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Abstract 
 
Purpose: The purpose of this paper is to investigate key success factors of a business model 
for digitally enhanced and demand driven manufacturing of personalised apparel products. 
Through the investigation of a questionnaire and two focus group discussions the research 
outlines the co-creation of customers and the company when personalising an apparel product 
after individual requests. Furthermore, it examines the relationship and impacts of service 
experiences towards the customer journey of value-adding personalisation.    
Methodology:  This study is based on a mixed-method design. The empirical data were 
gathered through an online questionnaire, which reached out to 183 participants. Furthermore, 
the data were collected from two focus group discussions with seven students in total. The 
discussions were transcribed, coded and analysed using a comparative analysis approach. The 
main limitations of the research are the limited amount of questionnaire participants and focus 
groups as well as the focus on personalisation services regarding apparel products. 
Findings: The findings of the analysis point out that in order to establish a beneficial demand 
driven business model for the personalisation of apparel products, a company has to adopt 
factors such as raising awareness, ensure value-adding integration, ideal information sharing, 
straightforward operation, incorporate customer’s knowledge, customer satisfaction, enable 
valuable personalisation as well as consider customer’s emotion. Additionally, the results 
illustrate that service experiences have an impact on the customer journey of a 
personalisation.  
Contribution: This paper contributes to the academia by investigating a framework for the 
relationship between a customer journey and the service experiences while co-designing a 
product with a company. Practical contributions are made by investigating key success factors 
for digitally enhanced, demand driven manufacturing of personalised apparel products and by 
giving new insights in the integration of customers when using the service of personalisation. 
The generated framework and the key success factors can be principle guidelines for 
entrepreneurs and established businesses as well as for future investigations.  
 
 
 
 
 
 
 
 
Keywords: Service Experience, Customer Journey, Personalisation, Apparel Product, 
Demand Driven, Business Model, Service Value Web, Customer Experience, Service, Textile 
Value Chain   
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1 Introduction 
 
The first chapter of the thesis introduces the general background of the problem and narrows 
the topic down to the problem in focus. The following research motivation, purpose and 
research questions formulation shapes the aim of the research. The introduction chapter 
finalises with the limitations of this thesis.  
 
According to Hoang (2016), the consumer’s consciousness is changing and therefore the 
consumerism is developing into a more comprehensive understanding of sustainability, 
authenticity and transparency. Moreover, consumers rethink their preferences and scrutinize 
what they truly value. Relating this, certain requirements have to be taken into consideration 
when challenging this new way of consumerism. Hoang (2016) suggests various activities 
such as, providing transparency, creating sustainable processes, investing in retail technology 
or providing efficient services, when rethinking a company’s strategies. Additionally, even 
more relevant are the embrace of sharing economy and the delivery of experiences, but most 
important is to recognize customer’s individuality. The new consumer is keen on the lookout 
for opportunities to put their own stamp on a product. The growth in personalisation services 
expresses the demand for products that helps to show one’s individuality (Holt, 2015; Hoang, 
2016). 

1.1 Background 
The background will outline the online shopping trend and its shift of consumer behaviour, 
the fulfilment of consumer demands by providing customer value, personalisation as a 
consumer driven business model, the use of technology to meet customer request and lastly 
the customer journey map.  

The constant development of the Internet has changed the way we live, not least when it 
comes to consumer behaviour and shopping habits (Keisidou, Sarigiannidis & Maditinos, 
2011). During 2016 the total sales of online shopping reached almost 58 billion Swedish 
kronor, an increasing trend of growth with 16% compared to 2015. The largest customer 
segment is customers under 30 years, where four out of five do their shopping online. The 
obvious leading area of online shopping is clothes and shoes, which stood for 35% of the total 
online market in Sweden at the time (HUI Research AB, 2017).  

Further, the online shopping experience has complimented the old ways of shopping, both in 
terms of window-shopping as well as physical shopping. It is more convenient and time 
saving for customers to do their window shopping through their mobile phones during a 
coffee break, instead of taking a walk in the city or mall (HUI Research AB, 2016). The fact 
that online stores are open 24 hours per day, 365 days a year, gives the consumers more 
freedom at the same as it gives a great advantage to the online store compared to the physical 
store with limited opening hours. What might be another success factor to the online shopping 
is the ability to reach geographical areas far from the cities, and thereby make it possible for 
everyone to buy the latest products on the market (Jusoh & Ling, 2012). Further, a study 
carried out in 2011 showed that having internet connection at home, increases the probability 
of online shopping up to 14%, and further, that those people who do their shopping online are 
more innovative and spontaneous than those who do not (Keisidou, Sarigiannidis & 
Maditinos, 2011).  
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When customers do their shopping online, they are more able to do their research about the 
item they aim to buy. It is easier to compare prices between different online stores and 
websites in order to find the price that suits them best (Cheung & Lee, 2006). From a report 
made by Nielsen (2010), it was shown that feedback and comments other people has done 
about a certain product, is one of the greatest benefits of online shopping, according to the 
buyers. 

Not only online shopping but also the on-going development of customer value has been a 
dominating topic for quite some time. Companies should listen more thoroughly to their 
customers, pay greater attention to delivery services, and try to ensure long-lasting and 
successful relationships with their most profitable customers instead of concentrating on 
acquiring new clients (Reichheld 1996; Grönroos 1997; Peppers & Rogers 1997). One way of 
listening to the customer’s requirements is through mass customisation. Mass customisation 
means that mass-produced products are adapted to meet specific customer needs (The 
Economist, 2009). The business concept of mass customisation has been noted for decades as 
the most advanced market segmentation strategy (Bardakci & Whitelock, 2004). Furthermore, 
this approach has been an effective way to generate customer loyalty to a company (Ansari & 
Mela 2003; Goldsmith & Freiden 2004). In the past, many companies have tried to better meet 
consumer demands by increasing variety of product range. However, Reichwald, Piller, 
Moeslein and Lohse (2000) noted that an increasing amount of companies within different 
branches are unable of addressing various consumer needs by merely using a variety strategy. 
The reason is that the required number of varieties to address these needs is tremendous, 
which results in increased unit costs, something that might affect price sensitive customers. 
Furthermore, excessive availability of choice also leads to disappointment or frustration as it 
makes the buying decision more difficult. That is why it is becoming increasingly important to 
produce exactly what customers are looking for (Cox & Alm, 1998).  

In these days, consumers desire to personalise the style, colour and fit of the outfits they buy, 
at the same time as they expect high-class personalised products at affordable prices, with fast 
delivery (Pollard, Chuo & Lee, 2011). Apparel companies keep on going through drastic 
changes to create environments where customer requirements are not only met but 
outreached; and where efficiency, productivity, quality, competitiveness and customer 
satisfaction are critically considered as success factors (Piller & Tseng, 2010). Conventional 
competitive advantages are no longer future-oriented and the emerged course of business of 
mass customisation is being hailed as the solution to problems of fit in the textile industry 
(Hankammer & Steiner, 2015). It seems plausible, that the involvement of the consumer at the 
beginning of the value chain aims at satisfying their demand for choice and individuality, 
whilst providing lasting competitive edge for businesses. Not only companies can benefit 
from this consumer driven business approach, also the environment. More and more 
researchers believe that mass customisation – besides being an economically interesting 
business model – would have the potential of environmentally advantageous.  

The amount of garments sold at full price today, the so-called sell through factor, is 
approximately 60%, which means that the overproduction is around 50% and that selling one 
garment means producing one and a half (Mattila, King & Ojala, 2002). If the clothes instead 
are made on demand, the overproduction could be reduced, at the same time as the 
environmental impact could be reduced by 30%. This means that mass customisation can 
indeed foster environmental sustainability development by helping to cut down 
overproduction and the use of resources (Pollard, Chuo & Lee, 2011).  
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However, in order to generate a successful operating mass customisation approach different 
tools and processes are required. Information technology, flexible processes, and 
organizational structures to provide an extensive range of products and services have to be 
applied in order to meet special requirements of individual customers (Gandhi, Magar & 
Roberts, 2014). The personalisation of clothes has significantly extended with the advanced 
development of electronical body measuring, single-ply cutting, pattern making, and 
production technology (Hankammer & Steiner, 2015). Online shopping features a new trend, 
which is Internet based online personalisation with 3D digital apparel design technology and 
virtual try-on system. Consumers have become wiser than ever and as the demand for well-
fitted clothes are increasing, 3D body scanning technology is viewed as an essential link 
between craftsmanship and computer-aided design technologies. Virtual garment try-on 
technology aims to provide optimal fit and revolutionize the online shopping experience. 
According to Gandhi, Magar and Roberts (2014), the improvements in product visualization 
and the enhanced speed and adjustability of configuration software have made product setup 
engaging and what many consumers elucidate as a fun experience. The main feature of this 
technology is the capability of virtually testing fit on individuals or retail-specified size 
models, either through manual input measurements or data acquired from 3D body scanners. 
Creating a so-called ‘Avatar’ (Figure 1) helps the customer to get a better idea about how to 
look in the chosen garments. With new inventions in this field it is expected to enable 
consumer satisfaction and reduce commercial waste due to ‘ill-fit’ returns (Apeagyei, 2010). 
Giovis (2007) reported research by the NPD Group pointing out that 84% of women claim to 
be unable to find clothing that fits. Clearly, fitting issue is one of the major influence 
parameter of customer satisfaction.  
 
 

 
 

Figure 1: 3D Avatar (Klug, 2017) 
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The progression of easy to handle digital technologies in the field of fashion and textiles has 
generated new design service possibilities. Digital textile technologies have widened the 
space to design and produce unique garments. For example, digital weaving machines and 
textile printers, as well as laser cutting machines offer comprehensive possibilities to fulfil 
consumer's individual needs. With the basis for existing order rather than surplus production, 
these technologies allow for savings in the consumption of material compared to the industrial 
scale for manufacturing textiles (Niinimäki, 2009).  

 
As technology drive forward, customers become more sophisticated. That is why companies 
are permanently hunting for ways to quickly get customers involved into their processes 
(Newman, 2016). In order to understand the customer and how to satisfy their needs, it is 
helpful to generate and develop a customer journey map. These maps illustrate the steps of an 
end-to-end customer experience and enable businesses to make value-driven decisions on the 
base of a customer experience model of performance  (Richardson, 2010). The 
implementation of this special kind of interaction will deepen the organizations’ 
understanding of their customers’ behaviours, thoughts and emotions through all points of 
contact in their journey. Research shows that this customer journey mapping approach is 
currently used by 63% of marketers (Newman, 2016; Ward, 2016). However, a latest study 
from Millward Brown Digital found that only 45% of senior marketers are confident in their 
company’s understanding of the customer journey (eMarkter 2016; Ward 2016). It can be 
seen that there are still improvements possible, in the application of this method. Effective 
journey mapping is in the need of various moving parts, and each industry will have its own 
established technique (Newman, 2016).  
 
The illustration of a customer journey map can be seen in Figure 2. The so-called ‘experience 
wheel’ was generated by LEGO and displays the analysis of a flight to New York City 
(Wójcicka, 2015). The core section of the wheel contains customer’s personal details and the 
next circle is tripartite into different experiences. Furthermore, every step a person will take 
for this journey is displayed on the external side of the circle, while every step is highlighted 
with an emoticon reflecting positive, neutral or negative experience. This is an excellent way 
to outline an experienced service through the eyes of the customer. 
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Figure 2: Example of a Customer Journey (Wójcicka, 2015) 
 
However, all the mentioned trends have lead to challenges for the supply chain. In order for a 
business to satisfy and meet the customer’s volatile demand and expectations, there are new 
requirements on the supply chain (McKinsey, 2010). Customers are asking for personalised 
offerings in terms of pricing, delivery time and packages, aspects that requires flexibility in 
the supply chain in terms of sourcing, transparency and reliable suppliers (Swarts, 2017). 
Other factors that affect the supply chain is the increased global competition, higher 
expectations on service, the climate change and scarcity of natural resources (McKinsey, 
2010). 
 

1.2 Problem Discussion  
 
In the following section, problems regarding trust issues, sharing private information, size and 
fit, price and service, lack of technology and consumer behaviour will be described and 
reflected to the personalisation of clothes.  

 
One of the most prominent problems that have arisen during the era of online shopping is 
related to trust (Cheung & Lee, 2006). Customers might face difficulties related to the quality 
and information about the product. Further, they do not have the opportunity to examine the 
product or ask questions about it to a sales person face to face. Trust issues might therefore 
arise if the expectations of the product are not met when the product arrives to the customer 
(Cheung & Lee, 2006).  
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Another problem the customer might face, related to the trust issue, is the fact of leaving 
personal and financial information through the Internet (Ballard, 2015). For example, the 
Open-Xchange report found that just nine percent of Internet users felt that they had full 
control over their private information. In addition, more than 50% were willing to remove 
from a service if sensitive information was shared with intelligence agencies (Ballard, 2015). 
Use of the Internet is considered crucial for personalising garments and that it has allowed 
effective and spontaneous communication between the company and the consumer (Jo 
Anderson-Connell, Ulrich & Brannon, 2002). However, concerns regarding privacy – whether 
in personal or business data – are making headlines and change the way people interact with 
technology and the companies that provide it. This means that the data privacy of customer’s 
body information is also obvious limitations of the mass customisation approach for 
personalised garments (Sarris & Strintzis, 2005). However, if these risks can be refuted to the 
customer, then the company has great opportunity for the trust to arise and the start of a good 
customer relationship (Cheung & Lee, 2006). Moreover, the relationship and collaboration 
with business partners have to be aligned as well. Information sharing with suppliers is a top 
priority and therefore information of orders has to be forwarded throughout the network as 
soon as possible (Piller & Stotko, 2002).  

 
Another known issue when buying clothes online is the size and fit and the risk of buying a 
garment that, for these causes, would not be used (Ratcliff, 2014). Customers today have 
higher requirements when it comes to the product variety, size ranges and fit, as well as the 
quality of the clothes (Kuriachan, 2014). Therefore, the need and attention of personalised 
products has been increasing during the last decade (Hankammer & Steiner, 2015). Not only 
high customer requirements but also finding the right amount of personalisation choices to 
offer can be a challenge for a company, when implementing a mass customisation approach 
(Berman 2002; Svensson & Barfod 2002; MacCarthy & Brabazon 2003; Mourlas & 
Germanakos 2010). A company has to strike a balance between added customer value from 
personalisation and the corresponding complexity of management. Too much personalisation 
opptions may challenge management operations too far, whereas too little or inappropriate 
personalisation impair the added value for customers (MacCarthy & Brabazon, 2003). 

 
It has to be mentioned that personalised products tend to be more expensive than mass 
produced products, which from a consumer perspective is a challenge (Svensson & Barfod 
2002; Bardakci & Whitelock 2003). Another problem that might arise is the difficulty of 
customer needs elicitation (MacCarthy & Brabazon 2003; Piller, Moeslein, & Stotko 2004).  
According to Svensson and Barfod (2002) the challenge is to systematically manage the 
information involved and to verify specification validity. The intangibility of services and the 
communication of the value may even underline this challenge (Mathyssens & Vandenbempt, 
1998). Concerning this matter, the customer may suffer from the level of difficulty and 
complexity of making choices during personalisation, which may be softened by the inherent 
intangibility of services (Pine, Peppers & 1995; Piller, Moeslein, & Stotko 2004). 
Furthermore, it is clear that customers first have to spend time and effort to make and design 
their personalised product and then must wait for the finished product. All these factors can 
lead to a distanced attitude from possible customers regarding to online platforms with 
personalisation services (Svensson & Barfod 2002; Heiskala, Paloheimo & Tiihonen 2005; 
Mourlas & Germanakos 2010).  
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In order to generate a frictionless value chain, information and communications technologies 
play a very important role, allowing them to work together in real-time in a virtual world. 
Major investments are needed in technology to create close integration between all links of 
the organization’s value chain and customers. Current technology can support large-scale 
companies only for a few attributes of a few products (Hyster, 2013). Having this said, such 
high cost gadgets and hardware are mostly unaffordable especially in smaller or newstart 
companies. Having the newest technology integrated into the system is clearly an advantage. 
In addition, production methods have to realize a high degree of flexibility and guarantee 
robust production processes – even in logistics networks. Therefore, production processes 
should be defined independently from specific configuration parameters (Piller & Stotko, 
2002)  
 
Finally, personal differences in consumer behaviour might be a challenge as well. Piller and 
Müller (2004) showed in their research that people in Northern Europe have a greater interest 
in personalising footwear than people in Southern Europe. In addition, women are found to be 
more interested in the personalisation of footwear than men. Lack of customer knowledge can 
be a barrier to mass customisation success, as well as the lack of knowledge about the 
existence of such businesses and lacking the knowledge of what exactly they want from a 
personalised product (Piller & Tseng, 2010). 
 

1.3 Research motivation  
 
The boom in e-businesses and the shift of focus in consumer driven business models are not 
only changing consumer behaviours but also the complexity of today's textile value chain 
(Elms & Low 2013). For example, in order to face the mentioned challenges this new 
consumer driven business model was already further investigated by researchers from the 
Swedish School of Textiles. In 2015, Jonas Larsson together with other researchers launched 
the project ‘From Roll to Bag’ (From Roll to Bag, 2017). This consumer driven fashion 
production system let the customer select, choose and personalise their clothes before they are 
being produced and delivered. In addition, this system intends to bring the clothing 
manufacturing back to Europe, is locally placed and does not require any warehouses or long 
lead times (Larsson, Pal, Lindqvist, Johansson & Hernandez, 2016).  
 
Earlier this year, a further developed project was introduced: the Digimode Project (Larsson, 
2016). Jonas Larsson and his research partners from the Swedish School of Textiles initiated 
this project. The project aims to investigate into the development of a virtual platform of 
digitally enhanced and locally produced garments that will enhance agility in the customer 
relation. The cloud-based system strives to remove overproduction and bottlenecks and create 
a truly unique shopping experience for the customer (Larsson, 2016).  Figure 3 illustrates the 
Digimode value chain. 
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Figure 3: Demand Driven Value Chain Digimode Project (Digimode Projektuppstart, 2017) 
 
In a discussion with the Digimode research group it was identified that the online 
personalisation process of a garment has to be analysed and further investigated. It pointed out 
the importance of identifying and mapping the different activities within this business model 
in order to determine the various steps that involve the customer. The stage that incorporates 
the customer and creates value-adding service is further crucial in order to make the business 
model successful. 
 

1.4 Research purpose  

Challenges of today's fashion industry, such as size matters, high return rates on Internet 
purchases and over consumption could be turned into opportunities by a digitised fashion 
industry. The aim of this paper is to identify key success factors of a business model for 
digitally enhanced and demand driven manufacturing of personalised apparel products.  

The motivation behind this purpose are insights into an environmentally, socially as well as 
economically sustainable business concept approach in alignment with a consumer driven 
business model. Implementing real customer views and service experiences to this business 
approach, can help to identify the necessary aspects for a successful business model. 
Furthermore, it investigates the degree of openness of customer’s choice and the impact this 
has on the buying and personalisation process. This in turn, will allow the identification of 
consumer’s feedback as a way to extend the responsibility of key success factors in this 
business model and how opening up this platform might lead to further innovations. Hence, it 
will give ideas about future platform developments within existing and new digitally 
enhanced driven businesses. Moreover, the generation of a customer journey supports the 
investigation of impacts during the personalisation regarding the value-adding service 
experiences.    
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1.5 Research questions 
 
 
By assembling the background information to the problem definition, the following research 
questions were formulated. 
 

RQ1: How do consumers perceive the online service of personalised apparel 
products that has demand driven manufacturing? 

 
RQ2: How are the customer journey and the value-adding service experiences 

related, when personalising an apparel product?  
 

1.6 Delimitations 
 
The scope of this research focuses on key success factors of a business model for digitally 
enhanced and demand driven manufacturing of personalised apparel products. In this way, the 
investigation of a customer journey will identify critical and crucial steps during an actual 
personalisation purchase. It does not intend to compare different types of customer journeys 
or purchase processes. Furthermore, it does not aim at creating a platform for this kind of 
business model, neither to investigate in the process of manufacturing. 
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2 Literature review 

In this chapter, the literature review is presented. It contains examples of different business 
models and the theory behind them. The aim of this chapter is to get an overview of the 
existing literature in the area relating to this research. The base for this literature review is 
the emerge of the business model, consumer driven business model, value creation and value 
capture through services, open and closed innovation paradigms as well as option innovation 
and services. This section provides knowledge and foundation for the used framework in the 
following chapter. 
 

2.1 Emerge of the business model  
 
What a business model exactly is and how it is defined, has been widely discussed in the 
literature and it differs from industry to industry, and from researcher to researcher. However, 
there are some common themes that could be used to categorize business models. According 
to Zott, Amit and Massa (2011) a business model can firstly be described as a unit of analysis 
in addition to a product, firm, industry or network level, and it is centred on a focal 
organization. Secondly, it emphasizes a holistic approach towards explaining how firms do 
their businesses. Further, the activities within an organization play an important role in the 
various description of the business model. Finally, the business model seeks to explain value 
creation and value capture (Zott, Amit & Massa, 2011). According to Osterwalder and 
Pigneur (2013), a company's business model describes the rationale of how an organization 
creates, delivers, and captures value.  

 
According to Chesbrough (2010), a business model is what fulfils important functions for the 
company, and it does so by articulating the value proposition and identifying a market 
segment with specific revenue generation. Further it defines the structure of the value chain 
required to create and distribute the offering and complementary assets needed to support 
positions in the supply chain. Moreover, it details the revenue mechanism by which the firm 
will be paid for the offering, and it estimates the cost structure and profit potential. The 
business model also describes the positions of the firm within the value network, linking 
suppliers and customers. Finally, it formulates the competitive strategy by which the 
innovating firm will gain and hold advantage over rivals (Chesbrough, 2010). 

 
In articles where business models are defined, one out of four is related to e-business (Zott, 
Amit & Massa, 2011). Within e-commerce, the different business models can be themed into 
both describing generic e-business models and providing typologies, or it focuses on the 
components of e-business models. Moreover, Zott, Amit and Massa (2011) have summarized 
the description of different e-business model types, according to eight different authors, which 
provides over 35 different types. The different types mentioned distinguish among 
suggestions from e-shops, e-procurement, third-party services to value networks. What is 
common to the different approaches is that they are all new perceived business archetypes, 
enabled mainly by Internet technologies (Zott, Amit & Massa, 2011). 
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2.2 Consumer driven business models  
 
Within the fashion and textile industry, a paradigm shift has been evolved where mass 
production concepts have been complemented with mass customisation. The change has 
moved from made-to-stock, into made-to-order (Bhatia & Asai, 2007). The idea of mass 
customisation is to make personalised products with a higher customer value and customer 
satisfaction (Bhatia & Asai, 2007). This shift is led by a change in customer demand and 
consumer behaviour, which could be already seen in 2001. A change that further can be 
compared to the time when the craft production was replaced with mass production (Fralix, 
2001). 

