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The Guardian: Envisioning the Media, 2015

Understanding why, how, and where people 
read newspapers and engage with newspapers, 
media, and journalism formed the basis of this 
project focussing on the Guardian newspaper. 

Findings from user, brand and market analysis 
conducted by a team of five was presented in 
a booklet format, presented as The Guardian 
Guide to The Guardian. Synthesising data into 
a concise format not only helped communicate 
the findings to a wider audience, but also 
highlighted the value of the research in its own 
right. This then led to the individual product-
focused thinking shown on the next page.

 Shifting Playing Fields:
 The marketplace for news and opinion is

 increasingly international and played
 across traditional media lines 

Alan Rusbridger, Editor in Chief:

 “No editor wants to be like the generation
 of music industry executives who

 woke up one morning to find that the
 iPod had eaten their business.”



The Guardian: Envisioning the Media, 2015

From the research shown on the previous page 
emerged a range of possibilities for future 
products under the Guardian brand umbrella. I 
explored, first in my sketchbook at later with ini-
tially rough but increasingly polished prototypes, 
the idea of different ways of interacting and 
controlling information, news, and opinion 
through a tangible product, through folding, 
scrolling, turning. From these early explorations 
I settled on the concept of a flexible scroll, the 
form of which I then refined and resolved, in 
sketch form and then in Rhino, keeping in mind 
likely technological limitations and necessities.



The Guardian: Envisioning the Media, 2015

The concept, presented as a fully realised and 
believable product, probes how vast quantities 
of news and opinion can be interacted with and 
controlled in a world of changing contexts and 
user needs.

I wanted to see how a device tailored specifically 
for a newspaper might work, as opposed to 
a book reader that also does news - and how 
that might affect not only the physical product, 
but also possible business and service models 
around journalism and news. Moving beyond 
the paradigm of a ‘static rectangular screen 
with an interface’, as exhibited by the Kindle and 
iPhone, this concept uses a flexible e-ink display 
which dynamically displays content based on the 
physical form of the scroll. When rolled up, only 
a quick update of the headlines is shown; when 
fully extended, longer articles are accessed.

Giving readers of 2015 the 
ability to control what they 
read when, whether they are 
after a quick update of the 
headlines or indepth editorial. 

The product uses a �exible 
e-ink display which 
dynamically displays content 
based on the physical form of 
the scroll.

New Thinking. New Guardian.



Tethered Nomads: Mobile Cable Management

Behind the slickly designed facade of consumer 
electronics lies an often unconsidered trail of 
wires. Cable management has long been studied 
and integrated into desks, working environ-
ments, and industrial products. Only recently 
however, has this become an issue in a mobile 
context that brings with it very different needs 
and priorities.

The research phase of the user-centred design 
process consisted of a study of 21st century 
nomadism - characterised by the use of 
technology and changing behaviours of travel 
- and ethnographic user studies and detailed 
product and prototype usage observations. 
Throughout the process, special attention was 
paid to how cables are wrapped and coiled; how 
they are locked in place; and how, when, and 
where they are removed and subsequently used. 

Together, these micro and macro approaches 
to design research informed the design process 
and ultimately, the final product outcome.

 Laptop users huddled around
 available power sockets 
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BRAND PORTFOLIO

Fig 1: The brands that make up the Thule portfolio

The strength of the Thule brand in manufacturing roof racks and boxes has given them the 

�nancial strength them to acquire numerous c ompanies. 

Today the Thule group are the holding comp any for a range brands, with products ranging f rom 

roof systems to horse trailers and snow chai ns to trailers and towbars.

A range of offerings
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B I K E  CA R R I E R S  F O R  R O O F  M O U N T I N G

Professional and stylish carrier for those who 

want to fork-mount their bike .

Easily adjustable snap-on fastener for all types of forks, including thos e with disc brakes. 

Rear quick strap, adjustable for diffe rent wheel sizes. 

Integrated adapter for bikes wi th 20 mm axles. 

With a smart new design in aluminium. 

Quick and easy mounting, no loo se parts.

�P
�P
�P
�P
�P

New!

Thule OutRide 561

Roof racks, boxes: Thule

 
 

 
Brand

The group’s most well known product is 

the Thule roofrack, and it is
 sold under 

the brand “Thule” in all markets where 

the company is active.

Trailers:  Thule

 
    B

renderup (DK)

Trailers for ‘standard cargo’ and for 

speciality uses are sold under the Thule 

and regional speciality brands.

