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och 4ndéa behélla traditionella
produktionsmetoder. I detta nummer av
Designjournalen publiceras ett fital av
dem som presenterades vid EAD-
konferensen. De representerar fyra olika
kritiska omraden dir design kan ha eller
har en roll. Dessa ar konsumtion, krimi-
nalitet, stress och miljo.

Bill Stewart, forskare vid Sheffield Hal-
lam University, presenterade ett paper om
det sammanhang i vilket forpackningsde-
sign finns idag, den allt storre konsumtio-
nen av fardiglagad mat och dess
konsekvenser som niringsfattigare mat
och simre matkunskaper ger. I sitt paper
visar han pa de utmaningar som
designerna i den har branschen stdr infor
och formulerar nagra av de fragor som
kan vara en utmaning f6ér designern. Detta
ar samtidigt inte ndgot som en enskild de-
signer eller ett foretag kan driva utan det
ar villkor som beror yrkeskarens forhall-
ningssatt och utévande. Om det dr nagon
yrkesgrupp som i sitt samarbete med
marknadssidan skulle kunna utéva ett in-
flytande sa har designerna dnda ett ansvar
att utmana vedertagen praxis.

Design eller designers kan inte 6sa virl-
dens alla problem. Men pa samma sitt
som design kan bidra till battre produkter
och 6kad vinst for foretagen kan design
ocksé bidra till battre produkter i olika
sociala sammanhang. Ett sddant samman-
hang som blir allt mer problematiskt 4r
den 6kade kriminaliteten. Design kommer
inte att pdverka den socialt betingade kri-
minaliteten, men kan mojligen bidra till
att reducera den situationsbundna, d.v.s.
den kriminalitet som sker darfor att det
betraktas som litt och lockande att gora.
Denna aspekt har man tagit fasta pa i
Storbritannien och regeringen har initierat
ett projekt om hur design kan foérhindra
brott - Design Against Crime. Den
forskningsmissiga delen drivs av ett team
fran Sheffield Hallam University och
University of Salford. Inom projektet har
man tagit fram ett antal fallstudier som
visar pi designens roll och bidrag till att
reducera kriminalitet, i butiker, i parker,
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pa pubar, etc. Dessa fallstudier anviands
bland annat i designundervisningen, men
man anordnar ocksd konferenser for olika
intressenter. Ett dilemma som lyfts fram i
det paper som presenteras hir ir den s
kallade Davyprincipen, d.v.s. att man
designar nagot som ger en illusorisk
siakerhet: sinker rddslan for brott och
okar istéllet exponeringen.

Sara Ilstedt Hjelm, doktorand vid Inter-
aktiva Institutet/CID, KTH, har studerat i
vilken utstriackning tekniska produkter
och andra artefakter stressar manniskor.
Det ar vil knappast forvinande att vi blir
stressade av den mingd av tekniska prylar
som vi idag kdnner att vi méste ha men
inte alltid behidrskar och kanske mer ger
en inbillad 4n verklig effektivitet. Sara
bidrar med en kategorisering av hur stress
i relation till artefakter upplevs utifran ett
sociologiskt perspektiv. Framforallt bidrar
Sara med att konkretisera aspekter av den
breda definitionen av estetik och darmed
bidra till att ocksa definiera design-
begreppet.

Den sista artikeln av Ian Grout, lektor i
produktdesign vid The Glasgow School of
Art, och Ingrid Kajzer, doktorand i mark-
nadsféring vid Strathclyde University i
Glasgow, fokuserar pa miljofrdgan och
dven om den hir debatten har pagérr
lange 4r den tyvirr fortfarande hogaktu-
ell. Vi kommer inte undan att miljon star
infor allt storre hot. Grout och Kajzer
menar att produktdesigner har bara borjat
forstd implikationerna av att integrera ut-
héllighet i sin designverksamhet, men att
man fortfarande fornekar den vidare
globala ekologiska krisen. Deras paper ger
inte heller alla svaren men ar ett bidrag i
den utveckling som dr nédvindig. Om vi
vill férandra virlden till nigot battre.

Sammanfattningsvis kan man konstate-
ra att alla forfattarna pekar pd den breda
roll, de ménga frdgor och utmaningar som
designer i det industriella sammanhanget
maste - eller bor - ta stdllning till i sitt
arbete. Grout och Kajzer avslutar sin
artikel med ett limpligt Gandhicitat: "We
have to be the change we want to see”.
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platform for examining consumer
behaviour and lifestyle trends.

The significance of a study conducted
solely within the UK should not be lost on
those from other countries. What is
happening here in the UK may already be
finding resonance within other countries.
If not today, it may be tomorrow, for
better or for worse.