 
In order to create a business model with the emphasis to mass customised products, main 
focus has been placed on the technology and the reconstruction of the supply chain. 
According to Bhatia & Asai (2007) the changes in the supply chain can be divided into three 
categories. The first category is the technological advancement: which includes body 
scanning, digital printing and computer aided design. Secondly, the adoption of flexible 
manufacturing systems: related to computer integrated manufacturing tools and techniques. 
Lastly, the organizational changes: such as flexible culture and empowering employees with 
more responsibilities (Bhatia & Asai, 2007). When these three strategies have been adopted 
under the concept of mass customisation, the development cycles will be shortened. This, 
since the variety of demand sets pressure on the supply chain and force it to act and respond 
more quickly and flexible to the demand of the customer. This gives the customer a greater 
variety of personalised products of high quality, and additionally, the manufacturer can reduce 
their markdowns and inventory since only what is requested by the customer, is being 
produced (Bhatia & Asai, 2007).  

 
The traditional supply chain consists of attributes like supplier, manufacturer, distributer and 
retailer. However, it is not the same for the new model of mass customisation, where a greater 
variety of products is required. This model requires a more agile supply chain network that is 
responding to the customer demand through a web-based portal (Bhatia & Asai, 2007). 
According to Piller, Lindgens and Steiner (2012) a supply chain for a mass customisation 
business requires three fundamental groups of capabilities. In order for a firm to mass 
customise it needs solution space development: which refers to developing and clearly 
defining what is going to be offered and what is not, based on the personal needs of its 
customer (Piller, Lindgens & Steiner, 2012). Additionally, is the robust process design: 
meaning the capability to reuse or combined existing supply chain resources to fulfil the 
different customers’ needs. Further is the choice navigation: which means that the company 
has to be able to support the customer in identifying their own problem and solutions. If there 
are too many choices presented to the customer, there will be confusions. Therefore, the 
navigation of the product assortment has to be simple, from a customer perspective (Piller, 
Lindgens & Steiner, 2012).  

 
An example of the supply chain function for personalisation can be taken from Adidas, and 
their service miadidas where the customer is able to personalise shoes. Adidas has 
manufacturers in China, Vietnam, and Turkey, to mention a few (Piller, Lindgens & Steiner, 
2012). For their personalisation to work smoothly, Adidas have automated their supply chain 
management. This means that, when the order has been submitted it triggers the management 
systems, which in turn allocate the order to production.  
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Based on information from the planning and development processes, the management system 
is able to identify which of the manufacturing facilities that offers the most suitable resources 
for the product (Piller, Lindgens & Steiner, 2012). 

 
Additionally, the most differential factor between a supply chain for mass production and 
mass customisation is the lead-time. This is due to the different stages and huge sizes of 
sourcing, shipping and manufacturing that has to be taken into account in a value chain for 
mass production, which makes the lead time longer. In a value chain for mass customisation, 
the sourcing of materials and trimmings are already done and the products that are being 
manufactured are made out of fabric selection that already exists where the manufacturing 
will take place. The pre-work before production is done in advance and the manufacturing can 
start immediately (Bhatia & Asai, 2007). 

 
A similar approach to the mass customised business model, are the pull driven manufacturing 
and the flexible manufacturing. In these business models, the production of clothes is driven 
by the actual customer demand, rather than a forecast. The pull driven manufacturing, also 
called the Kanban model, is based on a system that uses a Kanban card. This card identifies 
and dictates triggers for production in order to replenish products that are already in-use by 
the consumers. The card itself does not have to be a physical card it can also be electronic. 
This gives the opportunity to act and respond to the actual demand and produce the right 
amount of products at the right time. Further, this decreases the level of inventory needed, 
since only what is required is produced (Adnan, Yusoff, Binti & Halim, 2013). 

 
Well-known companies that uses pull driven and flexible manufacturing are Zara and Hennes 
and Mauritz (H&M). These companies are known for delivering fast fashion through an 
integrated design and production process. In Zara’s the business model, the supply chain has 
been reduced by holding low stock and producing and updating its collections continuously, 
something that enables new designs to arrive to the stores within fifteen days (Robinson, 
2015). Zara is able to manufacture and change their products quickly since they own many of 
the vertical factors of production. This is in contrast to H&M, which outsources their 
manufacturing to countries like Bangladesh and Cambodia (Parietti, 2015). For H&M, the 
customer-driven production strategy lies in real-time design response. This means that 80% of 
the retail inventory is manufactured in advanced and the remaining 20% are produced based 
on the most wanted items. The ability to act in this way, when not owning any factories, lies 
in the long-term relationships and network of over 700 partner companies. Thanks to efficient 
IT integration and communication, H&M are able to place their production orders at their 
partner companies that already has the fabrics and trimmings. This is what makes H&M able 
to reduce their lead-time by 15-20% (Lu, 2014). 

 
For a business to be able to use pull driven manufacturing, flexible manufacturing is widely 
required. Flexibility is often linked to environmental uncertainty and the capacity to manage 
changing environmental conditions and process requirements (Zelenovic 1982). The 
uncertainty can be related to quick changes in product markets. This means that a company 
that can operate with short lead times and new product introductions are able to provide 
higher levels of services to their customer through manufacturing flexibility (Narain, Yadav, 
Sarkis & Cordeiro, 2000). In terms of manufacturing, it can be divided into three areas; 
strategic, tactical or operational (Gustavsson 1984; Upton 1995).  
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The strategic flexible manufacturing is defined as how well a business can adapt and address 
its strategic decisions to unexpected changes in a competitive environment, such as customer 
demand and number of competitors on the market. The tactical flexibility concerns specific 
performances in manufacturing, such as machine utilization, quality and efficiency, to name a 
few. Further, the operational flexibility concerns unpredictable problems such as machine 
breakdowns, design changes and unreliable raw material supply (Narain et al., 2000). Further, 
according to Prabhaker, Goldhar and Lei (1995), the integration of flexibility in an 
organization may affect the marketing and the corporate strategy, as well.  
 

2.3 Value creation and value capture through services 
 
The term ‘value chain’ was used by Michael Porter (1985) in his book “Competitive 
Advantage: Creating and Sustaining superior Performance”. The value chain analysis 
describes the operations within and around an organization, and links them to an analysis of 
the competitiveness of the organization. This analysis provides an evaluation of which value 
each specific activity contributes to the organization's products or services. The notion of this 
thinking was based on the understanding that an organization is more than a random 
arrangement of machinery, equipment, people and money. Porter (1985) explains that nothing 
but an alignment of these parts into systems and systematic activities makes it possible to 
produce something for which consumers are willing to pay a price and to get a source of 
competitive lead. The differentiation in Porter’s version of a value chain is between primary 
and support activities. Primary activities are core-manufacturing processes (inbound logistics, 
operations, outbound logistics), which are directly involved in the creation or delivery of a 
product or service. Each core manufacturing process is connected to support activities, which 
help to improve their effectiveness or efficiency. These support activities are divided into four 
main sectors: human resources, technology development and procurement (Chesbrough, 
2011b). 

 
Figure 4: Supply Chain Model as described by Porter (Based on Porter, 1985) 

  
The focus and therefore the secret star of Porter’s value chain is the product. ‘Service’ only 
plays a minor role and comes at the very end of his depiction in order to enabling the 
product’s sale or keeping the product operating once it is commercial (Chesbrough, 2011b). It 
can be said that Porter’s value chain has been an effective instrument for planning and 
designing businesses and how to update within them. Having said this, some important 
contrary voices present a differing view.  
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Theodore Levitt, a Harvard Business School professor, said that in many cases consumers do 
not want the product itself, but rather want the impact that the product generates. According to 
Levitt, customers do not want a drill; they want the holes that the drill will make (Christensen, 
Cook & Hall, 2005). In addition, Peter Drucker’s (1993) opinion concerning value is that it is 
always utility and never a product that the customer buys. The economy is moving from a 
product-oriented value chain to a service based emphasis where services are becoming a 
critical way to create customer loyalty, value and leading edge (Chesbrough 2011b; Mina, 
Bascavusoglu-Moreau & Hughes 2014). Furthermore, the improvement of modern 
communication technologies has enormously simplified the creation of services (Vargo, 
Maglio & Akaka, 2008). 

 
The application of a consumer driven business model and the chance to gain value through 
services offer a new perspective towards the reducing of overconsumption. (Vargo, Maglio & 
Akaka 2008; Fletcher 2014). Therefore, value is co-created by the shared activities of 
involved parties (companies, workers, customers, entities) linked with an interaction (Vargo, 
Maglio & Akaka, 2008). In this manner, innovation services must be investigated in order to 
gain competitive advantage (Chesbrough, 2011a). Beyond that, services have become more 
supportive and alleviate in the demand humans have on the environment (Worldwatch 
Institute, 2014). Rothenberg (2007), shares in his study that a business approach oriented 
towards services has potential to foster economic development and simultaneously helps 
society move away from rising consumption and be more sustainable.  

 

2.4 Open and closed innovation paradigms 
 
According to Tidd and Bessant (2009), innovation is a specific and obligatory procedure 
when seeking the novation of a service or product. At this point in time, the innovation 
landscape is split into open and closed innovation paradigms within organizations 
(Chesbrough, 2011a). Organizations with a closed innovation based approach have distinct 
boundaries. Furthermore, research and development strategies are based on in-house origins 
and resources with a high control of intellectual ownership, as illustrated in Figure 5 
(Chesbrough, 2006). The dots symbolize all ideas and concepts for projects, services or 
products, which are generated and introduced onto the market within the firm’s boundaries 
and market position (Chesbrough, 2003). 
 

 
Figure 5: Closed Innovation Model (Based on Chesbrough, 2006) 
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As time goes by, the closed paradigm has begun to come apart due to greater mobility of 
qualified and talented individuals, as well as the decline time to market in many products and 
services, amongst other impacts (Chesbrough, 2006). This fragmentation has prepared the 
ground for open innovation and advises the funding and investigations of possibilities not 
only for internal but also for external idea finding and brainstorming (West, 2006). The 
internal and external collection navigates to the optimizations of business approaches and to 
achieve leading edge (Chesbrough, 2006). However, organizations need to open their 
corporate limits to let in valuable know-how, in order to establish cooperative innovations 
with partners, customers and suppliers (Gassmann & Enkel 2004; Chesbrough 2006), which 
are visualized in Figure 6. It has to be mentioned that in the existing literature there is no clear 
differentiation indicating when an innovation is closed or open. 
 

 
Figure 6: Open Innovation Model (Based on Chesbrough, 2006) 

 
Further development of information technologies enabled the external cooperation within the 
open innovation paradigm, which in return cut the price for knowledge diffusion, making 
knowledge accessible on a global scale (Lakhani, Lifshitz-Assaf & Tushman, 2012). As a 
result, the democratization of innovation paves the way for the newest and the greatest ideas 
to come from everywhere and from any individual (King & Karim, 2013). 

 
The sourcing of external knowledge straightens out the establishment of relationships and 
partnerships for the enhancement of internal innovation performance within the company, 
which are commonly named as inbound open innovation. In consequence, outbound open 
innovation is referred to generating correlations with external organizations to make use of 
business opportunities  (Chiaroni, Chiesa & Frattini, 2010). According to Saebi and Foss 
(2015) businesses can choose to participate in several open innovation operations, which can 
adjust depending on the level and amount of dependency that the organization has on external 
knowledge. Since services realize knowledge sharing and the exchange of skills by one entity 
for another one, they supply an adequate setting for open innovation operations between two 
entities (Vargo & Lusch, 2008). 
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2.5 Open innovation and services 

Service innovations play a major role in new rising markets and a number of businesses are 
turning from a product-based business approach, to a service-oriented business approach. 
Therefore, a business model’s primary aim can be specified as a value creator transforming 
resources into new features or services in the first place. In addition, the main objective can be 
defined as a capturer of value by the creation of a unique resource or position, where the 
organization will achieve competitive advantage (Chesbrough, 2006). As mentioned before, 
open innovation focuses on the establishment of relationships for enhancement of internal 
innovation enabling firms to learn from proven procedure (Chesbrough, 2011a). On the other 
hand, these relationships also make it possible to collaborate and interact with external 
organizations to gain competitive edge (Chiaroni, Chiesa & Frattini, 2010). 

Besides, the cooperation between companies can create networks. Networks are highlighted 
by an ecosystem of interfaces between customers and suppliers. Additionally, the 
identification of additional potentials and rivals can help to become a member of networks or 
ideally establish their individual ecosystem (Chesbrough, 2011a). Furthermore, Ekström and 
Salomonson (2014) identify networks as actors with comparable requirements, were joining 
forces provides an advantage of an equitable and optional playing area. 

Apart from this, Chesbrough (2011a) points out that an organization that is capable of 
building its own network has the actual opportunity to build a platform for other firms to 
expand on. In that sense, the author specifies platforms as double-sided market; on one side 
there are multiple suppliers who are serving options to consumers and on the other side there 
are a compelling amount of consumers hunting for options. Consequently, the platform 
developer and designer have to build up an infrastructure to link third parties supplying 
services to consumers calling for these services. Additionally, it has to be mentioned that 
information technologies have been speeded up the creation and cooperation of these 
communities. 

According to Mina, Bascavusoglu-Moreau and Hughes (2014), service-based business 
approaches avail oneself of more external knowledge than product-oriented business models. 
Moreover, Tether (2005) recommends that these service-oriented approaches have a tendency 
to work together more explicitly with their surroundings such as customers and suppliers. It is 
proven that extensively collaboration has a beneficial impact not only in the company’s 
innovation performance, but also in playing a major part when searching to resolve 
sustainability issues, where joint-use of capabilities and service innovation provide entrance to 
cutting-edge markets (Googins & Rochlin, 2000). That is why networks encourage smaller 
organizations to evolve into significant competitors. In the end, the aim and target of a 
service-oriented model is to turn into a platform opening up its barriers to generate a field and 
make this space available where other business expand on (Chesbrough, 2011a). 
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3 Theory and concepts –      
 towards a combined conceptual framework 
 
The previous chapter provided an overview of the research topic and a base for the following 
section. The literature connects to a deductive model by linking the concepts of customer 
journey and Service Value Web, which is used as the foundation of the empirical research. 
This gives the opportunity to investigate how the phenomenon of service innovation will help 
to generate a suitable customer experience and therefore to build up a beneficial business 
model for digitally enhanced and personalised garments. 
 

3.1 Emerge of the customer journey 

In the upcoming years, customer experience is believed to be one of the most important 
challenges for customer management (Lemon & Verhoef, 2016). This, since the belief that 
creating a strong and positive experience for the customer will lead into long term 
relationships, improved customer loyalty and word of mouth (Lemon & Verhoef, 2016). 
Many definitions of customer journey exist in the literature. It can be defined as incorporating 
the customer's emotional, sensory, social and spiritual response to all interactions with a firm 
(Lemon & Verhoef, 2016). Further, it can be explained by involving every aspect of a 
company’s offerings and how the customer perceives it. This would include the quality of the 
customer care, the advertising, packaging, product and service features as well as reliability, 
in short, all the direct or indirect contact the customer has with the company (Lemon & 
Verhoef, 2016). Schmitt (1999) divides the customer experience into five different types, 
including sensory, affective, cognitive, physical and social-identity experience. This idea is 
further strengthened by the definition of Verhoef, Lemon, Parasuraman, Roggeveen, Tsiros 
and Schlesinger (2009), which includes the customer’s cognitive, affective, emotional, social 
and physical responses to the retailer. The general meaning of the total customer experience 
has therefore been agreed to be multidimensional, including cognitive, emotional, 
behavioural, sensorial and social components (Lemon & Verhoef, 2016) 

In order to understand and manage the customer experience, there has to be an ability to 
measure and monitor the customer reactions to what the company is offering (Lemon & 
Verhoef, 2016). One of the measurable aspects is the customer satisfaction. This is strongly 
related to what expectations the customer has, and what is delivered, both in terms of service 
and in product. Further, the development of service quality and service marketing has laid the 
foundation for mapping the customer journey (Lemon & Verhoef, 2016). This, in terms of so 
called moments of truth which includes service delivery, incorporation of atmospherics and 
the environment as influencers on the customer journey (Bitner, 1990). What further might 
strengthen the customer experience is by implementing customer-centric marketing. This is an 
approach that centres on the understanding of value delivering to individual customers rather 
than to the mass market (Lemon & Verhoef, 2016), which is done to maximize the long-term 
financial value of the most valuable customers.  

In early research in the field of customer experience and consumer buying behaviour, Lemon 
and Verhoef (2016) explain that the idea of customer experience was created through the 
purchase journey. It is further mentioned that there are different touch points in the customer 
journey and the complexity of managing the customer experience across these.  
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3.1.1 Different stages of a customer journey  
 
According to Lemon and Verhoef (2016), the customer experience is related to customer 
satisfaction, service quality, relationship marketing, commitment as measurement of 
connection between customer and company, trust as an assessment of a firm’s reliability, 
brand involvement, and customer engagement. 

 
Further, Lemon and Verhoef (2016), argue that the customer journey contains of three stages, 
see Figure 7. It starts with a pre-purchase, which includes research and search about a certain 
product and all interaction with a brand, and it begins when the need for a specific product 
arises. It is followed by the actual purchase, which includes all the interaction during the 
actual buying, such as making choices of colour, payment and shipping. In this stage, the 
amount of choices and information the customer receives has to be considered, since too 
much might confuse the customer (Lemon & Verhoef, 2016). The last step is post-purchase, 
and it encompasses the usage and consumption of the product, as well as post-purchase 
engagement and service request. In this step, it is suggested that the ‘loyalty loop’ occurs, 
meaning that something triggers the customer to be both loyal and further engaged to the 
company, or it triggers to find alternatives for the future (Lemon & Verhoef, 2016).  
 

 
Figure 7: Model for Customer Journey and Experience (Based on Lemon & Verhoef, 2016) 

When analysing and mapping a customer journey, Lemon and Verhoef (2016) suggest 
focusing in three areas. First is to map out and analyse the customer journey, second is to 
understand how multi channel customer journey touchpoints can simplify customer 
experience design. The last part is to understand how mobile channels influence the customer 
journey. Focus is further placed on the customer interaction phases, from consideration, 
search, purchase, post-purchase, to consumption and future engagement or repurchase 
(Lemon & Verhoef, 2016). The goal is to describe this journey and understand the options and 
choices in the different phases.  
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3.1.2 Measurement of a customer journey  

The measurement of a customer journey and the scale it is being evaluated and reviewed in is 
still under development and there are different aspects viewed in different areas of research. 
This, since it is difficult to develop a single set of measurements that will capture the customer 
experience across different industries and different shopping channels (Lemon & Verhoef, 
2016). However, the most validated approaches that exist in the literature today, and suits 
most industries, are five key dimensions of service quality (Lemon & Verhoef, 2016). These 
include: reliability, assurance, tangibles, empathy and responsiveness and are stated by 
Lemon and Verhoef (2016). This gives a holistic view of the experience, rather than focusing 
on one specific aspect of the customer experience. Further, besides customer satisfaction, the 
Net Promoter Score can measure the customer journey. The Net Promoter Score is a score to 
measure the customer's perception of a company or brand. It is based on a scale from 1-10, 
where the customer answers how likely they are to recommend the brand to a friend or 
colleague on a scale from zero (not at all likely) to ten (extremely likely) (Net Promoter 
Network, n.d.). Both approaches perform equally but the NPS is more of a forward-looking 
metric and the customer satisfaction is more of a backward-looking metric (Gupta & 
Zeithaml, 2006). 

 

3.1.3 Creation of a customer journey  

In order to create a customer journey map, it has to be understood who the customer is, what 
motivates the customer, and what are their needs and concerns (Havice, 2014). All the 
different touch points the customer comes in contact with, within the company has to be clear 
and identified. When the different touch points are identified, which often are divided into the 
different stages a customer goes through when doing a purchase; they are connected to 
different channels (Risdon, 2011). According to Havice (2014), creating a customer journey 
map consists of five steps. The first step is to define the stages the customer goes through 
while navigating the website, and it includes the process from first visiting the website to 
eventual purchase and following interactions (Havice, 2014). The second step is to align the 
customer goals within these different stages. This might be a difficult task, but the purpose is 
to identify the customer's goal in every stage and then see if there is places on the website 
supporting these goals (Havice, 2014). When this is done, the third step is to plot out the touch 
points. The touch points can be both the places where the customer engage with the company, 
and where the company can support them by completion of their goals (Havice, 2014). The 
touch points are then grouped under relevant stage in the customer journey. The fourth step is 
to determine if the customers are achieving their goals or not.  

For this step, data has to be collected from Google Analytics, or similar, in order to see how 
the customers are moving from one page to another and if they are completing their goals or if 
they are unexpectedly leaving the website in the middle of their journey (Havice, 2014). 
When analysing this data, it should be understood how well the customer needs are being met 
at each touch point during each phase. The last step, suggested by Havice (2014) is to 
prioritizing which changes have to be done first, and make those changes. In short, creating a 
customer journey map is done by understanding the goals of the customer along with how 
they are already moving on the website. 
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3.2 Service value web  
 
As already mentioned, the trend and advancement of service experiences entice customers and 
potential partners since it can generate higher value and service innovation for them. For good 
and valuable consideration, the company achieves enhanced competitiveness (Chesbrough, 
2011a). A Service Value Web as shown in Figure 8, is not a linear sequence of material inputs 
transformed into outputs and forwarded to the customer like the value chain suggested by 
Porter (1985). Instead it is a model, which describes the process of re-enactment on the basis 
of repetitive customer integration in the value creation process of a company that lead to a 
service experience for all parties concerned (Chesbrough, 2011b). This means that the Service 
Value Web is a concept, which explains the necessity shift from a product-based view (such 
as Porters value chain) towards a more service and open innovation oriented business model, 
which involves the customer (Chesbrough, 2011b).  

 
 

Figure 8: Service Value Web (Based on Chesbrough, 2011b) 
 

It is highly relevant that the boundaries between the organization and its external environment 
are permeable (visualized by a dashed outline). This signifies the flow of innovation moving 
amongst internal and external opportunities (Chesbrough, 2003). Therefore, the more 
correlation between the organization and its environment the more approachable is the 
organization’s innovation procedure. The orange arrows particularly illustrate potential 
cooperation between the businesses and its environment which involves that the service 
company does not need to provide all of the services on its own but have to organize the 
encouragement of internal and external services to the customer (Chesbrough, 2011b). 