Snowchains: König

In 2004 Thule acquired König, moving 

them into the snowchain market, and 

since expanding into security chains.

Towing: 
Brink

 
 

Valley

Thule market and sell towing solutions 

as Brink in Europe, and under the Valley 

brand in the US.

Pro: Thule Professional

Thule have expanded their core 

products into a professional range, 

catering to the construction industry.

RV Accessories: 
Omnistor

Thule manufacture and sell accessories 

for the caravan market under the 

Omnistor brand across Europe.

Organisation:   C
aselogic

A recent acquisition, Caselogic add 

personal organisation products and 

luggage systems in a move away from 

the automobile sector.
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RISK MANAGEMENT

As previously stated in this report the 

amount of disposable income available 

to Thule’s core market is increasing and 

�gures show an increased amount of 

this gets spent on leisure. 
The bike pannier is the �rst of what 

could become a whole range of bicycle 

accessories for Thule. This market is 

supported by customers of the same 

kind of �nancial position and mindset 

as the current loyal Thule customers - 

in fact there will be a lot of crossover 

with potential customers.

This side-step is not completely un-

known territory, Thule already have a 

good sense of the market through their 

range of bike transportation systems

This move toward bicycle accessories 

is supported by the fact that sales of 

bikes are currently increasing, as can 

be seen in �gure 16.

Raleigh, a long time struggling com-

pany managed to successfully make a 

pro�t last year, which is a positive sign 

given the experience and highly pro�t-

ability of a company such as Thule.

Also Halfords, one of the major outlets 

for both Thule Automotive accessories 

and bikes + accessories recorded an 

increase of 17.5% in the �rst 6 month 

of 2007. Further proof that the market 

potential for a bike pannier system 

could prove a very worthwhile venture, 

especially if it opens doors into the 

wider world of bicycle accessories.

New market: Untested Waters
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Fig 16 

Design Strategy for Thule

Thule is a leader in sports utility transporta-
tion, with a product portfolio of load carriers 
for motor vehicles. Their products range 
from roof-top boxes and roof rails to bike and 
canoe carriers. This means that Thule has 
near total worldwide control over a market 
that, with rising fuel costs and environmental 
concerns over car-based transport, is rapidly 
hitting the brakes. 

Combining design thinking with business 
pragmatism and analysis, we proposed 
stretching the brand away from purely car based 
transportation. Drawing on user personas we 
evaluated the likely success of products such as 
bike panniers, working towards a wider strategy 
of developing a broad portfolio in the sports 
accessory market for use while cycling, skiing, 
and kayaking. 

This project was carried out as part of a team of three.,

in an academic context
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COMPANY FINANCES

Net sales (SEK M)

EBIT operational (SEK M)

Annua l grow th  

1992–2006*Net sales 12.8 %
EBIT operational 14.5 %

*Thule Group excl. Business Area Enclosures 

(divested in year 2000.)
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Finances

Market Data

Thule �nances are in a very healthy 

state and all areas of business are 

delivering pro�t. With a global worth of approximately 

4 billion SEK Thule’s historical market, 

load carriers, is a relatively small one. 

The company’s strong position in this 

area makes it dif�cult to grow further at 

any great pace in the existing business. 

Therefore, in 2003 Thule adopted a 

clear growth strategy to increase value 

for customers and shareholders. The 

strategy is called 3-6-9 and has the 

goal of reaching sales of six billion SEK 

in 2007 and nine billion in 2009, making 

it a one billion Euro company. This will 

be achieved through a mix of organic 

and acquired growth in product seg-

ments that support Thule’s vision. 

Since 2004 Thule has acquired and 

integrated eight small and large com-

panies into the Group in line with this 

strategy. (Thule, 2007)

The healthy state of Thule’s �nances 

will allow for a new product develop-

ment, which, if managed correctly will 

be low-risk to the company overall.

Two factors are paramount to the suc-

cess of Thule’s business; increasing 

disposable income and leisure time in 

which to spend that income (�gures 4 

and 5). People are most likely to spend 

disposable income on leisure, com-

monly holidaying, purchases of vehicle 

accessories are an important compo-

nent for Thule.Thule understand that their current 

business can only grow as fast as the 

sector which they currently dominate. 

An areas of untapped potential is seen 

to be Eastern Europe, where economic 

change is helping the standard of living 

to increase along with expenditure on 

leisure activities. Thule have documented no strategies 

to further develop current markets, 

indeed there would seem little need 

in markets such as UK roofbox where 

their share is 94%. 

