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ABSTRACT

In the context of the cultural industry has gradually become the core competitiveness of a country, our govern-
ment has been continually battling with the need of the public to enhance their quality of spiritual life, to enrich
cultural experiences and to fulfill the demand for cultural exchange. As to meet the cultural needs of the people
1s the main target of Cultural industry, it disseminates cultural products and services. According to the data
released by the National Bureau of Statistics in 2015, the added value of cultural services was about 1.0039
trillion Yuan, accounting for 47.0 percent in national increased value. Meanwhile, the experience economy
emerged as an interactional economic, represents that people's life standard had came to a higher level, and they
were able to spend more money and time at their disposal. Now the domestic consumption pattern has changed
from fast-food mindless consumption to rational consumption, and gradually shifting to emotional acquired
consumption patterns. With the opportunities brought by these conditions, the innovative, creative strategies of
combining the experience economy and the cultural industry are becoming the trend of future business develop-

ment in China.

This paper applied the theory of product service system design methods, while aided with experience design
methods, is committed to promote the traditional Chinese art in a new way into the lives of modern people, also
aimed at exploring

how the product service system design methods and tools could help to enhance people's enthusiasm to experi-
ence Chinese culture. As the establishment of the issue, ‘the emerald green pavilion’ integrated the stakeholders
and looked into their motivations, attempting to put the essence of our culture into resident’s lives with the experi-
ences and the evidences of the services.

With the improvements brought by the economic development of China, more and more people will desire a
platform that forged both spiritual life and material life closely together. The aims of the project are not only to
improve the scientific validity of cultural transmission, but also to enhance the depth of communication, interact
creatively with the users, and to enhance the user experiences. As a truth of a fact, a well-designed service system
could not only promote the formation of cultural-themed social networking platform, but also could broaden the
horizons of people in Mainland China, thus promoting the development of China's cultural industry, heritage the

classics when driving the future.
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Chapter 1. Introduction

1.1 Background of the project

Location: Changsha,Hunan Province

The site is located in the northern
outskirts of the city, in the area of
"Xiangjiang No. One"--an estate
property. Within twenty meters of
the site, located the Hunan Provin-
cial Museum and Tan Guobin
contemporary Art Museum.Visi-
tors were up to nearly one thousand

during holidays.

The Estate located right in Chang- e AT
. 5 . . . . R e \-_ d % ; .".- - ';

sha City’s axis, which is a notion of si a@"‘?& al center ~

urban planning. The central axis is
the main road which connects
north and south of the City. By the
estate is the west Xiangjiang Road,
river Moon Island, and one of the
72 blessed north Taoism mountain.
rail Transit line 1 extension cable
programming via here.

The estate’s residential area is
approximately one million square
meters, which divided into five
sales. Most of the villas were sold

out by now.



Pictures of the site

East -West wall/constructions




Local residents (Who lives around here)

&

According to the data provided by the manager e

of the estate, the selling department, and the x

purchase contracts the writer demanded to see

for data testification, it turns out that we found B8+

most of the home owners have higher educa-

tions, instead of the rich local dealers who may ST

easily afford the selling prize but have lower A
educations.

Many of the home owners are artists, collec- 288

tors, writers, photographers and doctors. Their

intention of purchasing can be divided into O T2 x£ | mmx
three categories: use the house as a basement [ag] 6

~

for living; use the house as a studio for holding
activities or a place for exhibitions; use the
house for both working and living.

In conclusion, the place has an excellent condi-
tion for the formation of artistic cultural
circles.

When a cultural experience space established
here, it will act like a bridge to link both the
museum and the studio. Not only to attract
more visitors, but also to make visitors stay
longer and learn more about the forming of
artworks. It will become the community of art
lovers and a social networking platform.



Potential users (Who needed most)

Children

Current dilemma (Problems)

Interest cultivation

At the weekend their parents often take them
to different classes. But usually the parents
can’t be together with their children during
these learning experiences.

Meanwhile kids need to experience alot of
things inorder to find out what they truly want
to learn. Usually that causes a lot of moneny.




Potential users (Who needed most) Current dilemma (Problems)

University student Learning experence

Pro.Zeng 1s an artist who passed away last year.
He had lots of students and followers all around
the country, they missed his impromptu way of
teaching, the showing of creating prosses is
really eyes openning.