The collaboration can be formal, contract agreements in the form of co-operation or informal, 
non-structured exchanges based on mutual confidence and moral obligations instead of legal 
commitments.  
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Organizations can collaborate with market-oriented partners, such as customers, suppliers and 
other dealings to better determine and analyse the market demands for goods, services or 
process innovations and to share the linked expenses and risks. On the other hand, 
organizations can decide to co-create also with science-based partners such as universities, 
research centres and government research to gain an insight into fundamental knowledge to 
better evolve and map out existing assets across different sections (Hughes & Kitson 2012; 
Mina, Bascavusoglu-Moreau & Hughes 2014). Furthermore, with the collaboration of these 
mentioned alternatives it is possible for companies to discover new potentials for innovation 
and growth (Veugelers & Cassiman 2005; Bercovitz & Feldman 2007). 
 

3.2.1 Customer engagement  

Customer engagement triggers and feeds into the procedure of a service experience 
(Chesbrough, 2011b). Its elementary conception depends on building relations with the 
environment and is focused on the needs expressed through a feedback mechanism and other 
players are individually engaged, willing to co-create with the organization (Ramaswamy & 
Ozcan, 2014). Engaging the environment is the foundation for joint creation, this engagement 
is enabled by the following components; (1) dialogue where other players are understood, 
here relations are built by finding out what the environment discovers under different contexts 
of experiences, (2) providing other players the access to make enjoyable experiences and not 
only product ownership, (3) exchange of information of the risks connected with the products 
of services being provided and (4) the transparency of sharing profit margins, costs and 
belonging business activities (Prahalad & Ramaswamy, 2004). 

 

3.2.2 Service co-creation  

According to Chesbrough (2011a) co-creation is an imitator for open service innovation 
platforms. Co-creation is “the joint creation of value with individuals, through platforms of 
engagement, emergent from ecosystems, represented in experiences to expand wealth-welfare-
wellbeing” (Ramaswamy & Ozcan, 2014). Roser, DeFillippi and Samson (2013) states that 
knowledge has the key part in co-creation of values and relationships, the principal 
characteristics of co-creation are the involvement of co-creators and the expansion of 
organizational boundaries. Here innovation is a joint process, containing co-conception and 
co-design introducing a third dimension to enhance sensitization (Roser, DeFillippi & 
Samson, 2013).  

Thereby, co-creating includes the development and dismantling of knowledge and experience, 
which indicates to a collaborative learning process (Payne, Storbacka, Frow & Knox (2009). 
Furthermore, information communication systems have benefitted the supply of user tool kits. 
Through the usage of these easy-to-use kits other players are capable of joining and creating 
user-defined products or services (Von Hippel, 2001). Hence, users turn into co-creators and 
opens doors for new and enriching possibilities for innovation, boosting the effective and 
efficient value generation within the organization (Ramaswamy & Ozcan, 2014). 
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3.2.3 Elicit tacit knowledge  

The environment and the organization interchange tacit knowledge throughout the entire co-
creation and engagement progress (Chesbrough, 2011b). The service company gains new 
knowledge about how its surroundings interoperate with its product-service system and 
simultaneously the environment gains fresh insights during the interaction with the service 
company (Chesbrough, 2011b). Moreover, tacit knowledge intervenes in the communication 
between other players and service suppliers due to the differentiation of previous experiences 
and activities. However, most challenging for a service company is to know what a customer 
really needs but once the company is capable of eliciting and managing implicit knowledge 
efficaciously it gains an exceptional insight and competitive advantage. As soon as another 
player uses the system of the service company to an extent they do not apply other systems, 
the service company has the opportunity to pick up exclusive knowledge about what the 
environment does, which is a further benefit in the market (Chesbrough, 2011a). Information 
and its related technology are important elements in improving and affecting innovation in 
services. By implementing and examining data, companies are able to study their customers 
and take action on future innovations (Chesbrough, 2011a). 

 

3.2.4 Design experience points  

The service company can make use of this valuable know-how to develop or enhance 
experience points (Chesbrough, 2011b). Experience points embrace the most important 
moments where the environment comes into direct contact with the service (Chesbrough, 
2011a). Due to the fact that services are inherently intangible it is much more difficult to 
develop belonging specifications as in product exchanges. Furthermore, it is challenging to 
quantify if the service company is actually delivering the assured properties since various 
players might have differing expectations and experiences with the same service (Chesbrough, 
2011b). This underlines the fact that the environment’s awareness of its adventure and 
empirical knowledge with the services is as significant as the creation and delivery of the 
service. Therefore, it is important to determine and elaborate experience points, in order to 
evolve the environment’s awareness of the service they will discover. The fulfilment of the 
surroundings with the service will be affected by the delivery of the service in comparison 
with their expectancies. All these experience points specify the creation of the service since 
the environment immediately encounter benefits and deliverables from the service 
(Chesbrough, 2011a). 

 

3.2.5 Service offering  

As soon as the experience points have been identified, the provider supplies a service to the 
environment. The further player either agrees it or gives more information about greater 
needs, which were previously not being fulfilled. Consequently, the loop might recur itself as 
far as the other player agrees or refuses the service offering (Chesbrough, 2011b). The 
ultimate objective of the service value web is to establish a service platform as an origin of 
true value, new revenues, and leading edge. With the non-existing of limits for open 
innovation it is possible to generate a fully efficient co-creation when spread over a whole 
branch (Chesbrough, 2011a). 
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3.3 Model of customer journey for service experience  

The review of existing literature and the outlined models will be the base for the following 
conceptual framework. The developed conceptual model merges the Service Value Web and 
the customer journey considering the personalisation of a product. As described earlier, the 
Service Value Web is aimed to further develop the innovation process within a company’s 
willingness and open-mindedness towards cooperation with its environment. Beyond that, it 
enables to investigate if the cooperation with the environment engenders open or closed 
innovation. The environment is involved into the entire value development process of a 
service experience whereas in Porter’s (1985) linear value chain the service is only inserted in 
the final stages of the value added process. By associating this with the customer journey it is 
possible to identify how the provided service influences the experiences a customer can gain 
while interacting with a company. It is particularly interesting to investigate how the services 
offered by firms have an impact on the customer experience when being part of the value 
added process through personalising a garment after individual requests. Additionally, an 
investigation of the application of the services can acquire knowledge about the customer 
integration into the value creation process. With these examinations it is possible to analyse 
the key factors for a digitally enhanced based business model for personalised garments. It has 
to be mentioned that the researchers chose to place the Service Value Web along the stage of 
personalisation rather than on the other two stages due to the fact that within this particular 
phase, the customers discover the most service experience regarding value creation.   

 
Figure 9: Model of Customer Service Experience (Own Source) 
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4 Methodology 
 

This chapter outlines the performed research method regarding theoretical and empirical 
approaches of the thesis. It begins with the understanding of the social research, which 
develops into the chosen mixed-method research strategy and descriptive research design. 
Followed by the data collection of the questionnaire and focus group discussions. This fourth 
chapter concludes with a description of the data analysis process and the quality evaluation 
of the research. 
 

4.1 Research design 

This research aims at getting a general understanding of key success factors for a digitally 
enhanced business model for personalised garments. In order to analyse how consumers 
perceive the online service of personalised apparel products, a descriptive research design was 
used. The reason behind using this research design was the focus on observations of people 
and describing the behaviour of a subject (Jonassen, 2001). This research was divided into 
two parts: one quantitative and one qualitative. The quantitative part was conducted with an 
online questionnaire whereas the qualitative part was conducted with a focus group (Bryman 
& Bell, 2015). A questionnaire was chosen in order to get a general overview of the service 
experience when personalising a garment. Additionally, the questionnaire was used as the 
foundation for the focus group discussions regarding the actual purchase of a personalised 
apparel product. Further, a descriptive research method aims at answering ‘what is’-questions 
(Jonassen, 2001), and is therefore suitable when the purpose is to describe and identify 
different factors affecting the prosperity of a business model. The purpose of this thesis aims 
to fulfil a general conclusion to the problem and not one specific. 

 

4.2 Research Method 

The techniques used for data collection involves online questionnaire and discussion in focus 
groups. These techniques generated a general view of the impacts of services towards the 
experience a customer gain while interacting with a company when personalising an 
individual garment. The different outcomes from the questionnaire and the focus group 
discussion was considered as convenient since views from different angles could contribute to 
a holistic view and richer data that is more in line with the population as a whole (Morgan, 
1997). 

4.2.1 Questionnaire 

The conducted questionnaire was in the format of a web-based self-completed questionnaire. 
This gave the opportunity to ask the same questions to a large amount of people in different 
geographical areas, generating answers that can be analysed statistically (Mathers, Fox & 
Hunn, 2009). The full questionnaire can be found in Appendix 1. The self-completed 
questionnaire allowed the respondents to complete the questions with pre-written answers to 
choose from (Bryman & Bell, 2015).  
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By providing a self-completed questionnaire the respondents were able to answer the 
questions when they wanted and with a speed that suited them, which can be seen as more 
convenient than normal interviews (Bryman & Bell, 2015). Further, the fact that there was no 
interviewer asking the questions, the order of the questions and the way they were formulated 
is the same for all participants and there is no risk of affecting the answers people give 
(Bryman & Bell, 2015). 

Since there was no interviewer there to help the respondents that might face difficulties 
answering the questions, it has to be clear what is asked and that the questionnaire was easy to 
understand (Bryman & Bell, 2015). Further, the participants were able to read all the 
questions before starting to answer them. This means that none of the question were 
independent to the others and may therefore affect the answers, since it is difficult to ensure 
that the questions have been answered in the right order (Bryman & Bell, 2015). Additionally, 
when conducting the questionnaire online there is a problem in knowing who is replying, 
because of the probability of using online identities that are not authentic. In order to reduce 
the risk of missing data from the questionnaire, all questions were made mandatory to answer 
(Bryman & Bell, 2015). Further, closed ended questions were chosen to be the base for a 
statistical analysis. 

4.2.2 Focus group 

The conducted focus group discussion is a special type of interview that was performed 
amongst multiple attendees from an equivalent social framework. There focus group 
discussions were applied to discuss a certain subject on the base of the previous conducted 
questionnaire (Bryman & Bell, 2015). This method of investigation was aiming at identifying 
service experience of the customer journey when personalising an apparel product and how 
consumers perceive the online service of personalised apparel products. In contrast to other 
qualitative based research methods, the group setting delivered a discussion board for lively 
debates that facilitates to specify, support and switch points of view (Hennink, 2014). The 
exchange of ideas and views with other attendees generated expressions of more in-depth 
opinions, compared with interviews that are not interactively oriented (Krueger & Casey, 
2009).  

This particular qualitative method was chosen in order to deliver fast results, precise 
descriptions and an advanced level of scrutiny (Zikmund & Babin, 2013). The open format of 
a focus group discussion allows interchanges amongst the participants but at the same time, 
the researcher’s control of the course of conversation is reduced (Krueger & Casey 2009; 
Saunders, Lewis & Thornhill 2015). According to Krueger and Casey (2009) off-topic 
conversations can interfere the efficient of the research method. Therefore, the attendant 
anchor-man was highly relevant to motivate the participants to actively take part and foster 
contrary views as well as dynamic discussions by demanding examples to seek more in-depth 
information (Hennink, 2014). However, the findings could be individually considered but 
need to be evaluated and interpreted in relation, which could affect the analysis of empirical 
data. Additionally, the performance of a focus group discussion builds upon attendees’ 
openness. That is why a non-intimidate and convenient environment was created in order to 
ensure that attendees could speak freely (Krueger & Casey, 2009).  
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The focus group discussion was conducted in order to get a general understanding of how the 
customer journey and the value-adding service experiences are related, when personalising an 
apparel product. Therefore, the participants were asked to jointly perform an actual purchase 
of a personalised shoe in order to see what is required from an online platform to fulfil 
customer needs during this process and how consumers perceive this special service. The 
chosen platform was Nike with the provided service of NIKEiD. The reason why the 
researchers chose this company was the fact that Nike is seen as the pioneer within this kind 
of service (Sirkeci, 2013). 

 

4.3 Empirical study  

4.3.1 Questionnaire 

The questionnaire was created based on the features of the Service Value Web, in order to 
create an understanding of how consumers perceive the online service of personalised apparel 
products. The conducted questionnaire was published and shared on Facebook. The 
researchers are aware about the implications of the numbers reached out to on Facebook, since 
the chosen channel of social media not necessarily represents the broader population, 
especially not the offline population (Carson, 2016). However, the choice of using a social 
media network for reaching out to participants was decided to be suitable since the actual 
business model this research is investigating is based on an online-platform. Moreover, 
Facebook was chosen as a source of reaching out for participants based on the fact that people 
tend to share customer experience through social media, mostly Facebook (Bowen & Ozuem, 
2015). A questionnaire, conducted by Dimensional Research (2013) points out, that 45% of 
the respondents share experiences via social media. The questionnaire report also illustrated 
that Facebook was the leading resource for positive reviews, the most common place to find 
negative reviews were online review sites. The aim was to reach out to a group that can 
represent a whole population with their views on a subject.  

The questionnaire was pretested to check if the questions worked as intended and were 
understood by those who respond to them (Bryman & Bell, 2015). The questionnaire was 
open and therefore available for participants from the 1st until the 10th of April in 2017. The 
answers from the questionnaire were evaluated and then used as base for the planning and 
construction of the focus group discussions.  

Regarding the questionnaire population, it showed that the number of male (39,3%) and 
female (60,7%) respondents were slightly different but not unbalanced. Regarding the age of 
the respondents, it points out that the majority of the population was between 21 and 30 years 
old. However, it has to be mentioned that a wide range regarding the age were represented. 
Moreover, most of the respondents were either students (50%) or employees (42,1%). 
Furthermore, all seven continents were represented; with in total 36 different nationalities. 
However, Sweden (35%) and Germany (32%) were in the fore regarding the type of 
nationality. The population will be displayed in the following table. 
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Table 1: Sample and Population Demographics (Own Source) 

 

4.3.2 Focus group 

The participant recruitment was based on the method of convenience sampling, which is 
mostly used in consumer behaviour research and contains a sample on the basis of convenient 
availability and accessibility (Bryman & Bell, 2015). Additionally, the enrolment was based 
on who is most convenient for, and considered as providing the best information in the 
research area (Mathers, Fox & Hunn, 2009). The recruitment process was supported by an 
administrator of the Swedish School of Textiles, who sent out an invitation to all students of 
the faculty. The invitations were delivered via email and provided information about the time 
and date as well as the main purpose for the focus group discussion. The reason for sending 
out the invitations only at the faculty of the Swedish School of Textiles was due to the fact 
that students represented almost half of the questionnaires’ respondents.  

In order to examine the whole process of purchasing a personalised product, the participants 
were contacted once the product had arrived. Then, a group meeting was scheduled where the 
participants got the opportunity to evaluate their personalised product. This was done in order 
to identify the aspect of waiting time, delivery options and features of the shoes.  

The conducted two focus group discussions consisted of three and four participants. This was 
considered to be convenient for the attendees, due to the fact that all participants have the 
opportunity to express their personal opinion (Krueger & Casey, 2009). Further, smaller sized 
focus groups obviously minimize the chance to get multiple of various viewpoints. A sensitive 
equilibrium between uniformity and variety in a focus group is benefiting the development 
and progression of a discussion amongst all participants (Krueger & Casey, 2009). That is 
why both focus groups were put together in terms of similarities and differences, regard to 
age, lifestyle and education and gender. This guaranteed that the attendees shared generic 
sense, which enabled to express different views. The following table provides an overview of 
the participants of the focus group. 
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Table 2: Composition Focus Group Participants / Demographic Information (Own Source) 

The funnel method was chosen to strike a balance of an unstructured and structured way of 
discussion. This allowed comparing different focus groups without stopping vibrant 
discussion and the creation of fresh ideas (Morgan, 1996). Furthermore, Morgan (1996) 
recommends applying the funnel method by beginning the discussion in a non-structured way 
to ensure own viewpoints and to focus more closely on certain topics during the discussion. A 
discussion guideline for the anchor-man was prepared in advance (compare Appendix 2). This 
was done in order to encourage the channelling of the group collaboration and to sustain the 
focal point and to simplify the comparison of the different focus groups in the following 
evaluation (Morgan, 1996). The planned discussion period was around one hour, although the 
participants were requested to spare an additional hour of their time to be on the safe side. The 
predefined length proved to be satisfactory because the participants achieved to share all their 
ideas and considerations, which have lead to a naturally ending of the discussion.  

An unsettled, overall issue paved the way for the start of the discussion. In this manner, the 
participants were introduced to the topic for discussion and encouraged to give their opinion 
(Morgan, 1996). The course of the focus group discussion was shaped on the basis of the 
actual purchase of the personalised shoes. Towards the end of the session broader issues were 
revived. Additionally, the anchor-man should use probing questions in order to tease further 
details and new ideas out of the participants (Krueger & Casey, 2009). Furthermore, a short 
PowerPoint presentation was created beforehand to foster the anchor-man in the lead of the 
session and to uphold a natural development across the session (compare Appendix 3). 

The two focus group discussions took place on April 11th 2017 in a meeting room in the 
Swedish School of Textiles Building at the University of Borås. The reason for this chosen 
setting was the fact that it was most comfortable and easily accessible for the participated 
students as well as the creation of a neutral environment. The attendees were placed in a u-
shaped seating order, which facilitated the participant’s opportunity to see and hear each other 
and encouraged a lively group discussion (Hennink, 2014). The anchorman was placed aside 
from the arranged attendees, which enabled a homologous balance between interacting and 
separating from the group discussion. Due to the fact that the observer was not able to 
physically attend and join the group discussion it was chosen to connect the observer via a 
visual communication tool (Skype) in order to record and take down important notes without 
hindering the discussion. A second part (follow-up meeting) of the focus group discussion 
was conducted, which focused on receiving the product and evaluate the satisfaction. Due to a 
three-week delivery of the shoes, the group discussions and the follow-up meetings could not 
be put together. The follow-up meeting for the focus groups took place on May 3rd and May 
15th 2017 in a meeting room at the Swedish School of Textiles. Guidelines and questions 
asked during the follow-up meeting can be found in Appendix 4.  
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4.4 Data analysis method  

4.4.1 Questionnaire 

At first, an exploratory data analysis approach was used in order to pre-examine the collected 
data of the questionnaire. This means that the data files were reviewed even before all the data 
were collected and entered, to get an idea of what is there (Statistical Services Centre 2001; 
Seltman 2014). Thereafter, the analysis of the questionnaire data was continued with an 
explicit version of the data, so that the analytical data were coherent with one another, and any 
incoherencies can be straight explained (Seltman, 2014). After reviewing and examination the 
collected data regarding the completeness, crunching the numbers and graphical visualisations 
generated a summary of findings.  

In order to investigate if there was any significant relationship between the different variables 
in the questionnaire a Chi-Square Test of Independency was performed. The test investigated 
the relationship between the correspondents who had bought a personalised garment before, 
and are still willing to do so in the future, and those who had bought a personalised garment 
before and are not willing to do so again (Siegel, 1988). Regarding this matter, the 
relationship between the genders, ages and employment status were tested. The results from 
the Chi-Square Test of Independency showed that there was no significant relation between 
the tested variables, and the researchers therefore decided not to continue with in-depth 
statistical analysis. These results also underlined and straightened the researcher's purpose of 
gaining a generalised view and understanding of how consumers receive the service of 
personalising a garment, rather than at looking why customers are personalising a garment or 
not. A detailed overview of the regarding the Chi-Square Test of Independency can be found 
in Appendix 5. The researchers are aware of the unequal balance of represents per nationality, 
however this matter will not be further considered for this study. Moreover, the researcher 
decided not to focus on the participant’s answers individually rather than search for the 
general opinion and view about the topic. That is why the questions are not analysed after the 
different sample categories and population types.  

4.4.2 Focus group  

As already mentioned, the current research does not search for a comparison of various shifts 
such as gender, age, nationality or study background but rather to investigate common 
opinions of students regarding their perception of the usage of a company’s platform where it 
is possible to personalise an apparel product.  

A widely used thematic approach was chosen in order to analyse the data set of the empiric 
investigation, which was collected through the focus group discussions and the follow-up 
meetings (Hennink, 2014). This method put emphasis on identifying and analysing issues and 
is concerned with repetitive patterns appearing in the empirical set of data (Braun & Clarke, 
2006). The limitations and preconceptions regarding the thematic analysis are that the main 
emphasis of the analysis is laid on the facts that have been voiced instead on the entire group 
relation. Neglecting the fact that mutual interface between attendees and the relation can have 
a great impact on the comment itself, which can lead to influenced analysis and evaluation 
(Hennink, 2014). A verbatim transcription is required for thematic analysis as it is based on 
the participant’s literal statement (Hennink, 2014). The audio recording of the focus group 
sessions as well as the remarks and notes marked down by the observer built a base for the 
verbatim transcription.  



 

 30 

In order to guarantee a word-for-word rendering of the actual conversations, the researchers 
read each other’s protocol while synchronously listening to the audio recording. This 
procedure ensured maximum accuracy so no important information went missing. After 
finishing the verbatim transcription of the discussions, the information has been reduced to 
essential elements and primary findings have been collected to contextualize overall trends 
(Hennink, 2014) (compare Appendix 6 and Appendix 7).  

Furthermore, the transcripts have been self-sufficiently audited and reviewed for repeating 
subjects by the researchers in order to enhance objectiveness. The identified subjects have 
been checked through mutual evaluations. Beyond that, central subjects are outlined in their 
individual properties, describing various issues of a subject and summing up similarities or 
differences of opinion. In order to ensure anonymity, each attendee of the focus group has 
been coded (Virginia Tech, 2017). In order to enable a clear division between the participants 
of the two focus groups, the researchers chose a simple and easy-to-understand categorisation 
to code the attendees. Hence, the first group is stated as A, which means that participant one 
in that particular group is stated P1A, consequently participant for group two is stated as P1B. 

 

4.5 Ethical considerations  

Since this study involved human participants in online questionnaire as well as in the focus 
group discussion, it was ensured that the research met ethical principles. The principles 
consider that there should be no harm to the participants in terms of physical harm, stress, 
harm to develop the participant’s self-esteem or in terms of affecting their career or future 
employment (Bryman & Bell, 2015). It further includes lack of informed consent, meaning 
that the prospective research participants should be given as much information as might be 
needed to make an informed decision about whether or not they want to participate in the 
study  (Bryman & Bell, 2015). Invasion of privacy is the third consideration of ethical 
principles that was taken into account. This means that the focus group participants had their 
right to privacy and if they did not want to answer a certain question, they did not have to do it 
(Bryman & Bell, 2015). The last principle taken into account was whether or not deception 
was involved. Deception occurs when the researchers present their research as something that 
it is not, or as something other than what it is (Bryman & Bell, 2015).  

