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Abstract. Many parts of the world now swim in a sea of compbeoducts that

do not necessarily improve the overall quality of dves. From cell phones to
baby strollers, we have overloaded our designedra@mment with hyper-

functional products that often leave us searchorgsimpler, straighter forward
product offerings. In a product landscape that moiten than not equates
complexity with sophistication; our ever-increadingomplex modern society
has allowed faux conveniences to outweigh the tdegrealness of our
experiences. The look and feel of products hasnoftecome complex and
complicated — and this is often highlighted as sitpe@ thing. We are less likely
to encounter simple, intuitive, and usable prodgetared toward the individual.
To avoid this trap, one would need to apply afitteat would govern the intake
of certain products to only those that are seesdding true value to our lives. It
is necessary to appeal to people’s emotions, ang caltural richness and
authenticity back to the forefront while embracithgg power of cur-rent and
future technologies. Design has tremendous powertlaa versatility necessary
to bring about this positive change.
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1 Introduction: In Over Our Heads

We are in over our heads, it shows in many waysaratdghe world. On a global
scale we have simply over-extended ourselves. Quemwt global economic
crisis has sent banks, major industries, and comevenyday people reeling
with uncertainty and instability. It has also bemmfirmed (again) that our
activity on this planet has had negative and lgsitinpact. We are at another
crossroads, and as a global community, as coun@gesndividuals we have
begun the process of reassessing our prioritiesvahaes to positively impact
the way that we live and our future outlook.

As members of the global community, we humans rfingt ways to sustain
life, provide shelter for ourselves, and attemptraintain a certain quality of
our everyday lives. One of the ways in which werafit to accomplish this is
through the adoption of various consumer produdtsvever, when we have
accumulated the basic staple items that suppoflives and which bring us
pleasure in doing so, many of us keep searchingnfre. Microwave dinners
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with even more variety and great taste, topicattnents that keep the cat from
getting fleas for a longer period of time, cametes allow one to capture even
more beautiful images and save them for later, mabiles and motorcycles

that move one around faster and faster, computatshielp us do work more
efficiently, much of the world is supersaturatedhwihe myriad products that
we feel we must have. As we tread water in thisagaoducts, it is becoming

painfully obvious that these products purport taf do not always actually

improve the quality of our lives. From cell phortesbaby strollers, we have
overloaded our environment with hyper-functionabdgarcts that promise the
world, and suggest that only through their use @aa rise to a higher level of
being, better oneself (and with greater ease andertence to boot). Because,
it seems that most everyone is looking for an eafister, smoother way to do
and get everything that they desire. As a resulthis we can easily find

ourselves living in a very visually noisy, physigatluttered environment that

is packed with the next wonder product, one huntireds over.

Layer upon layer of complexity turns up in produictsan attempt to exhibit a
tremendous sense of value in an otherwise ordiobjgrct, and far too often is
complexity equated with sophistication. Often times are left wondering,

“why can't | just have a plain old cell phone, with a camera, without an mp3
player, without an electric shaver built in?”

In our ever-increasingly complex modern societyg tbonveniences are
beginning to outweigh the tangible realness of praduct experiences. The
look of things has become complex and complicatmol] this is often

highlighted as a positive thing. We are less likelyncounter simple, intuitive,
and useful products geared toward the individuahictv celebrate the

experience those products facilitate. As we loffknbo the sea of products, we
can see waves of the same that seem as thougwiheydlessly arrive at our

shores. We really must ask ourselves the questienwe any happier now than
we were before we had all this stuff?

Where does this stuff even come from, and wheres dago? When Americans
shop the aisles of big box stores, most of us ateven remotely aware of the
true cost of the hundreds, thousands of items erslielf. We are very aware of
the immediate cost to us, but when it comes tartigact on the environment,
materials usage, transportation costs, and labatittons and wages, we are for
the most part at a loss.

By now we are all well aware that we are in deephife with Mother Nature.
Engaging in non-renewable practices for far too glorand pumping
irresponsible products into the world has addetthéobleakness of the future of
generations to come. Our future generations wi#li have no alternative but
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to adapt to a new climate filled with floods anchgeally more extreme weather
and all of the complications that this will bring/hile the mass production of
earth-unfriendly products is only one small partted problem, it is definitely
part of the problem.

It is clear that the way that we will soon be fatde consume will dictate the
way that we should now design. All of this begs dluestion, at what point will

the broader view of the true cost of a product makmto the radar screen of
the average consumer? What will it take to make@rsemer choose a more
responsible, healthier product that was easierhenenvironment to produce,
was fair to all who had a hand in its creation, aich provides a high degree
of intuitive usefulness in a meaningfully simpleyand is very valuable to its
owner?

The answer to this question is rooted in understgnidow we define value and
what dictates our value systems that carry us tir@mur days.