The students need a place to compose&com-
municate freely, outside of the colledge.




Potential users (Who needed most)

Art lovers

Current dilemma (Problems)

Communication

There’s a lack of place where artists
could relax and working together. In
Changsha, some artists tried to build up
such places but failed to maintain.




1.2 Significance

1.2.1 Overview of domestic and international culture industry

The Overview of Chinese Cultural industry:

The development of China's cultural industry is broadly
divided into six phases: Phase facto, physical stifle stage,
embryonic infancy, brewing phase, accelerating stage,

mature stage.

teahouse

The first period is the stage facto, for the period from
ancient China to play "three transformation" to
complete the fifties of last century. Although people
of feudal society has not formed the concept of
"cultural industries", but according to historical
records, cultural industries actually thrived.

Tor instance, people in the streets of northern
marketplace frequently go to teahouses. It is the
distribution center for information, to listen to
people in the teahouse storytelling, comic listen,
listen ventriloquist, entertainer and watching
acrobatics, living teahouse culture is an integral part
of the town. Mr. Lao She's works, "Teahouse" is
typical of the late Qing Dynasty Beijing portrayal of
the lives of people, this little piece of heaven and
people can get a glimpse of the human landscape of
the whole society. People there are of all kinds of
forms, as well as the changing times bring different
fate. In fact, China has facto stage cultural industry

for a long time.



From the "Three reform" in 1978 during the Third
Plenary Session of the cultural industry in China belong
to the second phase. The stage was defined as physical
strangle stage, national planned economy, seriously weak-
ened consumer properties of cultural industries, cultural
industries and therefore on economic development in this
period little to help. Although the "constitution and
mstitutions," the impact of the so-called "govern-
ment-run culture" major cultural industry, but such as
Xinhua Bookstore, August First Iilm Studio and other
cultural institutions still play a role.

The third stage belongs to bud early stage, a period of
reform and opened up in 1979, until 1992s. 1988, in
which the concept of "cultural market" was officially
proposed the Ministry of Culture and the Industry and

Commerce Administration, the statement "cultural indus

tries" was finally defined in 1992, first appeared in the State
Department "major strategic decision - accelerate the
development of tertiary industry, "book. The cultural

industries sprout started.

Brewing and wandering stage is from 1992th until the end
of 2002, the cultural industry has been formally incorpo-
rated into national development policies. In a background
which market economy gradually solidated, our country
paid more attention to develop the third industry. At that
time the rapid rise of cultural industries promoted the
growth of the national economy. Mass mediadeveloped
rapidly during the fourth stage, such as the emergence of
animated movie "Journey to the West" and other outstand-
ing films as well as television works. Individual entertain-
ment also encouraged by the market economy, the new
spirit into the consumption patterns among the masses
spread rapidly. People began to accept entertainment
lifestyle, realizing life can also be a means of self-cultiva-
tion. Culture and entertainment gradually become a way
of privatization and miniaturization, at this time, "the
people" 1s no longer before conception close-knit group,
but to "the notion of Western scientists called scattered
public." Although the cultural industries developed rapidly,
but it is still far from being a pillar industry of the national
economy, and it’s growth rate could not be compared to

Japan and South Korea .




The fifth stage is the time of accelerated development
until today. Although China's cultural industry has the
defect of over-commercialization, but as people gradual-
ly noticed, it is important to improve the quality of entre-
preneurs to explore the Chinese culture positioning,
Excessive commercialization trend is shifting towards the
direction of high quality art and design. The representa-
tive of the stage inclueds the network of noisy game
rooms, ballroom and KTV karaokes, There are the emer-
gence of more diverse forms of cultural entertainment,
including private clubs, VR museum, teahouse, Chinese
health museum, wooden pottery classroom experience,
various DIY store , cooking classes and more.

Now the market has gradually increased for all types of
people to meet the need of cultural consumption, but the
current cultural experience still has three major disadvan-
tages. Iirst, there are cultural experiences exist only for
commercial reasons, they preached hedonism. Second,
the invasion of foreign culture made it more difficult to
find localized cultural experiences. Third, it is difficult to
adapt to consumer demand for the whole family with
different ages. If families could never have harmonious
activities at the same time, it is easy to inadvertently
increase the gap and distance between family members.
After entering the sixth stage, the cultural industry has
undergone sufficient development and become very
mature. The mature cultural industry has four main
features, the primary feature is its people tend to accept
cultural industry actively. Second, the legal system
became highly developed in the field of cultural indus-
tries. Third, developed a strong talent pool , to innovate
contents for enriching cultural layers. Fourth, the cultural
industry has become a pillar industry of the national

economy.