The UK consumer

Within the EU, the UK remains the most
isolated state, geographically separate
from mainland Europe. It is also the
European State which maintains closest
links with the USA. Sharing a common
language has enabled the process of
importing cultural values from other
countries and, in particular from the USA.
It is, perhaps, partly for this reason that
the UK has pursued a US style in its
patterns of consumption and been less
influenced by its European partners.

Past colonial imperialism has resulted in
a long established cultural diversity
amongst UK citizens, significant here, in
the context of food and eating habits dis-
cussed later in this paper.

Within the last twenty years, socio-
economic changes within the UK have
profoundly altered the fabric of society
and, with it, the lifestyles of its citizens.
During this period, the UK has largely
moved from a production-based economy
to one based on services. Traditional, rigid
structures have been replaced by a flexible
forum wherein, for example, the stereoty-
pes of age, gender and social class are be-
coming increasingly blurred. As late as in
the 1980's, it was the barriers of class,
education, religion, political allegiance
and issues of gender which helped create
an identifiable diversity amongst the
populous.

In today's post-production Britain,
lifestyles are very different. People have
become less involved with traditional
barriers, moving towards a more egalita-
rian society, a mass market of individuals
where our differences are less apparent.
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Demographics become less relevant while
the distribution of wealth and choice of
lifestyle become of greater significance.
While the demise of a class-ridden society
is welcomed by the majority, it has intro-
duced new anxieties.

We can no longer expect a career
spanning our working life. Contracts have
become the norm, changing our attitude
to work, sometimes from a vocational cal-
ling to simply a job and introducing
uncertainties. Trust in authority has been
eroded and we have become openly scep-
tical of political motives, businesses and
financial institutions. Our personal rela-
tionships have changed with families
becoming dispersed, an increasing number
of single parents and people living on
their own. These and other changes have
played a fundamental part in
transforming the way we live in the UK.

Curiously perhaps, while people are
keen to maintain their own identity there
is also a human need to belong to a tribe
or community. With the erosion of tradi-
tional communities, the church, political
affiliations, amongst others, new groups
are forming to fulfil the social need for
tribal behaviour. These span the
demographical divide in all respects. Ex-
amples include, health clubs, chat lines,
environmental groups and participation in
Non-Government Organisations Charac-
teristically, these new groups are inclusive
in terms of age, gender and ethnicity while
personal wealth may be disparate.

Marketing to the UK consumer
Such plurality in society, however, requires
a rethink of the way market sectors are
defined and the relationship between
market, design and consumerism. It is in-
creasingly difficult to segment markets in
a meaningful way and to identify
customers or potential customers with
shared demographic characteristics,
values or needs. The traditional methods
of market research to target consumers
who share attributes are now less effective
than previously the case simply because
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older males who find themselves on their
OWn.

If the marketing strategies discussed
above were to be applied we may antici-
pate that the single male market sector
would be addressed. Not so; at least, not
yet. A typical edge-of-town branch of
Tesco (Abbeydale Road, Sheffield, in this
instance) stocks 131 different product
offerings in this category, excluding fabric
conditioners. This already is an extraordi-
nary and confusing proposition, making
choice more difficult and not easier. The
choice includes a combination of pack
size, brand, powder, liquid, concentrate,
sachet, tablet, bio, non-bio, colour,
aroma, performance, handwash, twin
wash, automatic wash, fabric type, dosing
balls, nets and original soap flakes. The
shopper is presented with a vast array of
packaging but with no guidance. We may
speculate whether or not a simple solution
for men would be successful or not but, if
adopted it would become yet another ad-
dition to the range. Following the same
principle for other niche markets further
extends the number of products displayed.
One might assume that others would have
to be withdrawn but, as we shall see later
in this paper, that is seldom the case.

Similar product extensions exist in other
categories, particularly in cereals, ready
meals and coffee. With an edge of town
supermarket already offering between
30,000 and 45,000 stock-keeping units,
we may anticipate yet further increases in
stock levels if marketing continues to base
it's activities on pursuing yet smaller niche
markets.

The relationship between
consumer, market and design

Clearly, design today can be perceived as
being closely linked to commercial exploi-
tation. In post-production Britain, as
elsewhere, it is used as a tool for selling
products and services and, in this role,
obedient to marketing and the criticism of
helping to fuel consumerism. The designer
becomes a critic of what is available on

Designjournalen 1/03

the market and, directed by marketing,
provides design expertise to elicit
solutions which exploit opportunities or
overcome problems. The design process is
largely linear, moving from marketing
brief through concept generation to final
design solution.

In this strictly commercial arena, the
results are not measured by design awards
nor by social improvement but by increa-
sed sales revenue. This is the harsh reality
for much design output. It suggests that
designers are solely expert operators in
the cycle of consumerism, manipulative
purveyors of products which we may not
need. Here, designers may be perceived
largely as an elite looking down on society
with little concern or responsibility for the
direction design decisions are propelling
it.

