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Abstract

Background  This study identifies locations within urban complex shopping malls that have pet parks
and conductes a multi-spatial analysis of spatial service design using various analytical frameworks. The
goal is to develop a spatial service blueprint that would help dog owners and their pets better utilize the
pet park, ultimately increasing the users’ fondness for the spatial and fostering place attachment.

Methods The study involved a status analysis, theoretical review, and field research based on the 4D
framework (Discover, Define, Develop, Deliver). Additionally, the study employed tools such as customer
journey maps, persona setting, E3 Value analysis, and the derivation of a spatial service blueprint.

Results The spatial service blueprint derived in this study incorporated the Pain Points from the
customer journey map into the Intrinsic Social elements of the E3 Value framework. This process led to
the addition of a Place Attachment Point to the traditional blueprint components. By improving the Pain
Points encountered during spatial use, the blueprint aimed to enhance the users’ fondness for the space,
leading to increased place attachment.

Conclusions  As the number of pet-owning households continues to rise, so does the number of spaces
that accommodate pets. However, this study goes further by proposing a spatial service blueprint to
increase the utilization of these spaces. While the study’s qualitative nature, based on field research,
customer journey mapping, persona setting, and E3 Value analysis at a single case study site, presents a
limitation, it is anticipated that ongoing research into pet-friendly spaces will continue. This study aims to
serve as foundational data for future research. Subsequent studies should focus on quantitative research
with larger samples to enhance objectivity.
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Table 2 Case of a complex shopping mall with pet
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- Happiness
- Reli Cultural/ Person Place Attachment Process Affect - Pri
s { Person | B H B

group -Love
e - Memory
~ Experience Place Cognition | -knowleage
- Realizations Individual - Schemas
- Milestones - Meaning
Social | | Physical | 8 - Proximity-maintaining
| 4 Behavior - Reconstruction of place
- Social arena - Natural
- Saocial symbol - Built

Figure 1 The tripartite model of place attachment(Scannell & Gifford, 2010)
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Table 4 Components for Blueprint Development
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Table 8 Filed research results of Heendy House
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Table 8 Persona Components of Heendy House
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Figure 3 E3 Value of Heendy House

142 Archives of Design Research 2024. 08. vol 37.no 4



(Figure 3)3} Zo] B3 ValueE £&3 ZA7S T3 ut3 S o4t AFAd chokat a4
Z3}5to] 3.4 AR A L Pain Point$} Intrinsic Social L4E
offzto 2 o]0 4= Q= At A-Qot F7F Au|A BER T Y EE A|oH5t 1A} s},

3. 4. Deliver(Spatial Service Blueprint)
Hut o]g AL Yt T+ AujA ERZYE LA Q4= Physical evidence, Customer Action, Line
of Interaction, Place Attachment Point, Park Guide, Information desk staff, Pet park Information
agent, Line of invisibility, Pet perk management staff, Support Processo]|t}, & 17o] F7F Au|A
EFIYUEE YA E Y Pain PointE E3 Value?| Intrinsic Social 84 0] &-gsto] 7]& AH]A
EFEZYE FA4 Q404 Place Attachment PointE F7FsH3ith. ol A E Wwstal 33t
BEHAA L7le of# 7Hx] 9] $2 ahgol wiE, W H(]dH, 202D 2R trkea ol a4
9f5f) A2 of2to] FAH= A E’-Cﬁl—i—ﬁh 37t ol& A EHFAY Pain Pointg 7HAlste] 37t o] Al
i%} 7F 37k ofF o R o]ojd 4= YL E ottt AAle] AW EH ut o] gA}Eo] HuAE FolL
19 (Wayfinding)o] & = o] glojof o]& A7A Y] fEEE Y 4= L 370l oigh 711%
ol A ofF o R ool £l 44AR & 4 vk ST YolA e o] o] e 33t
/\]’5%31% AFol ol 8RR stolg A4 ofzte] FAE Y= a4rt Ak A4 F vt F 5101
FLrOlA Hre o] Folkes BEE Be Rl Yol Fa ofjzte] B & Sl FEI o7t
Atk T 74 FAHol|A] Bhel]lEe] Bol wiE A digt ojofr| & U AFH AR WFE T A
Loke F50] 3AAQ 7“6101 5101 i °Hﬂ° g olo]d & Qi
ol eA A F
AH|A7F T2 101] 'IFE} ol A ]| 12101]*1 Adst= AB|AE LR 49
U AAG A £} E3 Valueoll A S5 Q1ARNE EXE ¢ 8 AR 371614

