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Dear Reader,

You haǀe ĐhoseŶ to opeŶ ouƌ ďook aŶd to staƌt diǀiŶg iŶto it. A Đookďook oŶ digitalisaioŶ. 

͚A Đookďook?͛ Ǉou ŵight ask Ǉouƌself. ͚What the heĐk? I haǀe ǁoƌk to do oŶ digitalisaioŶ, that s͛ tƌue, ďut ǁhǇ 
would I need a cookbook? What is this all about?’

DigitalisaioŶ is happeŶiŶg all aƌouŶd us. Ouƌ ĐhildƌeŶ, ouƌ paƌeŶts, ouƌ fƌieŶds aŶd ouƌ Đolleagues, ǁe ouƌselǀes 
– eǀeƌǇoŶe has ďeĐoŵe used to the ďlessiŶgs of digital deǀiĐes. We eŶjoǇ theŵ eǀeƌǇ daǇ, happilǇ leiŶg theŵ 
completely transform our daily life. We understand that blessings never come without caveats, and hopefully 

ǁe aƌe aǁaƌe of theŵ, ďut ǁe should also uŶdeƌstaŶd that suĐh Đaǀeats aƌe a Đoƌe ĐhaƌaĐteƌisiĐ of aŶǇ 
fuŶdaŵeŶtal ĐhaŶge. AŶd this is pƌeĐiselǇ ǁhat digitalisaioŶ is – a fuŶdaŵeŶtal ĐhaŶge of ouƌ ǁoƌld, aŶd 
suďseƋueŶtlǇ of ouƌ ďusiŶesses. DigitalisaioŶ is highlǇ ƌeleǀaŶt iŶ ouƌ pƌiǀate aŶd ďusiŶess liǀes, aŶd it is 
ďeteƌ to faĐe up to the ĐhaŶges it dƌiǀes. 

SeiŶg aside the soĐiologiĐal, Đultuƌal aŶd ŵaĐƌoeĐoŶoŵiĐ ĐhaŶges dƌiǀeŶ ďǇ digitalisaioŶ iŶ ouƌ soĐieies, ouƌ 
focus here is on the microeconomic impacts on our businesses. Vast resources are available to support us in 

this ĐoŵpƌeheŶsiǀe, all-eŶĐoŵpassiŶg tƌaŶsfoƌŵaioŶ of ouƌ ďusiŶesses. EǀeƌǇ ĐoŶsuliŶg iƌŵ oŶ this plaŶet 
ǁill ƌeadilǇ help us, Ŷot to ŵeŶioŶ the ǀeŶdoƌs juŵpiŶg iŶ ǁith theiƌ tools, pƌoŵoiŶg theiƌ supposedlǇ ŵiŶd-
ďoggliŶg Đapaďiliies – soŵe of ǁhiĐh ǁe kŶoǁ aƌe, aŶd soŵe ǁe kŶoǁ aƌe Ŷot. A siŵilaƌlǇ ǀast liteƌatuƌe is 
available on all facets of this topic. Just a couple of clicks or taps away on your favourite digital device. Why 

then, you might wonder, would someone write yet another book on the topic? And why on earth a ‘cookbook’?

Well, ǁe set out to Đƌeate a ŵelaŶge. Take a teǆtďook-stǇle appƌoaĐh to the ďƌoad speĐtƌuŵ of digitalisaioŶ s͛ 
faĐets, ďleŶd ǁith the peƌsoŶal eǆpeƌieŶĐes of a ǁide ƌaŶge of disiŶguished guest authoƌs fƌoŵ ďoth ďusiŶess 
aŶd aĐadeŵia, let it siŵŵeƌ foƌ Đouple of ŵoŶths oŶ loǁ heat to let the disiŶĐt laǀouƌs of the ǀaƌious 
iŶgƌedieŶts deǀelop, aŶd theŶ seasoŶ eǀeƌǇthiŶg ǁith a iĐiious digitalisaioŶ stoƌǇ, told iŶ the foƌŵ of a 
ĐoŵiĐ highlighiŶg the doǁŶ-to-eaƌth situaioŶs Ǉou ǁill faĐe iŶ ƌeal life. 

Et voilà! The Đookďook is ƌeadǇ! It has ďeeŶ desigŶed to giǀe Ǉou pƌaĐiĐal adǀiĐe oŶ hoǁ to go aďout ĐookiŶg 
up Ǉouƌ oǁŶ iŶdiǀidual ŵeŶu of digitalisaioŶ iŶ the ĐoŶteǆt of Ǉouƌ iŶdiǀidual ďusiŶess. 
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SeleĐt the ƌeĐipes ŵost ƌeleǀaŶt to Ǉou to push foƌǁaƌd Ǉouƌ digitalisaioŶ iŶiiaiǀe giǀeŶ its ĐuƌƌeŶt status, 
aŶd deǀelop Ǉouƌ oǁŶ iŶteƌpƌetaioŶ of digitalisaioŶ. 

Apply this book’s recipes to your individual context and enjoy the result! Be a courageous cook yourself – 

ĐoŶseƋueŶial, iŶŶoǀaiǀe, deteƌŵiŶed. Adapt ouƌ ƌeĐipes ǁheƌe ŶeĐessaƌǇ, aŶd ƌeŵeŵďeƌ the ŵoto: 
͚EǀeƌǇoŶe ĐaŶ Đook .͛ EƋuallǇ, eǀeƌǇoŶe ĐaŶ digitalise theiƌ ďusiŶess – ǁith just a Đouple of siŵple ƌules to 
follow.

