek sim-
ple things and do not want to be bothered by too 
many choices and extras. When further asked 
about the ideal tent design for a rental service, 
the expert again emphasized the importance of 
simplicity. It would have to be easy to be pitched 
by anyone. An alternative that came up during 
the discussion was a differentiated product of-
fer. That would mean, that experienced camp-
ers would be able to access high quality and 
more complex gear, while novice users or travel-
lers with less demanding trip destination could 
make use of rather simple and sturdy tents.

The conclusion of the discussion, drawn by the 
expert was, that people want to have things and 
they want to have more things now, then they 
ever wanted. Also, because they aspire to travel 
more and justify expensive purchases with their 
goals to travel for many more years to come. 
But the expert also found a big difference be-

tween young and older travellers. Young travel-
lers would be open to try out new things and not 
shy away from risky choices that may promise 
improved journeys. Older travellers would be 
clear about what they need and do not need 
and rely on things that worked over decades of 
travelling.

Based on the experts opinion, benefits of the 
service concept could be confirmed. Specializa-
tion and flexibility is an attractive attribute for 
travellers. Customization was stated to be too 
much for most consumers, who seek easy solu-
tions. The expert strongly emphasized the dif-
ference among travellers (age, experience) and 
their needs. Do the results also reflect the same 
insights? What do the results mean for ABC and 
product design for ABS?



The results of the online survey provide impor-
tant insight into the meaning of created design 
solutions. Interpretation is based on the infor-
mation gathered during the literature review, 
brain storms, focus group discussions and the 
expert interview. 

Interpretation buying and the big gap between the cheap dis-
posable tent. The rental is targeted at the upper 
end of the budget spectrum, rather than at the 
low end of the premium spectrum. Increasing 
the price could be a sensitive measure that de-
cides between success and failure of a similar 
service. If price were the only determinant, the 
cheap tent should have been the easy choice, 
but the survey shows that Millennials are will-
ing to pay for quality, if it is reasonably priced. 
The third most important reason for why partici-
pants chose the rental option is the size. Travel-
ling is a long duration activity of up to multiple 
weeks or even months. The comfortable size 
of the concept tent seems to have provided a 
positive impression when compared to the tiny 
disposable tent. Even though only preferred by 
a few, the premium tent was chosen for owner-
ship. The individuals could have seen additional 
value in ownership, that would pay off on the 
long run. Despite the high price, they sought the 
option with most freedom and reliability. The 
differentiated investigation showed that experi-
enced campers were more likely to choose the 
expensive ownership option. For them it could 
be closer to their current mode of camping and 
relates to the positive experiences with owned 
quality tents. As seen with cars, individuals, that 
own already seem to be more resistant to try 
out new alternatives.

All introduced features were rated to create a 
positive attitude (average) in participants. The 
way these features were presented is found to 
have resonated with participants and the intend-
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Figure 31: Conceptual trip used for the online 
survey and the specific trip targets

The trip to Chile (see figure 31) was found to 
be an attractive travel opportunity for the tar-
get group. Hypothesis H0 could be confirmed 
as most participants were open towards using 
a described rental service and a majority pre-
ferred the rental option above both alternative 
ownership options (see table). This reflects a 
direct comparison between the currently exist-
ing consumption models buying and dispose 
or buying and reuse. A smart pricing strategy 
may have been decisive, as price is found to be 
the most important reason for why participants 
chose the rental option (see figure 33). Espe-
cially when considering the premium option for 

Rank        1st  2nd  3rd
Buy Eupholini for 900, -     13.16% 15.79% 71.05%
Buy Valis for 20, -      15.79% 57.89% 26.32%
Rent customizable Eupholini for 50, - per week  71.05% 26.32% 2.63%

Figure 32: Ranking of each consumption option based on figure 31.



ed value is recognized by many. This means, 
that even within the scope of highly functional-
ized camping where practicality and weight are 
crucial, these features were confirmed in pro-
viding additional value that might be interesting 
for consumers. This could be a first indication, 
that participants seek extraordinary experienc-
es and special moments, which makes them 
more open towards new ways of camping and 
experiencing nature. But this may also just be 
an example of features that people like as they 
are exposed to them, but would not actually use 
or buy them, as described by the expert. Two 
comments clearly stated, that the use of that 
many features in camping would go against the 
very basics of this kind of experiences, namely 
low weight and practical travelling. 

A big difference was found between the individ-
ual rating of the features and the rated overview 
(see table, right). Rating the feature individually 
could have induced thoughts about specific ben-
efits and disadvantages, while choosing option 
for one’s ideal tent also opens the way to cross 

reference features and evaluate them based on 
the relative benefits/disadvantages compared 
or combined with the other features. As the ser-
vice also offers the selection of features, rela-
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Figure 33: Reasons for chosen consumption model

feature (EXP) rank ind. rank ovw.
antimicrobal pad 10  4 
snow flap  11  8 
panorama roof 7  3
glowing straps 2  7
hammock  8  9 
fly mode  1  6 
sun protection 8  1 

feature (ATM) rank ind. rank ovw.
smart app  14  13
select appearance 5  11
personal flag  13  10
solar panel  12  2
surprise  3  12
team up  3  5
uv-tools  5  14

Figure 34: Comparison between ranking of indi-
vidual features and the ranking of features when 
presented together.



tive to others (even though much more reduced) 
the relative rating should be a better indicator of 
consumer preferences. 

The high rating for the sun protection feature 
may be due to the negative experience many 
people have during hot camping trips. Usually 
the tent is small and heats up quickly, while 
water gathers and drops from different places. 
Choosing sun protection may represent a desire 
for better ventilation as well as better tempera-
ture control inside a tent. The solar panel seems 
to be a rather pragmatic choice and could have 
been anticipated also due to the heavy use of 
electronic devices.

UV-tools, the smart app feature and the surprise 
feature are ranked the lowest. An explanation 
for why the uv-tools were not chosen may be 
the unconventional character of this feature. 
Not many people have ever used uv-ink and 
may also feel uncomfortable writing/drawing 

on something that is not owned by them. It may 
also be an indication that the feature lacks ad-
ditional value to the consumer, as it is rather un-
directed and could easily end up in a mess and 
inappropriate messages, as found written or 
carved on many hostel beds. To facilitate com-
munication between users of the same tent, it is 
not a preferred solution and needs overthinking. 
The smart app feature is different. It is clearly 
technological. In the spheres of nature camping 
this may have been a reason why participants 
tended to not integrate it. It is still surprising, as 
people take pictures during the trips all the time 
and share them online already. Having access 
to a gallery that was created by prior campers 
sounds like a good idea and especially when 
360-degree images can be integrated and give 
a much better impression of the places visit-
ed. For this feature the explanation may also 
not have been sufficient (as may be the case 
for any other feature) to fully grasp the idea or 
it just does not have priority when consumers 

Figure 35: Selected features for the ideal tent (in votes accumulated)
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choose features for a tent they would like to use. 
The surprise feature was commented multiple 
times with being interesting but concerns about 
the environmental pollution by confetti or glitter 
was raised and indicates relevant doubts.

As many features are tailored to facilitate a 
certain nature environment (i.e. hammock and 
snow flaps) and are not very common or well-
known they might have induced some hesita-
tion or may also not have been chosen because 
they would only be of value in a very specific en-
vironment.     

H1 could be confirmed. All of the experiential 
features were found to have a positive effect on 
the camping experience. Generally, the positive 
effect on the experience for those features is 
also higher than for the attaching features. Es-
pecially the fly mode was found to have a strong 
positive effect. This may be due to the simple 
character of this feature. It seems realistic to 
implement this feature into a tent without mak-
ing it very complicated or effecting the familiar 
tent appearance. A striking observation is that 
uv-tools were found to have the biggest positive 
effect on the camping experience, even though 
classified as attachment feature. It also ranked 
fairly high in the individual ranking. Considering 
the low appreciation for the ideal tent, it seems 
as if participants highly appreciated the idea 
to be able to communicate with their camping 
peers. On the other hand, glowing straps were 
also rated to be really experiential which may 
indicate, that participants just liked the idea of 
artistic or atmospheric tent decoration visible in 
the dark. Another highly experiential feature is 
the antimicrobial pad. Hygiene was found to be 
crucial for these types of services. Not having to 
worry about possible contamination by other us-
ers for an intimate product as the sleeping pad 

seems to have been important to many.

H3 cannot be confirmed. Despite their high 
ranking in terms of experience, all the experi-
ential features rank even higher in terms of 
making the tent special. This is indicating a 
more complex relation between experience and 
attachment (instrumentalized by “special” char-
acter). It may be, that participants consider the 
experience together with how special they think 
a feature makes a tent. Even more evidence 
may be provided by the fact that a single fea-
ture (uv-tools) is rated more experiential than 
special. This also means H2 and partially H4 
could be confirmed. All attaching features were 
rated to make the tent more special and to be 
more effective in making the tent special than 
enhancing the camping experience (except uv-
tools). Despite almost all features being evalu-
ated as more special making than experiential, 
the experiential features serve their purpose 
better. The main problem here may be the way, 
“special” is understood. When Schifferstein et 
al. (2008) describe why special things indicate 
an emotional bond they explain it as additional 
value that is provided by a product, compared 
to other similar products. “To obtain a personal 
and special meaning, a product should provide 
the owner with something exceptional over and 
above its utilitarian meaning” (Mugge, Schoor-
mans & Schifferstein, 2005). For them, the spe-
cial something that is provided by a product is 
always understood in the realm of ownership 
and in consideration of an existing personal in-
teraction with the product. For participants of 
the survey, special could have been understood 
much more in the sense of being different than 
other tents. As no real interaction and no means 
of ownership for the different features was part 
of the evaluation, this could have reduced the 
instrumentalization of special and removed the 
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emotional connotation. Nevertheless, as spe-
cial considered features should be more easily 
emotionally attachable. Special may just not be 
enough to fully identify the emotional aspects of 
these features.  

Customization of the rental does not seem to be 
important to users, which also resonates with 
what the expert said about customizable gear. 

When looking at the differentiated results it 
seems as if more camping experience would 
increase the threshold for campers to consider 
the service. This could be due to the confidence 
about being able to manage camping in the 
well-known mode. The expert also mentioned 
the different consumption behaviour between 
older and younger customers, which may trans-
late to experienced and less experienced camp-
ers. Experienced campers know better what to 
expect and what to look for and are less unde-

cided but maybe also less open for new camp-
ing experiences.

When comparing the most beneficial proper-
ties of the service, experienced campers have 
a stronger emphasize on accessing specialized 
and expensive gear (see figure 36). For less ex-
perienced campers price plays a more impor-
tant role. This is a common development, as 
more knowledge and increased expertise also 
means that otherwise common issues may be 
easily resolved and for beginners not relevant 
aspects become interesting ways to improve 
the overall camping. The more experience is at 
hand, the more use is made from products (i.e. 
photographer with professional camera and be-
ginner with professional camera make very dif-
ferent images).   
 
The difference in feature preference between 
both user groups is striking. Moderately expe-

Figure 36: comparison between benefits each group values most about the service 
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rienced campers seem to be more interest in 
ways to improve the camping experience by 
experiential features (i.e. sun protection, pano-
rama roof, hammock). More experienced camp-
ers were more open towards features that would 
express their personalities like the personal flag 
or the selection of appearances (figure 37, top). 
They seem to be more assured of a positive 
camping trip and would appreciate the chance 
to differentiate from other campers. For less ex-
perienced campers the priority is comfort and 
budget, rather than personal expression. 

The price sensitivity for moderately experienced 
campers also shows in the consumption prefer-
ence (rent, buy – reuse, buy – dispose), where 
they preferred the rental and disposal tent op-
tion more than experienced campers. Gener-
ally, experienced campers seem to value gear 
more even when it comes for a higher price. This 
could be due to past experiences where cheap 
gear failed, or professional gear served reliably 
through even harsh conditions. They are more 
practical, as weight and size matter more than 
price to them.

Figure 37: Top - comparison between preferred features for the ideal tent; Bottom - comparison between 
reasons to use rental service

69



This validation examined if developed prod-
uct-service would pose an attractive con-
sumption alternative to ownership of quality 
equipment or one-time use of (cheap) gear. 
Additionally, main benefits for participation in 
presented service were evaluated. It was test-
ed if specific product features would create an 
improved camping experience and increase the 
perceived peculiarity of the tent. It was further 
verified which combination of features would 
offer the most attractive camping solution and 
how preferences between experienced and less 
experienced campers differ. An expert opinion 
was used to make meaning of the gathered 
data.

The number of respondents for this survey is 
low. A complex subject as the evaluation of 14 
different features in a conceptual backpacking 
trip for Millennials that use a newly proposed 
service, may create questions, misunderstand-
ings and confusion. An online survey does not 
allow to tackle these issues and findings have 
to be understood with the possibility, that the 
investigated subject was not fully comprehend-
ed by all participants. The sheer length of the 
survey requires strong focus and active partici-
pation for up to 20 minutes. 

45 participants finished the survey. An increased 
number would help to validate the gathered in-
sights, especially for the differentiated results. 

Despite the low number of respondents, moti-
vations stated in the survey match with litera-
ture about access-economy participation (de 
Rivera et al, 2017; Benoit et al, 2017; Lindblom, 
Lindblom & Wechtler, 2018; Lang & Armstrong, 
2018; Edbring, Lehner & Mont 2016). Therefore, 
gathered insights may not be taken as general 
and ultimate, but are in line with literature when 
considering Millennials.

Gathered findings provide a valuable case for 
the value of experience and attachment in prod-
uct design for ABC. It remains a case study. It is 
not clear whether insights also transfer to other 
experiences or different products of the same 
experience.

The Service
Hypotheses 0 is confirmed. Results indicate a 
preference for proposed rental service, com-
pared to ownership and single use. The hy-
pothesis does not include the option to rent a 
quality product from friends or acquaintances. 
This use case would provide a compromise be-
tween spending a lot of money and having qual-
ity equipment during the trip. This way it would 
be another consumption mode, that targets 
comfort and price motivations of Millennials. 
Including this consumption mode would come 
with additional problems, as it is not clear what 
quality the product would have and if it would 
be comparable in terms of price and comfort to 
the proposed consumption alternatives. Choos-
ing an equivalent tent for the rent-from-a-friend 
mode and providing the option to choose this 
free (renting from friends usually does not come 
with costs) alternative is expected to have elimi-
nated many of the gathered insights without of-
fering much additional information. Participants 
that would have this option in real life would not 
be targeted by the service (for this product).

Discussion

The results cover a wide range of content. Fea-
tures were found to be effective, especially con-
sidering the effect on experience. The service 
was identified as an attractive consumption al-
ternative for Millennials. But how valid are the 
results? What are limitations of used methods 
and gathered data?