r\l m]n
2 flo

mlo
N
B B B

iy s O_u
oA

A
Ol
ol
i)

HE
=2
_h
I
N
>4
o
=
o
r o
o,
H
)
2
N,
[
Y,
=)
ol
ro
bl
=,
o,
2

T

orvsioal xxp oAz ADES wemol mmmem sleaz LM sosem  soE  omwue  Sed WMEsw RAZu EeE  HERAER

Costumer 1 1 o | S e N wEAN L omes Tl sepa wens
oo 3 sed o 5wy omaw PR gy UEMN L un oge S ol e
ot == Pt
* + 4 4 4 4
‘ ‘
| ‘

On Stage

Place
attachment
point

a parking
guide

Information
desk staff

Pet Park
Information
agent

Back Stage Li

of
visibility

Pet park
management
staff

h
3 0fE
208
ol KIS

23 018
g

32 75

A
ch0f 2 #13
JECES

ARAHOE|
01 7%
ot

Support
Process

TOIHERSE 22

HIE 2120/ 914 | sy

&

Figure 4 Spatial Service Blueprint of Heendy House

www.aodr.org 143



4. 28

AH¢) e wek 191 747, DINKS 5 7459] el/h choaln 9l 5] Az AL 4 AFshe
A7 A4S A2 delY 9 WAFRE AL WA BT Soluhn gl olof uet welEE

ar
o
B, HEeE SREsett 5 weEEd wejle] i &4 ¢ 9l F4kol solual k. IF £

H =
A, A8odAs A% 24oE WesE od A, wesE W 7hed A Wl #oF | AREE
HEQMA, F3F o] 8 Eol7] % o] 24 AE-HFA o, T AuL 84, TP A L, A

< ek AAR 37 A

gul

Ak

=2

R=N

=3 .

A, @ 9 A RALA = A E dEAE SHeR FEAA], 1A =, Hau A4, E3 Value
* ES

of

A=N

N o
-
oX
fo
B
3
a)
o
3

ttachment
< AN

e, F4 37 )

w—olelgt Ak ol@E(202)0] %

of apdAg e F-efst

o

T

e L )

oo o &

M

i

I 2 o

> rir

o offt

B~ 2

2 =

oy

b mlo l-«O

0,

P =

Fex

to o,

F =;.‘=

o

oX, o8

2 ot

ox M &

% o H

N =

rir ol

o, =

B >

ox, i

oo

oft o

FORN:
ro,
)

%0,
)
0,
v
rc]:
o
]
oo
i
re
-
©
1o
4
9,
ox
o
i)
e
re
-
O
'y
o
>
)
=
=
i
>~
390,
)
tA
o
N

we rro-
Sl

4 A

o

>

d
i)

1=
[
e (moee v orr ok o

i)

oy ¥R oX
o
5=
re
o

ﬂd

o

N,

rII.

o

i

_?L

Jo

oflt

1o,

>

jus)

[>

to

B

oflt

)

>

=

[

]
-
%9,
rir
N

J
o

At op o
i
i
(m
[
S
=2
>
rr
-
oflt
o
Y
k=
>
il
ol
o
o
il
>
=)
[>
illud
i
[kl
i
(m
il
2
ox
_0|L

2

o i
e 0%

X2 it
o
rr
o
-

i)