(Thule Group, 2006)

“The market outlook for 2007 is 

relatively good. Demand remains 

strong although higher prices for raw 

materials are a challenge to cope with. 

To compensate for the price increases 

we are continuously striving to improve 

ef�ciency in all areas of our operation. 

We are also working hard to strengthen 

our position in Germany and the UK. 

In addition, there is great potential in 

making better use of synergies between 

the various business areas. No other 

player on the market has that inherent 

power in its organization.” - 

Anders Petterson, Thule President and CEO

Disposable income per cap
ita   
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Figure: 4

Figure: 5

Source: Thule 2006 Annual Report
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RETURN ON INVESTMENT

6

7
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B I K E  CA R R I E R S  F O R  R O O F  M O U N T I N G

Professional and stylish carrier for those who 

want to fork-mount their bike.

Easily adjustable snap-on fastener for all types of forks, including those with disc b rakes. 

Rear quick strap, adjustable for different whe el sizes. 

Integrated adapter for bikes with 20 mm  axles. 

With a smart new design in aluminium. 

Quick and easy mounting, no loos e parts.�P
�P
�P
�P
�P

New!

Thule OutRide 561

By analysing the estimated �gures involved in bringing the ne w product proposal to market, we 

can test whether it is likely to be a pro�table addition to the Thule product range.

Return on Investment

In order to establish how viable the proposed  

product will be, a Return on Investment study wa s 

carried out. 

Certain development costs had to b e assumed. 

This included R&D costs which could be seen a s 

unrealistic, but given the low-technology in the 

proposed bike panniers and the fact Thule  operate 

an internal design department it was co nsidered 

this to be reasonable given their contr ol over the 

in-house process based in Poland.

The ROI factor would suggest Panniers to be a 

viable business plan for Thule. After �ve years £1 

Invested would return a £51.21.

R&D justi�cation:

From 2006 Design Week pay survey:

Junior designers = £20,333 pa

Middleweight Product Designer = £28,167 pa

Senior Designer = £34,000 pa

The 10 week design process:

(see gantt chart for details pg. 42) 

2x junior designers

1x mid-weight and 

1x senior who is overseeing multiple projects so 

spending 1/4 of his time on project.

£20,333 / 52 = £391.02 p/w x 10 = £3,910 .20  x 2 

= 7820.40

£28,167 / 52 = 541.67 p/w x 10 = £5416.7 3

£34,000 / 52 = 653.84 p/w x 2.5 = 1634 .64

Designer’s salaries = Total £14,871.77

Sourcing of sample products:

15 sample panniers from the market @ £150ea = 

£2,250.00

+10 bikes for testing @ average £300ea = £3,000

Samples Total  
= £5,250

Add £5k for over-run and extra salaries

+ £10k for in-house prototypi ng 

 = £35k direct R + D

External prototyping is seperate, allow £7,000 - 

simple processes - a bag and metal forming

Misc. Extras = Administrator/receptionist = £20,00 0 

/ 52 = £384.62 p/w for 15 weeks on the job=  

£5,709.23

+ rent for factory divided by other jobs, plus util ities 

and contingency = £1,000 p/w x 25 weeks fu ll R&D 

= £25,000

25 + 5,709 = £31,000

Double this to be safe rather than sorry = £60k

(Managing expectations to directors - better project 

in under budget)

Market Penetration Justi�cation:

To establish the market share that Thule might be 

able to enjoy a series of �gures were pro cessed.

The British Bike Industry is worth £500million

(BikeBiz.com, 2006)

Based on the US market 17.3% of the bike industry 

is accessories.

So, £86.5M accessories Market in UK.

To establish the percentage of the accessory 

market is taken by panniers a crude method of 

breaking down a reseller catalogue was used.

It was considered the reseller would only balance 

catalogue space with product sales.

Low selling - Small area

High selling - Large area

Of a catalogue of 100 pages, 50 were cycle 

accessories, 2 of these pages were dedicated to 

panniers.

This would equal to 5% of accessory catalogue 

space.

Rest of accessory space made up of likes of 

helmets/bottles, which are a cheaper but more 

desirable products.

So to err on the side of caution assume 10% is 

panniers. Making this part of the industry worth 

£4.325M / £100 (Av. cost of a pannier system)

43,250 units of Panniers per year, spread over 5 

main manufacturers.