2 Discussion and Analysis: Value and Our Values

Value is a very complex concept. It is what marketgtempt to interpret and
communicate to would-be consumers; it is the séhaedesigners attempt to
imbue in products. It is the factor that many consts are not entirely aware
of, and which directs much of their consumptiveitealihe value that a person
draws from a product is connected to the broadesesef the values by which
that person lives their life. Value is lifestyléwdm, addressing the qualities of a
product that make it useful, usable, and desird#eple purchase products that
enrich their experiences based on what is impot@ithem,i.e., their values.
The product must support that value base, and thee rthe product does
support that base, the higher its perceived valjelf we were to associate
product categories with the respective levels ofallam Maslow’s Hierarchy
of Needs, we would see that products are much cioerected with our
emotional wellbeing (see Figure 1). These things We employ at our various
activities allow us to sustain a healthy happy, liézl safe, connect with others,
feel good about ourselves, and contribute to atgremod.

We are guided through our everyday lives by a e drivers. Whether one
is guided by religion, culture, a personal set xpegiences that have carved
their perspective and which thereby influence tldeicision making, all of the
above, or perhaps by no real system at all, freedRegardless of what it is that
grounds one’s decision making, the majority ofpsbple make decisions that
will ultimately result in favorable as opposed tmfavorable results for
themselves and their loved ones. We base our dasisin what we can imagine
will result in a positive outcome. But the commatyainore or less stops there,
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as value systems are a highly subjective and paksmnstruct that become
more and more specialized and specific as theZzeoms in on the individual
person.

Self-actualization Needs

“green” products

One for One
products

Esteem Needs

clothing
makeup

Belonging Needs

cell phone
computer

Security Needs

baby stroller
Suv

Physiological Needs

food products
bedding

Figurel Product-Needs Association Diagram (adapted from |dwas
Hierarchy of Needs).

Everyone belongs to a tribe of other similar peaplh some level of common
experiences and outlooks. At the macro level tloigldc mean a person who
belongs to the human race, at the micro level agrewho is a member of a
specific family living in a certain part of a nelgtrhood. One’s culture plays a
major role in determining how one employs perceptiod cognition to guide
them through their daily life. The foundation opearson’s particular cognitive
or perceptual style is based largely in socio-caltand environmental factors
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that influence the course of their psychologic#ledentiation [2]. The rules of
their society, the particulars of intrapersonal owmication, the physical make
up of their environment, as well as many otheraldds comprise the basis for
the way that they see the world and make decisions.

These certain beliefs or rules, comprise a perssystem of values. This is the
hat that we put on when we wake up in the mornivitgen we interact with our

family, when we enter public space, when we comsihel select products to
adopt at the store.

In the point of purchase environment, the behagfaronsumers can turn on a
dime, as the respective messages that products dieszonsumers seek to find a
“way in” to make a connection with them and estblapproval. The complex
interplay of emotion and reason in the mind of¢besumer establishes notions
such as perceived risk and intent to purchaseTf3se notions greatly affect a
consumer’s judgment in that first moment of truttd &an ultimately decide if
the product has found a new home or if it will steya store shelf.

2.1 TheFilter

One example of the way that culture can affect bae/s values come into play
when adopting products is the Amish community. 8gracross 27 American
states live some 225,000 members of the Amish camtygnuThe Amish
originated in Switzerland in the 1500s, and arerattarized by their black
horse-drawn carriages and traditional clothing. Thmish have a unique
relationship with technology and the products teatbody it. Many people
think that the Amish reject any type of technologyatsoever. However, they
are very particular in the variety and the extenthich they use technology.
The Amish do not consider technology evil in itselit they believe that
technology, if left untamed, will undermine wortlsaditions and accelerate
assimilation into the surrounding society, ultinhatehanging the foundation of
their daily lives and social structure. Dependimgpm the particular family, or
clan, different machines and products are permitbele used. This filter that
the Amish community uses to regulate its use ofitetogy is a unique and
effective societal construct.

Everyone has a filter of sorts that governs thdsegs that they deem
acceptable, valuable, useful, or perhaps inappatgpriRecently there seem to be
some larger trends at work that are affecting pesplilters regardless of
nationality and culture.



16 Peter Chamberlain

Some recent trends affecting perceived productevalu

1. aturn back to traditional quality crafted produstsich are often intuitively
visually understandable (products that revere thiedbrafted methods of
the past and which are non-taxing on our senses)

2. a yearning for simpler products that seamlesslypatip experience
(“transparent” physical and graphical user intezfatchat appeal to our
precognitive processes and that just work)

3. an increased sense of holistic value in the predubgt we adopt
(considerations about not just the price and coievee of products, but
issues such as sustainability and responsible [ataatices)

4. a craving for a genuine “realness” that producteehargely been void of
for years (the necessity to appeal to people’s iem®t carry tradition and
authenticity back to the forefront while embracthg power of current and
future technologies)

22 Keeplt Smple

It seems a natural urge to try and get every litilag possible into a product
and its packaging. Often times there is so muclkezhinto new products that
any real message vying to be communicated is toghé forest that is the
complexity of the product. This can occur with graphical user interface of an
electronic product or in the packaging of a consulméood item. Many young
Industrial Design students are convinced that tleeenfunctionality, the more
versatility, the more obvious features that a pobds perceived to have, will
add value for its user. Nine times out of ten,résilting products are those that
achieve many things poorly, and none of them veellyorse yet are not usable
at all.

r=leslesler

<&

Figure2 Can of Generic Beer.
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While it may appear that what is being suggested iea simplification that
strips away all brand identity and greatly limite tcommunicative ability of a
product, this is not so. There are a number of gasnin products across
various categories that have quite simply and eltjggommunicated volumes
about the product and have provided seamless aidyhiisable user/product
interaction. When all of the superfluous featurgsnecessary functional, and
graphical elements are taken away, one isn't nadbssleft with a
characterless, generic product such as a generiofcheer (Figure 2). Just as
silence is a meaningful and beautiful componentmaisic, simplicity has a
place in products.