70



It could have been worthwhile to compare pro-
vided options to a rental option for a non-cus-
tomizable tent or offer different price alterna-
tives of the identical selection.

The most preferred benefits (travel convenience, 
specialized gear and low price) overlap with the 
motivations found during the literature review 
and in the focus group discussions. Motivations 
could therefore be translated into a service offer 
in a meaningful way and provide a case study for 
outdoor gear, adding a sector-based perspective 
to literature on access-based services. The spe-
cific evaluation on outdoor gear and tents only 
considers a very special way of travelling and is 
not directly transferable to other modes of trav-
elling. As backpacking by Millennials is related 
to a vast variety of activities gathered insights 
may pose a good starting point to investigate 
other specific backpacking or tourist activities.

The Features
H1 was confirmed: Experiential features were 
found to increase the camping experience and 
to do so more effectively than the attaching 
features. This is a strong confirmation of the 
idea, that experiences may be used to increase 
the perceived value provided by products in ac-
cess-based services. Apparently, participants 
were able to make a distinction between fea-
tures that target the experience and other fea-
tures. From 6 features classified as experiential, 
5 were more experiential than the attaching 
features average. Having measured multiple 
features with this result is a good way to reas-
sure the validity of the finding.

Attaching features were found to make the tent 
more special (H3), but surprisingly all features 
(except 1) had a stronger effect on the perceived 
peculiarity than on the experience (H2 not con-

firmed; H4 partially confirmed). As only uv-tools 
are more experiential than special, the evidence 
strongly supports the finding of a correlation be-
tween experience and perceived peculiarity. It 
remains unclear if this is also the case for other 
products or other use scenarios. 

The uv-tools feature is special in many ways. It 
is the only feature that has a stronger effect on 
experience than on peculiarity. It is classified as 
attaching feature but is measured to have the 
biggest positive impact on experiences of all 
the features. It may have been classified falsely 
and seems to evoke a much stronger experien-
tial response than an emotional/attaching one. 
As this result was not foreseeable, no additional 
evaluation exists that would help to identify the 
reasons for what causes participants to rate the 
uv-tools feature in the way described. The fea-
ture description is stated in a way to emphasize 
the communicative character of this feature, 
but the image (movie character) might have in-
duced other associations.

Considering the way experience and peculiar-
ity were assessed, especially peculiarity raises 
concerns. Despite several authors indicating, 
that peculiarity of a product is important for it to 
create an emotional bond, it does not fully com-
prehend the meaning of emotional attachment. 
Questions that ask for a specific emotional re-
sponse evoked by each feature could have given 
more insights. Additional questions about how 
unique, familiar or self-expressive certain fea-
tures are could have given additional insights 
into the attachment character of proposed fea-
tures. An extensions of the questionnaire could 
have decreased the response rate, but addition-
al focus group discussions could also provide 
a better understanding of the emotional value 
features create. 
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Functional features were preferred over ex-
pressive or decorative features. This finding fits 
well with the practical use-scenario of camping 
where weight and size are crucial. This finding 
is an important indicator about which features 
to focus on for designers, while considering 
the specific use case scenarios. As camping on 
a campsite is a common mode of camping, it 
could have been beneficial to test, whether or 
not participants would have a different idea 
about the features. Here, weight and size could 
not have as strong of an impact. The introduced 
trip to Chile did not describe any campsite and is 
expected to have pointed to the targeted mode 
of camping in nature, rather than the campsite 
and therefore should reflect the targeted use 
scenario.
 
Expert Interview
Additional expert opinions would help to fur-
ther establish generated insights. The expert in-
terviewed is highly knowledgeable and lead to 
improved understanding of gather data. Other 
experts could further broaden the perspective 
or pinpoint important aspects for better inter-
pretation of survey data. An inclusion of experts 
beyond outdoor retail (i.e. Expert Backpacker, 
Travel Activity Provider, Camping Tour Guides) 
could be an important extension of underlying 
meaning found in the results. Despite the lack 
of additional experts, the opinion provided by 
the expert is valid, as retail is the most close-
ly related sector to the proposed rental service. 
The expert interacts with travellers in the same 
phase as the service targets (trip preparation) 
and is closely involved in direct user feedback 
about equipment used.  

The discussion showed, that used methods were 
considering relevant factors and cohere with 
findings from previous research on ownership 

The validation of the outdoor-gear access-ser-
vice provided necessary insights to assess if in-
tended design impacts could be achieved and 
if the service would provide an attractive con-
sumption alternative to Millennials.

Indeed, Millennials preferred the presented ser-
vice over ownership alternatives (H0 confirmed). 
This observation directly relates to the investi-
gated trend from ownership to access and ex-
emplifies a case where consumers state to be 
open to switch their consumption behaviours. 
This finding is fundamental to the final product 
design, as it presents a valid service scope for 
the implementation of the designed tent. Con-
venience, specialization and price cohere with 
participation motivations of Millennials and 
could be translated into the service offer. There-
fore, this work adds to existing literature by pro-
viding a specific case study for outdoor gear into 
an attractive service proposition. 

The experiential features were found to improve 
the camping experience (H1 confirmed) and 
offer evidence that EE may be further utilized 
to increase the value of products used in ABS. 
Different from service and experience design 
research, experiences could be successfully dis-
played as means to improve the product design. 

Conclusion

or participation motivations of Millennials. Va-
lidity of the results is limited by the low num-
ber of responses and consolidation of a single 
expert. More data would provide more thorough 
confirmations of intended goals. Specifically 
the evaluation of emotional attachment could 
not be implemented ideally and needs further 
research. Interrelation between experience and 
attachment was indicated and requires addi-
tional insights. 
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Especially, as experiential features were found 
to have a stronger impact on the experience 
than the other features, a more differentiated 
and fine-tuned design approach may be pur-
sued when designing for experiences. 

The attaching features were found to improve 
peculiarity (H3 confirmed) and therefore create 
the basis for emotional attachment in ABS. Even 
if it was not possible to validate a positive ef-
fect on participant attachment to any feature or 
product, Schifferstein et al (2008) stated, that a 
product that aims to create an emotional bond 
must be different from other product examples 
to differentiate from it. 

The validation of the survey indicated an exist-
ing relation between experience and peculiari-
ty, as all (except uv-tools) features strongly im-
pacted the peculiarity, even if targeted only at 
experience (H2 not confirmed, H4 partially con-
firmed). Exact interrelations remain unclear, but 
this work may provide a starting point to further 
evaluate the complex relations between experi-
ence and attachment in design. The special fea-
ture uv-tools may help, as it was found to be the 
only feature with stronger effect on experience 
than peculiarity. The exact reasons could not be 
clarified.

This validation further showed the influence of 
chosen experience (here: camping) to design 
for, as practical and functional features were 
preferred over decorative or expressive features 
for the highly functional use-case during camp-
ing. Other use cases could be sensitive to the 
specific properties of the chosen experience (i.e. 
expressive/decorative features might be more 
important in a festival camping tent). And last-
ly, the investigation showed that experienced 
campers differ from other campers considering 

their motivations and preferences. This is di-
rectly related to the observations made by the 
outdoor-gear expert and may help to further im-
prove services and create more specifically tar-
geted solutions. 

How do these results relate to ABS and the rea-
sons for current developments of consumption 
habits? How are gathered findings different or 
confirmative of existing literature?  The final 
conclusion shall give a complete picture and 
connect relations where possible. 
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Society recently made huge changes in terms of 
consumption modes. Part of the reason is the 
increasing urbanization that drives people from 
the rural areas to the city, where everything 
connects, and resources are generally avail-
able. The economic crisis and financial debts 
made people and specifically Millennials seek 
new consumption alternatives that still allow 
them to experience the world, without increas-
ing their financial problems any further. Rising 
awareness of climate issues and the presence 
of social media further deepened the need for 
environmentally conscious consumption and 
connected peers that may provide what other 
peers seek anytime and anywhere around the 
world. 

This new way of consuming gave rise to a com-
pletely new kind of economy, the so-called col-
laborative- or access economy. Challenges arise 
for designers and society to cope with the new 
requirements and demands. The design of a 
product for the access-economy is different 
from regular product design. The right product 
choice is critical. Not every product is equal-
ly suitable for being used in an access-based 
environment. Information based products (i.e. 
Netflix, Spotify) are ideal and may easily be 
shared on platform-based services. The other 
type of products that is suitable are expensive 
things like cars (i.e. Uber, RelayRides), houses 
(i.e. Airbnb) or luxury goods (i.e. Rent the Run-
way). This also accounts for seasonal goods like 
wedding dresses, tools or party equipment. The 
price is too high for Millennials to be a realis-
tic ownership consideration or the service pro-
vides convenience that goes beyond benefits 
that come with ownership. Customers often find 
themselves to be able to save time when using 
access-services which they can spent on experi-

Conclusion
encing extraordinary things. 

Designers should be able to use different tech-
niques to further enhance the way products are 
used in the access-economy, but also to facil-
itate the access-consumption model for more 
personal and low value items. This work inves-
tigated opportunities for designers and ways to 
match the product properties with the require-
ments of the access-economy.

Next to the trend of access, more consumers 
were found to seek extraordinary experiences in 
their lives, as they would help define one-self, 
be happier and grow as persons. These expe-
riences are characterized by absorption, joy & 
value, a spontaneous letting be and newness of 
process and perception. Examples for extraor-
dinary experiences are travelling, festivals, con-
certs and shows. If products and services would 
be able to facilitate those experiences by using 
rituals, narratives or an adapted product design, 
it could become a major point for companies to 
create competitional advantages and provide a 
new level of value to its customers. 

As extraordinary experiences are independent 
from consumption modes (access or owner-
ship of products) another, more differentiated 
product property was required. When compared 
owned and accessed products, a big difference 
could be identified. Ownership comes with free-
dom and independence. Owners create an emo-
tional bond that is based on unique memories 
created with things they own and grows with 
time they spent with and for the products. Ac-
cessed products on the other hand are more 
convenient and do not require additional main-
tenance or storage. This discrepancy between 
emotional attachment to owned and accessed 
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products was one of the main foci of this work. 
Being able to translate some of the attaching 
properties of owned goods to accessed prod-
ucts was identified as a promising way to im-
prove the citizenship behaviour and to improve 
brand loyalty.

Together, emotional attachment and enhance-
ment of extraordinary experiences, was chosen 
to overcome the value gap between owned- and 
accessed products. Personalization/Custom-
ization, group affiliation, a safe and familiar 
environment and the identification of meaning 
in non-ownership were some of the approach-
es that showed to be useful when designing for 
attachment and experience. Special require-
ments for access-based services were found to 
be wear-resistance, hygiene, consideration of 
multiple users, but also governance, privacy and 
accessibility. Hygiene specifically turned out to 
be of major influence and could completely 
eradicate the desire to use an accessed prod-
uct, when neglected. Together with those aris-
ing requirements, new opportunities surfaced. 
From the consumers point of view, designing for 
access-based services may be based on shared 
costs (increased financial freedom during de-
sign), a predetermined use-duration, specialized 
service, multiple users that may take part in the 
service and reduced maintenance that saves 
consumers time and storage space.

A service-product concept based on camping 
and outdoor travelling gave the required insights 
about the design process and effectivity of cho-
sen approach. The final service concept offers 
a great business case and solid value proposi-
tion targeted to Millennials, who seek conven-
ience and low prices for access to quality out-
door gear. Especially campers that do not have 
excessive camping experience were found to be 

a welcoming user group, as their readiness to 
spend extensive amount of money was lower 
than for expert campers. The developed rent-
al-service was more attractive than very cheap 
one-time-use alternatives or premium products, 
which pose the current consumption alterna-
tives. Most important benefits were identified 
to be the possibility to access specialized goods 
and the increased convenience of carrying gear 
only when using it and easing the travel proce-
dures at airports. For very experienced campers 
the service was most valuable for the chance to 
access otherwise expensive gear.

The designed access-tent was built around at-
tachment and experience and offers a multitude 
of different features to ideally adapt to chosen 
use environments. Experienced campers paid 
attention to weight, size and quality, but also 
favoured features that would help them to ex-
press their personality. Less experienced camp-
ers were more price sensitive and preferred fea-
tures that would have a stronger impact on the 
comfort of the overall camping experience. 

It was possible to successfully design distinct 
features that have a positive impact on the 
camping experience and increase the perceived 
peculiarity (degree of how special something 
is). It could not be clarified if the peculiarity, as 
tested here, would also indicate an improved at-
tachability for tents with designed features. Fur-
ther, experience was found to be entangled with 
peculiarity, even though not fully understood to 
which extend.

The design process itself was guided by the se-
lected experience. Designing required to iter-
ate product and service in alteration, whereby 
service thinking was the dominant influence 
in a product-design based process. To make 
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reasoned design decisions, neither identified 
requirements of access-based services, nor 
opportunities were useful, due to their ambiva-
lent character. Requirements could not be stat-
ed specific enough to be used as requirement 
specification (as common tool in design). Im-
portant aspects for both, attachment and expe-
rience, could not be made useful as a method 
for designers. They too, are ambiguous and very 
extensive. However, designing experience en-
hancing features was successful. It was more 
the in-depth understanding about both fields, 
that could be made useful during the process. 
Designing for access included more preliminary 
effort (research, clarification, specialization), 
but this may be different for real-life cases, 
when they are more guided by customer inter-
ests rather than research objectives.

All of the gathered insights are combined into 
the “ABS - product design guide” (see figure 38). 
WIth this guide, designers should be able to pur-
posefully design products for ABS. The guide 
considers identifed requirements, opportunities 
and implements the experience and attachment 
tools into the resulting design process. Consum-
er motivations and a selected experience to de-
sign for frame the guide.

Presented work adds to existing research about 
Millennials and their participation motivation in 
ABC. As part of the case study, insights about 
the value of ownership further extend research 
on product ownership and human-product re-
lations. Findings correspond with and extend 
existing literature about (extraordinary) expe-
riences and how these relate to travelling. Be-
yond the reviewed literature, this thesis provides 
a case study that combines research from both 
ownership theory and experience theory with 
Millennial characteristics to enhance product 
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design. This work is distinct from service design 
literature as it connects “designing products” 
and “designing services” to “designing products 
for services”. However, it remains a more or less 
product-design dominated work that creates 
additional insights into designing products. The 
ABS - porduct design guide is an addition to the 
tool box of designers, that have to design prod-
uct for ABS.  

This conclusion connects all parts into a mean-
ingful case study that provides additional in-
sights in ownership, experiences, attachment, 
travelling,  Millennials and designing products 
for ABS. The ABS - product design guide helps to 
make these insights useful for designers. What 
would be important next steps to further pro-
ceed with this research and how may this work 
be improved?



