QUARTERLY OF THE INDUSTRIAL DESIGNERS SOCIETY OF AMERICA

Design Research
CULTURAL CONTEXT ■ COMMENTARY
CONSUMER ELECTRONICS

■

SPRING 2010

QUARTERLY OF THE INDUSTRIAL DESIGNERS SOCIETY OF AMERICA

SPRING 2010
®

“The power you take is equal to the power you make.”
Scorpion Outdoor Radio designed by Whipsaw for Eton Corp.; www.whipsawinc.com
See page 54 for more consumer electronics showcase submissions.

Publisher
Larry H. Hoffer
Industrial Designers Society
of America (IDSA)
45195 Business Ct., 250
Dulles, VA 20166
P: 703.707.6000
F: 703.787.8501
innovation@idsa.org
www.innovationjournal.org

Executive Editor
Alistair Hamilton, IDSA
Principal, DesignPost
arh@designpost.com
Advisory Council
Gregg Davis, IDSA
Mark Dziersk, FIDSA

Managing Editor
& Designer
Karen Berube
K.Designs
3511 Broadrun Dr.
Fairfax, VA 22033
P: 703.860.4411
k.designs@cox.net
Contributing Editor
Jennifer Evans Yankopolus

Advertising
Beth Harrington
IDSA
45195 Business Ct., 250
Dulles, VA 20166
P: 703.707.6000 x104
F: 703.787.8501
bethh@idsa.org
advertising@idsa.org

®

The quarterly publication of the Industrial Designers Society of America (IDSA), Innovation provides in-depth coverage
of design issues and long-term trends while communicating the value of design to business and society at large.

Advertisers’ Index
c2 Cesaroni Design
c3 Design Concepts
5 Lextant
63 IDSA Awards
1 La France Corp.
8 Prototype Solutions
c4 SolidThinking

DESIGN RESEARCH
22

IDSA PATRONS

Users Take the Lead: Beyond Ethnography
by Marty Gage, IDSA, Guest Editor

24

Beyond Observation: Leveraging User Expertise Through
Participatory Design by Mariah Levitt and Scott Richards

29

Turning Data Into Insight: Seeing the Future Through
Insight Translation by Chris Rockwell, IDSA and Spencer Murrell, IDSA

35

ModeMapping: Bridging the Communication Gap Between
Researchers & Designers by Ron Pierce

40

Testing: A Formative Component of Design Thinking
by Sudhir Bhatia

44

A Pattern Perspective: Making the Qualitative Quantitative
by Laura Seargeant Richardson and Erin M. Sanders

50

The Magic of Mining the Gaps: Unearthing Opportunities
and Creating Designs That Connect by Barbara Mackintosh
Q&A
28 Procter & Gamble
33 Sony
34 GE Healthcare
39 Diebold
49 Hewlett-Packard

FEATURES
14

Auto Visions: 2009 LA Auto Show

16

Strategically Lean: Getting the Most Out of Your IP Budget
in Today’s Economy by Marshall J. Brown, Affiliate IDSA

19

by Joan Gregor

Resourceful Beauty: Cross-Cultural Design Inspiration
by Tony T. Kawanari, IDSA

IN EVERY ISSUE
4
6
7
9
13
54
64

From the Executive Editor by Alistair Hamilton, IDSA
Letters
Commentary by Tom Devlin, IDSA
A Look Back by Carroll Gantz, FIDSA
Book Review by Mark Dziersk, FIDSA
Open Call: Consumer Electronics
This Is a Design Challenge by Budd Steinhilber, FIDSA

Altitude, Boston
Black & Decker, Towson, MD
Cesaroni Design Associates Inc.,
Glenview, IL
Continuum, Boston; Milan; Seoul,
South Korea
Crown, New Bremen, OH
Dell Computer Corp., Round
Rock, TX
Design Concepts, Madison, WI
Design Science, Philadelphia
Eastman Chemical Co.,
Kingsport, TN
Hewlett-Packard, Palo Alto, CA;
Houston, TX; Cupertino, CA;
Boise, ID; Vancouver, WA;
San Diego, CA
IDEO, Palo Alto, CA; San Francisco;
Chicago; Boston; London
IDI/Innovation & Development
Inc., Edgewater, NJ
Jerome Caruso Design Inc.,
Lake Forest, IL
Lunar Design Inc., San Francisco;
Palo Alto, CA
Metaphase Design Group,
St. Louis, MO
Microsoft Corp., Redmond, WA
Nokia Design, London; Helsinki;
Calabasas, CA; Beijing
Procter & Gamble, Cincinnati, OH
Smart Design, New York,
San Francisco, Barcelona
Teague, Seattle, WA
Tupperware Corp., Orlando, FL,
and worldwide
Whirlpool Corp., Benton Harbor, MI
ZIBA Design, Inc., Portland, OR;
San Francisco
Bold companies are Charter Patrons.