Clear instructions were given to the focus groups prior the discussion, by the moderator. This 
was done to ensure that everyone involved were aware of the topic, the aim of the research 
and the goal of the discussion. Further, an explanation of how the customer journey is 
evaluated was presented in advanced towards the participants. 

 

4.6 Reflection on focus group discussion 

This part reflects on the outcome of the focus group discussions conducted for this study. The 
two focus group discussions were conducted and performed in the same way. Both groups 
agreed on some aspects during the customer journey, while other opinions were different. The 
two groups were heterogeneous in terms of age, nationality, gender, and study background. 
The feeling in the focus groups was relaxed and comfortable, small talk was exchanged 
between the participants before the actual discussion began, and the feeling of trust in 
expressing their own opinions was obvious.  
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For the first focus group, the direction of the discussion was more focused on the actual steps 
as they were preceding the purchase. For the second group, the discussions were broader and 
livelier and the involvement of the moderator was decreased. This ‘phenomenon’ can be 
explained by the theory of focus group discussion outcomes, stated by Krueger and Casey 
(2009). They explain that the outcome of the focus group is depending on how much the 
participants want to disclosure.  

The different opinions that occurred within each group were discussed in an explanatory way, 
which gave the discussions depth and understanding for different views. Furthermore, it has to 
be mentioned that the focus group discussions were based and performed on an actual 
purchase, which leaded to short answers rather than a living discussion. However, the 
researchers have chosen this method to get a general perception of a customer journey for the 
online personalisation of shoes. 

  

4.7 Validity and reliability  

Validity provides reliability to the linkage between theory and empirical results, with regard 
particularly to the data analysis section of the research (Zohrabi, 2013). As a result, in order 
to assure an elevated level of validity within this investigation, a distinct conceptual 
framework was defined to support the empiric research and an interview guideline to lead 
focus group discussions toward the field of study. Consequently, the findings of the focus 
group discussions and of the conceptualized questionnaire were connected with reviewed 
literature. The questionnaire of the questionnaire and the interview guideline were developed 
based on the theoretical framework and so is the outline of the research findings. 

Furthermore, external reliability builds upon the repeatability of an investigation in order to 
minimize researcher bias and evaluation during the examination (Bryman 2012; Gibbert, 
Ruigrok & Vicky 2008). In order to ensure the replication of this this study, a comprehensive 
and explicit guide for future researchers is outlined through the research work particularly 
found in the methods, used during the investigation. The thematic emphases of the research 
subject are on the approaches of a customer journey and Service Value Web within business 
models for digitally enhanced and demand driven manufacturing in the textile and apparel 
industry. Having said this, both concepts have been independently used in various contexts in 
existing literature. Anyhow, the linkage of these general approaches as examined in this 
research is not limited to the textile and apparel industry, but can be generalized to further 
branches with an approach of equal value. Therefore, the external reliability in this research is 
supported on the basis of its ability to be generalized throughout a wide array of several 
service scenarios and their effect on a customer journey (LeCompte & Goetz 1982; Cho & 
Trent 2006). In addition, regarding to internal reliability the partaken authors audited each 
other’s work and cross-referenced empirical and theoretical data (LeCompte & Goetz, 1982). 

In the end it has to be mentioned that during the entire thesis process two meetings, regarding 
the Digimode project, were attended by one of the two researchers. This was done in order to 
keep the Digimode project group updated about the current development of this thesis, to get 
feedback regarding the chosen frameworks, to get new insights and to exchange knowledge 
and ideas.  
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5 Results  
 
In the following section, the findings of the questionnaire and the focus group discussions are 
outlined. Furthermore, these results are visualised in order to enable a clear summary of the 
combined results. 
 

5.1 Questionnaire findings  

Overall, 183 responses have been received throughout the online questionnaire. In total, the 
questionnaire contained a total amount of 31 questions relating the chosen subject of this 
study. The already described concepts of the customer journey and the Service Value Web, 
which focuses on the customer integration in the value-adding processes, are the base for the 
examination of the evaluation. Therefore, each question has been assigned to its relatedness 
concerning the two concepts.  

The results show that a minority group of 21,9% have bought a personalised garment online. 
For the participants who have bought a personalised garment, 85% are between 21 and 30 
years old and 52,5% are currently registered as a student. Additionally, regarding the 
sustainable perspective of this certain consumer driven business model, one question was 
asked about the fact that if the participants are already buying sustainably made garments. The 
results demonstrate that a large group of 53,6% are not buying sustainably made clothes. 
However, 20% out of this group already have bought a personalised garment. Whereas, 76,5% 
of the sustainable clothes owner have never bought a personalised garment online. 

Looking at the participant’s awareness regarding a potential higher price for a digitally 
enhanced and personalised garment, it can be seen that 94,5% of the respondents are aware of 
this. However, 40% out of the remaining five percent who are not aware of the fact of a 
potential higher price have already bought a personalised garment. In consideration of the 
potentially longer lead-time, a large group of 88,5% are willing to wait for their personalised 
garment. However, 48,1% of the participants would pay more, if their personalised garment is 
ecological delivered with green transportation possibilities. A majority of 93% would like to 
have a tracking process of their garment; from order, over production to delivery. 

With today’s transparency cases regarding company's visible information, 74,9% of the 
respondents would like to be able to look at the corporation's actions and that they are 
transparent for outsiders. Furthermore, a majority of more than 80% would like to get 
information about the production facilities as well as working and labour conditions. 
Furthermore, regarding the location of the manufacturing facility, the results show that it does 
matter, for more than 65,6% of the respondents, if the personalised garment will be locally 
produced. Regarding the payment conditions; credit card (47,5%), invoice (18%) and bank 
transfer (14,2%) are the most selected options. Furthermore, 34,4% of the participants would 
pay up to 30% more for a personalised garment as for a regular one. In addition, 13,7% would 
even accept a higher price of more than 50% as for a usual piece of clothing. 
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A majority of 71% of the respondents agreed to create an account before starting the 
personalisation of their garment. Concerning the limitations of the designing choices while 
personalising the garment, a group of 66,7% would like to have as much free choice as 
possible about what they can personalise. Moreover, more than 50% of the participants are 
willing to pay more, if there are more additional options to personalise their garment. In 
addition, 44,3% of the population have stated that the time of the designing process affect 
their choice of buying a personalised garment. However, only 20,8% of the participants stated 
that the data privacy of the body information is affecting their choice of buying.  

In total, 57,9% of the participants stated that they would not to like to design and create their 
garments by themselves. Additionally, almost 73,2% stated to have no experiences in 
designing clothes as well as 62,8% stated to have no experiences in actually making clothes. 
Furthermore, 60,1% of the respondents filled in to have no fabric knowledge. Out of this 
group, 70% would like to have access to a fabric library, which gives information about the 
fabrics and what they are suitable for.  

A majority of almost 95% would like to see designs from other users in order to get inspired 
and also to see what is possible. However, only 55,2% of the participants would like to share 
pictures of their own personalised garment with other users on the platform. Moreover, 67,2% 
of the respondents are not interested in communicating with other users and only 37,2% 
would like to get feedback from other customers about their personalised garment. However, a 
large group of 88% would like to see feedback from previous customers, regarding the whole 
process. Moreover, more than 85% of the participants voted for the availability of a tutorial 
video, which demonstrates how the whole designing and buying process looks like. 
Furthermore, 67,2% prefers to download an app, which allows customer to transact the 
personalisation and buying process via their phone. Additionally, for more than 50% of the 
participants it does matter if there is a 24h customer service available. Either way, when 
communicating with customer service, people are more interested in doing that via live-chat 
(38,3%), e-mail (34,4%) or phone (26,2%).  

In the end, more than 90% of the respondents would buy a personalised garment, which is 
digitally enhanced and demand driven manufactured. However, three out of the 16 remained 
participants have already bought a personalised garment, but are not interested in buying a 
digitally enhanced and demand driven manufactured garment.  
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Figure 10: Illustrated Survey Results (Own Source) 
 

5.2 Focus group findings 

The focus group discussion was based on the conducted questionnaire and implied aspects of 
the customer journey and the Service Value Web. This was done in order to generate a wide 
selection of viewpoints in this particular field of research. The major parts of the focus group 
discussions were the actual purchases of personalised shoes.    

5.2.1 Research and awareness 

The discussions revealed that the participants tend to search specifically for the service of 
personalisation on Google, rather than just look around (P1B). Furthermore, the discussion 
exposed that one participant finds it important that the chosen result is listed high on the 
Google search-ranking, and then different Google results are compared to each other to find 
what it best suited for their particular needs (P2A). Moreover, if the first page of the website is 
displayed with too many possible options and information, one participant were less attracted 
to the products and services (P1B).   

“[...] I am pretty soon tired from too big assortments. Normally I just spoil the first page and 
then I just start” (P1B). 
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Throughout the discussion, the participants stated that the shown options at the landing page 
of NIKE’s shoe personalisation service have to be clear and not contain too much information 
and different products. It was stated by one participant that it could overwhelm the customer 
and create a feeling of already getting tired (P1B). On the other hand, it would be beneficial to 
get an overview of the assortment before further specifications are made, in terms of what 
product to chose for the personalisation. It is understood that the landing page is a good start 
to get an overview, but the customers rather quickly move on to the next step. Moreover, one 
participant stated that a reason for not leaving the process and continuing with the 
personalisation was the fact that the displayed shoe on the landing page were animated by 
changing its colours (P1A).   

Additionally, the fact that the ‘already personalised shoes’ were shown as options to start the 
own personalisation from, at the side of the page, was not necessary. In the case of visible 
examples from previous customers, the participants preferred to get linked to another page on 
the website, as an inspiration. The customers preferred to initiate their personalisation from 
scratch (P4B).  

“[...] when landing on the page and all the other things, are not helpful at all” (P3A). 

“You would have to navigate further to feel comfortable” (P2A). 

“If this was not animated, then maybe I would go out straight but now it makes my eye goes 
down there” (P1A). 

5.2.2 Personalisation 

Regarding the website and the included process, one main problem occurred while doing the 
personalisation of the shoe. The participants were not impressed by the design of the process. 
In general, it was hard to follow the options which already were chosen and also the once 
which were still ahead (P2A). One participant made a comparison with the procedure of 
booking a flight. The discussion showed that it would be better if there is an illustration of the 
entire personalisation procedure visible, in terms of a processing line, which navigates the 
customer and enables a clear and understandable overview of the procedure.  

“ [...] a guidance where you are in the process might be helpful because now we only have, 
when you are done with an option and then in between you can see the whole process” (P2A). 

The discussion about the number of possible shoe models to start the personalisation from, 
illustrated that less is more. It pointed out that fewer options to start with, makes the 
beginning process much easier. Furthermore, the participants preferred to start with a white or 
grey shoe, so-called “blank shoe” (P2B; P3B; P4B). The design and layout of the website 
concerning the possible options to chose was easy to understand, while the personalisation 
was started. Moreover, when moving on to the next step in the process, it would be easier to 
follow if the first picture shown was focused on the part that is about to be personalised. Too 
many options to choose from that needed to be scrolled through made the customers bored, 
and it was suggested that a division of the categories would have made it easier to skip the 
alternatives that were not interesting (P1A; P2A). However, the selection of personalisation at 
the different steps (the amount of different colours etc.) was understood as satisfying and 
understandable. Also, the participants were pleasantly surprised that it was possible to 
individually choose the design of the inner and outer swoosh, as well as to generate a small 
text for each tongue separate (P1A; P4B). 
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“Well, like you said at the start like having all the models but in grey. And kind of changing it 
from that point” (P4B). 

“Yeah, I like it more when everything was grey instead of the options you get. It does not feel 
like that this what you get and is customised” (P2B). 

“Oh, you can choose the left and right text!” (P4B). 

“The swoosh. Ohh you can even change the inner and outer one!” (P1A). 

However, according to the participants, some of the features could be improved, such as 
rotating the shoe while changing the elements, to enable a detailed view of the shoe, as well as 
and the quality of the pictures, which let the participants unsatisfied due to low resolution 
(P2A). The poor quality and viewing options of the pictures made it difficult to get a realistic 
feeling for the shoe and how it would look like in reality (P4B). Apart from this, repeating 
loading problems of pictures and the website annoyed the participants. Then again, this could 
also be caused by a poor Internet connection at the chosen meeting room on the University’s 
campus. Furthermore, the participants of both discussion groups felt irritated by the fact that 
all shoe sizes were available but not the women’s shoe size 36. According to the participants, 
it would have been beneficial to see information and know the reason for this, since it is a 
personalisation service and it should be possible to request all customer demands.  

According to the participants it would also be beneficial if further information were available 
when selecting special features such as a reflective swoosh (P1A). The participants in group A 
wondered how reflective it would be and what exactly does it mean.  

“But they should have like, when you have the mouse over it, like having a small information 
about it, at least when it comes to these reflective once. I mean since the page is in Swedish, 

and when it says reflective black maybe not everyone understands what it means” (P1A). 

The experience of an actual purchase of a personalised pair of shoes during the discussions 
made clear that it is of great interest to see the product in detail. The participants were 
preferred to get a picture of each detail by seeing the shoes from each angle. However, the 
participants exposed that it would be better if the shoe were 3D animated which makes it 
rotatable and visible from each angle. Furthermore, the participants would have liked it if 
there were better pictures available when personalising a detailed part of the shoe (P4B).  For 
example, it was possible to choose individually styles for the inner and outer ‘swoosh’ and to 
see each of them onto different pictures. However, it was not possible to see the actual shoe 
with the two different styles on one rotated picture, which shows how it looks like when the 
‘swoosh’ are not of same style (P2B; P3B).  

“So, how you know which side it is? Ah you cannot really see them. It is kind of a pity that 
there is no picture where you can see both swooshes’ differences. Here, you can guess it” 

(P4B). 

“You could just hardly rotate the arrow. This would be a better option than this is” (P2B). 

There were recurring elements, regarding the ‘holistic’ view of the buying process, mentioned 
in both focus groups (P3A; P4B). One of the aspects discussed was the possibility to compare 
different personalised shoes to each other side-by-side to see which shoe looks best. 
According to the participants, it would be beneficial to create and save more than one shoe at 
the time in order to compare different styles before deciding which one to buy (P2B).  
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This would make it possible to think about the shoes and buy them later, instead of buying 
them directly. Moreover, some of the participants expressed that it was weird not to choose 
the size of the shoe before starting the personalisation, since it was shown at the end that not 
all sizes were available for all shoes (P3A). In this case, it would have been a waste of time 
doing all the work before realizing that the shoe is not available in your size. It was also 
sceptical expressions regarding the fact that a personalised shoe still had to fit within the 
already existing size ranges, and could not really be personalised in that way (P1A; P3A).  

However, at the end of the process when delivery and payment were to be decided, the fact 
that the delivery was for free was expressed as something positive and revealing for the 
participants (P1A; P3A; P4B). Furthermore, not taking extra charge for the different choices 
of payment was discussed as surprising and satisfying.  

“Why do they have sizes there? They are custom, so why do you need to pick based on size? 
That does not make any sense. Or colour? I thought we were going to customise? Why would 

we pick a colour on a customised shoe? I am confused by the options” (P3A). 

“Shipping is free. Okay. Well that is not too bad” (P4B). 

“Where is the option for actually change things?  Can we actually do these things? I don't 
understand how you’re actually are going to customise this things” (P3A). 

 
5.2.3 Receiving and experience review  

During the follow-up meeting, the discussions revealed that the participants were happily 
surprised about the overall appearance of the shoes. The fact that they were very light 
weighted and that the reflective swoosh actually was reflective was further seen as positive. 
Moreover, the participants stated that the overall personalisation met their expectations. The 
pictures (of the shoe) shown during the personalisation process were expressed as 
corresponding and realistic to the actual product as well. When discussing the delivery time, 
which was around three weeks, the participants (P1A; P2A) showed understanding and 
pointed out that the approximate waiting time when ordering the shoes was said to be three 
weeks, and therefore acceptable. However, it was also pointed out that the shoes were not that 
much personalised, and that the waiting time, therefore, should not be longer than this. The 
fact that one pair of shoes took over the estimated waiting time was not mentioned as 
negative. Furthermore, it became clear that a tracking service is requested to keep updated 
about the production and delivery status.  

“[...] I feel like that’s kind of quick. It feels like right now we ordered them. But maybe that’s 
because we have been so busy” (P1A). 

“Because they arrived approximately on the expected delivery time, that was estimated, 
wasn’t it?” (P2A). 

However, the participants were not satisfied with the slightly inoperable tracking process, but 
at the same time, it was argued to be the delivery firm’s responsible and not the online shop’s. 
Furthermore, the fact that each of the five steps during the production could be followed by 
emails was also expressed as positive. It was understood that simple emails with text and clear 
illustrations were preferred, rather than getting pictures of the shoes during the different 
stages. It was also mentioned that this way of keeping the customer updated increases the 
excitement and make the customers feel even more involved in the process.  
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It was also stated that this created more value to the product in at the end, at the same time, as 
it was even easier to accept the delivery time. Further, it was shown that this is a good way to 
show transparency of the production, something that was much appreciated by the 
participants. 

“[...] And you feel involved, and even more involved in the process, not just the designing part 
but you are being told when it’s going from one to the other step, so you are kind of involved 

in the manufacturing of it as well.” (P4B). 

The illustrated pictures of the shoes during the personalisation were discussed as realistic 
enough to be compared to the actual shoes. Further, it was discussed that the poor quality 
when zooming into the shoes was understandable, and that a feeling for the shoes could be 
created anyways. Some participants felt that the graphic on the website might have been too 
good, since the appearance of the ‘swoosh’ on the website were more smooth and not so 
affected by the material they were fused on to, as they were in reality. However, it was also 
expressed that the shoes looked better in real life. 

“[...] The only thing we were talking about, was that they were a little bit blurry, but that was 
when we were zooming in. But it wasn’t really that bad, you could get a feel of the shoes 

anyways” (P1A). 

” Actually, my reaction was that the pictures, when I’m thinking back to the creating process 
and the pictures, is that they were a bit too good. Or graphic.” (P2A). 

“They are even better in real life, then on the images. I feel like” (P4B). 

The problem with the ‘swoosh’ was more prominent on the light coloured ones, than on the 
dark one. The appearance of the ‘swoosh’ was discussed to look like a sticker, and that the 
quality of it looked cheap (P3A). What also was pointed out by the participants was that the 
colour on the ‘swoosh’ and the text on the tongue should be in the same colour, according to 
the pictures on the website. However, it was shown that in reality the colours were not the 
same, which created some disappointment among the attendees. 

“But the label, the THS-stamp that we did. That colour was suppose to represent the colour 
on the inner swoosh, wasn’t it?” (P2A). 

 “Yeah, it looked like that on the pictures” (P1A). 

 “That was what we intended to, I think” (P3A). 

The discussion revealed that the service in general was good enough for the participants to 
order from the website again. It was either more or less than the participants were expecting it 
to be. Additionally, the fact that it is possible to return the shoes surprised the participants and 
increased the feeling of satisfaction. However, what was mentioned was that the participants 
would have been more involved in the personalisation process if they bought the shoes 
themselves and that they would be pickier with the small defects that could be seen on the 
shoes. 

“What I am surprised with is these slightly defects they already have, like paint, a hole in the 
logo, kind of black marks all around here… Like, if I were about to buy new shoes I would 

expect it to be in a good shape. [...]” (P4B). 
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The price of the shoes was discussed to be a bit expensive correlating to the amount of 
changes that could be made in the personalisation stages. It was discussed that the shoes were 
not really personalised since the options that could be done was only changing colours and not 
really choices that was personalised after a specific customer, such as a personalised inner 
sole for one specific foot. Moreover, some disappointment could be revealed when the 
participants started to look at the shoebox and questioning the fact that there were no 
specification or card that showed a personal touch related to the customer. Meaning, the box 
should feature the customer’s individuality and show that the shoes are personally made for 
the customer and not straight from the production line.  

However, the card was expressed as not necessarily to be a physical one, delivered with the 
parcel. For example, the card could be sent by an email at the same time as the shoes are 
delivered to the customer. 

“Wouldn’t it be nice to get a card or something to the shoes?” (P1A). 

 “Yeah, something that says ‘these are YOUR shoes’ like, these didn’t just come off the 
assembly line and go to the box. Like these are special” (P3A). 

 

 
 

Figure 11: Illustrated Customer Journey of NIKEiD (Own Source) 
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5.2.4 Receiving and experience review  

As already mentioned, both focused groups were, independently from each other, 
personalising their shoes. It is therefore surprising that both focus groups almost personalised 
the exact same shoes regarding model, colour features and details. Especially, when choosing 
the icon for the tongue both groups selected amongst all icons, the exact same turtle. 
However, these icons were changed to ‘THS’ in order to feature the Digimode project. The 
pictures of the shoes are illustrated in Appendix 8. 



 

 41 

6 Discussion  
 
This chapter explores the findings and reflects the results in connection to the literature 
review and the theoretical foundations. The main purpose of this chapter is to find 
implications and answers to the established research questions and the contribution of the 
study towards reviewed literature. 
 

6.1 Required key success factors  
 
For customers to understand choices and accept this new way of buying personalised 
garments, the concluded factors have to be taken into consideration. As mentioned earlier, the 
customer experience is correlated to customer satisfaction, service quality, relationship 
marketing, commitment, trust, brand involvement, and customer engagement (Lemon & 
Verhoef, 2016). Connecting these aspects with the dimensions of the Service Value Web and 
relate to the results, it is possible to investigate into the key success factors, which is the main 
objective of this research. By analysing the results, eight key success factors were developed; 
raising awareness, ensure value-adding integration, ideal information sharing, straightforward 
operations, incorporate customer’s knowledge, customer satisfaction, enable valuable 
personalisation and consider customer’s emotion. This is further how this chapter is 
structured. All investigated key success factors of a business model for digitally enhanced and 
demand driven manufacturing of personalised apparel products are illustrated in Figure 12. 
 