If in 1st year a 5% Thule market penetration is 

considered (Remember few competitors, but arrive  

later in summer peak)

This would be 2,162 Units in year one.

Development costs

Research & development (R&D)

£35,000

HR costs, administration

Prototyping

£7,000

Original technology R&D

£0

N/A - no original technology

Intellectual property (IP)

£10,000

Global IP coverage (see sales plan)

Certi�cation & testing

£7,000

Life testing, technical �le, CE, etc

Misc

£60,000

Overheads and Contingency

Tooling

£30,000

Total

£149,000

Manufacturing (BoM & assembly) 

£77

Cost of sale

£77

Pro�t 

£77

Actual selling price (ASP)

£230

A basic estimate only

5 year sales estimates
1

2

3

4

5

Total

UK

2162
6500

8650
8650

8650
34612

Europe

0

4000
10000

10000
10000

34000

North America

0

4000
10000

10000
10000

34000

Brazil, Russia, India & China 0

0

0

0

0

0

Rest of World

0

0

0

0

0

0

Total sales

2162
14500

28650
28650

28650
102,612

Sales

£497,260
£3,335,000

£6,589,500
£6,589,500

£6,589,500
£23,600,760

Cumulative sales

£497,260
£3,832,260

£10,421,760
£17,011,260

£23,600,760

Development cost (one off)
£149,000

Pro�t   to date (Cumulative sales x 0.33 - dev cost) 

£15,095.80 £1,115,645.80 £3,290,180.80 £5,464,715.80 £7,639,250.80

Break even point

After approximately two years

ROI factor

51.27
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Cash Cows: units or p roducts with a 

high market share in a slow-growth. 

These generate cash beyond what is 

required to maintaining the business 

or marketing & dist ribution costs. 

Regarded as unexciting, they keep the 

money rolling in and are excellent pro�t 

creators with minimal investment.

Dogs: low market shar e in a mature, 

slow growing marke t. They typically 

break even and have a stable market 

share and may have knock on bene�t s 

for other products in the range, but 

from an accounting  perspective are 

wasted resources as it is not creating 

pro�t
Question Marks: low market share, low 

pro�t, but fast g rowth. These products 

may not be generating cash, but have 

the potential to become  a star and 

eventually a cash cow once the market 

has reached maturity and growth slows. 

If this development does not occur, 

the product inste ad becomes a drag 

to the company and fal l into the dogs 

category. Products in this category 

require careful analysis to determine 

whether the investment worth it.

The Growth/Share matrix created by Bruce Henderson for the BCG in 1970 was de veloped as 

a tool to analyse their current products or business units, with the view to allocate funding and 

resources to those that were more pro�table.

Boston Consulting Group Matrix

BOSTON MATRIX

Stars: are business units or products 

with a high market share in a fast 

growing industry. Sustaining them may 

require large investments, but once the 

market growth slows, t hey may become 

cash cows and valued pro�t centres, or 

shift to the dogs cate gory following a 

brief period of stard om

Most of Thule’s product lines fall into 

the cash cow categ ory. The company 

is making a healthy pro�t and has a 

high market share in all areas in which 

they function, but as the  markets 

are mature, there is little scope for 

growth. To increase pro�t further, they 

must develop new pr oducts, which 

will initially be in the question mark 

segment, and hopefully develop into 

stars and later into cash cows.

Stars

CashCows

Dogs

QuestionMarks
Thule’s Existing
Products

Pannier
System& further 

diversi�cation

Snow- boardbags
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PRODUCT RANGE

The Thule Brand manufactures, markets, and sells a complementary series of product s which 

offer a wide range of logistics solutions, with the car being the centre point of their p roduct 

strategy.

This is a summary of the systems Thule offer. Many are modular and require one or mo re other 

products to be functional on the vehicle.

Meeting every need

Roof Bars

Racks/Baskets

Hard Boxes
Soft Boxes

Skis/Snowboard

Bicycles

Kayaks/Canoes

Rear Door

Towbar

Trailers

Base Unit

Misc (Boxes)

Speciality (eg. Equestrian)

Bicycles

Snowmobiles

Bags

Kayaks/Canoes

Bicycle Carrier

Load Carrier Feet

Fig 2: Diagram showing variety of Thule products
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CUSTOMER ANALYSIS

All people questioned had taken at the 

very least a short break within the UK in 

the last twelve months. This supports 

market data from Mintel which shows 

a three percent increase in this type of 

holiday in the last three years. This is 

good news for Thule, whose business 

is based on short breaks with personal 

vehicles rather than long-haul holidays.