It can be argued that well designed
products which meet individual needs add
value to people's lives. The provision of a
ready meal, from the freezer to the micro-
wave may meet the needs of those with
little time. It might free individuals to
spend more time with their families or in
other worthwhile pursuits. Similarly,
provision of choice is often regarded as a
positive attribute, particularly by the
supermarkets themselves. We associate it
with democratic values, wealth and the
empowerment of citizenship. Choice beco-
mes our right and, conversely, lack of
choice associated with oppression and
poverty. These simplistic associations are
inappropriate within a consumer society
where choice becomes excessive, eventual-
ly a negative value rather a positive bene-
fit. From the perspective of those outside
the system and who may have little 'choi-
ce', it may be viewed as desirable luxury.

Yet, designers are also citizens and par-
ticipants in society and its cultures. We
may draw a distinction between design
originating from and fuelled by cultural
experience and that directed by profit
motives alone. While we all have to earn
a living, we may, as a community, make
our pitch for a better world.

Design as an agent for
change...






results are typical of the sector, providing
an indication of activity and an
understanding of scale. This survey was
carried out at Tesco's, Abbeydale Road
Sheffield, a typical provincial edge of
town location. Here we consider frozen
and chilled ready meals but exclude ambi-
ent ready meals and pizzas. (The Pizza
category is considered to be sufficiently
large to constitute it's own product sector.
Ambient ready meals, such as pot-nood-
les, are also classified separately)

In total, three hundred and sixty diffe-
rent products were offered under Tesco's

I
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ready meal categories. Some products

could be regarded as 'meal centres', where

additional accompaniments such as

salads, rice or potatoes could be added to

provide a more interesting meal. Portion

sizes also varied and, particularly with In-

dian food, it would be usual to select

more than one product to provide both

quantity required and a feeling of authen-

ticity.

The categories below are defined by
Tesco and illustrated by typical product
offerings in the chilled product sector.

Tesco Finest 13 items

Roasted vegetable & sunblush tomato risotto 400g £2.99

Duck in plum Sauce 500¢g £6.99
Meals for one 8 items

Teriyaki chicken 475¢ £2.99

Chicken & chorizo paella 475g £3.49
Convenience Kids 12 items

Chicken nuggets & chips 180g £0.99

Chicken & vegetable smiley face pie 235¢g £1.39
Mega meals 20 items

Tuna pasta bake 500g £1.49

Lasagne 1.5 kg £3.79
British meals 20 items

Sausage and mash 450g £1.99

Chilli beef wedge bake 900g £3.79
Vegetable meals 9 items

Vegetable pasta bake 380g £1.59

Vegetable fajitas 450g £2.99
American meals 25 items

Rustlers hot dog 145g £1.38

Tex-Mex takeaway 1kg £5.99
Indian meals 34 items

Bombay potato 350g £1.69

Indian meal for two 1.75kg £7.49
Oriental Meals 37 items

Battered sweet and sour chicken 350g £2.99

Chinese banquet 1.9kg £9.99
Italian Meals 26 items

Beef cannelloni 340g £1.49

Bolognese pasta bake 850g £2.99
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It can be seen that 'international' menus
dominate, reflecting perhaps a British
fondness for Indian and Oriental cuisine
in particular. In addition to further expan-
sion in this area, it is forecast that the
premium sector will grow, together with
organic, healthy eating and children's
meals.

The frozen ready meal sector follows a
similar pattern after lagging behind in
new product development. There is consi-
derable potential to capitalise on the lack
of preservatives required and on the safe
use of microwave cooking, particularly
for children's products.

Discussion

There is little doubt about the increasing
popularity of ready meals and their appeal
to both time-poor and skill-poor sectors
of society. So for both students on a limi-
ted budget and busy professionals, there is
a reason to purchase. Women, particularly
those balancing a working life with a fa-
mily, find these products useful in both ca-
tering for diffcring tastes within the family
and convenient in coping with different
family timetables.

While there is an identifiable and
growing market for ready meals across a
wide range of the population, conversely,
there is also much public interest in
cooking. Cooking books remain high in
the 'best sellers' list while prime time TV
features more cooking programmes than
ever before, providing a platform for chefs
to become media stars. The programmes
are part instructional and part entertain-
ment, depending upon the celebrity chef
performing. While the tone may vary
between programmes, the pattern
emerging is one of removing everyday
cooking from recreational cooking. We
may for example, eat ready meals at some
point during the week yet prepare and
cook something special for friends and
family.

As potential design participants in this
arena, we may take the view that new and
innovative presentations of ready meals

are satisfying an established demand. We
may spend some of our working lives de-
veloping concepts which take convenience
a step further. An example here, is the 'All
American Breakfast'. A pre-packed
product which can move from freezer to
microwave and deliver, chilled orange
juice, hot coffee, crisp bacon, potatoes
and eggs - in just three minutes. The tech-
nology is impressive even if the results are
inedible. Is this the route we should be
following? Through clever design we can
achieve such results and, as technology
improves, better convenience products.
Before we embark upon that particular
journey, we may need to reflect upon
some negative aspects.