Facing with the challenges of globalization and cultural
invasions, China should establish an effective cultural
policy, which could be concidered as seven aspects.

First, we must understand the essence of the national
culture, identify the correct positioning of the local
culture.

Second, understand the cultural background of
competitors, find similarities, learn and discover the
advantages.

Third, open up the media coverage, increase cultural
propaganda to consolidate the cultural market.

Fourth, innovation. Find cultural characteristics, mobi-
lize the masses of enthusiasm and creativity.

Fifth, increase collaboration with foreign media, to
shape real "image of China", avoid "mysticism" and
"fanatical communist" bias, so that more foreigners
understand the real Chinese culture.

Sixth, actively communicate with media, friends,
cultivate cultural talents. it can not be closed to protect a
culture.

Seventh, pay attention to the protection of national
interests, the timely removal of endangering national
security’s informations.

Based on cultural polices,we are tring to explore how to
meet the needs of all segments of the audience to experi-
ence the fusion of cultural exchange and community
service systems . while emphasizing understanding of
human nature and care, the transmission of cultural
experience to bring happiness, innovation, with effective
follow-up services to deepen the impact.

The present study was to investigate the bonding methods
between system design and cultural experience, and the
establishment of Sino-foreign public diplomacy platform

through multi-disciplinary cooperation.



1.2.2 Cultural industries in Changsha

According to Mr. Liu Jing duo’s book "moral experience theory" that the experience was "one of the basic human survival
mode," quality experience can play a mental shock and joy of life as the role of education.

Meanwhile Social Innovation and Collaborative consumption has become a hot topic, "The rise of the creative class",
"Together: the rituals, pleasures and Politics of Cooperation", "Collaborative services Social innovation and design. for
sustainability "and other works popular in European academic community can explain the importance of innovation and
cooperation. At the same time, such as Airbnb, off the sofa, Uber and other masses cooperation of consumer software
significantly changed the way people live. Depth study of these platforms, in fact, they largely reflect the demand for cultural
exchange and experience.

Changsha has a thousand-year history. The custom experience design should be based on the localization of Lingnan
culture.

The essence of the culture experience design is to emerge into people's lives. Not only to find a sustainable way to improve
the efficiency of cultural transmission, but also to enhance the depth of communication.

For the most severe problem is that residents in the city generally more indulged in online activities. People in Changsha

created Wechat, 58city, but offline experience design is the weak point of the culture industry.




People's way of life is closely related to their acceptance of education and their life experiences.
Changsha has many nationally famous universities and institutions, certainly does not have a lack of highly educated

people who is willing to spend time and money on high quality cultrual experiences.
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1.3 Ealier cases

Shanghai Tang nine ten music clubs, South Beauty's Lan Club and other content-rich experience, with beautiful environ-

ment but not in a broadly demographic level. But places such as Kuang Yi Zhai, tea and books, flowers and painting,they

even offered meditation experience, an easy way to integrate into the public life of quiet and simplicity.




1.4 Contributions of the paper

This paper is committed to the use of services systems research methods, combined with the experience design
of exhibition space to promote traditional arts and culture in a new way into the lives of modern people. Good
paintings, good poetry, transcend the shackles of fame and fortune. A nation of art, that is the spirit of a nation
crystallization. So as Mr. Pan Tianshou said, "the revitalization of national art, is closely related to the revitaliza-
tion of the national spirit."

With the improvement of the level of economic development, more and more people contemporary desire a
spiritual life and material life will close the docking platform. The essence of culture wishing to private experience
and evidence of the way into people's lives, not only to improve in a sustainable manner the validity of cultural
transmission, but also to enhance the depth of communication. Among them, a sound service system can
promote the formation of cultural circles as the theme, to help build public diplomacy platform for the mainland
people to broaden their horizons.

Service System will issue a blueprint for system design to examine whether the macro-stakeholder coordination
of all parties, and to study ways to improve. With economic development mechanism led by the government tend
to shift gradually to citizen participation, more and more individuals engaged in entrepreneurial culture of
innovation among industries. The model will build on this topic play a guiding role and reference, and to establish
a new development model systematic reference for domestic cultural institutions in order to help achieve the
inheritance, development and innovation of Chinese culture purposes.