Figure 38: A
ccess-based service (A

BS) - product design guide,.



The extensive work on this topic led to new in-
sights and interesting starting points for further 
investigation. 

Improved validation
To have a better understanding of present 
processes a bigger group of participants is re-
quired. This could be used to implement im-
proved ways to identify the attaching properties 
of designed tent features. A stronger emphasize 
on the emotional aspects of attachment could 
be required to seek out more information from 
gathered data about peculiarity (ability to make 
tent special). A special challenge is posed, as 
attachment is commonly observed in the realm 
of ownership or personal relations. Assessing 
the potential attachment with a conceptual/im-
aginary feature and the different levels of emo-
tional bonding opportunities is difficult. An ideal 
case would be to have real life functional tents 
that incorporate the designed features one-by-
one. Asking participants to choose a preferred 
tent could be an indication for potential initial 
attachment. Another problem with measuring 
the attachment is the inconsistent character of 
attachment. Attachment grows and decreas-
es over time. To fully evaluate the attachment, 
campers would need to be sent camping with 
different tents and asked about their product 
attachment. Problematic for those kinds of as-
sessments is the big influence the actual trip 
would have, the weather, the food, the time, 
everything. A control-version of a trip may be 
a better option. The ideal and ultimate attach-
ment assessment is hard to presume. 

Additional testing
The expert suggested, that consumers seek 
simple product solutions. The many features 
in the current concept version of the tent are 

Recommendations not simple. Therefore, it could be interesting to 
compare if Millennials would prefer the renting 
of a regular tent over the similarly priced cus-
tom tent. Thinking about different versions of 
the tent, that target different ranges of camping 
experience could be another way to further ide-
alize the service offer. The survey showed that 
experienced campers are more open towards 
expensive gear and the expert interview indicat-
ed, that high level tents may be overperforming 
for many occasions or leisure travellers. A more 
differentiated product offer could show to be 
more effective than to provide a single premium 
tent that adapts to the destinations.

More interesting insights may be gathered by 
execution of similar design processes for other 
products. Three different alternatives seem to 
provide a more holistic image of investigated 
contents. 

- First, the provided design could be used and 
tested for another setting. Especially as a tent 
is also used during festivals (another extraordi-
nary experience) it could be beneficial to see if 
the different use environment creates different 
responses. On a festival personal expression via 
light, flags or other tools could become more 
important. Also grouping and communication 
become a different meaning. A more closely re-
lated environment that still could give improved 
insights would be to investigate the tent for the 
campsite scenario. Travelling and camping of-
ten means to camp on special campsites where 
certain rules apply, and other travellers gather.

- The second option for a similar design process 
may be the designing of other products that are 
part of the outdoor service. Here, the experience 
could be kept the same, while designing a new 
product could manifest new ways of realizing at-
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tachment or experience. It would be interesting 
to investigate if results are similar or vary widely 
across product types even in the same use en-
vironment. 

- Thirdly, other products could be designed for 
other experiences. Combined with insights from 
the two proposed options a holistic picture 
should be available. Designers could learn more 
about things that seem to be persistent over the 
different experiences and things that sustain for 
similar products even in different contexts.   

Product Design
In terms of product design, further refinement 
may help to establish a recognizable brand, as 
currently used for other successful ABS (Swapfi-
ets, Car2Go). A distinct shape and/or colour that 
builds on the brand story and outdoor/beetle 
themes. Providing another tent design for indi-
vidual camping and focused on expert campers 
with less weight and less space in mind would 
pose a stronger product selection and attract a 
bigger variety of outdoor enthusiasts.

Service Design
Focus of this work was the product design pro-
cess. Evaluation showed, that the service is a 
highly influential aspect during the design pro-
cess. An interesting starting point could be to 
integrate a service narrative or to implement 
a service ritual. Especially, as the service is 
based on so many artefacts, located in a new/
unknown environment and a community with 
its own ideology, rituals seem to be a great way 
to further lift the consumer experience. A suc-
cessful implementation of these opportunities 
in the service could go beyond extraordinary ex-
periences and facilitate life transforming peak 
experiences. This is proposed to be the ultimate 
end goal of the experience economy. A narra-

tive could be customized for each destination to 
make trips even more unique and give meaning 
to the intangible.

Design Process
For a design process that integrates attachment 
and experience enhancement to the desired 
degree, a long list of valuable aspects was pro-
posed. During the design sessions with four pro-
fessional designers it surfaced, that the method 
is not practical as it is. A more in-depth investi-
gation could improve the usability of the lists. 
This may be achieved by a more structured de-
sign process, that gives a step by step indication 
for designers, when to consider which aspects. 
Another important point would be to clarify and 
finalize the lists to a state where they are under-
standable and useful for designers.

It could be useful to find other common design 
tools that may facilitate these new foci or could 
be adapted/extended to better facilitate the de-
sired properties. One example could be a perso-
na that has very specific emotional and experi-
ential demands that are relevant for the certain 
product design. The goal could also be to take 
a step back from using the list as a means of 
designing and instead focussing on concise and 
effective transfer of in-depth knowledge about 
both focus points. 

Thorough testing is neccesary to test the practi-
cal value of the introduced ABS-product design 
guide. Proposed recommendations would be a 
great addition to the presented work and would 
be useful for a further detailing and refinement 
of the existing design guide. Ultimately, research 
on designing products for ABS could create a 
practical and thoroughly tested tool for active 
designers that have to overcome challenges of 
designing products for ABS. 
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In a time of drastic change and rapid innovation it becomes difficult to stay on top 
of current trends and consumption developments. This thesis provides insight into 
one of these trends - Access Based Consumption. In a case study this work explores 
the impact emotional product attachment and extraordinary experiences have on 
the products designed for access and ways for designers to integrate opportunities 
and consider requirements during the design process. Will this trend lead to a so-
ciety where nobody is owning anything anymore or where everybody has access to 
everything one can wish for? 
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Appendix A: Aspect list that is relevant for access-based 
consumption

Hygiene: Does the platform actively provide a cleaning service or considers the hygiene aspect 
in their service-product design? (Lang, Armstrong, 2018)

Product Learning: Gaining knowledge about a product; Investing time in the initial research 
about the product/service and also knowing the object intimately. (Paundra, Rook, van Dalen, 
Petter, 2017; Gruen, 2016)

Product Control: Exhibiting control of the product, e.g. driving the car and being in absolute con-
trol. (Paundra, Rook, van Dalen, Petter, 2017; Gruen, 2016)

Product Investment: Paying for access in a service or taking care, like cleaning, personalizing 
or decorating. (Paundra, Rook, van Dalen, Petter, 2017)

Identification/Community: Do users perceive the product as part of their extended selves? Do 
they identify with the product or service? (Gruen, 2016; Koppenhafer, 2014)

Duration of usage: How long is the duration a product is used? Long interactions increase the 
probability of ownership sentiments rises. (Koppenhafer, 2014)

Duration of participation: Singular use or reoccurring use? (Koppenhafer, 2014) 

Anonymity of usage: Is the product used in private or public areas? In the social economy the 
usage in public allows to connect more easily with others. (Koppenhafer, 2014)

Spatial anonymity: Is the product located close to the users and may therefore be perceived as 
habitual or used more frequently? (Koppenhafer, 2014)

Interpersonal anonymity: Are users information private or may other users access some infor-
mation about the people who use the same service/product? Unknown co-users increase the use 
of stereotyping. (Koppenhafer, 2014)

Consumer participation: Is the consumer participating in producing and delivering the service? 
Higher levels of consumer participation indicate more engagement in extra-role behaviours like 
cleaning. (Koppenhafer, 2014)

Tangibility/Exclusivity: Is the product tangible and therefore exclusively usable by one con-
sumer at a time or digital and used by multiple users respectively? Further, physical objects may 
induce contagion concerns. (Koppenhafer, 2014)
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Political Consumerism: Does consumption represent ideological interests of users? Like sus-
tainability or status? (Koppenhafer, 2014)

Economic exchange: Is the product exchanged for money or based on social values like 
trust and commitment? (Koppenhafer, 2014)

Governance: Is the interaction dictated by contract duties or based on social norms? (Koppen-
hafer, 2014)

Cooperation: Do consumers identify with the product user group and therefore act in group-in-
terest rather than self-interest? (Koppenhafer, 2014)

Uniformity: Is the product uniform or provided in a vast variety of shapes/colours? Uniform prod-
ucts ease the ritualization process and creation of habits. (Gruen, 2016)

Personalization/Co-creation: Is the consumer able to personalize the product? Personalization 
facilitates emotional bonding (Gruen, 2016)

Customization: Is it possible to apply repeated customization on the product, i.e. deleting all 
personal information of previous users? (Somers, Dewit, Baelus, 2018)

Availability: Is the product widely available for the consumers also outside of the service? 
(Somers, Dewit, Baelus, 2018)

Accessibility: Is the product directly available or within short time or is it required to make ap-
pointments to access the products? (Somers, Dewit, Baelus, 2018)

Wear-resistance: Is the product equipped/designed to cope with high frequency of use? 
(Somers, Dewit, Baelus, 2018)

Number of users: For some services it might be of value to have multiple users (e.g. BlaBlaCar), 
but it might also be necessary to restrict the number of users. Is the number of users appropri-
ate? (Somers, Dewit, Baelus, 2018)

Participation motivation: Are more than 2 consumer motivations being met? (main motiva-
tors: economic, hedonic, convenience, sustainability, social) (Somers, Dewit, Baelus, 2018)
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Appendix B: Focus Group Discussion

- B0) Setup
- B1) Notes Taken during the discussions 
- B2) Cumulated representation of the questionnaires
- B3) Exact script written down by participants

Appendix B0 - Setup

During the introduction I verbally explained what was meant with accessed products, using the 
examples of Netflix vs DVD’s, Spotify vs CD’s, Bike sharing vs owned bike and Carsharing vs owned 
cars. The examples were chosen to be commonly known and include both, digital and physical 
products. 

After a general introduction, participants were asked to write down and discuss benefits and disad-
vantages of ownership and access in general, without restricting the products discussed. 
In the second phase, participants listed 5-10 products they agreed on enjoying ownership over. 
Afterwards, they were asked to select a product and come up with ways in which an access-based 
service would need to engage, to make them consider the transfer from ownership to access. This 
gave insights into what they would seek in access-based services and what their needs are. 

The questionnaire contained a list of 15 items that should be rated on preference of ownership 
or access, emotional attachment, uniqueness, familiarity and intimacy (hygiene). The product list 
was chosen based on the pre-discussion and was expected to pose a variation between highly emo-
tional, unique, hygienic and familiar products. 

The rating was done via 5-point Likert scale for:  
 - “I am emotionally attached to the item/product.”
 - “I think the item/product is unique.”
 - “I have personal experience with the item/product.”
 - “I think the item/product is very intimate (hygienic, private).”

The assessment of consumption preference was initiated as follows: “Please indicate your open-
ness towards access or ownership for following items”, where the scale ranged from “ideally ac-
cess”, “preferably access”, “neutral”, “preferably ownership”, “ideally ownership”.

Participants
Three groups were discussing separately. All groups match the categorization as Millennials (born 
between 1980 – 2000).

Mean age: 25.2 (Group 1: 24.75, Group 2: 22, Group 3: 30); 
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Ownership    
Benefits:  
Lot more options, more colours
Cheaper in the long run
Break it if you want- free to do what 
ever
No rules!!
permanent
Individuality and Cheaper in the long 
run
Choices 

Disadvantages:
Same thing the entire time
No change
If interest gone, laying around
Pay extra for service
Permanent
Permanent maintenance

Access
Benefits:
Easily change things
Old product circulated again/reused
Comes with service
Environment
Not very high initial cost
Short term and flexible
Fast solution
Can be more reckless
Flexibility

Disadvantages:
Not individualizable
Stick to rules
Change products often (bad for environment?)
Electronics more for one-use
Cost more on the long run
When many use the access one it is not special any-
more
Hidden rules/traps
Change terms, still cautious
Change price??
Pay attention the entire time
Behaviour is changing - more reckless (depends on 
person) maybe be even more careful as not owned but 
depends on product and contract

Information during questionnaire.. Having dog for a year is so saaaad
Maybe somethings not wanted/desired at all
Reacting to the animals.

Also asked for products they would never share

6

Gender: female = 54.5% (6 participants), male = 45.5% (5 participants); 
Group1 = 75% female 25% male, 
Group2 = 25% female 75% male, 
Group3 = 66.7% female 33.3% male

Appendix B1 - Notes Taken during the discussions
Group 1 - 19.12.2018
Attendees: 4, Design Students
Benefit Discussion 



Product Discussion 

Products  
  
Coffee machine
Phone
Everything but no underwear
Other clothes fine
Laptop
Bed
Its about privacy - and hygiene
Headphones
Bike
Like to take care of products myself (if 
you can)

Changes for Access

Coffemachine:
Various kinds of coffee
Include coffee
Keeps track of habit
Automatic reorder
Keep private settings
Make the right sound

Not for underwear

Phone:
Make transition to new phone easy
Reassure that private data does not remain on device
Cheaper or reasonable price
Stop subscription any time
Get phone case with it (free choice with personalization)

Group 2 - 20.12.2018
Attendees: 4, Different Students

Benefit Discussion

Ownership
Benefits: 
less ongoing costs
Customizable
Always available
Never falls away
Long term cheaper when regularly 
used
Responsibilities
Unique pieces not available
Freedom

Disadvantages:
If it breaks down, self responsible
Not easy to switch between products

Access
Benefits:
No need to wait
No maintenance
Cheaper (for certain services)
Service takes care when something breaks
Quick switch between products
Always up-to-date
Do work for you
Flexibility

Disadvantages:
Not easy to change
Not for saving money but only for short term rentals

Products  
  
Instruments, Bike, Handy;
Depends on the person (because for some it’s more 
convenient)
Car really only useful if not used regularly. Short term 
rent is too expensive.
Cars availability in city nice.