61%
 of those questioned correctly 

associated the brand with car acces-

sories. 22%
 associated the brand with 

cycling and accessories. Of the 82%
 

who could drive and own a vehicle, 

62%
 were cyclists, 18%

 of whom had 

not heard of Thule. This portion of the 

market are prime target for Thule.

Of the questioned, it was the 30.4%
 

who live in urban environments who 

took most short internal breaks. This 

�gure is much lower than the Govern-

ment �gure of 79%
 of the UK who live 

in urban areas. (Focus on People and 

Migration: 2005) Suggesting the market 

for short UK based breaks even bigger. 

This again suggests a strong future for 

Thule in their current market.

Cycling is the most common leisure ac-

tivity (Fig 7) of those questioned, 75%
 

stating it one of their sporting hobbies. 

It is important to take this with an err of 

caution; when asked people will often 

try to appeal to the interviewer, in this 

case those who simply own a bike 

may consider themselves cyclists. By 

contrast the �gure does suggest de-

velopment in cycling to offer the most 

potential for a future development.

Thule are aware that their custom-

ers have strong brand allegiance, this 

may in part be due to a lack of quality 

alternatives in the market, but also to 

a quality product boasting a �ve year 

warranty.The study also revealed that 39%
 of 

those questioned have spent in excess 

of £1000 on their sporting persuits in 

the last twelve months (Fig 8). This is 

positive for Thule, given that the aver-

age UK wage is £23,700 (National Of-

�ce of Statistics) the population are will -

ing to spend a large portion on leisure. 

This tool would suggest a new product 

proposal for Thule to bridge the gaps 

between those who do sport and drive 

but as yet are unaware of the Thule 

brand.

Thule target their products to individuals who use their own vehicles to pursue
 an active 

lifestyle, and enhance their leisure time. Age and sex are of limited importance in targeting a 

potential Thule audience. Questioning the public has enabled a better unde rstanding of Thule 

users.

Thule Customers

44

45

44

45

Name

Thule 
Xtender

Thule 
Deluxe

Thule 
Snowpro

Thule 
Snowpro 

Uplifted

Thule 

Snowliner

Thule

Thule

Thule

739

740

726

727

745

746

747

748

737

738

562

500

501

Max pairs of skis 

or snowboards

6/4

3/2

4/2

6/4

3/2

4/2

3+3/2+2

4/2

4/2

6/4

2/-

4/-

4/-

Loading width (cm)

60

30

40

60

30

40

30+30

40

40

60

Extra large push-button

�P

�P

�P

�P

�P

�P

�P

�P

�P

�P

W
ide rubber 

protectors

�P

�P

�P

�P

�P

�P

�P

�P

�P

�P

Room for 

high bindings

�P

�P

�P

�P

�P

Locks skis 

to carrier

�P

�P

�P

�P

�P

�P

�P

�P

�P

�P
W

Ith acces-

sory 538

W
Ith accessory 538

Locks carrier to load carrier

�P

�P

�P

�P

�P

�P

�P

�P

�P

�P

Fits aero bars¹

�P

�P

�P

�P

W
ith 

adapter 888

W
ith 

adapter 887

�P

Fits square bars

�P

�P

�P

�P

�P

�P

�P

�P

�P

�P

�P

�P

TÜV approved

�P

�P

�P

�P

�P

�P

�P

�P

�P

�P

Miscellaneous

Aluminium. 

Extendable 

for easier 

loading and 

unloading.
Aluminium. Cannot 

be raised when mounted 

on aero bars.

Raised 
30 mm, 

making 
room for 

higher 
bindings.

Mounted 

vertically.

¹ Applies when using Thule’s original carrier. Please consult your Thule dealer before using another manufacturer’s carrier.

Ski Carriers

TECHNICAL INFO
RM

AT IO
N

Features

Room for high bindings

Thule Deluxe is a ski carrier that can be raised up to 25 mm. 

Thule Snowpro Uplifted has a �xed height of 30 mm, for 

transporting skis with higher bindings. Avoids damage to the 

car roof.

Extendable for easier loading and unloading

Thule Xtender 739 with patented slide function that makes it 

easy to load skis without having to stretch over the car roof. Extra wide push button

Opening mechanism that you can manage even 

while wearing thick ski gloves. A detail that is 

featured on most ski carriers.

