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Shifting Playing Fields:
The marketplace for news and opinion is
increasingly international and played
across traditional media lines

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.

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. |
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
| settled on the concept of a flexible scroll, the
form of which | 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.

| wanted to see how a device tailored specifically
for a newspaper might work, as opposed to
abook 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.

|




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.

available power sockets
















Design Strategy for Thule
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This project was carried out as part of a team of three,
in an academic context



A passenger expresses a

preference for warmth
another for cold.

An armrest panel reéponds

allowing each passenger

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?

individual control over
their local environment
independent of others
around them.

L
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ircraft temperature is 1
|dynam1ca11y adjusted e
to reflect aggregate
preference, always
ensuring that everyone i1s
comfortable, whatever their
requirements.

*

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.



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

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
aturnstile 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

Please find the remainder of this essay online at:
www.mayonissen.com/work/intangible/,

together with a list of references

[total length: 1200 words |
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IDEO, London

Commercial Experience

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

LEFT: | 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, | initially
focused on engineering concepts as part of a
team. | subsequently led colour explorations
beyond the blue and pink which currently
dominate the market, and the production of
photo renderings for client presentations.

Helium3 Design, UK




Commercial Experience

In my role as consultant at Radarstation |
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. | 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.
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