There is currently an ongoing UK
government research programme, under
the aegis of the Food Standards Authority,
to investigate claims that it the socially
disadvantaged groups who are becoming
obese while the rich are diet obsessed.
The National Audit Office (Guardian,
2001) is reported to be claiming that near-
ly six in ten adults are now obese, with a
correspondingly high increase in the
number of overweight children. While
obesity results from both a poor diet and
lack of excercise, there has been wide-
spread criticism of the increasing
dependence on ready meals.

In addition, it is claimed that the use of
ready meals is eroding both cooking skills
and masking the true nature of vegetables,
in particular. Ready meals specifically
designed for children often deliberately
disguise vegetables in an attempt to
persuade children to eat them. Anita
Cormac (2002), director of the RSA's
programme, 'Focus on Food', states,

"We don't believe we should hide any
foods from children, but introduce them
to a full range of foods including vegeta-
bles from an early age. Ready meals and
TV dinners are not the answer to a very
real problem”.

It is perhaps in the interests of celebrity
chefs to promote an interest in food but
some are now beginning to lend their
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status to campaigns for educating the
public in general and children in
particular to a healthier diet of fresh food.
Through, for example the RSA's
campaign, Focus on Food', backed by the
retailer Waitrose, chefs are involved in
helping schools develop practical
programmes surrounding food issues.

Conclusion

Our rapidly changing society presents us
with opportunities but also dilemmas. As
designers we can influence society but
only if we see the whole screen and not
just the individual pixels we happen to be
working on.

In this study, the development of ready
meals has been shown as a trend set to
continue, with little regard for the conse-
quences in terms of health, social interac-
tion and educating our children about
food - real food. This is an issue for mar-
keting, certainly but also an issue for de-
signers. If the design community wishes to
contribute positively to the improvement
of human society, it may need to challenge
current marketing practise. Surely we can
do better.
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The Wrong Trousers:

A critical reflection on design and crime prevention

Text: Mike Press, Sheffield Hallom University, Rachel Cooper, University of Salford, Caroline Davey, University of Salford, Jo
Heeley, University of Salford, Andrew Wootton, University of Salford

This paper is an analysis of the Design Against
Crime project. Following a review of literature,
research and initiatives in this field, the paper
argues that while design and technology
centred crime prevention strategies can be
positive in reducing crime, there are some
fundamental problems that they present. The
paper draws on the first major case study
research in this field to suggest the potential of
design against crime. The paper concludes by
presenting an alternative model of research
and practice for design in this field. A new
paradigm of crime reduction design is propo-
sed that is based on a holistic understanding
of crime, including its causes, methods and

consequences.

ntroduction - pants to crime

"Gromit! It's the wrong trousers -

and they've gone wrong" Wallace to

Gromit in "The Wrong Trousers',
Aardman Animations/BBC

Trousers and pants represent the new
front line in the fight against hit and run
drivers, paedophiles and rapists.

In the United States an inventor has
taken the idea of smart trousers a step or
two beyond the chichi. Embedded electro-
nics in the trousers detect a collision
between a motor vehicle and the wearer,
communicating details of the incident to

14

the police via a bluetooth belt buckle. It is
proposed that this design idea, which is
still at the concept stage, could reduce hit
and run accidents (Half Bakery, 2002).

Meanwhile Philips Design is already
prototyping its smart trousers. They have
developed a range of garments for
children where mobile phones and GPS
technology are integrated with the clothes,
thus enabling parents to pinpoint the loca-
tion of their child and communicate using
the mobile phone. "The added reassuran-
ce that technology like this might bring
for parents is powerful and could even
bring back to the cities a sense of
childhood freedom that is fast becoming
forgotten in a world increasingly concer-
ned about the threat to children from
kidnappers and paedophiles” (Design
Council, 2002).

In South Korea one firm has its smart
pants already in the shops. The Nice
People Company designed and brought to
market lingerie with an in-built alarm that
is activated in the event of unwanted
physical contact. The detailed case study
that we have undertaken on this product
shows how a range of design decisions
were carefully made, ranging from the
material used, through the alarm techno-
logy and deterrent styling. Bodyguard™
underwear was declared "Hit Product of
2000" in Korea and scooped first prize in
the country's marketing awards.
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Crime prevention - a case for
treatment

"An eye for an eye, I say. If someone bits
you you hit back, do you not? Why then
should not the state, very severely hit by
you brutal hooligans, not hit back also?
But the new view is to say no. The new

view is that we turn the bad into the good.