 
 

Figure 12: Key Success Factors (Own Source) 
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6.1.1 Raising awareness 

As described in the literature, a business model with the emphasis of selling personalised 
products needs to focus on their information technology and the reconstruction of the supply 
chain (Bhatia & Asai, 2007). For this supply chain upgrade, the position of the company 
within the value network has to be clear-cut. Furthermore, the customer and the suppliers 
have to be fully integrated and linked to the processes. However, therefore it is indispensable 
that potential customers know about this business. The customer’s attention has to be 
attracted. By analysing the results from the questionnaire it clearly shows that the general 
awareness of such business model is minimal and that this special service offer is barely used. 
Only a minority group have bought a personalised garment online.  
 
Furthermore, with the less amount of owner of sustainably made clothes and their buying 
experience regarding the online personalisation of apparel products, it can be assumed that 
there is no relation between the population’s sustainably thinking and the idea of buying a 
personalised garment. Additionally, by examining the numbers it points out that people are 
aware of a higher price regarding a personalised garment, compared to a regular apparel 
product. In general, it can be said that in order to generate a competitive advantage for this 
kind of business model, not only the information technology, the value creation and the firm’s 
performance have to be intended and organized, but also the active integration of the customer 
into the process and the raise of their attention. Moreover, the questionnaire results pointed 
out that the availability of a tutorial video implies a particular attention to the offered service a 
company has to require, when trying to gain customers attention regarding their service. 
During the focus group discussions, it became clear that the participants often start a purchase 
by searching for information on a searching platform. This indicates that a high ranking on the 
search results might improve the chances for a company to be chosen among different 
companies with the same offered service, which could also improve the customer’s 
awareness.   

6.1.2 Ensure value-adding integration  

As already mentioned, value is co-created by the shared activities of involved parties linked 
with an interaction (Vargo, Maglio & Akaka, 2008). The focus group discussion revealed that 
a smoothly collaboration between customer and service provider is highly relevant in order to 
enable value creation for an individually personalised garment. Looking at the customer 
journey of the focus group discussion, it turns out that being included in the value creation 
process gave the participants a positive impact on their service experience. Additionally, as 
stated in the literature, the Service Value Web describes the value creation process as an 
operation on the basis of repetitive customer integration that lead to a service experience for 
all parties concerned (Chesbrough, 2011b). Here, the collaboration can be formal in the form 
of co-operations. During the focus group discussions, it became clear that the participants 
were more attracted to the whole procedure when they could add value to their individual 
product. This means that the participants took pleasure in the service experience by a value-
added procedure. Moreover, by analysing the results from the questionnaire it points out that 
the participants are more willing to register onto the website before actually be able to select 
anything relating the actual purchasing process. This leads the researchers to the assumption 
that the creation of a user account already boosts and encourage the customer’s connection to 
the company and the purchase of a personalised garment.  
 



 

 43 

Furthermore, the questionnaire results assume the researcher to the fact that the longer the 
designing process is; the less people are willing to buy a personalised garment. This attitude 
and behaviour also appeared during the focus group discussions. The respondents felt less 
attracted to the personalisation of the garment the longer the process was. Some participants 
had the feeling of tiredness and boredom. For example, one participant felt annoyed by 
scrolling down through the pages to see all possible option. This means, that in order to avoid 
customer’s exhaustion, the entire purchase process and the personalisation of the garment has 
to be easy-to-handle and succinct. Moreover, value delivering is also important when 
strengthening the customer’s service experience. The focus group discussions revealed that 
the participants preferred to create an own personalised shoe from scratch rather than an 
already existed and pre-designed shoe, where only colour change will be the personalisation. 
This has lead the researchers to argumentation that in order to generate value when 
personalising a garment, it should be possible to individually design the entire product and not 
only to change the colours. As already mentioned in the literature, this is an approach that 
centres in the understanding of the value delivering to individual customers rather than to the 
mass market (Lemon & Verhoef, 2016).  

6.1.3 Ideal information sharing  

In order to enable customer engagement, it is of vital importance to build relationships with 
the customer and to focus on the needs expressed through a feedback mechanism 
(Ramaswamy & Ozcan, 2014). By analysing the results from the questionnaire, it became 
clear that the general population is willing to share their private body data information with a 
company to co-designing their individual personalised garment. Furthermore, the majority 
would like to see designs from other users in order to get inspired and also to see what is 
possible regarding personalisation. However, the results point out that people would like to 
see pictures and feedback from others, but are less willing to share own pictures and 
information. Moreover, the analysis of the numbers makes the point clear, that people are not 
willing to get personal with other users and share private information. However, rational 
feedback regarding the service is more preferred. Additionally, people are more interested in 
getting information about the product and the actual process and the majority prefers to be 
able to communicate whenever they want, with a support service. All these statements can be 
linked to the mentioned theory that it is of benefit to built relations in order to gain 
understanding of what the environment discovers under different contexts of experiences and 
to provide customers the access to make enjoyable experiences and not only product 
ownership (Prahalad & Ramaswamy, 2004). In order to strengthen the customer experience, a 
company has to understand the different stages the customer goes through and the information 
they are willing to share during these steps. It is important that the company is aware of all the 
aspects of service they are offering the customer.  
 
In order to enable beneficial customer engagement, it is of greater interest to exchange 
information of the risks connected with the products of services being provided as well as the 
transparency of sharing profit margins, costs and belonging business activities (Prahalad & 
Ramaswamy, 2004). The questionnaire results have shown that most people would like to 
have a transparent company to work with, which shares information such as working 
conditions for the employees. Additionally, people would rather buy clothes, which are 
locally produced, than somewhere else in the world. According to the numbers of the 
questionnaire, most of the participants are willing to wait for their personalised garment.  
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The participants of the focus group discussions also share this conviction relating to the long 
lead-time. This means that people tend to accept a longer lead-time when they get to be 
delivered a personalised product with added value by them. However, the interest for green 
transportation possibilities is lower, which strengthens the researcher's statement that the 
majority of the population is less likely sustainable oriented.  
 
When it comes to the website’s landing page, the focus group discussion provided clear 
evidence that it is of great interest if there are not too much information available, which lead 
to overwhelming feelings and put pressure on the customer’s decision making. Moreover, the 
participants of the focus group discussions had the desire to get more information when 
having the possibility to make detailed changes regarding the personalisation of the shoes. 
This means that if there are options to select which demands deeper understanding of the 
customer, it is beneficial to make information available how the selected option would change 
the personalisation. Furthermore, if a size of the shoe is not available, the focus group 
participants made clear that they would like to be informed about that before the purchase, as 
well as they would like to know about the reason why this certain size is not available. 
Therefore, all the touch points the customer comes in contact with, along the customer 
journey, has to be understood and identified. Therefore, the company has to understand who 
the customer is, what motivates the customer, and what are their needs and concerns (Havice, 
2014). 

6.1.4 Straightforward operation   

According to Roser, DeFillippi and Samson (2013) the key part in co-creation of values and 
relationships are the involvement of co-creators and the expansion of organizational 
boundaries. This means it is very important to simply involve the customer into the co-
creation process. Regarding this, the questionnaire results illustrates that people prefer to 
personalise their garment not only with their computers but also via phone or tablet, through 
an app. Additionally, when communicating with customer service, the questionnaire results 
expose that people are more interested in doing so via live-chat, email or phone. In addition, 
the larger majority of the population prefers to use the most common payment methods. Also, 
the greater majority of the questionnaire participants would like to have a tracking process of 
their garment from order, production to delivery. The participants of the focus group 
discussion also preferred to have a tracking process where the customer gets information 
about the status of order. All these information communication systems lead to a benefit for 
the supply of user tool kits. Through the usage of these easy-to-use kits other players are 
capable of joining and creating user-defined products or services (Von Hippel, 2001). 
Additionally, the focus group discussions revealed that the navigation choices on the website 
has to be clear and easy, meaning that the company has to be aware and able to support the 
customer to identify their own problems and solutions (Piller, Lindgens & Steiner, 2012). 
This can further be related to the product assortment and the amount of choices the customer 
can chose from. 

6.1.5 Incorporate customer’s knowledge  

According to Chesbrough (2011a), tacit knowledge engages the communication between the 
customer and service suppliers due to the distinction of previous experiences and activities. 
However, particularly difficult for a service company is to know what a customer really 
needs. That is why information and its related technology are main parts in enhancing 
innovation in services. Therefore, companies that are aiming for a consumer driven business, 
need to understand and identify the customer’s level of experience.  
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Regarding the questionnaire results, participants have fewer experiences in designing and 
making clothes, which underlines the needed support during the designing process. 
Furthermore, the results illustrate that it would be beneficial for a company to provide a fabric 
library that the customers can use in order to improve their knowledge and therefore to boost 
their choice in making a personalised garment. This leads the researchers to the assumption 
that the customer has to have a certain level of design experiences in order to be able to 
receive a satisfactory service experience. That is why a company has to create moments of 
truth, which includes service delivery, incorporation of the environment as influencers on the 
customer journey, in order to generate a satisfactory service experience (Bitner 1990). 
Moreover, the questionnaire showed that the level of knowledge within design and creation of 
clothes vary amongst the participants. Therefore, the level of personalisation has to be easy to 
handle in order to involve and include all customers with different knowledge and experience. 
It was clear during the focus group discussions that those who had previous experience in 
designing and making of clothes were more aware of the different aspects of the creation, than 
those who did not have any previous experience in this field.  

6.1.6 Customer satisfaction  

One of the measurable aspects in a customer journey is the customer satisfaction. This is 
strongly related to what expectations the customer has, and what is delivered, both in terms of 
the service and in the product that is delivered (Lemon & Verhoef, 2016). This means that 
what is shown to the customer on the website, during the personalisation stages, has to be 
what the customer receives when the product arrives. Regarding the follow-up meeting with 
the focus groups, the participants were satisfied with the product they received. The aspects of 
the shoe that was not matching the pictures on the website, during the personalisation stage 
was understandable and accepted by the participants. 

It was shown, both in the questionnaire and in the focus group discussion, that the delivery 
time for a personalised product is accepted to be longer than for a non-personalised product. 
This statement was strengthened in the first follow-up meeting where the shoes were delivered 
on the date that was communicated by the company as the latest date for delivery. Also on the 
second follow-up meeting, where the shoes were delivered a bit later than they were expected 
to, it was stated as an acceptable waiting time. Therefore, communicating the latest day of 
delivery is a good way to keep the customers informed about the estimated waiting time, and 
if the delivery of the product can be managed on an earlier date, it will make the customers 
even more satisfied. Companies should, in other words, be careful of what they communicate 
to the customers so that they do not promise too much which they cannot keep or deliver. In 
this sense, it is better to have margins that can be easily achieved. This could be further related 
to the creation of trust between the company and the customer, as stated by Cheung and Lee 
(2006). The customer wants a feeling of trust that the company will meet their expectations. If 
this can be met, the possibility of a long-time relationship between the company and the 
customer is likely. 

Further, the questionnaire stated that the customer wants to feel involved in the process, as a 
part of the creation, when doing a personalisation. This was also stated in the follow-up 
meeting where the participants expressed appreciation of the update emails sent during the 
production, since this increased the feeling of involvement. Therefore, the feeling of 
involvement should be delivered all the way until the customer receives the finished product. 
When the personalised product of the focus groups arrived, there were no form of 
specification of the product or any acknowledge to the person who made the personalisation. 
The product was received as any other product that can be bought from stock.  
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By implementing further personal interaction in this step, either by a note or by email, would 
according to the focus group discussion, increase the feeling of the involvement in the process 
and the customer satisfaction. Beyond that, the last stages of a personalised purchase, meaning 
delivery and receiving, has to be in line with previous phases in order to maximize the 
customer satisfaction. It can be said, in order to ensure a satisfying customer experience, when 
personalising a garment, the company has to integrate the customer into each stage of the 
process. This would include the quality of the customer care, the advertising, packaging, 
product and service features as well as reliability (Lemon & Verhoef, 2016). 

Regarding the fact that both groups were personalising almost the exact same shoe, it pointed 
out that in order to experience a real personalised service, there has to be more options to 
choose and select while designing and individualising the apparel product. As already 
mentioned, participants of both focus groups were satisfied with the design of the shoes. 
However, they were not impressed by the fact that the shoes looked like regular shoes, which 
are mass-produced for the entire market. This means that even if personalising an apparel 
product, there is the risk to receive a product that seems not to be that personalised as 
expected. Therefore, a more valuable personalisation has to be provided by the company. 

6.1.7 Enable valuable personalisation  

As stated in the literature, experience points enclose the most crucial moments where the 
customer comes into direct contact with the service (Chesbrough, 2011a). For this reason, it is 
highly relevant to evolve the customer’s awareness of the service they will discover. The 
implementation of the customer with the service will be influenced by the delivery of the 
service compared to their expectancies. In this sense, it is interesting to see the actual number 
of people who would prefer to co-design their personalised garment with an employee of the 
online service provider. A large group of the questionnaire participants would like to use this 
kind of service offer. This takes the researchers forward to the assumption that customers 
might be afraid of creating their personalised garment without someone who can support 
them. Furthermore, people are interested in a wider range of free options, which can result in 
a more personalised garment. However, the focus group discussions revealed that on an actual 
purchase sometimes less is more. At some parts the participants struggled with the huge 
amount of choices and preferred to have less different options to chose from. On the other 
hand, the wide range of variety positively impressed the participants. All these experience 
points, throughout the entire purchase, define the creation of the service since the customer 
immediately encounters benefits and outputs from the service (Chesbrough, 2011a) 

6.1.8 Consider customer’s emotion 

As earlier mentioned, Lemon and Verhoef (2016) define the customer experience as 
multidimensional. One type is the part of emotional experiences. This phenomenon has been 
observed during the focus group discussions. The participants have very positively received 
the fact that there was the possibility to choose different kind of ‘swooshes’ for both shoes. 
Furthermore, the reaction in both focus groups concerning free delivery was very favourable. 
These feelings of pleasure have let to a positive service experience along the customer 
journey of the actual purchase and seduced the participants to buy another pair of shoes. 
However, with good comes bad. The participants of the two focus groups were extremely 
disappointed by the non-existence of rotatable pictures of the shoe, as 3D animations.  
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This means that the individual steps of the personalisation can lead to positive and negative 
service experiences. In order to avoid negative service experience along the customer journey, 
an online business with the focus in the personalisation of garments has to keep the emotional 
experience in mind when generating the website and the purchase processes. According to 
Piller, Lindgens and Steiner (2012), the navigation of the product assortment has to be simple, 
from a customer perspective. The participants of the focus group discussions were also not 
impressed by the process itself, when personalising the shoe on the website. The participants 
became confused and lost by the non-cleared structure of the procedure. Therefore, a simple 
navigation on the website is recommended, which shows the entire process itself, but also 
shows the customer the current status of the procedure of the personalisation.  
 

6.2 Relationship between customer journey and value-adding 
service experiences  

 
Overall, the participants of the focus group discussions would personalise a pair of shoes 
again, and buy them for their individual requests. Furthermore, based on the fact that the 
greater majority of the questionnaire would buy a personalised garment, which is digitally 
enhanced, this service offering is raising the attention of the population. That is why it can be 
said that the environment is shifting from a product-oriented value chain to a service based 
emphasis where services are becoming a decisive element to achieve customer loyalty, value 
and leading edge (Chesbrough 2011b; Mina, Bascavusoglu-Moreau & Hughes 2014).  
 
As already mentioned in the theory, the prime target of the Service Value Web is to create a 
service platform as an origin of real value and leading edge (Chesbrough, 2011a). That is why 
it is important to establish a fully efficient co-creation with non-existing limits for open 
innovation in order to generate value-adding process along the customer journey.  At this 
phase it is also important to focus on the customer's interaction stages (Lemon & Verhoef, 
2016).  
 
Concluding, the results of this thesis present that the actual personalisation phase has the 
highest level of service experience as explained in the theoretical part of this thesis. This is 
based on the fact that the personalisation of the product engages and co-creates a closer 
relationship to the customer regarding the service experience and the value creation. 
Furthermore, the customer journey of a personalised garment is dependent on engagement and 
co-creation of the users, to elicit tacit knowledge and to be able to design experience points. 
The service offered in the end does not necessarily have to be provided by the platform itself, 
and guides the user to the suitable actor. This leads to a strong service experience between the 
customer and the company who is providing this special service.  
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7 Conclusion 
 

This chapter exposes the general conclusions of the research. Apart from that, it enlarges on 
the practical as well as scientific contributions and gives suggestions for future investigations 
regarding this research topic. 
 

The purpose of this study was to investigate and identify different success factors of a 
business model for digitally enhanced and demand driven manufacturing of personalised 
apparel products. This research provided insights into the customer journey of the purchase of 
personalised garments and investigated the influences of the Service Value Web by the 
offered services. 

The results show that the key success factors for this kind of business model are raising 
awareness, ensure value-adding integration, ideal information sharing, straightforward 
operations, incorporate customer’s knowledge, customer satisfaction, enable valuable 
personalisation and consider customer’s emotion. By considering these key success factors it 
might be able for such a business model to improve their competitiveness. 

Furthermore, the findings expose that the customer journey is influenced by the services a 
customer experience while personalising a garment. Moreover, the experienced services 
depend highly on the interaction and co-creation with the company. Through an improvement 
of using technological tools the positive impact on the co-creation with the customer might 
therefore be more satisfactory.  

The biggest challenge for this certain demand driven business model has been the integration 
of the customer into the personalisation process. This can be based on the fact that the most 
service experiences are within that particular procedure. Platforms that focus on the service to 
customise after individually request struggle mainly with providing fully integrated 
personalisation.  
 

7.1 Academic contribution 

The main emphasis of existing literature is towards service experiences and the integration 
between customer and the service provider. However, this study exposed the significant 
value-adding processes when co-create an apparel product after individual requests. This 
research applies the identified key success factors into a practical context and provides 
insights into the execution of a demand driven business model with focus on the 
personalisation of apparel products. In addition, this study gives insights in the impacts on 
service experiences towards a customer journey, when personalising an apparel product, and 
by that links two approaches that are essential for a business to adopt within a demand driven 
environment. Moreover, the generated framework can be the base for prospective research or 
applied to other thematic areas. 
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7.2 Practical contribution 

Personalisation as well as customer’s service experiences are two rather recent factors but will 
be of growing significance in the future for businesses to survive. Hence, this study throws 
light on service experiences that have impact on customers’ journey during the 
personalisation process of an apparel product. The investigated key success factors can be 
guiding principles for entrepreneurs, start-ups or established companies that want to build up 
or boost their businesses. Furthermore, the generated framework towards customer service 
experiences can be used as foundation for companies or future investigations. 
 

7.3 Future research 

Limited by the extent of this research the website design for this kind of platform could not be 
analysed. Therefore, the actual generation of the process visualization and IT knowledge is 
required. Moreover, future research could investigate on how to make customers aware of this 
business model and how to reach out in a more effective way.  
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Appendix 
 

Appendix 1 – Questions & results of questionnaire 
 

A. Are you: 

 
 
B. How old are you? 

 
C. What is your current employment status? 
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D. What is your nationality? 
 
 

 
 

1. Have you ever bought a personalised garment online? 

 
2. Does the time of the designing process affect your choices of buying a 

personalised garment? 
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3. Would you agree to create an account before starting the personalisation of 
your garment? 

 
 
 

4. Does the data privacy affect your choice of buying? (Body size information) 
 

 
 

5. Would it be helpful if there were a tutorial video available? How the whole 
designing and buying process looks like. 
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6. Would you prefer to co-design your personalised garment with an employee of 

the online service provider? 
 
 

 
 

7. Do you have experience in designing clothes? 

 
 
 

8. Do you have experience in making clothes? 
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9. Do you have fabric knowledge? 

 
 
 

10. Are you already buying sustainably made garments? 

 
 
 

11. Does it matter to you that you personalised garment will be locally produced? 
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12. Are you willing to wait for you personalised locally produced garment? 

 

 
 

13. Are you aware of a potential higher price for you personalised locally 
produced garment? 

 

 
14. How much more are you willing to pay for your personalised locally produced 

garment? (Compare to regular garments) 

 



 

 65 

 
 

15. Would you pay more of you personalised locally produced garment is packed 
and wrapped with sustainable packaging material? 

 
 

16. Would you pay more if your personalised locally produced garment is 
ecological delivered with green transportation possibilities? 

 

 
 

17. Would you like to see designs from other users? To get inspired and also to see 
what is possible? 
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18. Would you like to share pictures of your personalised locally produced 
garment with other users? (On the platform - as a blog) 

 
 
 

19. Would you like to have a tracking process of your garment? From order, over 
production to delivery? 

 
 

20. Would you like to do the customisation and buying process via your phone 
(app)? 
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21. What payment conditions would you prefer? 

 
 
 

22. Would you prefer if there were a 24h customer service available? 

 
 

23. Would you rather communicate with customer service through: 
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24. Would you like to be able to communicate with other users? 

 
 
 

25. Would you like to have as much free choices as possible or do you prefer to 
have limitations about what you can personalise? 

 
 
 

26. Are you willing to pay more if there are more options to personalise your 
garment? 
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27. Would you like to get feedback from other customers about your personalised 
garment? 

 
 

28. Would you like to see feedback from previous customers, regarding the whole 
process? 

 
 

29. Does it matter for you if the corporation’s actions are observable and 
transparent for outsiders?  
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30. Would you be interested in information about the production facilities as well 

as working labour conditions? 
 

 
 

31. Would you buy a personalised locally produced garment? 
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Appendix 2 – Guideline for focus group discussion 
 

 

Preparation and instructions for focus group discussion 

Welcome everyone and introduce the moderator and the observer. Introduce the topic of 
digitally enhanced and demand driven manufactured clothes, customer journey and service 
value web. Present that the results will be used in the thesis as the customer’s point of view of 
what is required for a successful customer journey. Explain that the participants are selected 
because of their background in textile education and basic knowledge in the clothing and 
fashion industry. Present the guidelines: there is no right or wrong answers, only differing 
points of view, we are recording the discussion so therefor one person speaking at a time, at a 
slow pace and clear tone. No names are necessary since this will be anonymous. My role as 
moderator will be to guide the discussion and the role of the observer is to listen, take notes 
and record the conversation. The discussion will cover the three stages in a customer journey, 
containing pre-purchase, purchase, and post-purchase. These three stages will be connected to 
the five different areas covered by the service value web, containing environment 
engagement, service co-creation, elicit and tacit knowledge, design experience point and 
service offering. 

 

Aim: the customer journey discussion will give answers on the aspects and viewpoints the 
customer has when doing an online purchase. The discussion about service value web will 
give answers to the participation of creating something online. 

 

Start with opening question, after introduction: 

A warm welcome and thank you for participating in this focus group. Do you have any 
questions before starting? If no, I would like everyone to share his or her last online purchase. 