Changes for Access

Modification
No need to worry about breaking 
things
No more costs than ownership

Product Discussion 
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Group 3 - 23.12.2018
Attendees: 3, Graudtes and professionals

Benefit Discussion

Ownership    
Benefits:  
Permanent availability
No additional monthly cost

Disadvantages:

Access
Benefits:

Disadvantages:

Notes:
If I rent , i feel like paying on top. But it only relates for a subscription like Netflix. But for a car 
that is used regularly, renting seems much more expensive. Still a financial issue. Financing 
something fo the initial price might not be feasible which makes access attractive. 
More flexible when ownership, but not as flexible with finances, as the money is gone. Subscrip-
tions can be cancelled whenever needed. 
Disadvantage of ownership takes space. Digital goods take digital space. And also long term 
space occupation. Collecting only works with ownership. Also, the need to have something in a 
complete set for movie boxes for example, rather than owning first and third movie. Ownership 
brings prestige along especially for luxury goods. Ownership may also be resold for a certain 
amount of money. So it becomes an investment if needed. 
Recognize to sympathise ownership. But also relative to the object owned, e.g. things that may 
be passed on to next generation because of emotional value. Accessed goods may not be passed 
on at all. Ownership basically comes along with the option to keep longer than original owners 
life. But comes with maintenance costs (to remain value/increase value). Disadvantage of own-
ership might be less useful for the community? If I own something I can also share it but not if I 
access it. Account is owned, but content is not owned. Fewer disadvantages of ownership. 

Access:
Fewer use costs. Fewer costs for higher use rate or access to bigger selection in Netflix for exam-
ple. This only relates to digital goods though. Rent is mostly initially less expensive than owner-
ship. Easy to get out of a contract. No responsibility or fewer. In case of housing or cars, company 
remains responsible for maintenance and renters have fewer maintenance costs or none at all. 
Sharing feels as it is more aware, environmentally conscious and social. But owned things may 
be shared as well. For car is much more sustainable as only used when needed and others have 
accessibility when not used by renter. Bike rather owned because of the additional inconvenience 
of renting for people that use it regularly. But for people that use bikes only for certain trips or 
from certain places it may be very useful and flexible. No need to carry along own bike through 
entire thing. Also no concern about how wet it gets or anything. Disadvantages…. You have to rely 
on owner of goods e.g. Netflix have bad servers or lack of interesting movies. You rely heavily on 
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company that grants access. May sometimes have bad luck with access as somebody else might 
have used it already. Unclear future. 

Product List
Car
Home appliances (no mixer or stove even if just needed for a certain time) but does that come 
because we do not know where to get access? If actually true, some appliances are only required 
for a certain season or time. But hygiene is really important. Do I want to access something that 
is being used by multiple other people. Is it being cleaned nice or not. Would I like to share my 
house… not really but I appreciate the option to be able to access somebody else’s house. But 
if I knew that the guest is a kind person like a friend or so it would be no problem at all to give 
it to them for access. If something is rented it may be used completely reckless. Some personal 
example in desk sharing where desks were really not used properly. 
Housing.
Flexible work space discussed where you just have a place to work for some days with high speed 
internet or something. Everything hygienic. For one personally it is a console because of fear that 
somebody might not use it properly. And a very high emotional value is absolutely crucial as only 
then it is important to them because they want it to be treated absolutely fine. Personified 

Home appliance (not basics but more pizza maker, toaster or popcorn machine)  for access:
If you knew that they would be really clean and hygienic it would be different. And really easy to 
access. Trustworthy big suppliers. Easy access might still be different though. If I am hungry to 
bake something, I want it now. So delivery should be an option. Choose a time for the appliance 
to be there. Guaranteed and reliable time of delivery. Fixed price per use. No change of terms or 
so. Is hygiene really as relevant, when still accessed by trusty supplier or only if accessed from 
private person. So company has to reassure that it will become absolutely hygienic. So only works 
if really big company backs it up. Basically luxury or seasonal products only work for that service. 
Kitchen supplier extra catering service thing. 

People once more react really funny about dogs. Rent a dog or only access for a walk. Toothbrush 
also funny again.

Remarks:
• Most products I deliberately choose a certain brand + colour, appearance etc. which   
 makes it more personal. 
• Besides the electronic products contain personal data, which prevents me from sharing  
 them (also if the data is accidentally not fully erased before handed over to a new user is  
 problematic)
• About music instruments: good possibility for access but owning it is also good
• Making things myself makes me more attached, but otherwise I am open for sharing  
 couches.
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Reflection:
• Group 1 consisted of four design students. This was remarkable during engaging in the  
 discussion
• Group 1 much more outspoken, more talkative and natural
• Group 1 used to this kind of activities and thinking about products
• Group 2 consisted of four students from sound design, business administration, psycholo 
 gy and mechanical engineering
• Group 2 slow to start and quick to settle with statements and even lower degree of noting  
 discussed topics
• Different insights form Group 1 and Group 2
• All groups strongly reacted to the animal and toothbrush items on the questionnaire, often  
 in a funny way, making comments like: “Am I personally attached to my toothbrush?” or  
 “why are there so many animals?”

Appendix B2 - Cumulated representation of the questionnaire results
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Appendix B2
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Appendix B3 - Exact script written down by participants

Group 1

Ownership
Benefits: 
Belongs to you
Individualize it
More options (colours)
Cheaper in the long run
No rules to follow how to use it
Your own responsibility
Can be totally reckless
Individualisation
Amount of Choice
Cheaper in the long run

Disadvantages:
Your own responsibility
You are stuck with the same thing
Pay for the Service
Maintain things on your own → extra 
costs!
Not easy to switch between products

Access
Benefits:
Get new product/easily change
Service! (fast service)
Product recirculate
More products (+ for you)
Don’t pay a lot at once
Good solutions for a short time
Fast solutions
Little more reckless with stuff
Flexibility

Disadvantages:
Not personalize
Stick to rules
More Products (- for environment)
Costs more at the end (long term)
Pay attention to the contract/rules
Changing terms

Products enjoy owning:
Coffee machine
Phone
Underwear (won’t happen man)
Laptop
Bed
Headphones
Bike

Changes needed to make it accessible?
Coffee Machine:
Coffee included
Personal Settings

Phone:
Easy transition
Safety of data
Reasonable price
Stop service any time (short rental)
Phone case (bonus for personal)

Won’t share ever:
Hygiene:
Toothbrush
Underwear
Hairbrush
Shoes
Mattress 

Sentimental:
Wedding ring
Diary
Pictures
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Group 2

Ownership 
Benefits:
Weniger laufende kosten
Less running costs
Anpassbar/flexibel
adaptable /flexible
Immer verfuegbar
Always available
Langfristig guenstiger (& regelmaessig)
Cheaper in the long run (& regularly)

Ownership 
Disadvantages:
Man muss sich kuemmern
One has to take care

Access
Benefits:

Disadvantages:

Products enjoy owning:
Instrumente
Instruments
Fahrrad
Bicycle
Handy
Mobile phone 

Changes needed to make it accessible?
Modifikation
Modification
Keine Sorgen um Defekt machen
No need to worry about defects
Keine Mehrkosten
No higher costs

Group 3

Ownership 
Benefits:
Permanenter Zugang
Permanent availability
Uneingeschränkter Zugang
Unrestricted availability/access
Keine monatlichen/ pauschal kosten
No monthly fees
Befriedigt Sammelleidenschaft
Satisfies Collectors needs
Prestige
Prestige
Kapitalanlage
Investment
Weitergabe an nächste Generationen (emo-
tionaler Wert)
Passing on to next generations (emotional 
value)

Disadvantages:
Höhere Erwerbskosten
Higher purchase costs
Platzverbrauch bei Besitz, gerade langfristig 
gesehen
Storage use with ownership, especially long 

Access
Benefits:
Geringe Kosten für teilweise grössere Auswahl
Fewer costs for partially bigger selection
Mietkosten geringer als Kaufpreis
Renting costs cheaper than purchasing cost
Bei Nicht-Nutzung kündbar
Cancellation when not used possible
Keine Verpflichtung der Pflege/Instandhaltung
No responsibilities of maintenance/care
Durch den Titel “Endverbraucher” keine zusätzli-
chen Kosten für Pflege/Instandhaltung
Because of title ‘enduser’ no additional mainte-
nance costs
Umweltbewusster
Environmentally friendly
Flexible Möglichkeit durch temporäre Verfügbarkeit
Flexible option through temporary availability

Disadvantages:
Angewiesen auf den Besitzer (Server, Verfügbarkeit, 
Endgeräte)
Relying on owner (server, availability, products)
Nicht langfristig ersichtlich wie die Verfügbarkeit in 
Zukunft dargestellt wird
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term
Zeit & Geld für Pflege und Instandhaltung, um 
den Wert zu erhalten/steigern)
Time and costs for care and maintenance to 
remain/increase value

Not clear how availability develops in future

Products enjoy owning:
Auto
Car
Kuechengeraete
Kitchen Appliances
Wohnung
Apartment
Personifizierte Endgeräte: Spielkonsole/ 
Smartphone/ Notebook/ PC
Personalized goods: Gaming console / Smart-
phone/ Notebook/ PC 

Changes needed to make Kitche appliances 
accessible?
Vertrauenswürdige Großanbieter
Trustworthy Supplier
Verleihen bei Media Markt/ Saturn
Rent at Media Markt / Saturn
Garantierte Lieferung vom Besitzer zu jeder Tag-
es- Nachtzeit
Guaranteed delivery by supplier, any time
Festpreis per Nutzung
Fixed price per use
Hygienestandards müssen erfüllt werden
Hygiene requirements must be met

Appendix C: Brainstorm Travelling Experience

-  C0) Setup
- C1) Ultimate travel experience
- C2) Nature, Adventure, City, Culture experiences and restrictions
- C3) Ideas divided in service and product

Appendix C0 - Setup
For the brainstorm session, I gave a short introduction into the topic, by pointing out the ongoing 
trend from ownership to access, the lack of attachment in accessed goods and the craving for 
experiences in millennials. I shortly presented gained insights of the EE literature review. To keep 
the discussion effective, I decided to focus on the experience part of traveling (attachment not tar-
geted). Backpackers were introduced as target group with the ultimate service goal to “create and 
facilitate the ultimate travel experience”. The rest of the session was divided in 3 phases. 

1) What is your ultimate travel experience? 
2) What is your ultimate Nature/City/Culture/Adventure experience?
 2.1) What stops you from having these ideal experiences?
3) How may a service or product facilitate that ultimate travel experience?
 3.1) Is there a product that may integrate multiple of the presented solutions?

During the first phase, the goal was to talk about personal experiences and specific things that 
make a trip special. I shared a personal story of myself, that was unique to me to get participants 
accustomed to the topic and be open to share personal thoughts and experiences themselves. 
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For the second phase, I divided travelling in four main types, namely nature, adventure, city and 
culture. 
Goal of the second phase was to become even more specific and see if there are big differences 
between those main groups of travel experiences or if they have many things in common. The ad-
ditional step of thinking about obstacles was used to bring participants back from an idealistic into 
a realistic frame before ideating product solutions.
For the third phase, the group was asked to ideate about actual services and products that would 
help to realize more of the discussed moments or events. Goal of this part was to gather ideas, but 
also to identify a variety of products, that may be interesting to further work out.

Appendix C1 - ultimate travel experience
What is a ultimate travel experience?
Overarching themes and topics
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Appendix C2 - Nature, Adventure, City, Culture experiences and restrictions
What is an ultimate nature experience?

Themes and topics

Restrictions
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Appendix C3 - ideas divided in service and product
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Appendix D: Concept Ideas

-  D1) Initial Ideas
- D2) Activity Sets

Appendix D1 - Initial Ideas
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The chosen concept for further progress is concept 2, “Attachment Bag”. It is the only concept that 
benefits from integration in an ABS and offers a valuable opportunity for young travellers. 

24

Concept Smart Device Attachment Bag Tour Guide
Main points Implements most 

ideas in one device
Requires multiple 
different designs for 
ideal service solution

Simple and in line 
with backpackers 
ideology

User generated content Provides user gener-
ated content

No/limited user 
generated content 
(maybe locations to 
go or things to add to 
bags)

Mainly user generat-
ed content

Experience Enhances and 
creates new experi-
ences

enhances experienc-
es

Enhances experienc-
es

Based on... Based on digital 
information/data

Based on different 
activities and special 
equipment

Based on informa-
tion about past 
experiences and 
community

Access No benefits through 
access → same 
functions when 
owned

Benefit of access 
provided because of 
flexible schedule and 
limited duration, but 
not because of prod-
uct history/multi-use

Relies on access/
sharing as otherwise 
no value altogether

Concept AR Trip Freedom Rides
Main points Creates new experi-

ences and strongly 
relates to social me-
dia applications

Increase independ-
ence and freedom of 
travellers

User generated content Heavily reliant on 
user generated con-
tent

Classical rental mod-
el, no user generat-
ed content

Experience Enhances and alters 
experience

Enhance experience

Based on... Based on digital con-
tent and community 
activities

Based on user capa-
bilities and wishes

Access No benefit through 
access

No benefit through 
access



Appendix D1 - Activity Sets
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Appendix E: Product adaptation of current Access-Services

Design Needs Target
Cars
Uber Cars not older than 10 

yrs.; no neon colours
Quick and easy on-de-
mand transport; 
Transport for special 
occasions

Urban population (16-
34);

Car2Go Limited fleet models; 
relocated handbrake 
and gear shift; Colour-
ed decals

Nearby vehicle; Quick 
access; Special occa-
sion use like groceries, 
quick pick up/drop 
off; short term use;

Urban adults; like 
driving and freedom; 
doubt personal own-
ership

DriveNow Limited fleet models; 
Decal; Black, white or 
grey models common;

Nearby vehicle; Quick 
access; Special occa-
sion use like groceries, 
quick pick up/drop 
off; short term use;

Urban adults; like 
driving and freedom; 
doubt personal own-
ership

Autlib’ Reinforced seating 
and doors; personal-
ized radio; designed 
by Pininfarina

Quick access; airport, 
uni or city based; for 
special occasion or 
weekend trips; short 
to mid-term use;

Urban population; 
trying something new; 
Enjoy driving adven-
tures

Zipcar Variable fleet; “kill” 
function as theft 
measure; informa-
tion/ data system; 
Personalized names

Urban population; 
beginning studies; not 
able to pay or decline 
ownership;

CarShare Variable fleet based 
on original car-renting 
service

Flinkster Full body decal; coop-
erate with many other 
car-sharing compa-
nies;

Mobility at stations; 
finalize train trips; flex-
ibility after train ride;

Commuters; Business-
people; Not relying on 
public transport for 
final trip;

Hertz Common rental ser-
vice; Function cars 
and luxurious options

High volume trans-
port; Long distance 
travel; High quality 
rides

Travelers; Business-
people; Status orient-
ed; Function oriented

Scooters
Bird Two publicly available 

models; Ambient light-
ing; different driving 
modes

Fun; enhanced person-
al transport; freedom; 
show off; reduce cars; 
travel sustainable

Urban population; 
Tech and innova-
tion-oriented cities, 
people interested in 
traffic reduction and 
transport alternatives
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Lime Customized scooter; Affordability; Smart 
solution; Sustainabili-
ty; Independent short 
distance transport;