All of which seems grossly unjust."
Anthony Burgess, A Clockwork Orange,
Penguin Edition 1972, p.74

At the risk of considerable generaliza-
tion, much of the history of crime preven-
tion in the twentieth century concerns the
quest for effective and reliable alternatives
to punishment and policing, neither of
which appeared to have much impact on
levels of crime, and both of which consu-
me considerable resources. A marked rise
in crime during the period of post-war
affluence led to a number of different
approaches being explored.

Rehabilitation is based on the assump-
tion that 'the criminal' can be identified,
treated in much the same way as a medi-
cal patient, and be sent out back into
society as a 'cured' individual. The
emphasis in criminology was on identify-
ing the scientifically measurable factors in
an individual that led to criminality, such
as the nature of family relationships, etc.
Psychological treatment was one essential
part of rehabilitation, which was also ex-
pressed institutionally in the emergence of
the correctional sector.

Community development was another
side of the rehabilitation coin, in this case
dealing with issues of group pathology
that cause crime. In the United Kingdom,
the idea of community development was

embraced within the post-war Welfareism.

Implicit within the idea of the welfare
state was that through the maintenance of
full employment, public housing, free he-
alth care and education, and social
services targeted at 'problem’ or vulner
able individuals and communities, then
crime would be reduced. Such positivist
approaches to crime prevention have
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gained a high profile, both through liberal 1
critiques such as Burgess's Clockwork

Orange, and right wing critiques that

favour short, shark shocks to the 'nanny

state'.

Figure 4 - Still from the motion
v picture Clockwork Orange

The approaches above place the empha-
sis on seeking to understand and then deal
with criminality - in other words a beha-
vioural emphasis on the psychological
motivations and social conditions that
lead an individual to undertake a criminal
act. From the 1970s three theoretical
approaches emerged which placed the em-
phasis - not on criminality, but on crime.
Situational crime prevention places its
emphasis on understanding the dynamics
and conditions - human and environmen-
tal - around the crime event. Within
criminology this broad approach has
become highly influential.

Young (1994) described this situational
approach as 'administrative criminology'
given its pragmatic focus and its firm
research based within the UK state's
White-hall enclave. Hughes characterises
the 'administrative' position as "the
search for causes is futile, but the
opportunities to commit crime can be
controlled" (Hughes, 1998, p.59).
According to Clarke, SCP "refers to a
pre-emptive approach that relies, not on
improving society or its institutions, but
simply on reducing the opportunities for
crime" (Clarke, 1992, p.4). In part at least
there is a fatalism {(or perhaps realism,
depending on your viewpoint) at work
here - the causes of crime are either irrele-
vant or impossible to deal with. The
emphasis now shifts to reducing the
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opportunities for crime to occur.

The whole approach of SCP rests on
one key article of faith: a rationalist view
of crime. The rational choice perspective
of crime goes something like this: a crimi-
nal offence occurs after the offender has
weighed up pain versus gain and assesses
that, on balance, the offence is worth the
risk. Crime is committed by the head not
the heart and involves rational decision-
making. So, if rational choice is at work,
and most crime takes place on the spur of
the moment, then simply reducing crimi-
nal opportunity can reduce crime. That is
the key assumption and driver for SCP,
which is applied in four broad ways:

1. Increasing the perceived difficulty of
crime

2. Increasing the perceived risks of crime
3. Reducing the anticipated rewards of
crime

4. Removing excuses for crime

The evidence appears to support the
broad approach of SCP. Pease, Ekblom,
Clarke and others all cite studies that pro-
vide clear evidence of the efficacy of SCP
methods. One particular issue that
supports SCP is displacement. If opportu-
nity plays little or no role in crime, then
attempts to reduce criminal opportunity
in one location will merely displace crime
to another. As Pease explains "all the
careful reviews of this have shown that,
while some displacement does occur, in no
properly researched case does it happen
on such a scale as to offset the crime
reduction effect completely" (Pease, 2002,
p.17).

Design against crime

"Too often, new products and services
provide new opportunities for criminals.
Good design should tackle potential
causes of crime at the earliest stage."
Right Hon David Blunkett, MP - UK Go-
vernment Home Secretary

Design against crime (DAC) is the appli-

cation of SCP assumptions, strategies and
knowledge to the concerns, methods and
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processes of design. Since the 1980s the
predominant focus for much of this has
been environmental design and target
hardening.

Secured By Design (SBD) is a national
police initiative and award scheme in the
UK to promote the use of crime
prevention measures at the development
stage, covering both design and physical
security, and has been applied particularly
to the design of housing projects. SBD
demonstrates clearly how theories of
criminal behaviour can be applied to the
design process.