 

Question for discussion: 

 
1. Warm up 

 
a) So, your last purchase was a XXX, where did you buy it? 
b) Did you find what you were looking for? 
c) Did the purchase go smoothly or were there any complications? 
d) Were your expectations of the product meet? 
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2. Discussion 

 
a) Did you do any research about the product before buying it? Such as comparing prices 

or convenient aspects on website, payment and delivery. Also about the company. 
How did you know about the service the company is offering?  

b) If so, what alternative did you chose? Best price or most convenient. 
c) Were there any choices to make considering colour or model of the product? Do you 

think it is necessary to have design experience, or is it also easily possible to do it 
without?  

d) If so, was it easy to understand the different choices? Was the co-creation process easy 
or did you struggle with instructions etc.?  

e) Were the options for payment convenient for you? 
f) Did the delivery run smoothly? 
g) Would you consider buy something from this company again? Or would you buy from 

another company next time if they offer more convenient services and better prices. 
h) Would you like to have a tracking process provided? 
i) Did you feel involved with/as a part of the company while doing your purchase? 

Would you like to feel involved? 

 

The ultimate objective of the service value web is to establish a service platform as an origin 
of true value, new revenues, plus leading edge. 
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Appendix 3 – Presentation for focus groups 
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Appendix 4 – Guideline for follow-up meeting 
 
Introduction to follow up purchase: 
 
The shoes were ordered the 11th of April and arrived to the pick-up station the 2nd of May, 
respectively 9th of May, a waiting time of about three weeks. The process of making the 
shoes was divided into five steps, which were updated during the procedure. The different 
steps were: processing, making, finishing, shipping and delivered. When each of these steps 
was completed, an email was sent to the registered email-address to inform that the next step 
was about to begin. When the shoes arrived at the pick-up station, no information was sent to 
the billing-address or registered email address. The process could only be followed by tracing 
the package on UPS’s website. 
 
Questions to ask for follow-up of purchase: 

1. What do you think of the waiting and delivery time? 
2. What do you think about sending an email when each step was completed? 
3. What do you think about that no information was sent when the package arrived at the 

pickup-place? 
4. Does the shoe look like you were expecting it to do? 
5. Were the pictures during the customisation realistic compared to the actual product? 
6. What do you think about the service (in general) that the company delivered? 
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Appendix 5 – Chi-square statistic 
 
The contingency tables below provide the following information: the observed cell totals (the 
expected cell totals) and [the chi-square statistic for each cell]. The chi-square statistic, p-
value and statement of significance appear beneath the tables (Own Sources).  
 
 

 
The chi-square statistic is 0.0992. The p-value is 0.75285.  

This result is not significant at p < 0.05. 
 

 
The chi-square statistic is 0.6152. The p-value is 0.432851. 

This result is not significant at p < 0.05. 
 

 
The chi-square statistic is 0.0935. The p-value is 0.759766. 

This result is not significant at p < 0.05. 
 

 
The chi-square statistic is 1.1111. The p-value is 0.291841.  

This result is not significant at p < 0.05. 
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Appendix 6 – Transcription of focus group discussion  

Transcript focus group discussion 1 
 
Discussion Before 
 
[Instructions and information are not included, can be found in appendix 3] 
 
M: I would like to know about your last online purchase, if you remember it. 
P1A: I think I bought something from ZARA, I think, maybe 2 months ago and I think that's 
my last one. Or it depends! That is in fashion, but I bought a book and that one and a half 
month ago. 
M: Was that something that you had searched for, the book I mean? 
P1A: Yeah, we tried to look for it online to see if it was available for free somewhere or from 
the school library and on google where they have some pages where you can see if it's 
applicable for the thesis, and yeah it looked good so we bought it. 
M: What about you two guys? Have you ever bought something online? 
P2A: I really have to think and the last one I can recall, which I actually think it is, was in 
September and then I ordered a lighter which actually was personalised to some extent. 
M: So that was something that you had also searched for in advance to find it? 
P2A: Yeah, I had it in mind for quite some time to order such lighter and besides, I ended up 
purchasing it, I most likely had to pay the highest fee to do that, for google to be on top of 
their search on ordering such lighters in Sweden and this website also have the possibility to 
personalise those and a lot of different stuff, so that's why I went to that specific site. It was 
most likely one of the top three on Google search. 
M: Did you compare that one to one of the others? 
P2A: Yes. 
M: And what made you choose that one? 
P2A: The possibility to personalise it, the delivery terms I think might have been slightly 
shorter, and the assortment was wider so I could choose from a lot of lighters from the same 
brand.  
M: Have you bought anything recently?  
P3A: Not to recently, the last thing I bought was a couple ebooks and then before that it was a 
pair of running shoes and I bought them online because I already had the same kind of 
running shoes and they were my favourites and I could never find any as good as they were so 
I searched a lot, trying to find the same once, at a decent price. 
M: otherwise, that’s a hard thing to buy online, I guess, since you have to know that they will 
fit. 
P3A: Mm, but they were my favourites, because they’re lightweight, have a super thin sole, 
and so, yeah, I wanted to get the same.  
M: That’s really good, buying something you already know is good and making the purchase 
again. 
M: So, your expectations when buying something personalised and when ordering something 
you already knew about, were your expectations meet when receiving the product?  
P2A: Although, I did extra to make sure that I would receive them in such manner that I 
expected it to be, so then I wasn’t disappointed. I was more than satisfied. 
P3A: I was slightly disappointed about the actual wear of the shoes cause the once that I 
bought the second time, has now started breaking quicker than the first one. but other than 
that it okay.  
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M: Well, interesting guys! We should then move on to the actual customer journey that we are 
going through. 
 
Purchase 
 
M: First of all, we are buying a pair of shoes. so what I would like to do… 
P3A: For real, buying them? 
MA: Yes!  
P1A: Can I buy them afterwards?  
MA: We have some restrictions that we need to follow. Who of you would like to take control 
of the purchase? 
P1A: Is it the NIKEiD? I have been there before. 
P1A: Volunteered to be the responsible person for taking over the control about the keyboard 
MA: So, if you start the whole procedure of buying a customised shoe, how do you start, how 
do you search for the product? 
P1A: Google. let’s see. 
OA: Gives instructions about the discussion that it it will take part after the purchase process 
is done. 
P1A: Okay so here it’s customise, which I chose. usually, I know what brand I already want 
and then I don’t type ‘customised shoes’, I would type like customised Nike shoes or 
something, like adidas or similar. 
P2A: Especially if you’re buying running shoes, then you know in particular which brand that 
you usually comfortable in wearing. 
MA: So let's say you didn’t have already decided what brand to buy from, would you then go 
with the one with the highest score on Google search?  
P1A: No, I think I would go into each website to check out what they have, like what type of 
models that fits the things I like, design wise and price of course, and how long it would take 
to get them. Cause, usually when I buy something online I want it now! 
MA: Okay, but let’s say that NIKEiD fits all of our requirements, we go into their website.  
P1A: Oh, it's even in Swedish! 
MA: So, now when we have come to this site, what is your first impression ? Is it easy to see 
where to start? Or do you need to look through the website a bit to know how to do it?  
P3A: I don’t love the landing page 
P1A: No. I would like to have it fit the page so I don’t have to scroll down or anything.  
P3A: Yeah, not a fan!  
P1A: Maybe it is not made to fit the screen. But usually they have a web page that is for 
phones, so they fit the phone screen. 
P3A: This part is really nice, the animated options. But when landing on the page and all the 
other things are not helpful at all. 
P2A: You would have to navigate further to feel comfortable. 
MA: So, could this view make you exit the process already here, at this point? If it’s not 
suiting your preferences of how it should look like at the beginning? Could that have an effect 
of you leaving the process already at this stage? 
P1A: Not for me, because this is animated down here so that makes me want to scroll down 
just to check it out first, and then if I don’t like this, how this looks with the design and so on, 
I would maybe get out.  
P3A: For me it has probably reduced the likelihood a little bit, that I will actually end up 
spending money on it, just because the first I see doesn't seem well thought out.  
P2A: For me, the next clip would be more crucial if leaving or not.  
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P1A: If this wasn't animated, then maybe I would go out straight but now it makes my eye 
goes down there. 
MA: Okay, so moving from this first page then. If you were buying a pair of shoes here, what 
would you chose?  
P1A: Women. 
MA: Okay let’s do it, we can do whatever we want.  
P1A: So no price? Or nothing? 
P3A: I’m really picky with sneakers, so I don't really like most of them.  
P3A: Why do they have sizes there? They are custom, so why do you need to pick based on 
size? That doesn't make any sense. Or colour? I thought we were going to customise? why 
would we pick a colour on a customised shoe? I’m confused by the options.  
P1A: Yeah! 
P3A: Do you think that these are their existing sizes of NIKE’s, there on the side? And then 
they're adjusting them? 
P1A: Yeah, maybe. If they are like, I like this one, how it is, then you can just buy that one 
without customisation. Just to reach more customers maybe. 
P2A: Mh, yeah. 
P1A: So that you don’t need to go back again, to the actual store.  
P3A: Yeah! 
MA: So do you find any you like? 
P1A: Maybe just normal Air Max?  
P3A: Sure, we trust your judgement. I like the one that has a little bit of pattern on them. 
P1A: Let's go with this one?! 
P2A: Sure! 
P3A: Yeah! 
MA: Now we are starting to design the shoes, or to chose the options. And we can see six 
images. 
P2A: Six of them are showing. 
P3A: Yeah! 
MA: And all the different options we can chose from here. So how do you start here?  
P1A: Different shoes, different styles. Start with choosing style and then I guess we can start 
customising from there if we like a style.  
P2A: Yeah, we can see some of the existing styles, as if that would be more likely to help us. 
P1A: Yeah, just to have different options to open our eyes a little bit. 
MA: Are these pictures helpful or? 
P1A: I think it’s good that they have different colour options, cause sometimes you don't 
know what you want. I usually like black, but then I might see a colour and then I would like 
to go with that one or something else, because I see different options.  
P2A: We chose this one, can we make it larger? Okay so this is just all the pictures we have 
already seen. So then I would close down the enlargement and scroll down to the bottom of 
the page cause there we have some instructions. If you have existing styles, you can save 
them here.  
P1A: Here is about the delivery, and yeah.  
P3A: Where is the option for actually change things?  
P2A: I think there were some things down here, that can guide you a bit. 
P1A: Put colour on the top part, the middle sole, the run-emoji print or something.  
P3A: If you click on those options from above, those three boxes. Can we actually do this 
things? I don't understand how you’re actually are going to customise these things. 
P1A: The only thing I notice is that when we press a picture, it says here. 
P3A: Okay, just click there! 
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P1A clicks for the next steps 
P1A: Okay, the top part, I guess we press the top part, okay, there are four options. 
MA: The four options, do you think that’s enough or is it limiting?  
P1A: It is limiting a little bit but then I think it has to do with the design and style. 
P2A: The four options are kind of limiting I suppose it’s understandable that you have some 
limits on it and also I think it’s good that you don’t have too many options here then you 
might end up not being able to decide. The options they are presenting are satisfying I would 
say.  
P3A: Yes 
P1A: Yeah because I think that sometimes when you have too many options it ends up by me 
not buying anything I just save it and then look at it, like should I buy it or nah. 
P3A: I understand what you mean, it’s kind of like there is one dark option and a light option 
and then two kind of colours and that’s fair enough, you kind of know what you would go for  
MA: What if you were looking for, lets say a pink shoe or something that wasn't there, would 
you still then consider buying one of the options that are there because of the fact that that's 
probably what is possible and what goes with the design and so on, or would you maybe in 
that case leave the process and search for another shoe that can be pink? If you were really 
looking for a specific colour? 
P2A: I would look for another alternative and I would start at the same web page just open up 
another model that preferable would display the colour I’m looking for in that case. I 
wouldn’t exit the whole process. I would say.  
P1: But shall we go with this one here? And then I guess we press here. Okay, so that’s the 
top part and then we have the laces.  
P3A: Here we have eight options. It seems like there are more options here with the laces.  
P1A: Ok? (clicks on a colour for the laces) 
P3A: I like all the colours. 
P1A: I would be nice if you could, I don’t know what the next step is, if you when you order 
it could buy an extra pair of laces maybe? In a different colour so you can change it a bit. We 
can look later if there are any options for that. Okay, next step then.  
P1A: clicks for next step 
P1A: The swoosh. Ohh you can even change the inner and outer one!!  
P3A: What’s reflective black?  
P1A: It sounds cool! 
P2A: Its reflective. 
P1A: Like, it reflects the light when you're walking outside?  
P3A: Yeah probably. 
P2A: It has a little sun on it so yeah, I guess its reflective like a reflex. 
P1A: But they should have like, when you have the mouse over it, like having a small 
information about it, at least when it comes to these reflective once. I mean since the page is 
in Swedish, and when it says reflective black maybe not everyone understands what it means.  
P3A: Yeah, mm since they have translated a lot of things but not everything. 
P1A: I really like the reflective once, if they are really reflective! 
P2A: These options should have some guidance, since it’s very visual. Like if you move the 
mouse over it then the little sun would get orange or something and then you would know if it 
has to do with the sun or light reflection. I like the reflective options.   
MA: It would be interesting to see how that (the reflective options) will meet our 
expectations, if it’s like what we think it would be.  
P1A: Yeah, but then we can take two different colours like one for the outer and one for the 
inner. Like we take the reflective one on the outer.  
P3A: I’m really interested in the black one. 
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P1A: To see how it really works. So let’s go with the black one. Okay next. The inner one, 
which one do you like? Next. 
P3A: Do all Nike shoes have two swooshes on them?  
P1A: clicks for further step 
P1A: The middle sole.  
P3A: Black! 
P1A: Would be nice, I like that. Cause for me I don’t like a white sole because it gets dirty, 
you know, like all those things. But it looks like that there is no white colour on the bottom.  
P1A: Yeah true, that is not about free colour choices!  
P1A: clicks through the different options of middle soles 
P3A: I feel like there is a lot of, like a weird thing where you start out with not that many 
options and as you go the options seems to get bigger and bigger.  
P1A: Yeah, now it’s hard to decide  
P3A: Yeah, like how many options of soles can there be? 
P1A: The thing I don’t like, is that you started out with smaller boxes and now they are so 
many and you just keep scroll and scroll and scroll till get it. 
P3A: Yeah, for what reason are these boxes bigger, like it’s too much effort. 
P2A: Mm, I guess when you see all the options in one moment you could lost track of 
something that felt better above.  
P3A: Yeah! And you know what I also find limiting? Like, you have to look through all of 
these options even if you are not interested at all. Like I would prefer if you could choose 
areas to look at instead of having just one big area of all these different options. Cause maybe 
you don’t like the options here but you still have to go through them. This kind of limit your 
choices in that way. 
P1A: I like these once, what do you like? 
P2A: I like the one you said.  
P3A: That one?  
P2A: Yeah! 
P1A: Ok let’s go with that one, I think it looks really nice! Next. 
P1A: clicks for further step 
MA: Is it easy to keep track on where you are in the process, when you have to go back after 
each step to see all options again before moving forward? 
P3A: I think it could move forward a little bit, more like other sort of processes. 
P1A: Or like they highlighted the processes where you were last, or what you have already 
chosen.  
P3A: Or when you’re doing a process, like buying an airplane ticket or something, then you 
have the page and then you move forward and you can go back.  
P1A: Yeah! 
P2A: Yeah, a guidance where you are in the process might be helpful because now we only 
have, when you are done with an option and then in between you can see the whole process.  
P1A: Yeah cause when you step out of the step you’re in, you still get to the top of the 
process. It starts at here again. 
P3A: Yeah, it’s not a very thoughtful process.  
P1A: So now with the tongue thingy!  
P1A: clicks through the colour choices  
P1A: Aha but you can only choose the colour of the Nike thing, not the whole thing!!! That is 
not fun! I think there are other options where you can choose the whole thing but here it’s just 
the brand. Boring! 
P3A: yeah, and there is already a lot with the Nike swooshes on it.  



 

 84 

P1A: But I think they are changing the colours according to the season, like what is trendy 
and change it up here. 
P2A: Yeah, maybe! 
P1A: Ok. 
P3A: What happened?!  
P1A: Oh, that was not clear at all! Ok, so you can change these emoji’s on the tongue.  
P3A: Is that a turtle?! These are weird designed logos.  
P2A: Cool! 
P1A: We go for the turtle?!  
P2A: Yeah! 
P1A: So that’s it?! why does it says text and graphic? and the city label. Ah here, we need to 
go back again! 
P3A: Aha, so these are the different options? 
P2A: Mmm yeah  
P1A: That’s confusing.. then they should maybe have like the tongue like ‘for the tongue 
design’ or ‘tongue logos’ so that you can press one and then have to chose from that once  
MA: So here we have the restrictions then… 
P3A: Is there an option to type in something? 
P2A: Yeah, at the last one.  
P1A: But I would like, wouldn't it be nice to have the turtle there and then the THS 
somewhere else?  
P3A: Okay so text and graphics and text is the last one.  
P1A: Okay and we can have maximum 5 letters and one capital. 
P3A: Only one capital??! 
P1A: What they mean with only one capital letter? How do they know if I chose one capital 
or not? [all letters were written in capital letter] 
MA: So, five letters and then you can choose from the signs that you see there. And you could 
choose big or small letters. 
P1A: That’s weird cause now I'm typing in a small “t” but how do I know if it’s a big or 
small? 
P3A: I guess they are all in caps. 
P2A: But at least it gets confirmed if it can be done or not and that’s ensuring.  
P3A: Are you done? Ah it says text höger, so that was for one and now the other one. 
P1A: Ah! 
P1A types in THS 
P1A: Can we zoom? Or can I move it around? 
P3A: It’s not like a super satisfying view of your finalised shoe. But yeah, it looks nice.  
P1A: Yeah! 
P2A: It gives us the main message but it’s of low quality. 
P1A: Yeah, cause when you’re thinking of Nike you think like.  
P2A: Like very graphic.  
P1A: Yeah! Since its a big company they should have come up with something better than 
this.  
P3A: Yeah! 
MA: So final steps then, pay and ordering everything. 
P1A: Oh wait, what colour do we want on the text first?  
P3A: Maybe Gold? 
P1A: Yeah! 
P2A: Yes! 
P1A: Clicks on for further step. 
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P1A: Now we are done, this is the design and I’m just excited to see if this one is reflective or 
not. 
P3A: Yeah, super excited  
P1A: It looks, nice, really nice! 
P2A: For sure. 
P1A: So here they have ‘my styles’. And then, put in cart I guess. It’s weird now, because I 
can decide again if I want it for man or women. Didn't I decided from the beginning that I 
wanted it for women? 
P2A: I think that that is something for the basic models for like the air max for women in pink 
and for men it’s white or whatever. I think that has just to do with the model.  
P3A: It’s kind of weird to have to chose again. 
P2A: But it’s kind of ensuring to chose again though, isn’t it?  
P3A: Mm yeah! 
P2A: I mean; this process took at least half an hour or 20 minutes so than it can be good to 
just ensure that you are taking the right choices again. 
P3A: Yeah, that’s true!  
P1A: So that you don’t get like ‘oh I choose a men's model’  
P2A: Mm yes, cause a men’s size XX can be another for women!  
P3A: Normal fit or wide. I think that when you go to size, that would be a nicer place to make 
sure if it’s men or women sizes.  
P1A: But then I don’t like how they move this like. 
P2A: They could have an additional window, on the same page. 
P1A: Yeah, something like that. But it is super. They have done it really accurate. You have 
to choose, this, this and that.  
P3A: Yeah it’s a well designed page! 
P1A: What size do we want?  
P3A: Is there a reason why you can’t order a size 36? 
P2A: I think they are sold out. 
P1A: Either they’re out or they don’t have it. But it shouldn't be if they are customised?  
P3A: Yeah that is a little bit strange, maybe they don’t have the sole in that size. But let’s say 
you went through all this trouble and then you’re a 36, then that’s going to be pretty annoying.  
P1A: Maybe that’s why they had the choice to decide a size in the beginning?  I don’t know 
but maybe.  
P3A: Ah, that’s possible! 
P2A: Then we know that.  
P1A: Chose the size and clicks on for further step 
P1A: We have to try them later to see if they fit and about the reflexives. Then here it says, 
free shipping and free returns. 
MA: Just the fact that they have returns on customised. 
P1: Maybe for staff later or super sales. 
M: So here then you can check all your options that they are sufficient and that you are happy. 
P1A: I want to try to check all the steps I’ve chosen in pictures, instead of text form. Cause 
here we can change things, cause here it only says the text and the things you’ve chosen and 
nothing else.  
M: Okay so for the options now, when exiting the process. 
P1: You can either choose the PayPal or the normal way they have to pay, like credit card I 
guess. You can choose from member's, guest or PayPal here. We chose guest I guess. And we 
can choose to get home delivery or to the nearest pick up place.  
MA: So you chose the one that is most sufficient for you. Now we can choose the place 
nearest. 
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P1A: Oh, it’s only UPS!  
P3: Did it know your address already? 
M: I entered my zip-code so then I knew the places near to me.  
P1A: It’s good that they have free delivery. 
P3A: And the fact that you can choose the type of delivery.  
MA: So here it says “join NIKE+” to get free standard shipment. 
P1A: So now you need to be a member anyway? I guess otherwise you need to pay for the 
delivery?  
P3: Yes?! 
P2: Mh. 
M: Delivery will be around the 3rd of May. 
P2A: At the latest 3rd of May 
P1A: How much is the delivery now? Nothing? 
MA: It's still for free.  
P1A: That’s weird since they asked if we wanted to be a member to get free delivery. 
MA: Here we can choose from paying with credit card, bill or PayPal. I wonder if there are 
any extra fees for the bill option here.   
P2: It doesn't seem like there is any extra fees, so then I use to go with the invoice.  
M: ‘your integrity is important for us’. Oh thank you. 
P2: That’s good to know.  
P1A: So now you have like one more page before ordering, that’s good 
M: Everything is correct. Do now we will wait and see 
P3: Great! Exiting. Now is the first place where they mention something about sustainability 
[the ‘plant a tree in brazil’- thing]  
M: I guess we will get an email with the confirmation soon 
 