New!

34

35

34

35

The first thing you notice about the Thule Xpedition is the look. 

Made of aluminium, it has a shape made to harmonise with 

modern car design. Great on the eye and good for the aero -

dynamics. Look a little closer at the Thule Xpedition and you’ll 
notice the unusually wide load-bearing bars, which ensure 

that even a really big tent or the most extensive collection of 

camping equipment will be kept secure. A robust and stable 

carrier basket built for all kinds of challenges.

There are times when you need to carry something that takes 

a bit more space than usual, that is dirty or wet. For this kind of 

load, Thule has developed a range of carrier baskets and 

accessories with capacity for practically anything. And for those who, privately or professionally, need to carry planks, 

ladders, pipes, etc. that normally require a platform or trailer, 

we have some really smart transport solutions. In other words, 

there is hardly anything you can’t transport on your car.

CARR IER  BASKETS  AND  SPECIAL  CARR IERS

Accessories that makes your car roof the perfect place for 

transporting everything from tents to planks.

Thule Xpedition

The best in design with plenty of space for major expeditions.  

A carrier basket for all sorts of challenges.

The Climber.

Lives in the city, gets away to different 

parts of the country each weekend, 

carrying cimbing gear in a roof box.

The Skier.
Drives to the French Alps twice a year 

with a rooftop ski carrier.

The camping family.

A roof box makes getting the tent and 

three children away for a camping 

weekend much easier.

The Biker.
A keen biker, competing each weekend 

the bike is always on the car roof. The Surfer.
The roof bars get the boards down to 

Cornwall every few weeks.

The Engineer.

One of the few non-leisure applications 

of Thule products, add an extra storage 

dimension to the van.

It can often be useful to visually 

represent a user group to better 

understand their needs.

Here, a selection of Thule users have 

been considered and their use patterns 

described. 
The process has highlighted how often 

or little a Thule product may be used. 

In some cases just a handful of times 

each year.
Given the pricepoint of Thule products, 

and their technical detail it would seem 

their market to be those who also buy 

the best, semi-professional sporting 

equipment. Currently both provisions 

are not in the marketplace together. 

Halfords only offering low-end cycles.

Question 7 - Do you have any sporting hobbies?
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A passenger expresses a 
preference for warmth, 
another for cold.

An armrest panel responds, 
allowing each passenger 
individual control over 
their local environment, 
independent of others 
around them.

Aircraft temperature is 
dynamically adjusted 
to reflect aggregate 
preference, always 
ensuring that everyone is 
comfortable, whatever their 
requirements.

User-centred Service Design
for Boeing and British Airways

Temperature affects everybody on board an 
aircraft equally, whether flying first class or 
economy; we share the air we breathe and the 
environmental temperature. And yet, unlike 
most other facets of modern air travel, we 
have no control over it.

Interviews with a range of air travellers - long 
and short haul, first, business, and economy 
- led to the identification of the lack of any 
control over this aspect of the travel experi-
ence as both a regular and repeated irritation, 
albeit one often dismissed as without a 
solution.

Given the constraints of designing for 
air-travel (lack of space and the cost 
of carrying additonal weight), a service 
rather than a physical product seemed a 
more appropriate response to the problem. 
The proposed system combines individual 
control and feedback with an adaptive overall 
environment to ensure that everyone on board 
is as comfortable as possible. Seperating the 
immediate feedback people receive - probably 
the only directly perceived effect of interacting 
with the interface - and the (potential) overall 
change in temperature hides any complexity 
in the system, while ensuring actual and 
longer lasting comfort. The wider change in 
temperature utilises the wisdom of the crowd 
to find an answer to a question which only the 
crowd can know - at what temperature are the 
most people comfortable?

Work carried out in an academic context together with BA and 

Boeing. It was presented to Boeing’s Marketing Director for 

Europe, and the Head of Design, British Airways.



communicate with the external world. Suddenly, 
however, seemingly dumb objects have become 
inexplicably smart. Many physical, mechanical 
products have been superseded by chips the 
size of grains of rice, wireless connections, 
and intangible networks. Interactions with the 
world have become invisible: we speak as if 
into thin air to friends on another continent, we 
swipe a plastic card in the general proximity of 
a turnstile and it lets us through, our computers 
log us onto the right account because we 
have the correct eyes, and our location can be 
pinpointed at any time. By its very nature, the 
concept of pervasive or ubiquitous computing 
stresses the invisibility, but this does not mean 
that it is of no relevance to product designers. 
While the obvious features of this emerging age 
may be intangible, taking the forms of wireless 
networks or instantaneous transactions through 
touch, gestures, or speech, the interfaces 
with this world must, to some extent, remain 
physical - we are physical creatures, living in a 
tangible world, after all.