Three crucial principles contribute to a
criminal event such as burglary: (i) anony-
mity (ii) lack of surveillance; and (iii) the
presence of access opportunities.
Offenders find greater opportunity in
areas where they are unlikely to be
noticed, recognised or challenged.
Anonymity increases and informal social
control reduces as space becomes more
public, open and accessible. People expect
to see strangers in public space, so
offenders, become safely anonymous as
they merge with the wider public. It is
highly damaging if poorly overlooked,
anonymous space is linked to routes that
provide access to houses - particularly at
the rear of properties. Space within the
residential environment can be fully
public or completely private. Individuals
tend to exercise a high degree of influence
over private space, but this diminishes
rapidly as space moves towards the semi-
public and fully public end of the
spectrum. Increasing residents' influence
over their environment and reducing
anonymity is achieved by creating clearly
defined defensible space, organised and
designed to allow and encourage commu-
nity influence, ownership and informal
social control. Designing out opportuniti-
es for crime also requires the creation of
effective natural surveillance and, crucial-
ly, the careful design of access and escape
opportunities.

While environmental design has dealt
with the complexities of designing subtle
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psychological messages into housing
estates to increase both the difficulties and
the risks of crime, the task for industrial
design has been more straightforward -
harden the target. In commercial terms,
the automotive sector has been significant
in this approach, despite its initial great
reluctance. According to recorded crime
figures, car crime increased steadily from
1979 to a peak in 1992, and has since
been reducing at a reasonably steady rate.
Currently the figures are at their lowest
levels since 1989. Much of this decline has
been attributed to the increased security
now being designed into new vehicles,
such as alarms, immobilizers and tracking
systems (see Learmount et al).

However, it is only relatively recently
that design against crime has been seen as
going beyond secure housing estates and
car alarms. Serious attention is now tur-
ning to design's broader potential, both in
the UK and in Australia which has coined
yet another term for it: "Crime reduction
through product design (CRPD) involves
intcgrating protective features into
products in order to reduce their potential
to become targets of criminal activity
(such as theft, fraud and damage), as well
as preventing their use as instruments of
crime. The term 'product' encompasses
any physical property and forms of
currency, as well as electronic information
and computer software" (Lester, 2001).

The challenge to the design community
is to quickly acquire and apply a
knowledge base that is appropriate for
designing against crime, from which
methods and strategies can be developed
as successful as SBD and other initiatives
in environmental design. In pursuit of
this, Ekblom has provided designers with
a conceptual framework to understand
criminal events and the potential of design
strategies (Ekblom 2001). Using this fram-
ework we can illustrate how design can
be used as an active ingredient in design
prevention, the framework not only illu-
strates the designer's role in developing
situational solutions but also in inhibiting
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the criminals ability and propensity to
commit a crime.

We have adapted his original model
which is presented in Figure S in terms of
two broad strategies designers can adopt
concerning crime. Passive design, on the
left essentially ignores the crime
dimension for a product or system. The
various attributes of both the situation
and the offender can create a criminal
event, with regard to the product. Passive
design is the main strategy employed by
designers in terms of crime. Active design
acknowledges the existence of the
situation and offender attributes, but also
recognises that each is associated with a
specific design strategy. Active design goes
beyond target hardening, and indeed goes
beyond the traditional concerns of SCP.
Design can and should be applied to issu-
es concerned with the predisposition of
offenders to commit crimes and to the
conditions which can leave individuals
with no alternative but to become
criminal offenders.

It is our contention that Active Design
offers a far more effective means of consi-
dering how design can address issues of
crime prevention that the other two
alternatives, namely Passive Design (do
nothing - crime prevention is of no
concern to design) or conventional SCP
(design against crime situations, but do
not engage with the social issues that
cause crime in the first place).

Our commitment to the Active Design
model has been strengthened by the thirty
design against crime case studies we have
undertaken in the UK, United States,
Sweden and South Korea. The case studies
sought to identify and examine examples
of best practice across all design discipli-
nes. The triggers, methods, outcomes and
lessons of each case study were identified
and discussed. (The Design Council pu-
blished a selection of these case studies in
summary form in 2002. These shortened,
selected cases are available along with the
complete full versions from our website:
www.designagainstcrime.org).
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emphasis on street crime - and generally
other crimes in the public environment -
with much less attention paid to domestic
violence, child abuse, state crime,
corporate crime and other crimes which
take place behind closed doors. Again, it
can be argued that this is consistent with a
particular political perspective of crime.
But while its focus has been on crimes in
the 'public' domain, the consequences of
SCP have been to 'privatise' crime preven-
tion, and indeed law and order.

To acknowledge that we all have
responsibilities for crime prevention is an
essential principle of citizenship. It is
incumbent upon us to remove valuables
from our cars, to secure our houses, to
attend to any cries for help - that is all
part and parcel of being a responsible
citizen. However, SCP and the burgeoning
security industry is providing the means
by which some people can buy their way
into a fortress lifestyle which has the
consequences of segregating communities,
privatising public environments and
undermining civil liberties.