Discussion After 
 
MA: We have now done a purchase of a personalised product. How do we feel? 
P1A: I can’t wait for the product to come! It’s good, that they said the latest delivery so that 
you know. And hopefully we’ll get it before.  
P2A: It’s between 17 and 21 days.  
MA: So, three weeks at the most, is that okay time to wait for this type of product?  
P2A: As for now it feels like it.  
P1A: Yeah  
P3A: I think it depends on how quickly you need something cause if you need it right away, 
even if you want a special kind you might go with whatever. But if want a certain shoe, like I 
have never seen that one before’ then I think you could wait.  
P2A: I think that if you want to do something personalised and don’t want to wait for it, then 
you haven’t really understood the concept of it. If you want it personalised but you want it 
now.  
MA: Maybe not everyone understands that.  
P2A: That might be a basic limitation of it.  
MA: How do you feel about, because it took some time to do this process, do you feel like 
there were too many steps or was it a good amount of step? How were the options, maybe too 
many sometimes? 
P2A: I think we covered it while in the process. One of the things was that you couldn’t 
supervise the different steps of the process when you were customised it, because you only 
had the overview when you were moving back and forth between the different steps and just 
what we said about the options that they weren’t always logical the way they were presented.  
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P3A: Not as clear… 
P1A: Yeah because it was different at all the steps like the process. 
MA: Were there any time when you felt like ‘oh, I don’t want to do this any more’ or when 
you felt like exit the process? Or was it exciting all the time? Like see what you could get out 
from it, or was there a time when you felt like exiting the process? 
P2A: Not necessarily. 
P3A: Maybe it’s just me, but the kind of superficial types of customisation doesn’t seem to 
excite me that much. Like uh, that colour changed. 
P1A: Yeah because I got a little bit bored when that middle sole part. 
P2A: Yeah it was too much. 
P1A: Mm because you had to scroll and scroll and scroll even if you didn’t want to look at 
them all. 
P2A: But at least, they started of good with a clear monotonic colours and the radiant once 
were nice and those were presented first. But it wouldn’t have cost me to exiting the process. 
MA: Would the fact that, now we had the price from the beginning which was 1600 Swedish 
kronor, but would you think differently if the different types of changes made had different 
prices? Like the starting price was X and then you have made seven changes and the final 
price is now 2000 kronor. Would that affect or would it limit your creativity?  
P1A: In this case I think it’s good as it is. 
P3A: I don’t think that I would have allowed them to charge me more, because you could sort 
of feel what would cost more and what should not. I’m pretty sure that Nike can figure out 
how to change colour without charging for it.  
P2A: It would certainly affect my creative process if I were to continuously pay more and 
more as I add on to it so I think the way it is now, presenting somewhat a higher than the 
possible lowest price for it is more effective than have it ranging depending how much you 
add on to it. I prefer this type.  
P3A: Especially given this type of product, you would pay more for special type of changes.  
P1A: For this case it’s okay, because I’ve notice that some companies have like different 
types of leathers and then it cost you differently depending on what you chose. But it is not 
that much.  
P3A: I think that, if there was, like you had difficulties finding your size of your feet and then 
you could have a special type of customise options to suit your feet, might be worth a little bit 
more money because that feels like it’s an actual different kind of process whereas just 
different choices of colour does not seem. I feel like sometimes there are too many options 
that cross the board. It might be beneficial to just ask you what you want to change, instead of 
giving you all the options to make you change everything. Like, instead make it more like 
‘what do you want to be different about this shoe’ and ‘what part speaks to you’ instead of 
just saying ‘change everything, just because you can’.  
MA: I think now, we have covered everything that we wanted to get out of this discussion for 
now, and I’ll contact you when we have the shoes so that we can look at them and evaluate 
the delivery time and if our expectations are met or not and so on. Is there anything to add? 
OA: I just have one question, would you like to get pictures of the process of the making of 
the customised shoes? 
P1A: It would be nice  
P3A: It could be nice, but I don’t think it have to be necessary but I think it would be nice to 
check on the process, but not like it is bothering you with updates and such during the 
process, it’s going through this part of the journey.  
P1A: Maybe they have that service depending if you are a member? Maybe that would be 
nice. But maybe it would also be nice if you don’t get any pictures in the email so it’s like a 
surprise when you get the product later. 
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P2A: I would prefer to see it finalized. Cause pictures, quality wise, during the production I 
don’t think that would be manageable. It might not be that helpful. But to see an overview of 
the different steps of the production is a way of managing it. Maybe like the different steps of 
making the shoe. So guiding steps there and then perceiving the steps afterwards so you can 
supervise the process more clearly. 
P3A: Yeah, and definitely like a, I think it would be nice, and I think that you probably would 
get some kind of notification that the shoe is made and it’s on its way to you, or something at 
least. So that you’re not thinking it’s still being produced or so.  
M: That’s it then, thank you for helping us out! 
P2: Our pleasure. 
 

Transcript focus group discussion 2 
 
Discussion Before 
 
[Instructions and information are not included, can be found in appendix] 
MB: Have somebody of you ever bought something customised online?  
P4B: I have not bought something customised, but I was given.  
MB: So you have not made any changes on your own? 
P4B:  Not, not for that. No.  
MB: Anyone else? 
P1B: Yes, we bought t-shirt which are customised, where you could put like faces on. 
MB: How did you find out about that website? Did you search for that specific product?  
P1B: Yes, exactly. 
MB: So when you have made the choices of your product and you then have received it, were 
your expectations met? Like was it what you have expected from the product? 
P1B: Yes, definitely. It was pretty good actually.  
MB: Could you consider buying at that company again?  
P1B: Yeah, it is kind of special you know. You definitely have the logos on, so it is not 
something you buy on a regular basis if it is not your style. But it is more like a gift-thing, you 
know as a present. But for presents definitely, for that it has good quality. And the choices 
were pretty wide. That was good.  
 
Purchase 
 
P1B: volunteered to be the responsible person for taking over the control about the keyboard 
MB: So now, just imagine how would you start with the process now.  
P1B: First I think of what I would like to buy. Then I would google it or just go to the website 
when I know it.  
…… (loading NIKEiD website)..... 
MB: But this is the Swedish side. But I think we can change that.  
P1B: Yeah, I think so too. 
P2B: But doesn’t it automatically consider which country are you at?   
P4B: Yeah, so this is the Swedish IP of the school. But just choose United Kingdom   
P1B: Then I would go to the women and all shoes first to get an impression what the 
assortment is. Then I would look into the colours what they have and what models they have. 
Then there is the point where it gets pretty overwhelmed and then I would start into looking 
more specifically what I want.  
MB: Yeah, because there are already a lot of options from the beginning.  
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P1B: Yes, exactly. And I am pretty soon tired from too big assortments. Normally I just spoil 
the first pages and then I just start.  
P4B: But, it this the iD page, where you get to customise the shoes? These are pretty much 
shoes as you buy as they are. This is not the customises part.  
P1B: Yeah, no.  
P2B: But it is good for the start to see if there is already something existing what you want to 
have. 
MB: Ok, but is it clear from the beginning where do you go to customise shoes?  
P4B: The NIKE website I remember going onto and goofing around. And it was pretty clear. I 
seem to remember.  
MB: But as now you know that you were going to customise.  
P1B: No, it does not feel like that. Ok, but let's get started. 
MB: So, here we have a selection of different models where you can choose from. 
P1B: Exactly. 
P4B: Yes. 
P1B: Can we choose any or how does it work?  
MB: Yeah! 
P4B: It is your purchase! 
P1B: No it is the universities. 
P4B: We are going to judge you on the style of the shoe that you are taking. 
MB: No! 
P4B: Haha, No. It’s not right or wrong but we can judge you on the style! 
P1B: Let’s take a consensus with this.  
P1B: I would like to have the Fly-Knit. Ok? 
P3B: Yes.  
P4B: The Air Max?  
P1B: Yes! 
P4B: The Air Max was what kind of all the Hip-Hop people who cause problems. 
MB: And also me at the age of 13 had those really big once. 
P1B: Really?! 
MB: Yeah. Because I remember they were so so big. And they kept me out of track. I was a 
super small girl with huge feet. I don’t know what I was thinking.  
P1B: You were stylish! 
P3B: But that sounds like me!  
MB: I was super stylish.     
P1B: clicks on the starting page  
MB: Okay so here we have. 
P1B: It is good the see like every angle of the shoe. 
MB: Mh! 
P4B: Mh!  
MB: And also we will have like general discussion after the purchase so we make the choices 
and we can discuss some. But in the end we will discuss what was better.  
Problem with loading the page. 
P1B: That is annoying!  
MB: Yeah but it was like this the last time as well. 
P1B: Okay. 
MB: So I guess it is their website.  
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Technical problems occurred. It wasn’t possible to reload the page. The process has stopped. 
So they have closed the webpage on the laptop and started doing the purchase on the 
computer of the room.   
 
P4B: volunteered to be the responsible person for taking over the control about the keyboard. 
It was not P1 anymore 
P1B: Now, so we have the starting page of customising the shoes?! 
P4B: No.  
P1B: No. 
P4B: clicks on NIKEiD.  
P4B: Now we are at the starting point of customising shoes. 
MB: Yes! So what do we want to choose from? 
P4B: We are going to choose a women's shoe! We are going to the one like you were talking 
about?! 
P1B: Oh yeah, sure! 
P4B: So you wanted Fly-Knit?  
P1B: Yes!  
P3B: But Fly-Knit Air Max! 
P1B: Yeah, but no! I was more about the Fly-Knit! I’m fine with it. 
MB: How do you feel about all these options that are here for customisation. Was it good 
enough? Was it easy for you to chose?  
P4B: There seems to be quite a wide variety of shoes, kind of from more lifestyle, than 
running shoes, I guess there is skateboard shoes, basketball shoes. It is very broad in terms of 
models. 
P2B: But It feels like that there were more models as when they were originally grey.  
P4B: There is a huge amount of models. Yeah, but also NIKE is a huge shoe company. There 
is a huge amount of shoes you can customise, which is kind of cool. 
P1B: But I guess it can be overwhelming as well.  
P4B: Yeah. 
P2B: Yeah, I like it more when everything was grey instead of the options you get. It does not 
feel like that this what you get and is customised.  
P3B: Yeah, it feels already finished.  
P4B: Exactly, what would be the difference between these. Oh, I see, this is somebody who 
has done this model. And the same down here. So as you said, it would be better if the models 
where it was grey. That way you know. And maybe then they could show you which once. 
P1B: Like on an extra page. 
P4B: Exactly! Like to see what other kinds have done, as an inspiration. 
P1B: Yeah, I think it's always good to have a little bit of inspiration.   
P4B: And one thing here. I guess if you click here it will limit it for you. 
P1B: Mh. 
P3B: Mh.  
P4B: But maybe I would imagine it being already kind of sorted for me instead of all mixed 
up. 
P2B: Yeah. 
P1B: Mh, maybe just try. 
P4B: Well, that’s me being Swiss.  
P1B: Everything has to be sorted! 
P4B: Exactly! 
P4B: scrolls up and down to see the options of different shoes.  
P4B: They look absolutely horrendous. So which one was that you wanted.  
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P3B: Just Fly-Knit something.  
P4B: This one here? 
P3B: Yeah. 
…..clicking on the actual shoe, starting with customisation….  
MB: So, here is the model.  
P1B: It is good the see like every angle of the shoe. 
P4B: Yes.  
P1B: Now, “edit design” or?  
P4B: Yeah. click on “edit design”. So for the upper options. (looking for colour). 
P1B: Black?  
P4B: Clicked on black 
P4B: Now the laces, and don’t you dare to say black.  
P1B: I rather go for grey.  
P4B: Pure platinum? Dark grey? 
P1B: I think “pure platinum”.  
P4B: Clicked on “pure platinum”.  
MB: How do you feel about all the choices you can make? It the first step it was only four and 
now it is more. 
P4B: To me, kind of makes sense that you have more choices in terms of laces. Because they 
probably have many laces that kind of can be used on different kind of shoe models. But kind 
of the knitting machine are limited to a certain amount of colours.  
P2B: But it is easy to change the the yarn also. I feel there could have been more choices than 
just four.  
P3B: Yeah, that is fair. 
P1B: Yes.  
P2B: I mean it is just yarn. 
P4B: Yeah, but maybe if they have to replace it every single time. Maybe there are four 
machines that are doing it with the yarns they want. 
P2B: Yeah, but we cannot assume that. 
P4B: No.  
P2B: We are the customers, we do not know how the process looks like. 
P4B: No, that is true.  
P2B: That is why I would prefer to have more options than just four.  
P4B: But I think if we went on with something that was not knitted, we would have a lot more 
choices in terms of colours.  
P1B: But that is so weird. Especially with knitting, I mean you have all the options.  
P3B: Yeah, how come that there are no plain colours? Like there is only black, because this is 
already a little mixed up with black and grey.  
P4B: Yeah. 
P1B: It is because of the model we use? 
P4B: That is my guess. It would be interesting to see what an other shoe would look like. One 
that does not have a knitting technology. 
P1B: No, but maybe with the knitting it is a special type. I do not know.   
P4B: Mh, yeah. Maybe.  
P1B: Yeah, it is pattern that is like so. 
P4B: So what colour?  
P1B: Metallic silver. 
P4B: Ah, but I just would like to see some other options they have.  
P4B: clicked on metallic silver.  
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P4B: And now inner swoosh. You get to choose. I would have assumed you wanted the same 
swoosh on both. 
P1B: No, but that is the customisation of it.  
P4B: So, how you know which side it is? Ah you cannot really see them. It is kind of a pity 
that there is no picture where you can see both swooshes differences. Here, you can guess it.  
P1B: Yes. 
P2B: Yes.  
MB: It could be more clear? 
P4B: Yeah, I mean you have the choice to two different swooshes and it would be nice to kind 
of see side-by-side what does it look like.  
P4B: clicked further for the next step.  
P4B: So, Midsole. I did not even see the differences there. 
P1B: It is like the effect on the shell. 
P4B: Ah, there.  
P4B: clicks through the options.  
P4B: It does look so fake though with all these imaging. But I guess you have to. But I am 
having trouble imagining the shoe kind of like this standing in front of my door.  
P1B: Definitely.  
P4B: There is a huge amount of choice for the soles in particular. 
P1B: Yeah, definitely. But it must be so cheap to produce those.  
P4B: So good for the environment (sarcasm). 
MB: So do you like the divisions of the different types of midsoles? Or would you prefer if 
they were divided in subgroups?  
P2B: I feel like the way it is, is ok.  
P4B: Yeah, but I also could understand the idea of having different subgroups and go into 
each of them.  
P2B: But I feel that it would be annoying to go back and forth. 
P3B: Exactly.  
P4B: Yeah, this is great. Like as you said, you can see everything.  
P1B: That is right.  
P4B: clicks for the next step. 
P4B: So this is for the NIKE symbol?  
MB: Yes 
P4B: So we go with “pure platinum”?  
P1B: Yes 
P4B: Lets see. Now this was the tongue label. Now text and graphics.  
MB: Yeah, look around.  
P4B: Häh. What the hack happened there. I chose NIKE. But nothing happened. 
MB: That is like the one who is already there, on the shoes.  
P1B: Oh, so you can only choose some extra?  
P4B: Okay. So let's go back and see. But if I press this. Let’s see.  
P4B: clicks on run emoji.  
P4B: Ah, there you go. But it is like nothing.  
P1B: Weird.  
P2B: But maybe you can choose the category again and you can put something extra on. But I 
mean no.  
P1B: Oh, the turtle! 
P4B: clicks through the option and tries to find out what has changed. 
P4B: Ah there it is.  
P1B: Oh but that is pretty cool. Because I did not like the NIKE tongue label.  
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P3B: But is it only that one here?  
P4B: Yeah. That is kind of cool.  
P1B: Oh! Now I want to have those shoes! 
P4B: In black? 
P1B: Yeah.  
P4B: Okay let’s see. What else can we do? There is city label, text. 
MB: What we only have to do is the text. We have to add THS (Textile Högskolan). 
P4B: So, THS? 
MB: Yeah.  
P4B: Maximum five numeric and upper case. Oh, you can choose the left and right text!  
P3B: Oh! 
P4B: Why does this one has 45 colour options and the other one had only two for the turtle?! 
P1B: No, but you want to have just a green turtle on your shoe, obviously.  
P2B: Maybe they have determined for the turtle, at least. 
P1B: I think so.  
P4B: Ah, this is just on this thing.  
P2B: But do not you get it for other shoes that you can put it on the back?  Or maybe that is 
for other brands. 
MB: Yeah, that is only NIKE.  
P4B: Adidas, there you can have the text on the back. That is what I have.  
P4B: clicks through the logos for the tongue.  
P4B: I am just disappointed by the lack of cities in Switzerland with this thing.  
P4B: types in THS. 
P1B: That looks cool! 
P4B: But, but, dark?!  
P3B: You want to add some colour? 
P4B: No, I don’t know. I am just thinking giving the options and we could go like four wild 
different colours. No, I like it. This is nice. But I do agree. One comment I do have is just that 
you don’t see when you have the choice of seeing both different kind of swooshes you can’t 
ever see them. So it is kind of hard to imagine the differences.  
P3B: Is it possible to rotate the pictures? 
P2B: You could just hardly rotate the arrow. This would be a better option than this is.  
P4B: Yeah, maybe.  
P2B: Vagabond have it. 
P1B: which one? 
P2B: Vagabond? 
P1B: Okay. 
P4B: For customising? 
P2B: Well, they don’t have customising.  
P4B: But the problem I guess with the customising is that you would then have to have the 
program so that you would recognize the difference in colours as you’re rotating and that is 
probably not as easy to do.  
MB: No, probably. 
P4B: So here we are done? 
MB: Yes.  
P4B: So, add to cart?  
P4B: clicks to further step. Selecting the size of the shoe.  
P4B: Do you have a fat foot, or?  
P1B: I was perfect. But you! 
P2B: Extra wide? 
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P1B: No, I am fine with the regular. 
P4B: I love it. We chose women’s. I do not know a single woman that has 44.5. I am sorry to 
say.  
MB: Well. Maybe 
P4B: I am surprised. That you can’t go smaller than 36.5. 
MB: Yeah, and the fact that 36 is not available. That is interesting. 
P4B: Yeah, that is very interesting.  
P4B: So, 44.5? That nobody can ever use them? (sarcasm)  
P4B: selects size and clicks on “add to cart”  
P4B: Sweet. 130 pounds!  
MB: So, are you satisfied with everything?  
P4B: Ah, yeah. 
P1B: Yeah! 
P4B: Seems to be pretty straight forward. 
MB: So, lets purchase! 
P2B: Or add just a couple of more into the cart. 
MB: Then you have to pay! At first mine. 
P4B: Can you also, kind of? But this is a separate question. Do they have the same 
customisation for the other brands?  
MB: I have no idea.  
P4B: Would be sweet. 
P2B: Converse you have. 
P4B: Converse you have customisation? Nice. I didn’t even know Converse was own by 
NIKE to be honest.  
MB: Me neither.  
P4B: Ahm, so. Check-out?  
MB: Yeah! 
P4B: clicks to further step.  
MB: We use as guests.  
P4B: Ah, guest! 
MB: So, now we just have to fill in.  
P4B: types in the needed information. Name, Address etc.  
P4B: Better not make me have to reset everything. That happened to me. I bought a whole lot 
of stuff. Fan (Swedish)! Here it is. Still there. 1600 kroners.  
P3B: Whoho. 
P4B: Do you want to “click and collect”? 
MB: Yeah, “click and collect”.    
P4B: clicks to further step.  
P4B: Do you want to join NIKE+ for free and send shipping. 
MB: No. 
P4B: Ok.  
MB: Chose invoice.  
P4B: clicks to further step and types in the needed information.  
MB: So, there we have to date for delivery.  
P4B: Where is the date for delivery?  
MB: Before the 3rd of May. 
P4B: So that is in? 
P1B: In three weeks.  
P2B: Three weeks. 
P4B: Shipping is free. Okay. Well that is not too bad.  
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MB: So, everything looks good? Is everything done? Or, buy now? 
P4B: Yeah, “buy now” is when we check out. 
MB: OK. So let's check out.  
P2B: Can you return this when you customise something?  
P4B: Yeah, there was saying somewhere that you have 30 days’ free return.  
MB: Yeah, free returns and free delivery. 
P4B: But what did they not are doing once they return customised shoes. Is that like probably 
the once they are trying to sell on the website again?  
P1B: You probably buy at “Sneakers Addict”.  
P4B: Yeah, exactly! 
P1B: Always buying sneakers and returning them.  
MB: Yeah, we were also discussing that! 
P4B: You should probably go to “Sneakers anonymous”. (sarcasm) 
P4B: Your order?  
MB: Perfect! So everything looks good.  
P4B: Yeah, it is kind of need.  
 
Discussion After  
 
MB: So, just go like the process again. Like how do you feel about everything? Was there any 
time where you felt “oh this is like too much” or “no I don’t want to do this anymore”? Or 
where there any situations that you felt like you could possibly exit the whole process because 
of like too many options or not clear instructions?  
P4B: Well, my personal opinion was that if you just doing one shoe model and playing with 
one shoe model it is pretty straight forward. But if you are wanting let’s say different shoe 
models compare their personalisation options I don’t know kind of how easy it is to just go 
out and come back to the shoe that you were looking at. I didn’t feel that there was at any 
point of time you could compare. 
P2B: That would be pretty cool! That you can maybe an account and then you can save your 
different options without buying them and thinking about it later or comparing. 
P4B: Yeah! Just to see like the different options in shoes. Or even for example if you decided 
that your one shirt is with two of the basic colours you could have gone through one and 
maybe done have a few changes on the other and then you could see both of them pitted 
against each other.  
MB: Mh. 
P2B: Yeah. 
P3B: Yeah, that would be helpful! Because I think like the first choice is like the crucial one. 
P4B: Yeah!  
P3B: Because in the beginning you have so many options. You don’t know in which direction 
you want to go. Once you started it is like pretty straightforward and easy to do everything. 
P4B: Yeah! 
P3B: But in first there is like “Oh there are so many options. I don’t know which direction I 
want to go”.  
P4B: It's like when you do the customisation it is assumed that you have chosen the shoe. 
P3B: Yep. 
P4B: It is not kind of like “Oh yeah. This shoe looks kind of cool”, “Oh yeah. So it’s this 
one”. You can’t. That’s one thing. It would be maybe nice to have wider choice for them.  
MB: Mh, absolutely! And like overall. Was this a good website or is there anything that you 
would like to change or exclude from the process or do you have like any of those feelings 
like that was unnecessary?  