For more information about
becoming a Patron and supporting
IDSA’s communication and
education outreach, please
contact Beth Harrington at
703.707.6000 x104.

*

QUARTERLY OF THE INDUSTRIAL DESIGNERS SOCIETY OF AMERICA

Design Research
CULTURAL CONTEXT n COMMENTARY
CONSUMER ELECTRONICS

n

SPRING 2010

Cover photo: © Peter Essick / Aurora Photos. See page 7.
Innovation is the quarterly journal of the Industrial Designers Society of America (IDSA), the
professional organization serving the needs of US industrial designers. Reproduction in
whole or in part—in any form—without the written permission of the publisher is prohibited.
The opinions expressed in the bylined articles are those of the writers and not necessarily those of IDSA. IDSA reserves the right to decline any advertisement that is contrary
to the mission, goals and guiding principles of the Society. The appearance of an ad does
not constitute an endorsement by IDSA. All design and photo credits are listed as provided by the submitter. Innovation is printed on recycled paper with soy-based inks. The use
of IDSA and FIDSA after a name is a registered collective membership mark.
Innovation (ISSN No. 0731-2334 and USPS No. 0016-067) is published quarterly by the
Industrial Designers Society of America (IDSA)/Innovation, 45195 Business Ct., Suite 250,
Dulles, VA 20166. Periodical postage at Sterling, VA 20164 and at additional mailing offices.
POSTMASTER: Send address changes to IDSA/Innovation, 45195 Business Ct., Suite 250,
Dulles, VA 20166, USA.
©2010 Industrial Designers Society of America. Vol. 29, No. 1, 20010; Library of
Congress Catalog No. 82-640971; ISSN No. 0731-2334; USPS 0016-067.

Annual Subscriptions
General

Student

$60
$75
$110

$40
$50
$65

Single Copies (Fall/Yearbook)
Within the US
$25
Canada & Mexico
$25
International
$35

$20
$20
$35

Within the US
Canada & Mexico
International

Single Copies (Spring, Summer, Winter)
Within the US
$17
$12
Canada & Mexico
$17
$12
International
$28
$22
For subscriptions, call 703.707.6000.
Back issues and bulk orders available upon request.

By Chris Rockwell, IDSA and Spencer Murrell, IDSA
Chris@lextant.com ■ smurrell@lextant.com
Chris Rockwell founded Lextant in 2000. He has spent his career putting user experience
at the center of innovation. ■ Spencer Murrell is the VP of insight translation at Lextant.
Prior to Lextant he spent three decades in product development consulting roles.

Seeing the Future Through Insight Translation

TURNING DATA
INTO INSIGHT

D

esign research has grown as a discipline over the years—integrating the fields of design, psychology, anthropology, human factors, market research and consumer behavior along the way—
in order to understand human experiences and desires. The goal of design research has always

been to inform and inspire design thinking and decision making. Unfortunately, engineers, marketers and sometimes even designers can have a difficult time knowing how to act on research findings. Design research should
help us understand how desires, features and benefits can be triggered through design. It should clearly define
both the design problem or opportunity and how to focus creativity into effective design outcomes.
The insight translation research
process uses discovery, analysis and
synthesis to turn data into insight. While
useful, this insight alone doesn’t help us
see the future. Insight translation spans
the gap between research and
design—using creative expression to
demonstrate how research findings
can impact future design efforts.

Left: Multisensory stimuli provide
measurable data.
Below: Stimuli can be translated into design
attributes.

Problem Seeking and Problem Solving
While insight translators are designers, they do not provide
design solutions. Rather, they use creative skills and design
knowledge to illustrate the problem to be solved. By aligning on the right problem, teams can communicate more
effectively and innovate more freely. Teams can also use
the translation framework to evaluate how well concepts
deliver on the desired customer experience. This
approach improves time to market and results in better customer experiences.

