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Reason of choice:
The fi rst year of my 
bachelor’s degree living 
1 hour and 15 minutes 
away from schoolground 
with collective transport, 
I came across the issue 
with public toilets. 
Spending hours being 
in Oslo for the Freshers 
Week, it got diffi cult not 
knowing Oslo that well. 
One time sitting in the 
park with the group, the 
need for a toilet visited 
came across me and 
another. Being declined 
by a café by the park to 
borrow their toilet, we 
were standing in a 5 m 
long queue to one of the 
toilets in the park. Since 
this, the service of public 
toilets has gotten better, 

but still struggles to 
meet its demand. 

Now being able to go to 
my own apartment in Oslo 
for toilet visits, the issue 
of access has decreased. 
Opening my eyes for 
another issue with 
public toilets, gender. 

The issue sprung to me 
by coincidence when 
thinking I had headed 
into the wrong toilet. 
While observing the 
toilet door with men 
going in and out I got 
relieved fi nally seeing a 
woman walking out of the 
same door. Only asking 
myself why other toilets 
even where gender 
splitted since a trans 

person might feel left 
out by the gender symbols. 

To integrate this in a 
retail design, I have 
chosen to focus sales 
by soap products and 
enforcing the tourist 
industry by choosing a 
brand that focus on 
Norwegian nature, culture 
and art. 

Since Norway is on a raise 
by the tourist industry, 
this strengthens the sales 
products importance as a 
souvenir and lets tourists 
have a decent and free 
toilet to visit in central of 
Oslo. Combining the two 
elements: soap and 
toilets, making the whole 
concept tied together. 
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YAGER AND MAY
BRAND

X1

About:
Owner and founder of 
the brand Yager and May 
is Rachel Simons, earlier 
architect. Her passion for 
making soap evolved into 
a business. By making 
homemade soap pieces 
with motives inspired by 
nature, culture and art in 
Norway, the business 
grew taking customers 
like museums and shops. 
Staying true to nature 
only using natural 
ingredients, limiting 

the creations by color 
and smell. Even with this, 
she has formed beautiful 
design based of Norwegian 
folk stories, Edvard Munch’s 
“Skrik” and more.

V I S ION
Centralizing 
the brand and 
enhance its 
concept.

X2

X3
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CONCEPT
Sustainability
For modern living 
sustainability is a huge 
part of people concern. 
From the survey at page 18 
it shows that most of the 
people are conscious 
about environmental and 
sustainability within 
products and their 
daily life. The majority of 
the target group have also 
this in mind when 
choosing products. With 
this in mind it is important 
for the shop to be up to 
date and have a clear 
vision that support and 
makes it unproblematic 
for customers to choose 
eco-friendly and 
sustainable. 

Nature
To embrace the fact that 
products from Yager and 
May bases their 
products on Norwegian 
nature, culture and art, it 
strengthened its 
connection to this 
by refl ecting it in the 
visualization of the shop 
by adding a nature-like 
look.

Minimalistic
By keeping the shop 
minimalistic in style, the 
sales products gets in 
focus. The style choice 
makes it easier cleaned 
and lets customers have 
more overview of the shops 
whole area. 

Calm atmosphere
It is a known fact that 
retail stores use certain 
algorithms for music 
choices. For further 
connection to the 
concept of nature the 
use of sounds heard in 
Norwegian nature within 
the music completes the 
whole concept and 
enforces it to adapt a 
consciousness in 
customers when shopping.   

MINIMALISTIC

NATURE
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PRODUCTS
Main sales products:

- Foot balsam
- Lip balm
- Scrubs
- Barber soaps
- Liquid soaps
- Hand soaps

Recipes included in sales 
of package with products 
below: 

- Soap moulds
- Stamps
- Basic ingredients
-  Aroma oils or dried plants

of package with products 

-  Aroma oils or dried plants
X4
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LOCATION Oslo is Norways capital, 
and with this, that means 
tourists and tourist groups 
are coming to see Norway’s 
capital city. Having a brand 

embracing Norwegian 
nature and culture it is 
predictive to say they 
would want a piece of 
Norway, and that is what 
Yager and May offer.

KEY WORDS FOR COICE 
OF LOCATION:

LOCATION: AKERSGATA 18

High 
Traffi c

Easy
 Access

To
ur

is
ts

Central for
shoppers

X8
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As Rachel Simons is based 
in Fredrikstad, a little over 
an hour with car from Oslo. 
Placing the location in 
central Oslo contributes 
the brand in getting more 
visibility and accessibility 
for costumers. 

The location is positioned 
at a corner which makes it 
visible at two sides. The 
huge windows around its 
façade makes it easy to 
get the feel and concept 
of the store. The area is at 

296 sq.m. and shapes like an 
L. Taking advantage of this 
by naturally creating zones 
in the areas at the end of 
the sides and connecting 
these to the shop gives it a 
natural fl ow for the zones.