The issue also has profound emotional significance for the author.

To miss Grandfather - painting artists Mr. Zeng Hu, cultural content space project are Mr. Zeng Lao propagat-
ed the idea of art as the core.

It will be presented to the experience of space and painting calligraphy audience to Mr. Zeng Lao creation
mainly for the community of Chinese painting and calligraphy lovers to enjoy and learn. Since Mr. Zeng Lao had
scattered most of his works in the whole world, it is difficult to collect, so the presentation will be in conjunction

with cutting-edge audio and video interactive technology.



Chapter 2. Product Service System Design Methods

2.1 PSSDesign Theory and Developments

From design culture it can clearly be seen since the 21 century the world has been changing - slowly toward service-oriented

economy and sustainable transformation. Although service-based economy is going to become the main economic pillars
of the world, but their growth rate significantly more than any other opponent, going to be the next master of the world
economy "the next economy". (Design for service, Meroni Sangiorgi)

We must rethink the design change in the economy, which means that from a product-oriented design ideas into a
service-oriented design ideas. Previously thought to product design thinking is the most important part of the core, and the
service 1s regarded as an adjunct products, and now, the starting point of design thinking is the service. Interactive designers
interaction between people, and between people and objects to interact with the environment at the heart of the design,
and the material of the "product" just to prove the existence of a link service. Because the service system has four major
characteristics, of which the first characteristic is the service is invisible, a service from a physical level can not be found,
perform service more like a "show" rather than an "object." The second characteristic is the heterogeneity refers to services,
the environment and the participants will bring different results is not the same. Article characteristics are the service has
the inseparability of its existence is inseparable from the user. Article IV characteristics are the service is easy to destroy, it
can appear to be rapidly disappearing in the world. In short, the service design is a complex subject, which involves anthro-
pology, sociology, design strategy, management strategy, psychology, market thinking, interactive design and other fields, the

service system designers must have extensive knowledge and adequate surface covered learning support.
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2.2 Case studies

Case 1: Future dining experience in canteen

-
Children receiving food



The project is located in San Francisco, commissioned by food provided by SFUSD firm IDEO design team
completed. IDEO design system combines the service students need for school canteen diverse dining space
and improves the defect of the old food service system, to help students understand the ingredients and food
culture, as well as stakeholders to conserve resources, for more support and interest.

Students eating lunch under present rate of about 13% in SFUSD, breakfast meal rate of about 1%, resulting
in a great waste of resources.

After investigation and analysis, IDEO designed the present time value theory proposed four student center.

1: excitation feeling experience, enable students to experience happier through the new cafeteria eating.

2: Students feel valued, which means the students feel the designers and service providers for students and
their feelings need to be given respect and attention.

3: to produce more food and emotional association, meaning students sentiment value ingredients in life, to
stimulate the ingredients to obtain knowledge of curiosity.

4: active sound, meaning encourage students to actively influence this system, assume the role of the system

and learn to take responsibility.

Problems
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Previously they had the idea of changing the menu every dayj, if
the output does not meet the students' taste foods will result in loss
and waste. Now the menu is presented by the students, they voted
this way to reduce the amount of food waste.

Former employees have in the food window asking each student

to choose food, also face long daily lunch team.

More than the traditional service of content is to prepare
students with ingredients for home at night, they may be
surplus canteen purchases, students not only play a role in
conserving resources, while being able to teach children to

cherish food, observing plants and learn to cook.
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Ciase 2: Museo nazionale della scienza e della tecnologia Leonardo da vinci

Leonardo da Vinci Museum of Science and Technology is located in Milan, Italy City Hall, in honor of
Leonardo da Vinci's achievements in science and technology.

Touchpoints along the promenade is with a series of laboratories. These scientific laboratory services are
mostly for 5-15 year-old children, the value lies in the positioning of fun activities to mobilize the enthusiasm

of the children, teach scientific and cultural knowledge. Subjects included physical, chemical, mechanical,

textile, astronomy, and so on, while the difficulty of laboratory are different according to age divisions.
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Chapter 3. Service System Design for the project

3.1 Research and interview

In order to understand the situation of respondents, this study uses a questionnaire. I collect a lot of feedback
information through the Internet, network, and other interpersonal communications.