In the marketplace we are faced with way too mahgices, and we are
overloaded with visual information that reduces likelihood that we will be
able to find what we are searching for. In our heme are tormented by the
regenerating volumes of objects that are pilingalpof the objects that at one
point we were convinced that we couldn't live withdout which now seem to
have become burdensome.

2.3 Embrace the Sour ce

At a point in history when the world shows intergsbecoming more united,
and when we are faced with truly global issues thatmust address as one
large community, we must embrace the cultural ataraof new products.
What if Chinese products were appreciated worldvwidearily because of the
certain sensibility that they brought, a uniqguenafsform and sensitivity that
was based in that particular culture, rather thish playing the role of the least
expensive alternative in a western big box storethe case of China, this
certainly seems like what is coming down the pikbere is, however, the
worry that in all of the haste in ramping up toefie design and become a
global center for hot products, that the richnesthis culture may be lost to
some degree. It's easy for westerners to havevibis, as we hear and read
stories about China’s interest in automobiles mglthat of bicycles - the
magnitude of bicycle use is one of the many thisdgsut Chinese contemporary
culture that always interests us. There is nodeabt that China will become a
design force with which to be reckoned, but whatwlother countries? Will
other countries ever get a chance to show theofeste world what they've
got?

What do the sensibilities and character attribwdes country look like as
manifest in a product? Understanding the meanirgyidl underlying value that
one’s culture has to offer the world of product iges and offering
contributions based in that value needs to happere mften. It's time to
celebrate differences.
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Rather than a brazen stereotype, the below imagguré 3) of a t-shirt

imprinted with a common statement about the spegjfialities of different

peoples of the world, suggests that there are inegtaalities associated with
nationality that could preclude one to marked ssscihat would the product
version of this t-shirt read if an inclusive enviroent that highlighted cultural
richness in design were fostered? - it could becquiie verbose.

International design and manufacturing networks #mploy local artisans to
mass produce products rooted in traditional crafich are simple, are
considerate of the holistic value of the produatg] which appeal to people all
over the world are one way to further such anatiite

In Heaven:
cooks are French,
policemen are English,
mechanics are German,
lovers are Italian,

and bankers are Swiss.

R

Figure3 “In Heaven” T-shirt.

3 Results: The Role of Design

Designers by nature are interdisciplinary problenivers who vehemently

pursue solutions to many of the harder to solveblpros in our lives. Since

understanding disciplines such as Engineering, &o8iciences such as
Anthropology, and Business is second nature tggydess, they are able to build
meaningful bridges between these otherwise dispdiedtls. Corporations have
only just begun to fully embrace the power of destgut they have begun to do
so with considerable enthusiasm.
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Proctor and Gamble CEO A.G. Lafley, who learnedualtioe power of Design
to positively affect people’s lives through the idesof outstanding products
and everyday experiences while in Japan, has eetdhrdesign as a powerful
and important resource. He states, “Good Desigimeisatalyst for creating total
experiences that transcend functional benefitsealamd delight consumers”.
The particular type of abductive thinking that desschools employ ensures
that the new, young designers graduate with a fiahh@oking vision of what
might be possible [4]. As design is seen as one wayltimately create
happiness with consumers by providing them theityuekperiences that they
desire, the global business community is embradiras a means to enable
them to become more robust. Educational institgticen play a leading role in
bringing about positive future change. As new wawegraduates leave the
halls of a Design School, they will be the ones vitftuence the corporate
design departments and consultancies, or begindkei burgeoning practices.
They will be the ones who breath the next new breato the endeavor of
developing new products that provide appropriate aptimal value to users,
through sustainable means, while celebrating ailtichness and simplicity.

4 Conclusions

At a time when so much is being reassessed beadube global economic
crisis, design and industry should be poised ferall to duty. It is quite clear
that we are on the cusp of real change. Trendsngblification, traditional
quality craft, a sense of holistic value, and pneseof genuine realness are all
being increasingly sought in the makeup of produatiditionally, embracing
the cultural character of products will add valued aauthenticity to the
experience of interacting with those products. éfllthis change has broad
implications, as imbuing products with thesaw values could change the face
of the global consumption model. By harnessingski# of the craftsman and
applying future technology appropriately in meafithgand useful ways, the
economies of developed nations could be pulled bigckom economic crises,
and developing countries could be given a leg ughair road to increased
strength and independence. More people would Hevevonderful opportunity
to adopt meaningful products that are intuitiveefus and are of worthy
cherishing.
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