 

 96 

P4B: Well, like you said at the start like having all the models but in grey. And kind of 
changing it from that point.  
P2B: Yeah, and not going straight to the already made once.  
P4B: Pretty precisely. Cause if I am buying the customised one I am not wanting to buy one 
that is been customised before me. I am going there to do my own thing. 
P1B: Yes! 
P4B: I don’t need to see what the other people have done. 
P1B: But after all I really like the design of the website. Like you have really big pictures on 
the left and then you have like a clear column with all the options you have. I think that is 
pretty good.  
P4B: Mh!  
P1B: It is pretty clear. I don’t feel like there is unnecessary design around it.  
P4B: No, definitely! 
P3B: It would be nice if you either have the possibility to rotate the picture. 
P1B: Mh!  
P3B: Or if you do it just like going for the bottom of the shoe then automatically the picture of 
the bottom turns on. 
P1B: Yes!  
P2B: Mh, yeah! 
P3B: Because there were like six different angles. And sometimes it was good but sometimes 
it was not shown. 
P4B: But I almost think it did to that. Because for example when we were talking about 
having changing the label. When we put the turtle. It went automatically to that. It did, 
exactly. 
P1B: Yeah.  
P4B: And the first time we changed we put the NIKE logo but it was already the NIKE logo. 
That’s why it just didn’t look any different. But when we put the turtle on it goes 
automatically in that part. But I don’t know for the other things.  
P4B: clicks on starting page of NIKEiD 
P4B: Cause like here when you’re at this stage. But even here when you start from the blank 
canvas they don’t really show you many of them.  
MB: No. 
P4B: If we look at. They only show you. 
P2B: But you could make a selection before. 
P4B: No, but this is when I click customise. So I click customise. 
MB: Before choosing?    
P4B: This is all I did. Cause here it would be interesting to see all the different blank 
canvases. 
P2B: Because they only have the AIR MAX there. 
P1B: Yeah!  
P2B: But they have so much more! 
MB: But when finally deciding all the different parts and everything, besides the restrictions 
regarding the payment and everything, but that process how do you think that that went 
smoothly?  
P1B: Definitely! 
MB: It wasn’t complicated?  
P1B: I was a little bit afraid in the beginning when there was like the loading and I thought it 
takes forever. But now as soon as you’re in the process it is pretty easy and pretty fast.  
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MB: Mh! And as soon as I will receive the shoes I will then contact you and do a small follow 
up like with you and the shoes. But apart from that I think we have all the parts that we were 
trying to involve. Thank you so much!  
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Appendix 7 – Follow-up meeting: transcription 

Focus group 1   
 
M: So here are your shoes, open and have a look at them. 
P1A: Wow! 
P3A: They exists! 
P1A: This was supposing to be a reflection, right? 
P3A: It was black reflex, yeah. 
P2A: Mhm. Correct. 
M: We can try to take a picture with the flash to see if it is reflective.  
P3A: You can kind of see something. 
P1A: It is kind of shiny. Oh so nice! 
P3A: They are very light weight. 
P1A: Yeah. 
M: You can try them to see if they fit, since it’s your size. 
P1A: Yeah, soon… I just need to..  
P3A: Yeah, she really wants these shoes to memorise her time here. 
P1A: They are super light weighted! 
P3A: I really like the sole not being only one colour. The midsole is kind of a nice touch. 
M: Is it what you expected it to be, from the pictures? 
P1A: Yeah. 
P3A: Yeah, but it’s hard to, like, I didn’t have any expectations of the feel or like anything 
like that. But visually it looks, I think essentially.  
P2A: Yeah, it’s quite much corresponding to the pictures. So the idea that you got, visually 
from the website. 
P1A: I’ll try them on. My feet are warm now. 
M: But hopefully they are soft. It doesn’t feel like you will get sore from them, because they 
are so soft.  
P2A: Yeah, there is no edges or anything. 
P1A: Yeah, I think you can wear them without socks. 
P3A: That’s kind of nice about that. I like that aspect of it. 
M: What do you think about the delivery time? We ordered it like three weeks ago. 
P1A: I feel like that’s kind of quick. It feels like right now we ordered them. But maybe that’s 
because we have been so busy. And that we totally forgot about it. 
M: Yeah. 
P2A: Because they arrived approximately on the expected delivery time, that was estimated, 
wasn’t it?  
M: Mm, yeah! Well, the thing is that I’m not sure, because I didn’t get any message when 
they arrived at the pick-up place, so I was trying to track them on UPS tracking device, and 
then I could see that they had come here already last week, like the 26th of may. But I didn’t 
know, since I didn’t get any information about it.  
P2A: Oh.... 
P3A: That’s questionable! 
M: It is.  
P2A: But I would say that that’s most likely the deliver firm that has made that mistake.  
P3A: But when you were tracking them, you couldn’t even track them properly? 
M: Not properly, I could see like, no… Not really. 
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P1A: I know that UPS don’t upload everything, like every step. 
P1A: But maybe they made other choices…. 
P3A: So essentially, it would have been like… They were about the same! 
P1A: Oh, they were? (Trying the shoes on) 
M: Yes! It was so weird, because they did like exactly the same. Oh, I really like the width of 
the laces! 
P3A: So, essentially, the shoes got here between two-three weeks, somewhere between that. 
M: Mm, so it was what they said when we ordered the shoes. 
P3A: Did they also pick that, like, kind of transition of the midsole? 
M: I don’t know… We can have a look, what it looks like. I’m not sure. But, every step of the 
production of the shoes, or the production was divided into five steps, so after each step I got 
a confirmation email saying that one step was finished and that they were moving on to the 
next one. So the different steps were: processing, making, finishing, shipping and delivered. 
Do you think that’s a good thing to have, to keep the customers updated? Cause we were 
discussing, during our last discussion, about getting a picture of each step in the production, 
and how that might annoy the customer. Do you think that getting an email is a good way to 
inform and update the customers about the process? 
P2A: Yeah. 
P1A: Mm. 
P3A: Yeah. Were you saying that they were just really simple email saying, like, your order is 
processing, your order is being made - like just really simple with text? 
M: Yeah, exactly. But there was also a picture of a timeline in the email, showing where in 
the process the shoes were. I can show you the emails. It was really easy to follow.  
P3A: How is the shoes going? 
P1A: It’s really comfortable. It’s going good! I need to go out and try to run in them as well.  
M: They look really nice! 
P1A: Maybe I should be like a feet model… 
M: Just so that you can get all the shoes! Yeah, why not? 
P1A: They are super comfortable. I think they are really good when you run or something. 
They feel super light. 
P3A: Right? The shaping, I love the fact that they don’t have a hard edge, cause that so much 
a problem with most shoes! 
P1A: Yeah!  
M: It’s more like a sock, then a shoe. 
P3A: Yeah. 
M: That’s super nice. But do you think that the pictures on the website, during the making of 
them, are those, like realistic enough, so is this what you could expect from the pictures? If 
you remember them. 
P3A: Yeah. I think so. 
P1A: Yeah. The only thing we were talking about, was that they were a little bit blurry, but 
that was when we were zooming in. But it wasn’t really that bad, you could get a feel of the 
shoes anyways.  
P2A: Actually, my reaction was that the pictures, when I’m thinking back to the creating 
process and the pictures, is that they were a bit too good. Or graphic. 
M: Mhm.  
P2A: Because, for instance, now if you look at the swoosh or whatever, you can kind of see 
how it’s fused to the knitting material and its kind of like. 
P3A: The texture! 
P2A: Yeah, the texture is showing. 
P3A: That was bothering me also!  
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P2A: Yes, because that you couldn’t notice on the pictures. I think that it’s quite 
understandable because they can’t make every swoosh adopted to each material and texture.  
P3A: I know what you mean, I also noticed that the texture of the knitting very much affects 
the texture of the swoosh. 
P1A: Yeah. 
P3A: And since it’s a large swoosh, it more visible than if it was smaller because if it’s large 
you can see that it’s not like a nice flat swoosh. 
P1A: It would be nice if it was knitted into the material. 
P2A: Mm. 
P3A: Yeah! Or like, I mean, just maybe just thicker with the right kind of application could 
create a flat swoosh. But then maybe, it’s the nature of the texture that it need to kind of needs 
to glue on to it so that it won’t come of. It needs to achieve that kind of… 
P2A: Yeah, I think it’s some kind of trade off. From the material that we chose. 
P3A: Yeah. I think it’s less bothersome for me on the dark one. But on the colored one, 
especially this light colour you can see the texture. 
M: It almost feels like you can rip it off.  
P3A: Right! It’s like a sticker, it looks kind of cheap, the quality looks kind of cheap! This 
one looks a bit more technical. I’m glad we took the risk on the inside, just in case! 
P1A: Yeah! 
P3A: I’m curious about how the reflex look when it gets some lights on it. 
M: Try to take a picture with the flash on it. Then you’ll probably see it.  
P1A: I like that the tongue is stuck, it’s only lose up here and then the rest is stuck to it. I 
always have the problem that these goes down all the time. 
M: Yeah, or they fall to the side. 
P3A: Ah, yeah. 
P2A: It is a reflex! 
P3A: Oh yeah it is a reflex! (Looks at the picture of the shoe that was taken with flash on) 
M: Cool! 
P3A: Interesting! I like the black reflex! 
M: I do too! I didn’t really know what to expect from it! 
P3A: Yeah right. 
M: But it was nice! It’s a really good thing if you’re out running when it’s dark outside.  
P1A: Now I know what size I should order and what this black reflex is, when I do this 
customisation. If I do it. I can get it as a graduation present from my mum and dad.  
P2A: But the label, the THS-stamp that we did. That colour was suppose to represent the 
colour on the inner swoosh, wasn’t it? 
P3A: I think we tough it was… 
P1A: Yeah, it looked like that on the pictures. 
P3A: That was what we intended to, I think.  
M: So, is that kind of disappointing? 
P1A: Yeah. 
P3A: Yeah… I mean, it still goes together, but it wasn’t...  
M: I would rather think that the inner swoosh would be more like neon colored, according to 
the website.  
P2A: Perhaps something more towards… 
P3A: Oh, look, this is super reflective! 
M: Is this one also, that one is not reflective though? 
P3A: No, it’s just colored. I think the black reflex is probably one of the better things they had 
to offer. Cause, I mean, with the colours it’s like you’re only choosing it if you feel strongly 
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about a colour, and then hopefully, the colour you feel strongly about can make up for any 
other aspects of it.  
P2A: I mean, all in all it seems like they are satisfying shoes from what we ordered. Very 
much. 
P3A: For sure. 
M: So, would you say that the service in general is good or, is it like you expected it to be? 
Would you possibly buy something from this website, or how do you feel after you’ve done it 
once and receiving the product?  
P3A: I could buy it. 
P1A: Yeah, I would.  
P3A: I think that the service was good enough, but it’s a little bit hard to say since, if I was 
really buying the shoe and spend those moneys on it, I think I would have been a lot more 
aware of what is going on, and how long it’s been since I ordered it. But since it was like, an 
experiment, I kind of forgot about it, and then it was like ‘oh, there are shoes!’ but if I had 
spent my own money on it, I don’t think I would have forgot about it. 
M: Hopefully not! 
P2A: How much did we end up spending on these once? 
M: 1600 kronor. 
P2A: It’s quite price for that kind of shoe!  
P3A: Especially since they are not really customised fit! Just customised look. And even if so, 
the only thing we chose were the details, and the midsole. Everything else was just choosing a 
colour from what they offered. 
P1A: But then how much is this shoe?  
M: I don’t know. 
P2A: I guess it’s, most likely not far from 1600.  
P3A: Yeah, it might even have been the same. 
P2A: Yeah. 
P3A: Although I didn’t check.  
P2A: All I know is that running shoes are stupidly expensive these days. 
P3A: Yeah. 
P1A: Yeah, because it’s this craze, like everyone want’s them, like “according to our site 
guides…” haha 
P2A: Yeah! 
P1A: We are in a fitness and wellness craze right now!  
P3A: Sign me up! 
M: I think they are, I mean, there are a lot of different shoes… 
P3A: They’re called free run I think. 
M: The Fly Knit 2017?  
P3A: Yeah, think so. 
M: Okay, so I mean, these are like a 100 pounds, so it’s quite… 
P2A: Can you change into Swedish? 
M: Yes. Oh, these are 1600. I don’t know exactly, is it these? Oh, so 1100 then. 
P3A: So we paid an extra five hundred for the customisation. 
P1A: Hm, but that’s for youth! 
M: Oh! 
P1A: Maybe that’s more cheap than for the actual for adults. 
P2A: Mm. 
P3A: This is just so weird that they don’t have the same… 
M: There are so many different Fly Knits! 
P2A: Mm. 
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P3A: I really like, since they are all knitted in one, you feel like it is not going to break! There 
is not as many opportunities for it to fall apart.  
P1A: I’m just scared of this, when you pull the laces here, the whole thing here, you can see 
how it goes down the whole way here. That’s what I’m scared of, that that’s going to break. 
Cause, if this one goes in half, then the whole shoe is going to be ripped. 
P2A: But, I would say that all in all if I would have done this purchase I would have been 
satisfied with it. 
P3A: Yeah. 
P1A: Yeah, especially when you had like, you could be part of the process a little bit. 
M: Mm, do you want me to show you the emails?  
P2A: Also, considering, like, the similar models were around the same price, maybe a couple 
of hundred kronor less. So like, the price that we paid is sufficient compared to getting one of 
the standard models.  
M: So, here is the first email. It says that it is ‘processing’, do you see?  
P3A: Yeah, the screen was just a little dark form here. 
P1A: But also the sole is darker than in the picture. Maybe it’s the gradient thingy… You 
don’t see. 
P3A: Personally, I think the line is a little hard. Like I think that the transition would be more, 
like if it would get to the white white at the bottom. I don’t know… But all in all it’s a nice 
looking shoe.  
M: So this is the first email, you can see the timeline here where it says where we are. So I 
still haven’t got the last email with the delivery confirmation… 
P3A: It still does not look accurate… 
P1A: Is that our shoe? 
M: OH NO! It’s the other shoe! But you see, it’s so similar to yours! 
P3A: It’s super similar! Did they also do the black reflex? Or is there other reflexes? 
M: The shoes are so alike each other, like I was thinking ‘Am I affecting their choices in any 
way?’, haha. 
P3A: Everyone likes something that is black and grey. But you don’t wear that much black, 
do you? 
P2A: I try not to. 
P1A: So basically the only thing different about our shoes is the size?  
M: Yeah, and the sole. 
P1A: Wouldn’t it be nice to get a card or something to the shoes?  
M: Yeah! Some kind of specification or something, I didn’t get anything. 
P3A: Yeah, something that says ‘these are YOUR shoes’ like, these didn’t just come off the 
assembly line and go to the box. Like these are special. 
P1A: It’s a nice box at least. Oh the silver, this is what’s cost. 
P3A: Oh, on the bottom… totally unnecessary. It’s only like: ‘Nike, Nike, Nike! Swoosh, 
swoosh, just do it!’ 
P1A: And the box is made in China. 
P3A: It’s an explanation of all the different, oh maybe this is just so that the people in China 
can not know their logo. Only legal stuff.  
P2A: So this is what you pay for actually! It’s a brand way! 
P3A: Yeah, it’s I shoe box. 
M: Yeah, like details, super fancy! Well, I think that we have covered everything that I 
wanted to ask you. So thank you for coming back here!  
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Focus group 2  
 
M: Hello! First of all, I would like to know what you think about the delivery time. We 
ordered the shoes on the 11th of April and they arrived at the pick-up place the 9th of May. 
P4B: So that’s about a month. 
P1B: Ah about three weeks. 
M: It said when we ordered them that it would take approximately three weeks to get them.  
P1B: Yeah, but then it was about right. 
M: Do you think that is an okay waiting time? 
P4B: Yeah, it is. I kind of had forgotten about them. But I think that differences is that in this 
case we just did it, but if I did it on my own, my own shoes, I would be counting the days to 
they arrive. 
P2B: I mean, it seems reasonable.  
P4B: Yeah. 
P2B: But at the same time, they are like not that customised. 
P1B: There is an THS logo! 
P2B: Ah yeah. 
P4B: We did little customisation, compared to other shoes we could have gone much further. 
But it almost feels like we could have prepared ourselves for ‘oh I have my summer shoes’ 
and have them arrive before the summer so I can have my summer shoe. 
P1B: I don’t know. I am used to the delivery time because of the company that I work for, so I 
think this is good, I have to say. 
P4B: Yeah. 
P2B: Mm, it is reasonable. 
M: So, the production process was divided into five steps. After each of these steps I got a 
confirmation email that one step was finished and that they were moving on to the next step. 
Do you think that this is a good way to keep the customer updated about the process?  
P4B: Yeah 
P1B: Definitely! 
P2B: It makes it more exciting. 
P4B: Yeah, I agree for sure. And you feel involved, and even more involved in the process, 
not just the designing part but you are being told when it’s going from one to the other step, 
so you are kind of involved in the manufacturing of it as well.  
M: Mm, is that something that can create even more value to the product? 
P1B: Definitely. 
P2B: For sure. 
P4B: Mhm. 
P1B: And I think it is easier to get over the delivery time if you get this information. 
P2B: Yeah. 
P4B: It also shows a bit more transparency, as well. Not in terms of the process.. But just in… 
yeah. Well, transparency is probably not the best word, just kind of.. 
P1B: Oh, I think that transparency is the right word actually! Because I have the feeling that 
customers, because we do not have those mails, I have the feeling that customer are liking the 
sense of transparency, so they do not really know, like they send a confirmation mail, or we 
send a confirmation mail, and then that’s is, and then we send the delivery mail. And 
sometimes they are really missing, like what is behind, what’s the process we are doing right 
now. 
P4B: Yeah. 
P1B: So I think that’s transparency. 
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M: Good. Do the shoes look like you were expecting it to look like? From the pictures. Or do 
you remember what they looked like?  
P1B: I forgot! But they look really nice! 
P4B: No, I think they look really good! 
P2B: They are pretty similar. 
P1B: Yeah! 
P4B: They are even better in real life, then on the images. I feel like. 
P1B: Yeah! It’s just the sole, I’m not sure about it I have to say… 
P4B: The sole? What about the sole? 
P1B: I don’t know. It’s just so thick. I really like this sole (points on another pair of shoes). 
P2B: Yeah, but you have a little bit of black in there also.  
P1B: Mm, yeah. That’s true.  
M: So, how do you… Or what would you say about the pictures during the customisation? 
Are those realistic enough to the actual product? 
P4B: Yeah, definitely. We did complain about one thing during the customisation, something 
about the pictures, like they didn’t have all the information on it. 
P1B: Yeah, it was hard to see both swooshes. 
P4B: Ah yeah,yeah!  
P2B: There were no possibility to. 
M: So, the service in general,  how do you feel about it? Is it a good service, did it meet all 
your expectations? 
P1B: Is it possible to return them now? 
M: From what I can recall, it said that it is possible to send them back. 
P2B: Yeah. 
P4B: I seem to recall that as well. 
P1B: Then this is really good. With the update mails, the three weeks of delivery time. 
P2B: Yeah, and if you are still unhappy with them you can return them. 
P1B: Yeah. 
P4B: What I am surprised with is these slightly defects they already have, like paint, a hole in 
the logo, kind of black marks all around here… Like, if I were about to buy new shoes I 
would expect it to be in a good shape. I would not choose, an especially when you have it 
personalised, it is not like they have another pair in the back to replace them with… So if I 
then would have to wait another three weeks, so that it would be almost a month and a half 
waiting for another shoe that is suiting my taste I would kind of, like ‘I don’t want to do this 
again’.  
M: Mm.  
P1B: Mm, but do we know where they are produced? 
M: Where? I think China, because I could follow the shipping and when it was first shipped I 
think it was from China, I think… I would guess. 
P4B: I would make sense. A lot of Nike’s production is there.  
P1B: But is it individually shipped from China then? 
M: I don’t know. 
P4B: But then… that wouldn't really matter because this would be by air mail. 
P1B: So I wonder what their environmental impact of the shoes is… 
M: Mm. 
P2B: I think it is more likely individually shipped. 
P1B: Yeah, probably. 
P4B: But then, what I think as well is that when they ship things, they are kind of a big postal 
service, it doesn’t matter if they are sent individually or co-shipped. The loading capacity of 
their transportation thing, they try to be as efficient as possible so... It is not like they are 
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sending just this box on one airplane, like one box on and airplane like ‘hey lady, your 65 
dollar shoes has arrived, the airplane cost a little bit more but we will take the losses on this 
one, so here you go mam’. But it is true, though…  
M: Oh, Vietnam! They are produced in Vietnam. 
P4B: But it is by plane, if it takes three weeks to deliver, I can’t see how they would do that 
by boat.  
M: You can see here how the shoes have been travelling from Vietnam, to Thailand, to India, 
to Germany, Denmark and Sweden. So that is a good point! 
P4B: Did we ever have an option to, well not that I wanted to pay for carbon dioxide, because 
I think it’s a good way for them to make money of it, but there was never an option for us to 
offset?  
M: Not that I recall, but there was something about planting a tree or something.  
P1B: But this would be offset! And nobody knows where those trees are planted… 
P4B: Yeah exactly, the CEO plants them on his backyard like ‘I have a giant forest’  
M: Do you feel, because the shoes came in another box that I opened this morning and they 
just came like this. There was no confirmation email, a note or something that indicated that 
‘here is your shoes’, like nothing. 
P4B: Nothing like a personalised kind of thing saying ‘here is you personalised shoes’? 
M: No nothing. 
P1A: I have to say I think this is good. Because I was thinking about it this morning and I 
think it is just a waste of paper, so I really like if things are just made online. Because then 
you don’t use it and you look at it once and then think ‘oh it’s personalised’ and then never 
look at it again.  
P4B: Then you through it in the recycling bin.  
P1B: Hopefully in the recycling bin! 
M: So that is nothing you would think will add value, like here are YOUR shoes that you have 
made. Because this is basically like any other shoe. 
P2B: I mean, for some people, definitely, but if you think about it and the other side, it would 
be a waste of it. 
P4B: Yeah!  
P2B: I could be an email like ‘you have now received your personalised shoes, hope you like 
them’ or something like that. 
P4B: Yeah. It is true that it makes no sense, cause like you said, you are not going to take the 
paper and frame it and look at it like ‘here is my first personalised Nike shoes’, so it is kind of 
you don’t really care about it. It is kind of, oh yeah thank you. 
M: Mm okay. That’s good, I think I have everything. Do you have any other comments?  
P4B: No. 
P2B: No. 
P1B: No, they look really nice! 
P2B: Maybe just more attention to the quality, I guess. 
P1B: Yes!  
P4B: Yes! 
P2B: Like during the production because this is something you can’t change I guess.  
M: So thank you guys! 
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Appendix 8 – Pictures of shoes 
 

 
Personalised Shoes of Focus Group 1 (Own Source) 
 
 

 
 
Personalised Shoes of Focus Group 2 (Own Source) 
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