Skip Dual suspension; High 
power motor;

Flexibility; Fun; Relia-
bility; Comfort;

Spin Powersaving mode Independence; free-
dom;

Urban and Students; 
Working people;

Regular Fun; Convenience; Commuters
Motor Scooters
Loop Custom made; Touch 

screen; Recognizable
Economic Savings; 
Convenience; Car re-
duction; Sustainability;

Urban population;

eCooltra Two model fleet; two 
helmets available; 
retractable battery;

Convenience; Afforda-
bility; Sustainability;

Emmy Retractable battery; 
personalized names; 
one-time-use helmet 
liners;

Convenience; Afforda-
bility; Sustainability; 
Fun;

Coup Modern design; hel-
met in brand styling 
with visor;

Convenience; Afforda-
bility;

Clothing
Mudjeans Classic cuts; Max two 

different fibres; de-
signed for recyclabili-
ty; styles not changing 
over time;

Sustainability; Quality; 
Durability; Recyclabil-
ity;

Environment con-
scious adults; respon-
sible retailers;

Jeansaid Unique products from 
old jeans; Also, acces-
sories and pillows;

Responsible consump-
tion; Sustainability; 
Creativity;

Environmentally 
conscious adults that 
seek unique pieces;

Sharewear Sustainable and dura-
ble;

Social recognition; 
Sustainability; Shar-
ing;

High quality Responsible and sus-
tainable, social net-
work engaged adults;

Furniture
Furlenco Unique furniture; Soft 

furnishing always new; 
hard furnishing re-
newed;

Affordability; Conveni-
ence; Change seeking; 
Flexibility;

Urban Indian;

Opendesk Wood based generic 
designs;

Customization; Local 
support; Work ethics; 
Handicraft; Network-
ing

Companies; Hand-
crafts Men; Designers; 
Locals;
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Feather Brand cooperation; Luxury; Social status; 
Flexibility; Sustaina-
bility;

People between 
graduation and family 
establishment

Washing Machines
Hello Detached drum and 

machine;
Convenience; Authen-
ticity; Community;

Active youth of gen-
eration Y; Student 
housings;

Light Oxygen Technol-
ogies

Ozone disinfection; 
Smart control;

Convenience; Flexibili-
ty; Hygiene; Efficiency;

Adults in apartment 
complexes, hotels, 
student houses;

Powerbanks
Nomo Small container (up to 

10 slots)
Accessibility; Conveni-
ence; Energy; Internet;

Urban population; 
Heavy Smartphone 
Users; Local stores/
shops

WeCharge Three different op-
tions: 16 slot tower, 
32 slot panel; Small 
powercube;

Urban population; 
Heavy smartphone 
users; malls, stations, 
hotels;

Laidian Big container (40 
slots)

Umbrellas
E Umbrella Colourful; Physical 

lock;
Staying dry; Conveni-
ence; Accessibility;

Urban population dur-
ing rainy season

Molisan Red; Vending Ma-
chines;

Sharella Black and white; small 
shelves;
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Appendix F: Design Aspects for Attachment & Experience

- F0) Setup
- F1) Attachment aspects
- F2) Experience Aspects

- F3) Example images + Notes

Appendix F0 - Setup
To create ideas for the access-based tent, an ideation session with four professional designers 
was held. Firstly, the results of the previous brainstorm about the ultimate travel experience were 
shared and the outdoor-access-service introduced. The tent as product was differentiated from the 
other products of the service and participants were specifically asked to focus on ideas that may 
create attachment or facilitate/enhance the camping experience. To have guidelines and criteria, 
to base their ideas on, a list of attributes for both, attachment and experience was shared and ex-
plained with several examples. The list itself was generated based on the literature review about 
experiences and ways to create attachment by design (see chapters: The Experience Economy, 
Designing for Attachment & Experience). The complete list may be seen in figure 20 or appendix F. 
Goal of this ideation session was to gather different ideas and visual explorations that clearly 
distinct between attachment and experience. Four questions were used to direct designers during 
their ideation and sketching process:
1) How would your ultimate camping tent look like?
2) What features would you integrate?
3) How would you create attachment?
4) How would you enhance the nature experience?

These questions were presented on a single slide, that remained visible throughout the sketching 
session. In a final phase, the group discussed the usability of the provided list for designers to cre-
ate attachment and enhance the experience. 
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Appendix F1 - Attachment aspects

Sensory pleasures (beyond basic product func-
tions → quality, aesthetics)

Sensory pleasures

Self-goal/role support Self-Expression
Social goal/role support
Self-identity (private and public) → Personali-
zation, Personification
Group affiliation
Interactive product features Interactive product features
Efficacy (implement meaning or relating goal/
outcome to product)

implement meaning

Meaning in non-ownership
Product Control Product Control
Limitation of redundant efforts Limitation of redundant efforts
Self-investment Self-investment
Product Knowledge Product Knowledge
Familiarity Familiarity
Mitigate contaminated interaction Mitigate contaminated interaction
Use Duration (longer = higher attachment) Use Duration
Use frequency
Create special meaning Create special meaning
Exclusivity and Surprise
Memories → Odour or “age with dignity” Memories
Reduced anonymity (both user/user and com-
pany/user)

Reduced anonymity 

Appendix F2 - Experience Aspects

Absorption
Joy and Value
Spontaneous letting be
Newness of process/perception
Surprise
Peak-End Rule
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Appendix F3 - Example images + Notes
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Ideas generated:
• Drone Dropping Tent - Drone drops parts needed to build tent
• Mattress integrating tent - mattress already integrated inside the tent
• Minimalist tent, as small as possible - very light, small and functional
• Single Pole tent - Easy to set up. Plant the pole or mainframe and put fabric over it
• Hanging tent - a hanging tent
• Message tent - Share messages inside the tent for other users
• Shower/Stand-up tent - spacious tent where users have room to dress and shower
• Sleeping Bag Tent or Coffin - minimalistic tent that is basically a sleeping bag with flooring  
 and frame
• Group Tent - connect multiple tents to form a bigger tent
• Reflective Tent - adapts appearance of surrounding by mirroring outside
• Clear vision tent - stargazing, maybe rectangular shape for better vision
• Floating Tent - based on air flooring and might be used on water if no other space is avail 
 able
• Backpack tent - integrated in backpack, so all one needs is already inside the tent
• Self-folding Tent - Eliminates the hassle of taking down a tent
• Connecting tent - use GPS to connect multiple campers to easily form travel and/or camp 
 ing groups
• Solar tent - use solar fabric to generate energy for other devices
• Grass Tent - use artificial grass to create comfortable flooring and immersion in nature
• Reflection Tent - have inspirational or reflection supporting text inside the tent, so users   
             have time to think and be aware of the beauty surrounding them
• Wind tent - Use a single pole attached to a sack and pull it through the air to create a volu 
 minous space that easily sets up
Feedback on working with a list to create attachable and experiential tent:
• List is to abstract, 
• a more visual or schematic image would be more helpful. 
• Maybe even setting up a guide and steps that need to be walked through in order to come  
 up with a desired product.
• List as it is feels unfinished and if it could be expanded limitless
• Words on the list are not unambiguous
• Designers are special people that may need different kind of system to work with
• Images work better and were more clear and helpful, but might be wise to use a different  
 example then the intended product to design for, to avoid steering ideas into a certain   
            direction
• Real life application would have much more constraints already
• List is too long - rather focussing on a single word to ideate
• Designers starting point was to look at the entire product as something completely new,  
 rather than adding features that would incorporate words on the list
Other comments:
• The rental service for tents and outdoor equipment is already strong
• Is the additional designing of an attachable product needed?
• Use the community to make it more experiential
• Create a story for the tent itself, so a community may become interested in fulfilling the  
 goal of the tent to i.e. travel the entire world
• Use local traditions and materials to create a really cultural way of accommodating one  
             self
• A very clear and thought through design for all products offered in the service would be   
             even stronger
• Benefits could add up, as one could easily make use of any spare room, which is not pos 
 sible if products are bought from different manufacturers and put in a different bag. 
• One idea would be to have features unlocked after certain achievements could be reached  
 (might be digital or physical)
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Appendix G: Tent Concept Sketches
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Appendix H: Concept Ideas Explanation & Classification
- H1) Ideas and explanation
- H2) Ideas and respective aspects in attachment and experience
- H3) Ideas and quantitive values for attachment and experience; access-, weight classifica 
 tion
- H4) Ideas and normalized quantative values for attachment and experience

Appendix H1 - Ideas and explanation

Ideas Explanation
Drone Dropping Tent Drone drops parts needed to build tent
Mattress integrating tent Mattress already integrated inside the tent; might also include 

sheets
Minimalist tent as small as possible - very light, small and functional
Single Pole tent Easy to set up. Plant the pole or mainframe and put fabric over 

it
Hanging tent a hanging tent, that eliminates need for mattress
Message tent Share messages inside the tent for other users, maybe by UV 

ink/lamp
Shower/Stand-up tent spacious tent where users have room to dress and shower
Sleeping Bag Tent or Coffin minimalistic tent that is basically a sleeping bag with flooring 

and frame
Group Tent connect multiple tents to form a bigger tent
Mirror Tent adapts appearance of surrounding by mirroring outside
Clear vision tent stargazing, maybe rectangular shape for better vision, or one-

way see-through fabric
Floating Tent based on air flooring and might be used on water if no other 

space is available
Backpack tent integrated in backpack, so all one needs is already inside the 

tent
Self-folding Tent Eliminates the hassle of taking down a tent
Connecting tent use GPS to connect multiple campers to easily form travel 

and/or camping groups
Solar tent use solar fabric to generate energy for other devices
Grass Tent use artificial grass to create comfortable flooring and immer-

sion in nature, or just leave out the flooring for real nature 
ground

Reflection Tent have inspirational or reflection supporting text inside the tent, 
so users have time to think and be aware of the beauty sur-
rounding them

Wind tent Use a single pole attached to a sack and pull it through the air 
to create a voluminous space that easily sets up

Projector Tent Integrated projector to watch movies, weather or project na-
ture themes on tent walls

Storage Tent Use second level storage system inside the tent
Tube Tent Use self-expanding tube for minimalistic lightweight solution
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Smart tent Track a share GPS, identify surrounding objects and provide 
information about it

Thermo Tent Use thermochromic material to indicate temperature fluctua-
tions by colour changes

LED Tent Use LED's to customize the outer appearance of a tent and 
communicate messages to the outside of the tent

Pop-Up tent Easy or self-setting tent
Modular Tent Use modules to create custom tents from triangular fabrics
Home Tent Use camping/tent furniture to decorate the tent to become 

more like a home with multiple variations inside (shelves, 
lamp, walls, carpet etc)

Open Tent tent that can open widely, to increase the space users may en-
gage with and use for themselves, rather than only being able 
to lay inside the tent; and also enable interaction with other 
campers to join their group outside the tent

Surprise Tent Integrated surprise functions like confetti canon at first setup/
opening, glow in the dark images, AR triggers, hidden storage, 
hidden extension

Animal Tent Tent in animal optic, may include furry interior
Air tent like air castles, a tent that is built on air structures
Glow in the Dark Tent Glows in the dark, at least from the outside
Night tent Tent, that is completely dark from the inside to be able to pro-

vide long hours of sleep, even in bright areas
AR tent Integrate AR content by QR codes or other triggers, that show 

nature content, traditional housing from the inside or other 
messages from a previous user

Extendable Tent A tent that has zippers, that when required unlock extra fabric 
to extend the area the tent may be used in

Scent Tent Tent that spreads nature related odours
Music tent Integrated speakers
My Nation Tent Get personal flag along with the tent when rented, to mark this 

tent as yours and express personality to the outside
Custom Tent Let’s users choose their favourite canvas for the tent, so it rep-

resents their personal taste and style
Lost Tent LED's indicate the tents position by blinking, as known in park-

ing houses when the car is nowhere to be found
Antibacterial Tent Antibacterial materials used for sensitive spots, to ensure high 

hygiene standards
Jeans Tent Tent with parts from jeans material
Cam Tent Integrated 360 camera to create stunning images of the na-

ture surrounding the tent, that may be reviewed by other users 
of the tent or the entire community

Appendix H2 - ideas and respective aspects in experience and attachment
Ideas Attachment Aspects Experience Aspects
Drone Dropping 
Tent

Meaning in non-ownership, limita-
tion of efforts

Newness of Process, exclusivity and 
surprise, 
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Mattress integrat-
ing tent

Limitation of efforts, Familiarity, 
Exclusivity

Joy & value

Minimalist tent Sensory pleasure, product control, 
limitation of efforts

Joy & value

Single Pole tent Limitation of efforts Newness of process
Hanging tent Create special meaning Newness of process, joy & value, 

spontaneous letting-be
Message tent Self-expression, social role support, 

personalization, group affiliation, 
interactive feature, self-investment, 
special meaning, exclusivity & sur-
prise, reduced anonymity

Joy & value, Spontaneous let-
ting-be, newness of process, sur-
prise, active participation, multi-use

Shower/Stand-up 
tent

Limitation of efforts, exclusivity, joy and value, newness of process

Sleeping Bag Tent 
or Coffin

Self-goal, product control, limitation 
of efforts

newness of process

Group Tent Social goal support, group affilia-
tion, meaning in non-ownership, 
product control, special meaning, 
exclusivity, reduced anonymity

joy and value, spontaneous let-
ting-be, active participation

Mirror Tent sensory pleasure absorption, newness of perception
Clear vision tent sensory pleasure absorption, joy & value, spontane-

ous letting be
Floating Tent Sensory pleasures, product control, 

special meaning, exclusivity, 
absorption, spontaneous letting be, 
newness of process