ZONESZONES

SHOP   

W
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TO
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ET

   

COSTUMER 
TOILETS
- 

STORAGE

WORKSHOP   

FLOOR PLAN



14 15

TARGET GROUPS
PRIMARY AND SECONDARY

15

S
O
W
T

Sustainability in focus

Builds upon Norwegian 
nature, culture and art

Easier access

Hand on experience

Competing with lower price ranges

Interest and willingness to spend a 
higher sum on quality products

Vegan soap shops

Handmade vs. effi ciency

Restricted by ingredients
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For both the primary 
and secondary target 
group some factors 
unite the two target 
groups. The cultural 
interest for Norwegian 
art and product, like 
Selbu mittens, Bunad 
and other traditional 
and close to the 
Norwegian products 
which supplement 
the culture. 

Having mentioned this, 
the concept of hand 

made products are 
involved by traditional 
products. The passion 
for hand made products 
are often considered to 
be made out of passion 
and love and has 
therefore a sentimental 
value to the buyers. 

With natural 
ingredients being more 
environmentally friendly 
and not having a strong 
impact on nature, it is a 
conscious choice for 

TARGET GROUPS,
WOMEN, 25-50+

many people to 
choose this over 
heavily chemical 
processed and 
synthetic ingredients. 
By not using these 
types of chemicals 
that can have some 
impact on nature, 
people express a 
passion and care for 
nature. This we see is 
evolving throughout 
businesses and 
trends in todays 
modern society. 

Also having in mind, 
the care for skin 
and its sensitivity, 
product with natural 
ingredients having a 
clearer overview cause 
of its long use in society 
and nature making it 
known to the public. 
Having people being 
aware of what they 
put on their skin, 
creating a safe feeling 
by use of the product.     

AND TOURISTS

X9

X10

X11 X12

X13
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PRIMARY TARGET GROUP
     WOMEN, 25-50

The focus will be on 
potential customers that 
are choosing products 
based on natural 
ingredients and wanting 
to choose sustainable 
products.

For the majority of 
women is wellness 
products important and 
of conscious choice. Out 
of 127 women 97 answer 
yes to wellness products 
being important for them, 
and 98 answer that they 
chooses conscious of 
their choices for wellness 
products. That means 
more than ¾ women 
shops with this in mind.

Q4: Are wellness products 
important for you?

Q5: Do you think 
consciously about which 
product brands you are 

buying for your skin?

/Yes

/Yes

Price/

Others/

Quality/

Eco-friendly/

Aesthetic/

Natural ingredients/

Origin/
(Produc.../

No/

No/

SECONDARY TARGET GROUP
TOURISTS

Cause of the enhance of 
Norwegian nature, 
culture and art the 
products support, its 
secondary target group 
naturally falls on tourists 
that wants to buy a 
souvenir to take home 
from Norway. 

From a rapport from 
Innovation Norway they 
show the majorities 
interests for visiting 
Norway. Nature being a 
huge part of this beside 

the cultural aspects of the 
trip making Yager and May 
as a brand of interest by 
the tourism because of its 
concept. Seeing on the 
chart a lot of Asian 
countries followed by 
Canada and USA as the 
countries spending most 
money by daily 
measurement.

SECONDARY TARGET GROUP
     TOURISTS

PRIMARY TARGET GROUP
     WOMEN, 25-50

SECONDARY TARGET GROUPSECONDARY TARGET GROUPSECONDARY TARGET GROUP
     TOURISTSTOURISTS     TOURISTSTOURISTS

SECONDARY TARGET GROUP
     TOURISTS

X15

X14
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MATERIAL AND 
COLOUR SCHEME

M A T E R I A L S

warm and cold to 
embrace the bathrooms 
feeling while keeping 
the shop inviting. 

Materials:
Incorporating materials 
and colour schemes to 
balance the feeling of 

CONCRETE:TREE: TILES: POLYCARBONATED SHEET: PLANTS, MOSS AND LICHEN: 

-  Gives a sense 
of warmth

- Organic material 
- Association to nature

-  Associated 
with bathrooms

- Easily cleaned

- Cheap
- Easily cleaned
-  Cover up dirt 

dragged in by 
costumers

- Organic material
-  Association 

to nature
- Gives fresh oxygen
- Sustainable 

- Half weight of glass
- Easily cleaned
-  Create a sense of space
-  Separates spaces 

not reducing sense 
of space

X16 X17 X18 X19 X20
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Nature
Based by the concept 
colours associated to 
nature are being used. 
Mainly focusing on the 
colour green to enhance 
a feeling of nature in the 
shop, some details are 
chosen to be displayed in 
stronger colours to catch 
the shoppers’ eye. The 
colours more diffuse will 
be a calming background 
for products being 
premoted. 

FL
O

O
R 

AN
D 

W
AL

LS
 

WALLS

CABINETS

FLOOR AND 
WALLS 

MAIN COLOURS
Stained wood
Tree materials will be 
stained in the color: 
S 1005-Y20R, for displays 
units around the shop. 
This colour resembeles 
the color of sand. 
Materials like sand is 
often used for a zen-like 
feelig and to create a 
calm atmosphere. This 
atmosphere is wanted to 
be recreated in the shop.

Contrast
The darker colour is 
creates a contrast for the 
lighter colours. The colour 
splits up the zone between 
shop and costumer toilets.