For the online questionnaire,i used a website "questionnaire Star".

41.1% of the people who took the text are between the ages of 20-25, people above 50 years are counted for 9.7% , and
the rest are in the middle aged groups: between the ages of 25 and 50,takes 49.2%.

20-25 year-old age group most of the job for the students belonging to groups actively participate in social activities.
Participation questionnaire to fill in the second largest occupations in art and design classes of employees, their culture
exhibition space for a more sensitive topic concerns. Participants in financial markets and the sales department person-

nel were accounted for about ten percent, media, education, freelance approximately 2.7%.

First of all I detect is the annual exhibition of respondents frequency, which can be roughly seen the importance of the
exhibition experience in public life. The data in the table show the exhibition in less than ten times one year is the major-
ity population, but more than 20 times, the population also accounted for as much as 6.52%, of which the majority of
young people eager to learn. Then asked why they decided to do so.
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Survey summary

« young people aged between 20-25 go to mueseums more frequently than other ages.

« The atmosphere is not available online exhibition, but valued alot.

» When making decisions, the audience for cultural experiences relating to the subjective preferences are important, but drive around friends also
has a very big influence.

* about 30% of people aware of their own cultural experience space frequented a particular habit.

» People are more inclined to get the exhibition messages through social media and word of mouth way.

« lively, exchange views with their peers who exchange experience and emotional learning is the way most of the audience favorite.

« crowded and noisy environment can severely impair the quality of the experience, the emotional damage when audience participation experience.
« Physical exertion will cause a decline lasting experience and the experience of the degree of interest.

» When you need a break, people on the hardware facilities at the rest held by casual attitude.

« relaxing place to be used for social activities related to everyone is willing to accept.

» Social software does not ban offline social behavior, people still loved in the same space together to complete a certain thing.

« entertaining style not only can not play the role of social relaxation, but also easy to bring pressure and a sense of disgust.

« Social respondents felt the most happy thing is to be able to discuss topics of interest with people, and when you open up horizons harvest
inspiration.

 More respondents prefer social activities, joint activities and cooking tea chat activity is the highest rate of two favorite.

* There is no fixed regular meetings are commonplace in modern life; a birthday party at the time because there is a special significance above the
norm rather popular.

« About 35% of respondents prefer to enjoy the meet, the time for more than 12 hours, or more than one day.

« About 50% of respondents tend to be more than three hours with fellow rich and diverse experience, but do not want to go home after midnight.
* Most respondents prefer three to four individual party.

» When recording meetings and exchange stories, most people choose to use the micro-channel circle of friends to share.

« still about 24% of the adult population in a diary recording party events and experiences.



3.3 Brainstorming and the determination of core values
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Design tasks (design brief) comes from the user journey map, different from Customer journey map, It reveals
how people experience things before.

Insights and opportunities are found in the map.After the analysis and we found that there are 5 opportunities
have the potential to dig deeper.

Traditional journey to visit a museum/show room.
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* Parents want to watch their children to independently
complete some of the things which exercise social viability
and communication skills.

* Schedul activities and accommodation works are very
troublesome, and often accomplished by one person.

* While participating in activities, short term friendships
with strangers are easy to form.

* Sometimes young people go to bars, nightclubs just to
get rid of loneliness.

* For the things that contains experiences, they had higher
values than the market prize to the owner.
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3.4 Solutions

3.4.1 The analysis of stakeholders

The map facilitates the under-
standing of the relationships
between the stakeholders. This
work 1s mainly drawn through a
desk research, finding the poten-
tial benefits and incentives
considering the relationships
and interactions between them.
Visualization is a key process for
considering pain points and
potential opportunities.

The issue of external stakehold-
ers include customers, profes-
sional or amateur painting
friends, ingredients suppliers,
Painting  and  Calligraphy
Association and other exhibition
halls and competitors. Pain
point: the lack of opportunities
for exchanges between the
friends of painting and ordinary
customers; Painting and Callig-
raphy Association can not
provide a pleasant social experi-
ence for art lovers.