Backpack tent Product Control, limitation of efforts, 
special meaning, exclusivity, 

newness of process

Self-folding Tent limitation of efforts newness of process
Connecting tent Social goal support, group affili-

ation, interactive feature, special 
meaning, reduced anonymity

spontaneous letting be, newness of 
process, active participation

Solar tent Product control, limitation of efforts, 
special meaning

joy and value, newness of process

Grass Tent Sensory pleasure absorption, joy and value
Reflection Tent Sensory pleasure, exclusivity absorption, joy and value, newness 

of perception, surprise
Wind tent Interactive feature, product control, 

self-investment, 
newness of process, active partici-
pation

Projector Tent Interactive feature, product control, 
familiarity, special meaning, exclu-
sivity

joy and value, newness of process, 
multi-use

Storage Tent sensory pleasure (?)
Tube Tent Interactive feature, newness of process
Smart tent Interactive features, product control, 

limitation of efforts, familiarity, spe-
cial meaning, 

absorption, joy and value, newness 
of perception, active participation

Thermo Tent Sensory Pleasure, interactive fea-
ture, special meaning, exclusivity, 

joy and value, spontaneous letting 
be, newness of perception, 
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LED Tent sensory pleasure, self-expression, 
group affiliation, interactive feature, 
product control, reduced anonymity,

joy and value, newness of process, 
active participation

Pop-Up tent limitation of efforts, 
Modular Tent self-expression, interactive feature, 

product control, self-investment 
joy and value, active participation

Home Tent Self-expression, efficacy, product 
control, self-investment, familiarity, 
special meaning, 

joy and value,

Open Tent social goal support, group affiliation, 
special meaning, reduced anonym-
ity

joy and value, active participation

Surprise Tent sensory pleasure, interactive fea-
ture, special meaning, surprise, 
memories

joy and value, spontaneous letting 
be, surprise, newness of percep-
tion, 

Animal Tent Personification, efficacy, special 
meaning

joy and value, 

Air tent Sensory pleasure, limitation of ef-
forts, familiarity, 

newness of process

Glow in the Dark 
Tent

sensory pleasure, special meaning, 
surprise, 

joy and value, surprise, 

Night tent Sensory pleasure, joy and value, 
AR tent Sensory pleasure, self-expression, 

personification, interactive feature, 
special meaning, surprise, reduced 
anonymity

joy and value, newness of percep-
tion, surprise, active participation

Extendable Tent Interactive feature, product control, 
limitation of efforts, special mean-
ing, 

joy and value, newness of process

Scent Tent Sensory pleasure, memories absorption, newness of perception, 
surprise

Music tent Sensory pleasure, self expression, 
interactive feature, control, famili-
arity, special meaning, memories, 
group affiliation 

joy and value, active participation

My Nation Tent Self-expression, group affiliation, 
(interactive?), efficacy, control, 
self0investment, familiarity, special 
meaning, reduced anonymity

joy and value, active participation

Custom Tent Self-expression, social goal support, 
group affiliation, (interactive), con-
trol, self-investment, special mean-
ing,

joy and value

Lost Tent interactive feature, control, limita-
tion of efforts, familiarity, reduced 
anonymity

joy and value, newness of process

Antibacterial Tent mitigate contaminated interaction multi-use
Jeans Tent Familiarity, age with dignity, 
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Cam Tent Sensory pleasure, self-expression, 
group affiliation, interactive feature, 
meaning in non-ownership, control, 
special meaning, memories, re-
duced anonymity

Absorption, joy and value, newness 
of perception, active participation, 
multi-use

Appendix H3 - Quantitive values for attachment and experience; access-, weight classifi-
cation
Ideas Attachment Experience Sum Access vs Owner-

ship
Weight/Com-
plexity

Drone Dropping Tent 2 2 4 A (foresee use area) Complex (ser-
vice)

Mattress integrating 
tent

3 1 4 even low

Minimalist tent 3 1 4 even low
Single Pole tent 1 1 2 even (less risky in A) low
Hanging tent 1 3 4 A (foresee use area) moderate
Message tent 9 6 15 A (multiple users) low
Shower/Stand-up tent 2 2 4 even moderate
Sleeping Bag Tent or 
Coffin

3 1 4 even (less risky in A) low - moderate

Group Tent 7 3 10 A (probability to 
meet others with 
similar tent increas-
es with access)

low

Mirror Tent 1 2 3 even low
Clear vision tent 1 3 4 even low
Floating Tent 4 3 7 A (service may offer 

this tent for high 
season, when space 
is lacking)

moderate

Backpack tent 4 1 5 even (less risky in A) complex 
Self-folding Tent 1 1 2 even complex
Connecting tent 5 3 8 even low (service)
Solar tent 3 2 5 even moderate
Grass Tent 1 2 3 even (less risky in A) moderate
Reflection Tent 2 4 6 A (more effective 

if quotes change 
with each service 
encounter and not 
similar entire period 
of ownership)

low

Wind tent 3 2 5 even (less risky in A) complex
Projector Tent 5 3 8 even moderate
Storage Tent 1 (?) 0 even low
Tube Tent 1 1 2 even (less risky in A) low
Smart tent 5 4 9 even (less risky in A) complex
Thermo Tent 4 3 7 even (less risky in A) low
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LED Tent 6 3 9 even moderate
Pop-Up tent 1 1 even low
Modular Tent 4 2 6 A moderate
Home Tent 6 1 7 even low
Open Tent 4 2 6 even (less risky in A) low
Surprise Tent 5 4 9 A (a selection of 

surprises used in 
different tents, is 
more attractive and 
effective, than a 
single surprise once 
in ownership)

moderate

Animal Tent 3 1 4 even (less risky in A) low
Air tent 3 1 4 even (less risky in A) moderate - 

heavy
Glow in the Dark Tent 3 2 5 even (less risky in A) low
Night tent 1 1 2 even (less risky in A) low
AR tent 7 4 11 can be A (if legacy 

only visible to next 
user, it works best 
in access, rather 
than general con-
tent for every own-
ing user)

complex

Extendable Tent 4 2 6 even (less risky in A) moderate
Scent Tent 2 3 5 A (odour fades and 

refreshing easily 
doable in access)

low

Music tent 8 2 10 even moderate - 
heavy

My Nation Tent 8 2 10 A (get a new flag 
every time service 
is used, change flag 
etc.)

low

Custom Tent 6 1 7 A (choose different 
styles for different 
destinations)

low

Lost Tent 5 2 7 even low
Antibacterial Tent 1 1 2 A (more relevant 

hygiene concerns in 
access)

low

Jeans Tent 2 2 even (less risky in A) heavy
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Cam Tent 9 5 14 A (works better 
when tent used in 
different locations 
by different users, 
to provide big va-
riety of images for 
users)

complex

Appendix H4 - Normalized quantative values for attachment and experience
Ideas At-

tach-
ment

Ex-
peri-
ence

Sum

Drone Dropping 
Tent

1 2 3

Mattress integrat-
ing tent

1.5 1 2.5

Minimalist tent 1.5 1 2.5
Single Pole tent 0.5 1 1.5
Hanging tent 0.5 3 3.5
Message tent 4.5 6 10.5
Shower/Stand-up 
tent

1 2 3

Sleeping Bag Tent 
or Coffin

1.5 1 2.5

Group Tent 3.5 3 6.5
Mirror Tent 0.5 2 2.5
Clear vision tent 0.5 3 3.5
Floating Tent 2 3 5
Backpack tent 2 1 3
Self-folding Tent 0.5 1 1.5
Connecting tent 2.5 3 5.5
Solar tent 1.5 2 3.5
Grass Tent 0.5 2 2.5
Reflection Tent 1 4 5
Wind tent 1.5 2 3.5
Projector Tent 2.5 3 5.5
Storage Tent 0
Tube Tent 0.5 1 1.5
Smart tent 2.5 4 6.5
Thermo Tent 2 3 5
LED Tent 3 3 6
Pop-Up tent 0.5 0.5
Modular Tent 2 2 4
Home Tent 3 1 4
Open Tent 2 2 4
Surprise Tent 2.5 4 6.5
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Ideas At-
tach-
ment

Ex-
peri-
ence

Sum

Animal Tent 1.5 1 2.5
Air tent 1.5 1 2.5
Glow in the Dark 
Tent

1.5 2 3.5

Night tent 0.5 1 1.5
AR tent 3.5 4 7.5
Extendable Tent 2 2 4
Scent Tent 1 3 4
Music tent 4 2 6
My Nation Tent 4 2 6
Custom Tent 3 1 4
Lost Tent 2.5 2 4.5
Antibacterial Tent 0.5 1 1.5
Jeans Tent 1 1
Cam Tent 4.5 5 9.5



Appendix I: Combined Ideas

Ideas Attach-
ment

Experi-
ence

Access

Drone Dropping 
Tent

X A

Mattress integrat-
ing tent

-

Minimalist tent X -
Single Pole tent <
Hanging tent X A
Message tent A
Shower/Stand-up 
tent

-

Sleeping Bag Tent 
or Coffin

<

Group Tent X X A
Mirror Tent X -
Clear vision tent X X -
Floating Tent X A
Backpack tent <
Self-folding Tent -
Connecting tent -
Solar tent X -
Grass Tent X <
Reflection Tent X A
Wind tent <
Projector Tent -
Storage Tent -
Tube Tent <
Smart tent X <
Thermo Tent <
LED Tent X -
Pop-Up tent -
Modular Tent -
Home Tent X -
Open Tent X <
Surprise Tent X A
Animal Tent X <
Air tent <
Glow in the Dark 
Tent

<

Night tent <
AR tent X A
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Extendable Tent <
Scent Tent X A
Music tent -
My Nation Tent X A
Custom Tent X A
Lost Tent -
Antibacterial Tent A
Jeans Tent <
Cam Tent X A

Concept Tents
Essentials: Antimi-
crobic, integrated 
mattress

Camp Site/Fes-
tival
Music LED Air
Group Projector Flag
Open Glow Surprise

Nature
Starry Hanging Inspira-

tion
Solar Surprise Floating

Attachment
Flag Surprise Home
Custom (incl. Ani-
mal)

Scent Inspira-
tion

Camera
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Experience
Music Drone Floating
Projector Hanging Surprise
AR Group Glow
Smart Starry Camera

Access
Drone Floating Scent
Hanging Inspira-

tion
Flag

Message Surprise Camera
Group AR

Mixed
Flag Surprise Starry
Custom Scent Hanging
Home Camera Solar

Inspiration AR Message
Group Glow



Appendix J: Concept Sketches
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Appendix K: Customization Process Concept

choose appearance 

appearanc ebased on beetles choose main feature according to your destination

four main differences in destinations available select add ons 
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Appendix L: Partlist

Parts, Material, weight and price

part material weight p u Price p u number price weight
Inside tent material 150D 

Polyester 
Oxford

110gsm 0.57$ 
p/m

138000cm^2 
= 13.80m^2

5.30$ 1.5kg

Rainfly Outside 30D rip-
stop ny-
lon triple 
coated

40gsm 4.5$ 
p/m

163500cm^2 
= 16.35m^2

50.00$ 0.6kg

Mesh inside Polyester 40gsm 1$p/m 68250cm^2= 
6.83m^2

4.50$ 0.27kg

Waterproof Zipper Nylon 7g 0.6$ p.p. 11 zippers 6.60$ 0.01kg
Velcro 70g 3 Around 

10$
0.21kg

Poles 7001 T6 
Alumini-
um Alloy

56.5g p m 4$p 
1000

14-15 60cm 
poles p tent

1$ 0.5kg

Ropes Paracord 96g 0.02$ p 
foot

Max 18 m 1.20$ 0.1kg

Pegs Titanium 13.8g p p 0.22$ p 
piece

4 + 6 0.88$ + 
1.32$

0.056kg + 
0.084kg

Total 81$ 3.33kg

Overview for special features

Solar Panel Monocrys-
talline 
Silicone

0.70$ per 
32 cells

Max 50 
cells

1.40$ 1.4kg

Sleeping Pad Exped 420g p pkg Per piece 
15$

1-2 22.50$ 0.84kg

Glow Ropes PP 6.7g p m 0.3$p/m Max 
18m 

5.40$ 0.15kg

Flag 5$ pp 1 5$ 0.2kg
Arctic canvas D75 Poly-

ester
380gsm 4.5-8$ p m 56.88$ 

+ 
68.75$

3.5kg + 
4.1kg

Tinting coat Netpex 500 p bot-
tle

15$ p bottle For 
rainflay 
around 
11 sm

15$ 0.5kg

See through roof Transpar-
ent Vinyl

420gsm 0.89$ psm 1.87 
sm

1.67$ 0.79kg
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hammock
2 extra 
poles

56.5g p m 4$p 1000 160cm 
+ 
110cm 
poles

0.33$ 0.18kg

2 whoopie 
slings

42g 3 - 10 $ pp Min 2 13$ 0.084kg

2 tree sav-
er slings

<640g Ca. 7 $ 2 14$ Ca. 1kg

Minimum viable option - price and weight

Basic Tent 81.00$ 3.33kg
Hammock 98.33$ 4.26kg
See through 66.00$ 4.0kg
Arctic 146.63$ 10.33kg
Tinted 86$ 3.83kg
Flag +5$ +0.2kg
Sleeping Pad +22.50$ +0.84kg
Glow Ropes +5.40$ +0.15kg
PV Panel +1.40$ +1.4kg

Comparable retail price and products

Tent (eg. Nallo 2 Hilleberg) 895$ 2.4kg
Arctic (eg. Nammatja 2 or Arctic oven Quest) 980$ - 1095$ 3 - 8.75kg
Tinting (eg. Coleman) 92.91$ /
Hammock (eg. Tentsile Hammock) 560.83$ 7kg
Solar panel (eg. Sunjack 20W) 189$ 1kg
Sleeping pad (eg. Exped Comfort Duo) 291.61$ 3.32kg
Glow ropes (eg. Luminous Guy-line) 11.61$ /
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Appendix M: Survey Description

User survey
For a representative evaluation of the introduced work, an online survey was prepared. The survey 
consists of three parts. The first part is about the outdoor service in general. In part two, partic-
ipants are asked about proposed features and the preference of different consumption models. 
The last part shall provide insights about demographic information and camping related experienc-
es. To provide a realistic representation of the tent and the features, a 3D CAD model was rendered 
and presented in a similar way, other outdoor brands would show their tents. 

Part 1
To be able to explain the service in an understandable way, an imaginary trip was proposed. Par-
ticipants were asked whether they would be interested in a trip to Chile. As trip destination, Chile 
was chosen, as it contains an extreme variety of different environments and exemplifies the idea 
of specialization. More specific, the trip was based on the Atacama Desert, Valle Nevado (ski/snow 
area), Huilo Huilo Reserva (forest) and Torres del Paine in the mountains. The trip length was indi-
cated to last 3 to 6 weeks and is in line with common backpacker trip durations. In an additional 
step, four different product sets (including the tent) were presented and related to the respective 
environment. An example is shown in the image on next page.
That way participants should be provided with a general understanding of what the designed ser-
vice offers and how it works, without specifying unnecessary details. A general question about the 
influence of the service on the trip experience and a ranking of benefits finalized the initial seg-
ment of the survey. The question about ranking of benefits was intentionally placed at the end of 
segment one, to avoid creating a positive bias about the service.