So, heƌe is the Đookďook, ƌeadǇ foƌ Ǉou to eŶjoǇ. To suppoƌt Ǉou iŶ Ǉouƌ dƌiǀe to iŵpleŵeŶt digitalisaioŶ iŶ 
Ǉouƌ speĐiiĐ ĐoŶteǆt, aŶd to assist Ǉou iŶ the shapiŶg, plaŶŶiŶg aŶd eǆeĐuioŶ of a ĐoŵpƌeheŶsiǀe tƌaŶsfoƌŵaioŶ 
of the status Ƌuo ;aŶd Ǉou should Ŷot setle foƌ lessͿ. It ǁill aĐĐoŵpaŶǇ Ǉou aŶd Ǉouƌ ďusiŶess iŶ ŵeeiŶg this 
ĐhalleŶge, to opeŶ up oppoƌtuŶiies uŶthiŶkaďle eǀeŶ just a Đouple of Ǉeaƌs ago.

We, the thƌee Đhefs of this Đookďook, ǁish Ǉou aŶ appeisiŶg, Ǉet Ŷutƌiious eǆpeƌieŶĐe. 

Diƌk, MaŶas aŶd MaƌiŶ
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5.8 Sanitas Troesch

Sanitas Troesch, a traditional Swiss company with more than 100 years of history, is the leading 

provider of kitchens and bathrooms in Switzerland.

In its 19 modern showrooms, Sanitas Troesch presents inspiring examples of arrangements for 

kitchens and bathrooms, combined with a professional advisory service. The company’s 31 

sanitaryware shops provide plumbers with an assortment of 3,000 articles for repair and replacement. 

In 11 locations Küchenexpress provides a rapid repair service for kitchen equipment. The Element-

Küchen subsidiary provides carpenters with a comprehensive assortment of high-quality kitchens 

and services from 10 regional centres. Sanitas Troesch generates annual turnover of CHF 500 million 

and has 980 employees. Since 2005 the company has been owned by the French Saint-Gobain group, 

which operates in 68 countries with over 170,000 employees.

The company strongly focuses on the quality of its customer interaction and engagement as a 

hallmark of its high-quality brand identity. 

Storage

Shops

Sanitas Troesch
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To appeal to a customer’s need for individuality, the company offers almost unlimited customisation 

of materials, fittings, surfaces and colours on top of a catalogue comprising more than 100,000 base 

articles. 

But Sanitas Troesch not only aims to respond to a client’s taste or style. The company views itself as 

being in the business of selling emotions not technology, a business strategy also adopted by the 

automotive industry. On the understanding that emotions want to be experienced and shared, both 

before and after the sale, Sanitas Troesch makes it a priority to look for ways to enthuse potential 

buyers and give them confidence about their purchase. The social aspect of the sales process is 

crucial, since friends and family often act as important advisors – and can offer their own experience 

as long-term ‘expert kitchen users’. 

A prospective client buys a kitchen only once or twice in a lifetime – less often than they would 

typically buy a car. Since a customer is faced with such a vast choice of customisation options, an 

exact physical preview is often impossible. It is therefore paramount to give prospective owners 

confidence and trust in their choice. 

For many years Sanitas Troesch has been providing CAD models and renderings of customers’ dream 

kitchens to aid the imagination. The customer can experience the look of the final product from 

different angles, including an assimilated ‘view out of the window’ based on photographs. In a 

constant effort to make the experience even more realistic, the company experimented with 

3D-printed models to add a haptic dimension to the preview. Even so, Sanitas Troesch’s passion for 

quality was not yet satisfied.

The company’s IT department researched innovative ways of engaging the digital customer. Could 

digital help the company better serve customers who cannot visually imagine a kitchen? Could it be 

done on a limited IT budget? Can it wrap its physical products within value-added digital services 

that appeal to the communication habits of a modern consumer? How are communication habits 

and client expectations changing and how can the company create and transport emotions in the 

digital age? Protecting its values, can the company give customers a good feeling about their choice 

before a purchase and how can overhead and churn in the showrooms be reduced? Can prospective 

customers share a kitchen design with their social network to gather broader feedback? 
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Sanitas Troesch decided on servicing the clients’ emotional and social needs through a virtual reality 

application, implemented and experienced at low cost and with easy accessibility. Already having 

access to the 3D CAD data of every available kitchen in its range, including room layouts, the company 

identified Google Cardboard as a cost-efficient, low-barrier technology. 

Going further, sharing and social components were added, which allow clients to access their design 

models in the cloud and to share content with friends and family securely. Integrating data between 

these components was a simple configuration task: the CAD software supplier implemented a 

customer portal to provide immersive models securely for download on mobile devices, giving 

access to a simple at-home 360° walk-through visualisation.

The application has been rolled out to all the company’s showrooms. Advisors provide clients with 

individual download links in-store, who can then use the 360° walk-through visualisation at home 

– directly in the location of their future kitchen. They can also send invitations to their social network, 

not only creating personal emotions, but also a social network of emotions the clients can fall back 

on to strengthen their purchase decisions.

What has been the impact of the rollout on the sales process and client interaction? Client reaction 

has been extremely positive, as the following statements show: 

‘At last, I can imagine the kitchen.’

‘Wow – I can really feel the kitchen.’

The sales team are also enthusiastic about the new solution. The immersive walkthroughs generate 

a sense of gamification and fun. Since Sanitas Troesch is the first kitchen supplier to provide virtual 

reality previews, the novelty factor is high. Word of mouth spreads and people want to try the 

solution at consumer shows. This creates additional brand appeal. It can also showcase kitchens 

otherwise not on view at the exhibition, e.g. cottage kitchens. Showroom overhead as well as 

customer churn are reduced and clients come to a final choice more quickly and with more confidence. 

All this goes to show that digitalisation projects do not have to be complex and can add tremendous 

appeal to the market through customer experience and emotional engagement.
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