Internal stakeholders including
the front desk staff, back-office
operations personnel, online
platform manager, marketing

and finance departments.
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3.4.2 Typical users(Persona)

According to the four core values and the cultural
experiences, Typical users are divided into three catego-
ries:

The first category is called maximisers. The maximizer
refers to the highest requirements for a class of its own
when people make choices. Maximization may lead to
their own happiness, and the difference between them is
that the perfectionist believes he can reach the highest
standards, and the maximizer do not think so. This

article is selected to maximize the representatives of

Maximizer - College Students Zhong Qiujie:
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college students, many of them are people who loves art
and design. They does not want to give up learning
opportunities.

Characteristics: They are involved in the group that has
the highest frequency to vist museums and libraries; they
are not necessarily local, but has been in the process of
integration into the local culture; they do not necessarily
realize that they have a tendency to maximize, because

they are at the time of continuous learning and competi-

tive process.
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The second persona of people are a group perfectionist.
Representatives selected here is art enthusiasts or practi-
tioners. After long interviews, I found that they prefer to
participate in the best cultural experience, but not neces-

sarily all, often with their own measurement of

Perfectionist - Artist Qin Renjie:
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decision-making. Under normal circumstanc-
es, they will not miss an exhibition or an event
and feel anxious or tortured heart. They belong
to the more successful groups in society, and

they have their unique view of things.
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The third group people who are called satificers, such ties in accordance with their family or school. Charac-

people tend to meet the basic needs, and not to compare teristics are: energetic, curious of the unknown, no fixed
or imagine that there might exist better options. mode of thinking, mental and emotional vulnerable to
Choosed age here are at eight to twelve-year-old pupils, external influences.

they usually experience and participate in cultural activi

Satisficer - Pupils Seoul Tong :
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3.4.3 The offering map

Offers can be divided into

two parts, online and
offline.

The online services first
introduce users to the main
ideas and values, exhibition
Info.

and other

feedback messages
informations.
Then allowing the user to
their

customize private

routs so the staff can
arrange  everything in
advance. Iinally, the users
could use the online auction
service to buy or sell
artworks.

The

services is

content of offline
divided

experiences

nto
cultural and

social activities.

MARE
i35 %

Personal
route
reservation

SRHE
=

online
auction

OFFERING Mgp

L4k
®T

N
Ll

Cultural

A

Online

Offline
7

FEHR

experiences Socialization
iRk RAHiE 513 NE2R HERE
Interactive Library live in the Open Sharing
exhibition &tea museum studio works
HERE 5R&F
: : Reading Chatting
Mk BERE KERE 2hE2  BWAXK HEF]

Visual Tactile Gustative

RIERNE
Night mode
exhibition hall

Holding Maki? Learn
activities Friends Chinese painting

&R

Artistic
kitchen



3.4.4 The storyboard

*Storyboard refers to the designer creating a story through a series of paintings, photographs,
showing in chronological order for the development of a series of events clues.

STORY BOARD OF ‘EMERALD GREEN’ PAVILION ¥

Wendy is 27 years old, she likes e She learned about the Emerald o After their arriving, the reception-
art and willing to spend some green pavilion from friends, then ist welcomed them and checked
money every month for cultural she installed the app, found it wendy's visit plan.
experniences. interesting and made her new

personal plan to pay a vist there

with her ginl mate in the weekend.

Then they were invited to ° In the hall they felt breeze infront ° Explored many details of the
go into the exhibition hall. of the painting of endless moun- professor’s paintings...
tains...



e And had a taste of fresh spring
dew..

° Their five senses fully aroused by

the show.

° Walking out of the show and
through the balcony, there's a tea
house. They had some dessert
and a comfortable pause.

@ Wendy found an elegant studio
nearby, she intered the room and
watched the artist creating a
piece of Chinese painting. Wendy
was so happy because she never
had such chances before.

The artist went to the tea house
to have a rest. She tried to facsim-
ile the work on the practising
desk. The work was lefted for the
Emerald green pavilion.

@ Her friend was interested with a

book while reading in the library
tea house.She asked the saff to
pack it



@ Time for bed, the staff invited
them into the exhibition hall.the
rooms had already shifted to
night time mode. it's the first time
they sleeped in a show room.

From that time, Wendy kept
checking the updates of the
pavilion,and become friends with
the artists she likes.

@ They went to Artistic kitchen to cook.
A food designer came and helped
them to use normal matenials for
making high quality dishes.

@ Before leaving Emerald green
pavilion, Staff wrapped her the
special pillowcase she used last
night as a gift.

@ She got payed for the painting,
through the online auction
platform.