In the United Kingdom, the recent
government Foresight report on crime
prevention highlighted the advantages of
science and technology being harnessed
to tackle crime: "The development and
deployment of (technology) will offer UK
business and society new opportunities
and greater security... We would expect
this result in ideas being turned into
marketable products in the short to
medium term" (Foresight, p.14). A recent
programme of research initiated by the
Engineering and Physical Science Research
Council placed similar emphasis on the
commercial advantages of developing cri-
me prevention and detection technologies.

Again, we emphasise that we have no
objection in principle to commercially
motivated research in this field. However,
like the development, for example, of me-
dical innovations, the ethical implications
and practical consequences need to be
considered. Questions such as the
following need to be asked:
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- Is protection only afforded to those who
can afford to pay?

- Does it encourage a segregated, 'fortress'
approach to living?

- Is the innovation driven primarily by an
understanding of crime, or by a means of
securing competitive advantage?

- Does the innovation reinforce existing
inadequacies in our system of law and or-
der?

Design, technology and innovation is
not neutral. Its development reflects and
reinforces political and social values. The
huge danger we currently face is that de-
sign and technology aggravate the current
inadequacies and inequities of the Crimi-
nal Justice System. As Norris and Arms-
trong have argued, CCTV is far from a
neutral technology that deters and can aid
detection. The use of this technology de-
pends wholly on the prejudices and selec-
tivity of CCTV operators, and indeed may
well be amplifying discriminatory
policing.

We are all aware of the crisis in the Cri-
minal Justice System, the failure of social
reform to address some fundamental cau-
ses of crime, and the increasingly
fragmented nature of our communities,
which instils both fear of crime by some
and anger by other at injustice and preju-
dice. And post 9/11 many of us are
looking for effective solutions to detect
and disarm terrorism. In such a context,
we may rush towards design and techno-
logy as a 'scientific' solution to the
problem of crime. We would be very
wrong.

A question of values

We are committed to the idea that design
and designers have considerable and
unique potential to contribute to crime
reduction. This is demonstrated by a num-
ber of the case studies we have referred to
here, and some project work undertaken
by design students that we have not
discussed, but which can be viewed on
our project website. A broader, more
inclusive perspective of design that is
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extensive practical work done in this field
the theoretical and practical implications.
And finally, underpinning all this, is an
engagement with the issues of citizenship,
and indeed the ethics of design practice, to
encourage reflexive rather than technocra-
tic design practice.

The danger is outside: in the training
camps of AlQaida. And it is inside:
somewhere within our Muslim communi-
ties. The danger is hidden: in paedophile
chat rooms. The danger is walking just
two steps behind us: about to steal our
mobile phone. Welcome to the risk socie-
ty. The key problem of living in an age
when fear and security are dominant issu-
es is two fold: having fear eclipse ethical
values, and having faith that dependable
solutions will be found in science and
technology. High tech pants to stop rape
is an idea as risible and ethically bankrupt
as that of cruise missiles to Baghdad to
stop international terrorism.

The only way forward, the only realistic
strategy is a human one: understanding
people, their hopes, their fears, their im-
mense strengths, their human weaknesses
and working with them to pursue inclusi-
ve human values based on social justice
and cultural tolerance. On that
foundation - and only on that foundation
- can we truly design against crime.
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The

dysfunctionality of
everyday things

On stress, design and artefacts

Text: Sara lIstedt

This paper addresses the increasing issue of
stress and burnout in contemporary society
and attempts to connect this to product design.
Stress can be defined as the reaction of a mis-
match between the demands of the world and
the needs and capacities of the individual. To
what degree does technological products and
design artefacts contribute fo stress? Research
shows that software that is unintelligible and
difficult to use increase stress in users. But what
are the criteria to be used when we design
and evaluate products? The paper presents a
survey on the relation between stress, relaxa-
tion and products. The answers are categori-
sed and conclusions drawn about when and
why artefacts stress us. How people cope with
life reminds to a large extend on how they
cope with products. Health sociologist
Antonovsky has developed concepts for evalu-
ating people's abilities to handle the strains of
life, which he calls the "Sense of Coherence".
The paper argues that this can be applied on

products to give guidelines on why products
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stress us, and to create an understanding of
how design can be used to increase
relaxation. A special emphasis is placed on
Antonovsky's concept Meaningfulness and
how this applies in product design.