)
u=}
ol e
re
-
rir
H
=
S
]T.?_Il
B
ol
L
=
)
_\-111,
u
S
0,
Ir
rOlt
pasl
s
ofN
o
o
b
2
i3
f
R
re
-
_>'~l_,
1o
N
r
i)
ol
N
R
2 o

oX,
o
)
re
-
o
rlr
&
2
oy
filo
[
e
ol
ol
N
o
=CIJl=
o
o
&
re
-
ol
%
o
S~
o
P‘L
Q2
e
re
-4
1o
i~
r.l
03: [e)
o
de U
o,

9l B7to] olutx A 44
Apl2s BREAEAA AA NG, W FE
2 dysie] & 478 B3 149 Y28 4
SIcHs Aol 3He, A9 $olA] o|9j7} glck

2ol et Al 2ok olo] wE A7 A& Ao of

fru
of
=
o
o
ofo
ol
ol

2
=

el <)
RO

foh
ol
ol
=
=) 2
19 of4

=
ol

il s
30 b &
r]r l"ol' ﬂlﬂ ;;2

PRUR

o
tlo

15

-3
>
i
d
o
ol of
e
-
_\|l_4
N
P
>
Al
N
U
N
[t
N
)
ok
I
i
)
_}I_‘
ol
I
e
-
<
>
rir
re
e
|
<
>
re,
re X
o

iy
N

oX,
o, M
2
o
&
T
N
2
o
b
z
o,
o,
il
bl
=)
e
ox,
o
At
e
i

References

1. Altman, I., & Low, S. M. (1992). Place Attachment. Plenum Press. Springer.

2.An, J. (2021, November). A Suggestion of Service Blueprint Method with Experiential Design
Elements: Focusing on the Literature on Service and Customer Experience Improvement. Proceedings
of the KSDS International Conference, 110-115.

3.Choi, Y., Kin, Y., Lee, Y., Lim, C., & Ko, G.(2017). Summary of the Korea Rural Economic Research
Institute Publication Report. Korea Rural Economic Institute.

4. Crosier, A., & Handford, A. (2012). Customer journey mapping as an advocacy tool for disabled
people: a case study. Social Marketing Quarterly, 18(1).

144 Archives of Design Research 2024. 08. vol 37. no 4



5. Han, J., & Han, H. (2023). Characteristics of Design of Public Spatial in Dog Playground in Seoul.
Journal of the Korean Institute of Interior Design, 32(6), 9-25.

6. Hong, W. (2017). A study on the animal laws in Germany. European Constitution. 12/31/2017, Vol.
25, 523-544,

7.)ee, 1., & Lee, J. (2021). Marketing strategy for guest house Spatial service design - Focusing on 7P
elements of marketing mix —. Korean Institute of Spatial Design, 16(5), 57-71.

8.Jeong, S., & Jung, S. (2014). A Study on framework of Persona Components. Korea Digital Design
Council, 14(4), 407-416.

9.Kang, J. (2016). The Advent Of Pet-Fam People and Re-consideration of a Companion Animal
-Focusing on the Analysis of Korean Literature and Cinema since the 2000s. The Association Of
Comparative Study Of World Literature, 54, 5-27.

10. Kim, Y., Cho C., Ko, Y., & Jee, H. (2011). E3 value concept for a new design paradigm. Impacting
Society Through Engineering Design, 2, 314-322..

11.Kim, Y. S., & Lee, J. H. (2017). Study on the Customer's Experience in Insa-Dong through Customer
Journey Map from the Perspective of User Experience (UX). Journal of Communication Design, 61,
320-329.

12. Korea Consumer Agency Safety Monitoring Bureau Life Safety Team. (2020). Survey on the Safety
Status of Multi-use Facilities for Companion of Companion Animals - Focusing on Large-scale
Stores—. Korea Consumer Agency.