I N N O V AT I O N S P R I N G 2 0 1 0

29

Storyboards describe an ideal experience.

Describing the future experience and how it can be
achieved through design can take many forms. Translation
can be as simple as a well-crafted problem statement or as
involved as an ideal product model that describes, in detail,
the key attributes that deliver a desired experience. But, in
each case, it must adhere to four key principles to ensure
its quality and effectiveness—insight translation must be
meaningful, aspirational, actionable and inspirational.
Meaningful. To deliver a true translation of research
insights, there must be a clear connection to the data.
Multisensory participatory techniques, because of the rich
stimulus set, allow a more direct translation of consumer
meaning to product form. Not only do these multisensory
techniques enable consumers to express themselves efficiently about design issues, they also give the translation
team visual examples of design attributes. The images on
page 29 show how a multisensory stimulus set can provide
measurable data that translates directly to design attributes.
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Aspirational. Each translation effort should tell a story
of the future. This is, in essence, the customers’ ideal experience and the qualities of the designed systems that deliver
it. These can be crafted as narratives, storyboards and illustrations that include a future product. In each case the product, interaction or technology is expressed in terms of its
benefits and how it enhances the future experience of the
user. The example above illustrates a future concept for a
communication tool that seamlessly integrates smart phone
and laptop functionalities into a single product. The product
illustration and storyboard treat the product as generic but
manage to translate the customers’ expectations for features, benefits and design attributes.
Actionable. Insight translation should provide concrete
descriptions of the sensory attributes that trigger emotions
and the desired experience. Visual descriptions can be
effective, but often tactile qualities, smell, sound and
taste are used to provide the most complete metaphors

A future story integrates emotions, benefits, features and design
attributes into actionable criteria.

to describe a future experience.
The illustration above shows a translation for a shampoo product. It illustrates the consumers’ expectations
for smell, texture, packaging and
interaction behaviors that deliver on
the ideal experience.
Inspirational. It is important that
translation communicate to design
teams in a way that provides creative
freedom and focuses them on the
needs and expectations of the consumer. Translation must be descriptive (describes the experience) rather
than prescriptive (defines the design).
The images on the right show translations of a program to understand
consumer perceptions of cell phone
carriers. Specifically, we communicated the personality of the brand
(top, right) and the potential design
cues for the products that would meet consumer expectations (bottom, right). As you can see, the translations of our
findings, while descriptive, are still broad enough to allow a
wide range of design exploration.

Metaphors used to describe brand personality.

Design attributes of cell phones that match brand personality.
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Left: An ideal product model diagrams the key benefit areas.
Below: Benefit areas are built out with detailed descriptions of
features and design attributes.

Translation Workshops
Insight translation should be an
explicit step in the research and
design process. The process works
best when collaborating with the
design team. It allows them to apply
their knowledge of their business and
capabilities and helps them to focus
and prioritize future design efforts.
Translation workshops are becoming
our preferred way of ensuring that we
match our clients’ capabilities with our
knowledge of the customers’ expectations. These activities require a significant commitment of resources and
time but can be incredibly valuable—
sometimes transforming from next
year’s design initiative into a strategic
planning session. The three key
ingredients for a translation workshop are the right stimulus or tool
set, the right mix of people and a
shared passion to deliver customers
their ideal experience.
The illustrations on this page show examples of rich
stimuli for a translation workshop. The top diagram represents an ideal product model. It describes the key product
attributes that deliver the consumers’ ideal experience. The
segments of the model (key attributes) are described in detail
at the right—that are actionable, meaningful, aspirational
and inspirational. The model can be deconstructed by segment and used for breakout sessions where subteams
explore ways to deliver different parts of the ideal.
Team formation for workshops should represent various stakeholder groups in the organization in addition to
outside partners crucial to implementation. This helps cre-
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ate alignment within the team as to the problem to be
solved and the criteria for success and allows each contributor to focus and deliver a consistent, cohesive customer experience.
Insight translation is the obvious next step in the evolution of design research. It fills the gap between research and
design by creating memorable (sticky) presentations of
research insights that go on to become institutional knowledge. Done correctly, it will provide organizational alignment
around the correct problem to be solved and a framework
for focusing creative resources to determine how to deliver
the ideal experience. ■