NCS S1005-Y20R

NCS S7502-YNC
S 

S2
00

5-
B9

0G

NCS S4010-B90G NCS S2050-Y10R

The choice of yellow is to 
break with the main color 
scheme. The yellow works 
to create marks for the 
zones and products in the 
facade, drawing shoppers’ 
attention to the placements 
of functions in the shop. 

With thought on the 
products usage in bathrooms 
the colour red does not fi t 
for main color, because it is 
the opposite colour of blue 
(that is strongly associated 
with the bathroom). Red 

also feels warm as opposite 
to blue and it can be 
perceived confusing to use 
it for a bathroom shop. 
Therefore, has yellow been 
chosen as it is a slightly less 
warm colour and blend well 
with the other colours.

FOCAL COLOUR
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WORKSHOP

FUNCTIONS

- Hotels
- Restaurants
- Shops
- Organizations
- FirmsB2B

INDIVIDUALS

GROUPS

- Bachelor Daytime Party
- Girls Night
-  Children Hangouts/

Party (Acompanied By 
Adults)

-  Interessted in getting 
a hobby

-  Wanting to learn how to 
make home-made 
products

- Wedding invite pack
- Christmas gift pack
- Easter soap hunt
- Valentine hangout
- Product testingEVENTS

DEVELOPING:
- Ingredients
- Products

WORKSTATION

B2B

WORKSHOP

WORKSTATION

SHOP

FUNCTIONS

SINKS

COSTUMER TOILETS

STARTER PACK VENDING MACHINE

APP

A

- Inspires costumers
-  Makes it easy to start soap 

making as hobby

- Testing products
-  Embraces the feeling 

of cleanliness
-  Allows costumer to wash 

of any fi lth

-  Drawing in new 
potential costumers

-  Creating good 
experience of the shop

-    Longer stay increases 
potential purchases

- Follow up on news
-  Participating in 

activities by the shop
- Creates a community

- Accessible 24/7
-    Low cost and 

maintenance
- Easy and fast purchases
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INSTAGRAM

TOUCHPOINTS

Insight on products, 
events and brand.

International viewers, 
increasing visibility and 
potential costumers.

Business to business 
oppertunities. Letting other 
shops, organizations and 
fi rms promote themselves 
through the products. 

Being discovered through 
costumers and cooperation 
with fi rms.

fi rms promote themselves 
through the products. 

oppertunities. Letting other 

with fi rms.

fi rms promote themselves 

International viewers, 
increasing visibility and 

APP

TOUCHPOINTS

Personal and private 
connection to the brand.

Q&As.

Recipes and tips.

Reciepts for previous 
perchases.

Access to preorder 
products, overview of 
products in shop and 
vending machine, closed 
events, nominating 
cultural places, art, 
history and nature.

A
Recipes and tips. Access to preorder 

products, overview of 
products in shop and 
vending machine, closed 
events, nominating 

Reciepts for previous 
perchases.

history and nature.

Personal and private 
connection to the brand.

A
Q&As.

A



28 29

FACEBOOK BUSINESS PAGE

TOUCHPOINTS

Overview when creating 
events, by how many 
intersted, coming and 
not coming.

Platform to get in touch 
with the business by private 
and other businesses.

Viewers getting involved 
with the brand by seeing 
facebook friends having a 
relation to the brand.

Marketing through 
facebook, easier getting 
statistic over interested 
who are active or passive.

facebook friends having a 
relation to the brand.

statistic over interested 
who are active or passive.

Platform to get in touch 
with the business by private 

not coming.

LINKEDIN

TOUCHPOINTS

Presenting the brand as a 
possible business partner 
within other businesses.

Connecting the business 
with business partners, 
making it visible for viewers 
and showing the business 
range.

Easier access for 
employment.

Creating a professional 
page presenting the 
business idea, concept 
and vision.

Presenting the brand as a 
possible business partner 
within other businesses.

Easier access for 
employment.

business idea, concept 
and vision.

Connecting the business 
with business partners, 
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Visual profi le

Storytelling trought art 

Visual profi le

HAVE A GO AT 
OUR TOILETS

“What are those 
piece of paper 
floating down 

the river?”

- Queen 
Victoria

“Those ma’am 
are notices that 
bathing is forbidden.”

- Dr. Whewell

Integrating the history of 
public toilets to the shop:
I wanted to integrate the 
history of toilets since my 
theoretical assignment was 
based on the history of 
gender separated public 
toilets. Having diffi culties 
with integrating this in a 
good way with the shops 
design and brand, I ended 
up only using some of the 
illustration as symbolism 
for toilets and add ons to 
the historical aspect of the 
products. Having in mind 
that the soaps from Yager 
and May are illustrations 
of Norwegian history, 
culture, art and folk tales 

it stands in style to have 
some history of the toilet’s 
history illustrated in art and 
making it a more fun and 
developing experience. Also 
adding in pictures of the 
king and queen of Norway 
in the toilets as this has 
been a tradition from 
old days. 

DRONNING
SONJA

KONG
HARALD V