Conceptual trip used for the online survey and the specific trip targets
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Part 2 
For the feature analysis, the concept tent was introduced first, as the base tent on which all other 
features built upon. The explanation emphasizes the quality the concept is aiming to provide. Each 
feature is then presented in a random order, but in a similar layout (see figure XXX as example).
A text on the right describes the specific feature displayed in the image. A subtitle (top left) is used 
to reemphasize that each feature may be understood as part of the same basic tent. Iconography 
helps to understand, memorize and simplify the features. Each image is arranged to resemble the 
basic tent, in terms of dimensions and perspective, as far as possible. Where helpful, a schematic 
of dimensions with side-, front- and top view was added below the text. The description itself was 
formulated in a way to sell the benefits of each feature. For all the 14 distinct product features, 
participants were asked to rate their opinion to the following three statements:

1) “I would like to have this feature in my tent.”
2) “I think a tent with this feature creates a better travel/camping experience.”
3) “I think this feature makes the tent special.”

For rating, a 5 – point Likert scale. The first statement shall give insights in the overall acceptance 
of the features and could help to refine the feature configurations or simplification. The second 
statement is directly assessing the value a feature provides for the experience. The third ques-
tion is targeted at the attachment aspect of the designed feature. Attachment is not easy to in-
strumentalize, especially when features are assessed that have never been seen or used before. 
Based on Schifferstein et al. (2014) objects that are perceived as special differentiate from other 
similar objects and indicate an emotional bond. There could have been other ways to evaluate the 

Figure 26: One of four example sets showed during the survey
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attachment dimension, but they would have required a larger number of statements with differ-
ent gradients of emotional attachment. As the survey already included many questions and took 
up to 20 minutes to fill in, the simpler instrumentalization was chosen.  After every feature was 
rated, participants were asked to create their ideal tent. Every feature could be combined without 
restrictions and own features could be suggested. An overview of all icons was presented. The list 
of features for the ideal tent was randomized.

Example explanation used for the individual rating of features

The last question of segment 2 focused on the value participants found in the features, when im-
plemented as a customizable rental tent. Participants were asked to rank the options they would 
most likely be to choose and what reasons for their choice were. Three options were provided (see 
next image). The first option is to buy the basic concept tent. Price is based on the insights gained 
from the comparison with Hilleberg’s Nallo 2. Due to the inherently added features (open walls, 
team up, added dimensions) the price was slightly increased and transferred to euros as common 
currency in Europe. The second option is to buy a very cheap tent. And the third option is to rent the 
high-quality tent with customization options. Besides the basic information that was given for the 
tents, schematic views, price and a rating was indicated. The cheap tent was modified to match the 
colour scheme of the concept tent but is an actually available tent. The exact same tent in a differ-
ent colour could be found for 20, - on Amazon. This option was chosen, as many Backpackers tend 
to buy a tent during the trip, where they often seek the cheapest option available. A direct compar-
ison between this current way of camping during a trip and the proposed service concept is highly 
interesting. The star ratings are also based on the respective ratings on Amazon. The rating of the 
Nallo 2 was transferred to represent the concept tent in the bought and rented service option. This 
seems to be a valid approach due to the close similarities and the identical product segment (pre-
mium). Pricing of the rental option was chosen to be higher than the cheapest tent available, but 
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in a range that would still be attractive for backpackers. The exact price was discussed amongst 
design students, prior to the preparation of the survey. 

Consumption mode comparison including rating and technical specifications

Part 3
In the last part, participants were asked to indicate their favourite way of travelling, their experi-
ence with camping and if they ever used sharing-rentals. A question about their age ensured if 
participants were Millennials and match with the identified target group.
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Appendix N: Results Validation RAW

1. Would you consider to do a trip of 3-6 weeks and visit the pictured locations, as   
 shown above?
2. For such a trip: would you consider using a service, where you could rent any (or   
 all) of the products shown above, based on your destinations and planned activities?
3. Do you think a service like this would improve your travel experience? Please ex  
 plain why.
4. What do you think is the biggest benefit of such a service? Please drag the items   
 to your preferred order.
5. “I would like to have this feature in my tent”
6. “I think this feature would improve my travel/camping experience.”
7. “I think this feature makes the tent special.”
8. Overview questions 5, 6, 7
9. If you could create your ideal tent, based on the introduced features, which would   
 you combine to become your ultimate camping tent?
10. Please drag and drop the options until they match your preferred choice for a   
 camping trip abroad.
11. What were the main reasons for your preferred choice?
12. Age
13. What is your preferred type of travelling?
14. Please indicate your camping experience.
15. Do you (now or in the past) use sharing/renting services (i.e. Bikesharing, Car  shar  
 ing, Toolsharing)
16. Comments or general remarks

1. Would you consider to do a trip of 3-6 weeks and visit the pictured locations, as   
shown above?

Minimum Maximum Mittelwert Standardabwei-
chung

Abweichung ZÃ¤hler

1 3 1.13 0.45 0.2 45

Antwort % ZÃ¤hler
Yes 91.11% 41
No 4.44% 2
Other 4.44% 2
Summe 100% 45

Comments: 
Maybe; If I had a specific reason to go to chili (visiting friend / study tour etc); 
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2. For such a trip: would you consider using a service, where you could rent any (or   
all) of the products shown above, based on your destinations and planned activi  
ties?

Minimum Maximum Mittelwert Standardabwei-
chung

Abweichung Counter

1 3 1.64 0.92 0.85 45

Antwort % Counter
Yes 66.67% 30
No 2.22% 1
Maybe 31.11% 14
Summe 100% 45

3. Do you think a service like this would improve your travel experience? Please ex  
plain why.

Minimum Maximum Mittelwert Standardabwei-
chung

Abweichung Counter

1 2 1.14 0.34 0.12 44

Antwort % Counter
Yes 86.36% 38
No 13.64% 6
Summe 100% 44

Comments:
Yes - Text
- Using limited items to ‘survive’ will give you a satisfied feeling at the end of your journey. 
- It expands the experience in the visiting country
- You don’t have to take it with you if you are travelling and the costs are probably less high  
 because its rent and not buy
- It’s most likely less expensive than buying all the stuff.
- Because I donâ€™t like traveling outside and this takes energy XD
- Would rent local bike or materials to do activities. Bring my own gear as you need to carry  
 it anyway.
- The rental company knows better than me which gear I need for this particular trip, so I  
 don’t have to worry about e.g. taking a sleeping bag with me that is not warm enough or  
 forgetting anything essential. Also, if I rent the gear, I don’t have to take it with me on the  
 plane and pay for extra luggage which partly compensates the costs.
- I dont own these items
- It could provide a more comfortable stay and improve the way you move on the terrain
- I wouldn’t consider buying a drone but if I could rent one with the travel pack, I would see  
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 the places from a whole different perspective.
- Guarenteed good quality of products. Also, you don’t have to take everything with you by  
 plane. 
- Because you want and must travel leightweight, you make decisions about what you can  
 do and can’t. Most of the times you must choose an option. Of you can rent tents or other  
 devices, you do not have to choose anymore.
- I won’t have to buy it, so it saves money
- Its more relaxing because you don’t really have to wurry about wheigt on the plane and  
 such
- Better accessibility to quality gear is a plus. Gear is everything!!
- Good equipment, prepared for whatever happens
- A lot of trips need special gear which is already expensive and I’m usially not sure if I’ll do  
 it again.
- You will be fully able to enjoy the trip without having to worry about the essential things to  
 pack.
- No unneccessary purchases
- Cause I wouldn’t have to commit to buying the gear
- It removes the need to bring specialised gear of your own, potentially decreasing cost of  
 such a trip. Next to that, it could reduce hassle when packing.
- Because you probably save money with renting instead of buying which you can use on  
 your trip
- Less complicated
- Could help
- Teils, teils. Zelt, Drohne und Kamera ja. Mountainbike und Nachtsichtgeraet eher unprak 
 tisch bei einer Bergtour.
- Less stressful about your own stuff. To lose it when it has special values for you, but espe 
 cially worrying about if you have everything you need.
- Because buying good equipment can be quite expensive and forms a threshold for making  
 such a trip 
- When not being able to take it onto a flight yes. 
- Without Those products, you can’t axplire the counter well
- It is easy if you can rent it at the location at least
- Less preparing and no need to plan ahead to where to get all of the things mentioned  
 above
- Personally I’m not a traveler and would have no reason to own the items
- Convenience
- If offered for a good price, it would save a lot of hassle to carry everything to Chile and buy  
 everything that you don’t have
- easier
No - Text
- It would either be very expensive or very used and old gear
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- It will take part of the adventure away, coping with the local rental stores is a lot of fun  
 because they will always have great recomendations. 
- It would make it easier and more comfortable but you also lose a bit of independence and  
 adventure feeling 
- Yes and no. One of the most fun parts of a travel is the preparation. However, you are lim 
 ited in what you can take with you so then this indeed would improve the experience.
- I would like to visit those places but not like the camping part.
- The only reason would be if renting it would be cheaper than taking it on the plane with  
 me.

4. What do you think is the biggest benefit of such a service? Please drag the items  
to your preferred order.

1 Renting price is lower than buying similar products
2 High quality products
3 Access to specialized products, without the need to own all of them
4 No need to carry gear in plane or for entire trip, but only for period product is needed
5 No need to maintain and store products
6 Ability to do certain activities, one would otherwise not do
7 Ability to try out expensive gear

Field Min Max Avrg Std.dv. Dv. Counter
1 1 7 3.73 2.16 4.65 44
2 1 7 4.84 1.64 2.68 44
3 1 7 3.05 1.69 2.86 44
4 1 7 2.93 1.74 3.02 44
5 1 7 4.27 1.76 3.11 44
6 1 7 3.89 1.92 3.69 44
7 1 7 5.3 1.84 3.39 44

# 1 2 3 4
1 25.00% 11 11.36% 5 13.64% 6 6.82% 3
2 2.27% 1 9.09% 4 13.64% 6 11.36% 5
3 20.45% 9 27.27% 12 11.36% 5 22.73% 10
4 27.27% 12 22.73% 10 11.36% 5 20.45% 9
5 4.55% 2 11.36% 5 25.00% 11 13.64% 6
6 15.91% 7 11.36% 5 15.91% 7 18.18% 8
7 4.55% 2 6.82% 3 9.09% 4 6.82% 3

# 5 6 7 Summe
1 3 13.64% 6 18.18% 8 11.36% 5 44
2 5 18.18% 8 31.82% 14 13.64% 6 44
3 10 11.36% 5 0.00% 0 6.82% 3 44
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4 9 9.09% 4 4.55% 2 4.55% 2 44
5 6 18.18% 8 11.36% 5 15.91% 7 44
6 8 11.36% 5 18.18% 8 9.09% 4 44
7 3 18.18% 8 15.91% 7 38.64% 17 44

5. “I would like to have this feature in my tent”

strongly disa-
gree

disagree neutral agree strongly 
agree

Antimicrobial Pad 12.82% 15.38% 15.38% 33.33% 23.08%
Snow Flap 7.32% 19.51% 19.51% 36.59% 17.07%
Panorama Roof 7.50% 17.50% 17.50% 37.50% 20.00%
Glowing Straps 7.50% 15.00% 20.00% 25.00% 32.50%
Hammock 10.26% 15.38% 15.38% 38.46% 20.51%
Fly Mode 10.26% 12.82% 7.69% 41.03% 28.21%
Sun Protection 7.69% 12.82% 23.08% 41.03% 15.38%
Median intern 7.60% 15.19% 18.51% 37.98% 20.26%
Smart App 4.88% 31.71% 29.27% 26.83% 7.32%
Select Appearance 12.20% 12.20% 12.20% 43.90% 19.51%
Personal Flag 5.00% 25.00% 30.00% 22.50% 17.50%
Solar Panel 10.53% 15.79% 21.05% 34.21% 18.42%
Surprise 10.26% 10.26% 20.51% 38.46% 20.51%
Team Up 10.26% 10.26% 20.51% 38.46% 20.51%
UV-Tools 7.69% 12.82% 23.08% 38.46% 17.95%
Median intern 10.26% 12.82% 21.05% 38.46% 18.42%
Median total 8.98% 15.19% 20.26% 37.98% 19.76%

6. “I think this feature would improve my travel/camping experience.”

strongly disa-
gree

disagree neutral agree strongly 
agree

Antimicrobial Pad 7.69% 12.82% 17.95% 43.59% 17.95%
Snow Flap 12.20% 19.51% 21.95% 29.27% 17.07%
Panorama Roof 7.50% 15.00% 22.50% 37.50% 17.50%
Glowing Straps 7.50% 15.00% 25.00% 25.00% 27.50%
Hammock 10.26% 15.38% 15.38% 35.90% 23.08%
Fly Mode 7.69% 15.38% 20.51% 30.77% 25.64%
Sun Protection 5.13% 15.38% 25.64% 41.03% 12.82%
Median intern 7.60% 15.38% 22.23% 33.34% 20.29%
Smart App 19.51% 21.95% 19.51% 34.15% 4.88%
Select Appearance 14.63% 17.07% 9.76% 43.90% 14.63%
Personal Flag 7.50% 27.50% 25.00% 22.50% 17.50%
Solar Panel 12.82% 15.38% 15.38% 38.46% 17.95%
Surprise 12.82% 12.82% 23.08% 35.90% 15.38%
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Team Up 10.26% 20.51% 20.51% 35.90% 12.82%
UV-Tools 7.69% 10.26% 23.08% 33.33% 25.64%
Median intern 12.82% 17.07% 20.51% 35.90% 15.38%
Median 8.98% 15.38% 21.23% 35.90% 17.50%

7. “I think this feature makes the tent special.”

strongly disa-
gree

disagree neutral agree strongly 
agree

Antimicrobial Pad 5.13% 2.56% 23.08% 43.59% 25.64%
Snow Flap 2.44% 4.88% 17.07% 58.54% 17.07%
Panorama Roof 5.00% 5.00% 20.00% 50.00% 20.00%
Glowing Straps 2.50% 12.50% 10.00% 40.00% 35.00%
Hammock 5.13% 5.13% 7.69% 58.97% 23.08%
Fly Mode 12.82% 7.69% 12.82% 43.59% 23.08%
Sun Protection 2.56% 7.69% 30.77% 35.90% 23.08%
Median intern 3.78% 6.41% 14.95% 46.80% 23.08%
Smart App 9.76% 14.63% 19.51% 39.02% 17.07%
Select Appear-
ance

2.44% 4.88% 19.51% 41.46% 31.71%

Personal Flag 5.00% 10.00% 22.50% 32.50% 30.00%
Solar Panel 7.69% 2.56% 17.95% 48.72% 23.08%
Surprise 7.69% 5.13% 17.95% 41.03% 28.21%
Team Up 2.56% 12.82% 23.08% 41.03% 20.51%
UV-Tools 10.26% 5.13% 23.08% 43.59% 17.95%
Median intern 7.69% 5.13% 19.51% 41.03% 23.08%
Median 5.07% 5.13% 19.51% 42.53% 23.08%

8. Overview questions 5, 6, 7

"I would like to 
have this feature in 
my tent."