Advances in communications technologies 
over the last 20 years have allowed greater 
amounts of data to be transferred, irrespective 
of geographical distance. Voice, video, biometric 
information, or the stock levels of an entire 
warehouse can be transferred instantaneously. 
The development of more open code and APIs 
to web services has enabled formerly static 
objects to suddenly adapt to changes in the 
world beyond their immediate environment. By 
externalising the storage of data and, to a lesser 

TANGIBLE/INTANGIBLE:

PRODUCT DESIGN,
WITHOUT THE PRODUCTS

Essay: Tangible/Intangible

This essay shown was published in the Made in Brunel 

directory in June 2008.

Product design used to be straightforwardly 
about objects - the design of physical, self 
contained artefacts. No longer.

Up until the mid-20th Century, products 
communicated their function externally out 
of necessity; where products interacted with 
the world around them, it was a physical 
and visible meeting of two objects. The 
introduction of personal computing in the 80s 
and infiltration of our world by silicon chips 
throughout the 90s, has led to products whose 
external form had little relationship with 
their function becoming more commonplace. 
The question this raises is what happens 
when the entire concept of an external form 
becomes obsolete and how does an industry, 
whose traditional role it is to define that 
form, adapt? How do our skills as industrial 
designers translate when there is no physical 
function for the form to follow - or, indeed, any 
specific need for a form of any kind? For most 
designers, trained in the classical art of form, 
this is a completely new challenge; for those 
of us new to the profession, it blurs the lines 
of our realm beyond recognition.

Where previously mechanical processes and 
analogue electronics were the prime drivers 
of function and the mantra “form follows 
function” made sense, today’s products are 
increasingly based on a digital platform. The 
freedom afforded by the miniaturisation of 
technology has given designers more freedom 
regarding the outward form of a product, but 
also exposed a range of issues that are only 
recently being dealt with, such as the design 
of the interface to a product. Nonetheless, 
so long as processing power, data, and both 
inputs and outputs remained local, “products” 
had a functional purpose beyond being a 
vehicle for brands: to give all the components 
a home, and giving them an output to 

Please find the remainder of this essay online at:

www.mayonissen.com/work/intangible/ ,

together with a list of references

[ total length: 1200 words ]

http://www.mayonissen.com/work/intangible/


Commercial Experience

While an intern at design consultancies in the 
UK and Germany, I was fortunate to contribute 
to consumer product design projects for 
leading international brands such as Toyota, 
Krups, and Sharp, among others.

LEFT: I also carried out ethnographic research 
into the commuting experience during 
a placement at IDEO London, ultimately 
proposing ways in which the commute might 
be transformed into a more pleasant or 
productive part of the day.

BELOW: Modelmaking as part of a project for 
Oneforall. Model used to launch new product 
at the world’s largest consumer electronics 
tradesow, IFA Berlin; product now available in 
stores. Work shown was as part of a team.

BOTTOM: Working on the next generation 
anywayup cup and baby bottle range, I initially 
focused on engineering concepts as part of a 
team. I subsequently led colour explorations 
beyond the blue and pink which currently 
dominate the market,  and the production of 
photo renderings for client presentations.

IDEO, London



Commercial Experience

In my role as consultant at Radarstation I 
had the opportunity to work on research, 
strategy and service design projects for the 
BBC, Egmont International, G/N ReSound 
(Denmark), and Hasbro (UK/USA).

LEFT: We worked with Hasbro to co-develop 
products within a user-centred service 
framework. I facilitated workshops to bring 
insights from research and user-led thinking 
to this traditionally brand-led organisation, 
opening new avenues for exploring the future 
of childhood, family, and play.

BELOW: Helping ReSound, a leader in the 
hearing aid industry, to bring the user into the 
heart of their company culture. Encouraged to 
think beyond technological hurdles, ReSound 
now consider the social stigma surrounding the 
wearing of hearing aids as an equally important 
challenge to overcome.



Thank you for taking the time to consider my work.

My CV can be found at mayonissen.com/cv

Please get in touch if you have any questions or comments.

http://www.mayonissen.com/cv

