
A pproximately 55,000 Americans are waiting to receive
kidneys. The wait list could double in the next 10
years, creating an acute need for new technology that

would increase the quality and number of organs available for
transplant. These pressures have left the industry ripe for prac-
tical innovations that can be easily and swiftly implemented.
One area of opportunity is preservation: the organ’s critical ex
vivo time between donor and recipient where the common
standard of care is a cooler filled with ice.

The LifePort® Kidney Transporter is a new high-tech
alternative to the conventional method of organ storage and
transport. LifePort gently perfuses, or pumps, the kidney
with a cold liquid solution before transplantation, improving
patient outcomes. In addition, LifePort may increase the
number of usable kidneys suitable for transplant. The device
also provides critical data for monitoring and evaluating kid-
neys during transport.

IDEO helped Organ Recovery Systems with user
research and industrial, thermal and mechanical design
activities and provided prototypes of two working systems
to meet critical launch deadlines. Understanding the kid-
ney’s journey from donation to transplantation helped the
team design a product that can meet the demands of the
organ procurement organization, the surgeons and the
operating-room staff. 

Several iterations of the component designs and care-

ful thermal studies led to a highly compact mechanical lay-
out. The ergonomics of the system setup and user interface
were carefully considered to communicate only essential
information and minimize the possibility of errors. The over-
all design was conceived to clearly convey the importance
of the cargo and to serve as a platform for a family of organ-
specific transporters.

LifePort has become the prevailing machine perfusion
system in the world, substantially displacing all previous
technologies and creating a robust new market. Since
2003, more than 8,100 kidneys have been perfused on
LifePort. Presently, the company is developing LifePorts for
the heart, liver, lung and pancreas. 

With a design that so elegantly offers ease of use, safe-
ty and portability, LifePort puts superior organ preservation
technology into the hands of transplant professionals world-
wide. Because users require only basic clinical skills and
minimal training, machine perfusion is fast becoming the
standard of preservation for kidneys in the US. Perfusion
has the potential to increase the use of donated organs and
the number of kidneys considered for transplant, improve
outcomes (better long-term graft survival and a lower rate of
delayed graft function) and reduce medical system costs. 

As aesthetically refined as it is functional, the LifePort
Kidney Transporter is also part of the permanent architec-
ture and design collection at MoMA. n

—Eric Stangarone of IDEO and Organ Recovery Systems

Designed by Andrew Burroughs, Dickon Isaacs, Stacy Benjamin,
Dick Grant, John Grimley, Jerry O’Leary, Anton Schubert, Amy
Schwartz, Paul South and Eric Sugalski of IDEO and John
Brassil of Organ Recovery Systems
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Master Lock Titanium Series Padlock

LOCKING IN SUCCESS 

F or more than five decades, Master Lock’s iconic pad-
lock dominated the market—its image synonymous
with the storage and safety of personal items.

Despite the brand equity of the Master Lock name, when
patents began to expire in the late ’90s offshore manufac-
turers were quick to produce knock-offs, and at a fraction
of the cost, causing Master Lock’s market position to slip. 

Master Lock faced a challenge: reinvent its classic pad-
lock or lose shelf space and consumer loyalty to cheaper,
mass-produced offerings. The company took a step back
and looked deeply at the padlock—and how consumers
viewed it. Choosing to build on the strength of its storied
brand heritage, Master Lock turned to Continuum to identify
unmet consumer needs and opportunities for differentiation.

Much of the consumer research centered on women,
who comprise the bulk of mass-merchant shoppers.
Continuum discovered that women are concerned with
both what the locks are for and who will be using them.
Based on this key insight, Continuum developed a new
lifestyle segmentation strategy for Master Lock’s core prod-
ucts. The packaging design speaks directly to specific
lifestyle segments, such as students and sports enthusiasts,
rather than inanimate objects, such as lockers andguns.
Classic Master Lock brand elements, such as its shot-lock
advertising and padlock architecture, were still valuable
assets and were translated into the new packaging. 

Of equal importance was the complete reinvention of
the padlock itself. The oval architecture and casing of the
new Titanium Series Padlock signals a resurrection, both in
terms of aesthetics and functionality. Its oval shape is more
comfortable to hold and is more difficult to break into. The
rotary shackle with collar also increases security against pry-
ing and provides slide-action locking that completely elimi-
nates the clumsiness of conventional push-close padlocks.

As a result of this new strategy, retailers have not only
retained Master Lock’s original shelf space, they have placed
the padlock elsewhere in the store, such as in the back-to-
school section and the sporting-goods aisle. The trade-up
potential provided by the enhanced design has caused a 40

percent shift in the number of standard-style locks sold in
favor of the new Titanium Padlock. This translated into a 10
percent increase in retail sales over the four years the new
lock was introduced.

John Heppner, president and CEO of Master Lock
LLC, elaborated on the design’s success, “We now under-
stand that a product has to be concurrently innovative in its
total design—in its functional, visual and tactile expression;
each supports the others. They are inseparable. You need
to understand the consumer, the market and the technolo-
gy and translate that knowledge into innovative, high-value
products rapidly.” Ravi Sawhney, IDSA, a 2002 IDEA juror
when the Titanium Padlock won a Gold award, concurred,
“The market enthusiasm for this product affirms that design
can be a meaningful differentiator in most every market.” n

—Dan Buchner, IDSA of Continuum

Designed by Roy Thompson, IDSA, Noelle Dye, Harry West, Maryann Finiw,
Joe Geringer, David Chastain and John Fiegner of Continuum and John
Heppner, Jesse Marcelle and Paul Peot of Master Lock Company LLC
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