"I think a tent with 
this feature creates 
a better travel/
camping experi-
ence."

"I think this feature 
makes the tent spe-
cial."

Antimicrobial Pad 3.38 3.51 3.82
Snow Flap 3.37 3.2 3.83
Panorama Roof 3.45 3.42 3.75
Glowing Straps 3.6 3.5 3.92
Hammock 3.44 3.46 3.9
Fly Mode 3.64 3.51 3.56
Sun Protection 3.44 3.41 3.69
Median Intern 3.45 3.44 3.79
Smart App 3 2.83 3.39
Select Appearance 3.46 3.27 3.95
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Personal Flag 3.23 3.15 3.73
Solar Panel 3.34 3.33 3.77
Surprise 3.49 3.28 3.77
Team Up 3.49 3.21 3.64
UV-Tools 3.46 3.59 3.54
Median intern 3.46 3.27 3.73

9. If you could create your ideal tent, based on the introduced features, which would  
you combine to become your ultimate camping tent?

Feature        Counter
antimicrobal sleeping pad      24
smart app/360-degree gallery     1
glowing straps       21
snow flaps and isolation for arctic temperatures   13
personal flag        8
surprise        2
variety of colors and patterns to choose from   8
sun protection coat for extra shade and low temperature 36
wing walls for more usable space around the tent  23
hammock tent       11
solar panel        28
group tents (connecting with other tents)    24
panoramic roof       25
UV pen & light for secret messages     1
other         2

Other: 
Ik ga er voor het gemak van uit dat ik gewoon in het Nederlands kan andwoorden. Het lijkt  mij 
fijn om een ophang plek te hebben voor een zonnepaneel. Als ik overdag een tent opzet zet ik 
deze in de schaduw zodat hij niet te warm word. Wat er vaak op neer komt dat ie sochtens wel in 
de zon staat. Dus ik zou m’n zonnepaneel savonds in de zon willen zetten. Als ik naar bed ga kan 
ik ‘m vast aan de tent maken zodat er zonlicht op valt zodra het licht wordt. Ik hoop dat ik het 
enigsinds begrijpelijk heb uitgelegd en jullie hier wat aan hebben.

Sound system. A mini refrigerator

10. Please drag and drop the options until they match your preferred choice for a   
camping trip abroad.

1 Buy Eupholini for 900, -
2 Buy Valis for 20, -
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3 Rent customizable Eupholini for 50, - per week
Minimum Maximum Mittelwert Standardabwei-

chung
Abweichung ZÃ¤hler

1 1 3 2.58 0.71 0.51 38
2 1 3 2.11 0.64 0.41 38
3 1 3 1.32 0.52 0.27 38

1 2 3 Summe
1 13.16% 5 15.79% 6 71.05% 27 38
2 15.79% 6 57.89% 22 26.32% 10 38
3 71.05% 27 26.32% 10 2.63% 1 38

11. What were the main reasons for your preferred choice?

# Antwort   ZÃ¤hler
1 price    31
2 weight    8
3 quality    21
4 convenience   16
5 size/dimensions  19
6 customization  3
7 other    6

Other: 
- investment for a longer period, sustainable 
- comfort
- Depending on the situation, I would either choose renting for 50 euros (when with 2 per 
 sons) or buying for 20 euros (when alone)
- The ability to use the tent for longer than just this journey.
- You always need s tent to travel and whrn the quality is good you own IT for so long time
- allows for 2 people

12. Age

 Antwort %  ZÃ¤hler
1 < 19  0.00%  0
2 19 - 39 100.00% 39
3 > 39  0.00%  0

13. What is your preferred type of travelling?

 Antwort %  ZÃ¤hler
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1 Camping 33.33% 13
2 City trips 17.95% 7
3 As tourist  0.00%  0
4 Mix of above 35.90% 14
5 Other  12.82% 5

Other:
- Backpacking (usually hostels, sometimes camping)
- City trip, backpacking and camping
- Discovering new places
- Backpacking
- Trip “rondreis” but sleeping in hostels / hotels

14. Please indicate your camping experience.

Antwort    %  ZÃ¤hler
No camping experience  2.56%  1
Minor camping experience  15.38% 6
Some camping experience  35.90% 14
Much camping experience  46.15% 18
Extreme camping experience 0.00%  0

15. Do you (now or in the past) use sharing/renting services (i.e. Bikesharing, Car  
sharing, Toolsharing)

 Antwort %  ZÃ¤hler
1 Yes  33.33% 13
2 No  66.67% 26

16. Comments or general remarks

- Glowijg lines are already a thing: p I really dog the panoramic view!
- Great job man!
- Please don’t do glitter explosions, that is really climate unfriendly especially if it is in spe 
 cial nature spots where you can’t clean them up!
- I have some concerns about all the features. Because I go backpacking most often, the  
 main issue for all your gear is their weight and I’m not so much concerned about much  
 comfort. And when you add all kinds of features that more weight, it can become a big  
 turn off.
- Is â‚¬900 really a realistic price to buy a tent? It seems a bit high when comparing to oth 
 er tents online.
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- I think the surprise option is cool and is also a funny marketing strategy, but please NO  
 glitter of confetti. That will we terrible to clean up and no one likes finding glitter and con 
 fetti over all their belongings. A simple useful different camping tool in each tent would be  
 nice!
- For many types of camping weight is a big issue and features are not per se necessary 
- I like the ideas 
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Appendix O: Results Validation

The survey had 45 respondents, of whom 38 filled in the complete survey. All the respondents were 
between 19 and 39 years old, which categorizes them as millennials. None of the participants 
identifies as a tourist and one third stated camping to be their preferred type of travelling, with a 
mix of different activities (camping, city trips and touristy activities) preferred by more than 35%. 
Almost 13% specifically mentioned to prefer backpacking. The smallest part of the respondents 
did not have any camping experience (2.56%), while most of them indicated to have much camping 
experience (46.15%). Almost 36% had some camping experience, while around 15% had minor 
experience in camping. Surprisingly, only a third of the participants used (or is using) sharing ser-
vices before, when car-, bike- and tool-sharing was used to exemplify sharing and renting services.
For a detailed overview of gathered data see Appendix M.

Part 1 – Service Evaluation
When confronted with the example trip to Chile, 91.11% were positive about considering such a 
journey, with only two participants dismissing the thought about doing such a trip in Chile. Two 
more stated that they would doubt it but if they knew people or would have family in Chile, they 
would consider it. Two thirds of the respondents would further consider renting all or parts of the 
gear presented from a service rental. A single person was against renting anything, while 14 stated 
to be undecided about it.

38 participants (86.36%) agreed, that a service as described would improve the travel experience. 
When asked to explain why, the most frequent responses were convenience and price as stated by 
one participant:” You don’t have to take it with you if you are travelling and the costs are probably 
less high because its rent and not buy”. Besides quality and price, many respondents found quality 
and specialized gear important for an ideal travel experience: “Better accessibility to quality gear 
is definitely a plus. Gear is everything!!”. Some other comments also indicated the improved spon-
taneity as one could leave for Chile and just see what to do their, without worrying about lack of 
gear. Others found the service offer a good extension to ones owned equipment and mentioned to 
be willing to rent specific items (i.e. drone, mountain bike). For the six people, that do not think the 
service would improve the trip, main reasons were found to be high price for quality gear or fear of 
using old and worn equipment instead. Another point was the lowering of the independence and 
adventure feeling due to ease of the service and lack of personal preparation required. One com-
ment indicated that the service could become relevant if the price for renting would be below the 
additional luggage fee at the airport to bring one’s own gear. 

The combined ranking of service benefits is as follows:
1st. “No need to carry (in plane) for entire trip, but only for period product is needed”
2nd. “Access to specialized products, without the need to own all of them”
3rd. “Renting price is lower than buying similar products”
4th. “Ability to do certain activities, one would otherwise not do”
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5th. “No need to maintain and store products”
6th. “High quality products”
7th. “Ability to try out expensive gear” 

It shows that specifically the convenience of not carrying and bringing a lot of gear was highly val-
ued. Also, participants found the specialization of gear important without committing to owning all 
of it. Especially for the lower price participants had slightly more extreme deviations, where some 
participants found it important, while other found it not to be as much of a benefit. Even though 
comments of the previous question confirmed the importance of quality and ability to try out gear, 
they were rated to be least relevant benefits. 

Average rating of each individual feature for preference, experience and pucularity

Part 2 - Feature Evaluation
The figure above shows the average rating for each category, where 1 would be strongly disagree 
and 5 strongly agree. All the features are rated higher than 3 and therefore show tendencies to 
be liked in tents, enhancing the experience and making the tent special. The only exception is the 
smart app feature, which is a neutral feature in terms of participants preference but shows nega-



tive effect on the travel experience.
There is almost no difference in personal preference between experiential and attaching features. 
This also accounts for the “special”-making character of both classes. Experience is stronger posi-
tively influenced by experiential features. 

Top four features that would be liked in tents are the fly mode, glowing straps and the surprise/
team up feature (equal rating). Bottom three in that category are the smart app, personal flag and 
the solar panel. 
The highest rated features, that enhance the travel experience are the uv-tools, the antimicrobial 
pad and the fly mode. Least effective in facilitating the trip are smart app, the personal flag and 
the snow flap.
Most effective in creating a special tent is the selection of an appearance, glowing straps and the 
hammock. The least effective feature for making a tent special were found to be the smart app, 
the uv-tools and the fly mode. 

As participants were asked to create their own ideal tent, based on introduced features, seven fea-
tures were chosen by more than 50%. Considering the respondent number to be 38, then all but 2 
respondents chose the sun protection feature. The solar panel was chosen by 10 people less. Other 
features that were widely chosen is the panorama roof, the antimicrobial pad, the team up feature, 
fly mode and glowing straps. The overview, participants were provided with, seems to have led to 
rather clear choice of features that would be part of an ideal tent.

Selected features for the ideal tent
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Most participants (70.05%) would not be willing to purchase the premium tent, when also being 
provided with the other options. The same amount of people (27) would prefer to rent the premium 
concept tent for 50, - per week, and almost 60% agree, that the cheap tent option for 20, - is the 
second favourite mode of consumption.

feature  rank ind. rank ovw.
antimicrobal pad 10  4 
snow flap  11  8 
panorama roof 7  3
glowing straps 2  7
hammock  8  9 
fly mode  1  6 
sun protection 8  1 

feature  rank ind. rank ovw.
smart app  14  13
select appearance 5  11
personal flag  13  10
solar panel  12  2
surprise  3  12
team up  3  5
uv-tools  5  14

When comparing the personal preference rated 
for individual features with the ideal tent, many 
differences arise. Experiential features include 
the highest-ranking feature for both individual 
and general rating. Attaching features include 
at least the three lowest rated features for both 
classes. Features that were ranked best when 
rated individually are fly mode, glowing straps, 
team up and even the surprise feature. Looking 
at the relative rating, where participants where 
provided with an overview and asked to create 
their ideal tent, sun protection, solar panel and 
the panorama roof were the most chosen fea-
tures. Fly mode and glowing straps only rank 
moderately in the overview, while surprise is 
barely chosen by anyone for their ideal tent. 
Similar misalignments also occur for many oth-
er features, as shown in the table, right.

        1st  2nd  3rd
Buy Eupholini for 900, -     13.16% 15.79% 71.05%
Buy Valis for 20, -      15.79% 57.89% 26.32%
Rent customizable Eupholini for 50, - per week  71.05% 26.32% 2.63%

The pie chart (next page) shows the most important factors, that played into the decision-making 
process. According to the respondents, price is one of the most important factors, next to quality 
and size/dimensions. The customization capabilities of the rental option are not relevant to most 
of the participants, closely surpassed by other reasons (i.e. space for 2 people, long term usability, 
sustainability). 

Other comments 
Some participants of the survey used the chance to make additional comments. One repeated 
comment was about the number of features and how this would go together with the requirement 
of having as lightweight gear as possible. Some respondents felt, that for camping the features 
would become unnecessary and comfort would not be highest priority, but functionality and light 
weight would be main drivers. 

68



Another point mentioned was the surprise feature. Some people seemed to like it but were con-
cerned about glitter or confetti that would be spread in nature or found all over one’s personal 
belongings. 

Results differentiated
Based on the insights from the expert interview, data gathered during the survey is evaluated once 
more. This time a differentiation is made between people that indicate much camping experience 
and the ones with some or minor camping experience (moderate). No camping experience is not 
included in the individual assessment, as only 2 people indicated to have no experience with camp-
ing. Due to the low number the input is not representative for a group of non-campers.  

Reasons for chosen consumption model

 moderate much  total
   
Yes   73.91% 60.00% 66.67%
No   4.34% 5.00%  2.22%
Maybe   21.74% 35.00% 31.11%

Looking at the difference between moderate – 
and experienced campers, there is a stronger 
service consideration for moderate campers, 
while the number of undecided participants was 
lower. Both groups have a similar level of service 
neglection, which is very low. The two most im-
portant benefits provided by proposed service 
were “Access to specialized products, without the 
need to own all of them.” and “No need to carry 
gear in plane or for entire trip, but only for period 
product is needed.” for the moderate campers. 

69



Experienced campers have identical preferences but give more weight to ability to access spe-
cialized gear. Biggest difference is the emphasize on price for moderate campers and the sought 
benefit of accessing expensive gear by experienced campers.
An even bigger difference is visible when assessing the features each group would prefer to imple-
ment in their ideal tent. Both groups highly preferred the sun protection feature. The antimicrobial 
pad and panoramic roof are much stronger sought by moderately experienced campers. Glowing 
straps, the personal flag and the selection of ones personally preferred appearance were more 
often wished by experienced campers.

comparison between benefits each group values most about the service 

moderate campers  1st 2nd 3rd
buy 20    15% 52% 33%
buy 900   15% 26% 59%
rent    70% 22% 7%

experienced campers 1st 2nd 3rd
buy 20    20% 40% 40%
buy 900   20% 30% 50%
rent    60% 30% 10%

Looking at the preferred consumption model, moderate campers have a stronger preference for 
renting the tent, than experienced campers. The overall order of preferred consumption model is 
the same but varies in the details. Experienced campers less often rated the “buy tent for 900, - 
“option 3rd and slightly more often ranked it first. Moderate campers had a slightly stronger pref-
erence for the “buy tent for 20, - “option than the experienced campers.
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comparison between preferred features for theideal tent

comparison between reasons to use rental service
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When assessing the different reasons for their decisions, it is clear, that moderate campers em-
phasize price more and slightly prefer quality and convenience over experienced campers. For 
them, size, dimensions and weight are more important.
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