3.4.5 Touch points matrix

TOUCHPOINTS MATRIX OF ‘EMERALD GREEN’ PAVILION ¥

MAIN ACTIONS »
TOUCHPOINTS ¥

Website\Wechat\weibo publicity

App client-side

Exhibition hall(day mode)
Library tea house

Painting studio

Artistic kitchen

Sauna

Exhibition hall(night mode)

Souvenir

BEFORE
ARRIVING

ACTIVITIES

LEAVING

COMPLETE

\



3.4.6 System map
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Chapter 4. The application of the service system

For he actual constructions, it needs to consider not only the clear idea of the business model, but
also in space planning. With reasonable arrangement and spatial functions clearly defined.

4.1 The business canvas of the emerald green pavilion

Key T
Partners

1.Social media
(Wechat\Weibo\Face-
book\News...)

2.Suppliers

(Hardware provider\-
Service provider)

Ke i
Activities .-,-1_1.
1.Visit exhibitions

2.Night at the museum

3.Hang around with artists
( Studio\library tea house)

4.Artistic cuisine

(Open kitchen and food
design)

5.Auction online
( Arists \visitors\fans)

Key P
Resources ]

1.In-house Artists

2.Brand influence

3.Infrastructures
(interior design \expe-
rience design)

4.0nline platform

Value ey

Proposition 1 ]
g —~#

1.Personal route
(Tailored service with high
quality)

2.High quality time
with family\friends

(Doing things together and
doing different things near
each other)

3.Finding people with
same interests
(Making friends with
artists.)

Customer ()
Relationships S

1.0nline assistance
(Help guidance\user
communities)

2.0nsite support

(Service providers\exhibi-
tion volunteers)

Channels ()

1.Face-Face
communication

2.0nline services

Customer '..'-

Segments !i_

1.Long-term customer
(VIP members\painting
and calligraphy lovers\uni-
versities\schools\Local
companies)

2.Short-term customer
(Individual travelers\local
families and groups)

( App\website)
Cost 1.Infrastructure maintenance fee /=] Revenue 1.Service fee s
Structure (Space construction\Online < ;“-! Streams (Charge for tailored services) | Lt

platform maintenance)

2.Costing of peripheral

products
3.Propaganda expenses

(Holding activities\advertisement)

4.Staff’s salary

2.Usage fee

(Each service with fixed price)

3.Products selling online
(Peripheral products\Auction)

g
3.Products selling\-’J
at spot
(Tea\books\food\Peripheral
products)
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4.2 Design of the touch points

The Interactive exhibition hall
Day mode & night mode

The interactive exhibition space is open to the public during opening hours, but staff will turn it into bedrooms for

predetermined short living experiences.

Analogue: Book and bed
Tokyo
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Artistic kitchen

The Artistic kitchen is to
meet the three major
diet-related functions.
First, for the visitors to
order tea and light
meals;

Second, food designers
showing how to make 2
star dishes with normal
materials;

Third, allow guests to
cook.

Value: improving the
quality of life, some-
times i3 to spend just a

little more effort.
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Ink stone washing room
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4.3 Summary

Conclusion

One of the difficulties lies in the complexity of combining service system design and interior design.
Taking the flow lines and the story togther, and operate the service system faced with uncertainty,
things could go out control when there ar too many people in the space.

The article describes the beginning of domestic and foreign cultural industries, cultural industries and
then combined experience design research, the harvest is of some surprise discovery - cultural experi-
ence design and service system designed could combine naturally. Then the author made in-depth
study of the service system design and system design, set up the cultural experiences of space, accord-
ing to research obtained insights.

Follow-up methods

The difficulty is to predict the uncontrollable problems with in the offline space. of human traffic when
opperating and construction costs. Traffic flow is excessive, if the interactive exhibition space is too
crowded and noisy;, it will seriously affect the quality and experience of the atmosphere. Book Club will
be able to take the advantage of artistic kitch, it could be temporarily used as a space to absorb part of
the waiting users, when a reasonable number of person are reached, then sadff release the flow. And if
not much visitors in the space, resulting in a waste of resources and equipments. Follow-up ways are to
improve the methods of online reservation, and try to make reasonable arrangements.

Sources of construction costs can be opened to the public, such as access through crowdfunding. Inves-
tors can get a return each year to participate in free living experiences and likewise.
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