13. Lee, H. (2021). A Study on the Effect of Factors of the Lifestyle Convergence Shopping Mall on
User's Experience of Place- Focusing on the Case of The Hyundai Seoul. Graduate School of
Kwangwoon University.

14. Lee, H., & Lee, J. (2023). Assessing Psychological Restorativeness of Dog Play Scenes in Dog Parks
- focused on the Attention Restoration Theory. Journal of Korea Society for Wellness, 18(3), 169~
175.

15. Leila S., & Robert G. (2010). Defining place attachment: A tripartite organizing framework. Journal
of Environmental Psychology, 30, 1-10.

16.Lim, S., Lee, G., & Yang, B. (2005). Dog park planning items and needs assessment in consideration
of Korean pet culture. KIEAE Journal, 5(1), 19-25.

17.Noh, J. (2020). Survey on the Need for Dog Playgrounds in Daegu City Park. Keimyung University
Graduate School.

18. Pyo, H., & Lee, W. (2014). Service Design Innovation. Seoul: Ahngraphics.

19. Setha M., & Irwin A. (1992). Place Attachment. New York : Plenum Press, : Springer, ¢1992.

20. You, K. (2004). Seoul's Pet Management Status and Improvement Plan through Foreign Cases. The
Seoul Institute.

21.Yu, S. (2017). Visualization studies of In-store media used with service blueprint model. Journal of
the Korea Institute of the Spatial Design. 12(5), 217.

www.aodr.org 145



AFAN ZF A AL Ol OFAME Hlv o] AL A
S oh BAL T BeAE ] slakae] B2 Au A
R=R=tvi o)

F23) Aol

'Fddisty garelstat 32O AIA Y, Ak, A, dighil =

Zordista dARIe s} FARRIAY, HARHY, AL, el

I

=E

AR T4 <t Qe BEABEE Yol Hlutart o 35 Aste] 37 AR ATARIE Tt £4E
2 b4 24 § gk st ghelo] SlutaE & o 2 &gotal oyt 37t o] & & F3tel| oist 2% A
o] A off o2 o]ojd = 9l FE AU A EREHES EE5 T

oAqar  F3sk B4 0l o] 224 143 4D(Discover, Define, Develop, Deliver)Z 7]5to 2 Z=gA 7], 11
HNARA T, H 4k AA, B3 Value, Spatial Service Blueprints =3ttt

ARZdA  E ALY I AR|A BERRHEL A Lo Pain pointE E3 Valued] Intrinsic social &
2ol Ag3}e] 7|E BERIYUE LA Q404 Place Attachment PointE 3715hgict 27k o4 A EHIH
Pain PointE 7j4sto] 37t o4 Al 33ke] SE7FF7F off 202 o]0 4= Q&5 it

e WS 577 Soldel met vtelsEd 3 & 4 Qe w1k Eoluhal YA AAR 37
S o] &31HA F7FY o] 8BS o|7] Y5t Hiklto g FFAH|A EFZHUER] AAISIGITh £ A 5}
o] Ab| 2AF AR E A ABEe] DEE A ], AR E, WAL A4, B3 Value 242 53l 2|5 Spatial
Service Blueprints =& A4 A ets Ho| SAFCR Ho|n ¢ro g wiel5Eat s & e 37
of Tk Au| AL} ofof] T2 A7} N &HOE o]Fo]A AR AEUE B A7} 7|27} HYE 7Y
Qe Egh 54 Ao e AT Y 4 e B2 28 g o 2 o A A7t o] FofAof gttt
ZF=Ho slats, 370 AE|A EFZE, A4 of2h 140 AR 2, B3 Value

*W A A A} 3% 3] (chgmlghkd@naver.com)

146 Archives of Design Research 2024. 08. vol 37. no 4



	장소 애착 형성을 위한 복합쇼핑몰 내 펫파크의 공간 서비스 블루프린트 제안
	Abstract
	1. 서론
	2. 현황 분석 및 문헌 고찰
	3. Discover
	4. 결론
	References
	초록