Keywords: Stress, Health, Product Design,
Meaning, Aesthetics

n Sweden spring 2002, the cost for
health insurance is increasing with 25
million SEK (250 000 dollar) every
single day. 33% of those health pro-
blems are caused by stress. Stress .
generates insomnia, weakens the immune
system, increases the blood's ability to
coagulate, increases the disruption of
cortisol and adrenalin in the blood and
gives rise, in turn, to a whole lot of stress
related illnesses like stroke, insomnia,
gastric ulcer, depression, back troubles
and fatigue. Consequently, on the top list
of medical prescriptions are sleeping pills,
anti-depressives and sedatives, medicals
that are related to stress and mental pro-
blems. These are indeed alarming figures
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and I am sure that most of you recognize
some of those problems, even in your own
life.

A general description of stress is when
the demands of life don’t match the capa-
bilities and needs of the individual. When
this happens, the person increases the
mental and physical capacities as to adapt
to this situation. The Canadian researcher
Hans Seyle was the first person to talk
about stress on biological systems in the
1930's. He called this initial reaction the
general adaptation syndrome. The body
makes itself ready for fight, escape or con-
flict, the heart rate and blood pressure in-
creases and the muscles get tensed. But in
most modern lives, problems are not easi-
ly solved by fight or flight and the high
levels of adrenalin are of no use. Instead
of solving the problem they make you
sleep bad that night. This initial stress re-
action passes by if the stressors disappear,
but if we are faced with another threat it
returns. Stress can be one of a kind event
like a sudden death of a relative or it can
be small, a constant friction that wear's us
out over a long time. Our reactions at
stress are developed to create opportuniti-
es to mobilise resources so that the indivi-
dual will survive in a short term. This
means that systems that are not important
for our immediate survival will be
disconnected, which does not harm us
immediately, but might have serious con-
sequences in the long run. A continuous
stress condition affects the neuro-chemical
balance in the brain that changes the size
and ability of the brain cells. The Swedish
physician Doctare [2] call this phenome-
non Brain stress. Doctare has for a long
time been working with war victims that
suffer from Post Traumatic Stress
Disorder, PTSD, and claims that it is
essentially the same syndromes we see in
stressed people in Sweden. After the initial
reaction of energy mobilisation, comes a
second phase called a chronic stress
reaction. It appears after a profonged or
superior threat, when we see no way out.
The body focuses on the survival of vital
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body organs. The heart beats slower, the
blood leaves the limbs and muscles and
centres in the inner organs. We get tired,
cold, loses appetite and the muscles get
tensed. If this state continues it can be de-
veloped to a state of chronic depression or
burnout. Both depression and burnout are
reactions to prolonged stress. Every other
woman and every fourth man will, some-
time in their lives, suffer from depression.
The World Health Organisation (WHO)
believes that depression, in addition to
smoking, are the greatest health problems
in the 20th Century and that depression
will probably be the main cause of work
related and functional disabilities amongst
adults. [5]

Burnout is a kind of exhaustion depres-
sion caused by too much work and pres-
sure over a long time and generally found
within slimmed organisations in the He-
altheare or IT sector. Since burnout was
made an official diagnose in Swedish me-
dical care in 1998, the amount of people
with burnout have increased with 300%
each year A recent study made on 67
Swedish women with burnout symptom
{8] claims that stress gives the same brain
damages as stroke. The central nerve sys-
tems is affected which substantially limits
the brains normal ability to learn, remem-
ber and handle new information. These
women describe that they can't make the
simplest decision or remember anything
new for even a short time. The course pro-
ceeds with increasing emotional reactions,
chronic fear, anxiety, fatigue and a range
of body symptoms. The writers conclude
that we need to adapt working places for
our brains as well as for our bodies. Work
should be judged and adjusted to brain
ergonomics to prevent cognitive overload.

There are many reasons for stress; some
of them have to do with working
conditions, some with the private life.
Surely the reasons for stress are as
complex and difficult to cope with as
modern life and intrinsically a part of it.
But something modern lives are full of,
both at work and at home, are products.
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Design and stress

In his book The design of everyday things,
Donald Norman [6] describes an event
when he is in his room talking to a
student. The telephone in his room starts
to ring but he wants to finish his sentence
before he answers the call. Then the ring-
ing stops. Norman waits for the call to be
transferred to his secretary, and hear the
phone start ringing in her room. Then he
realizes that it is past working hours. He
rushes to her room to catch the call, but
the phone is quiet. It has been transferred
again and he hears the telephone ring in
the room next door. The door is looked
and Norman rushes back to get the key
but is of course too late. He hears the te-
lephone start ringing down the hall. Was
that still his call, mysteriously wandering
a predetermined path in the building?
How often do new technological systems
really solve problem instead of creating
new ones?

In a study I made at the Swedish tax
administration I noticed that all the
operators had post-it notes on a particular
place on the receiving unit. Beneath that
post-it note was the number of waiting in-
coming calls. When the number reached
over a hundred (which it usually did) it
was too stressful to watch, as the
operators explained.

In a small company, of 50 employees,
that worked up sheet metal, the produc-
tion flow was very graspable and the
amount of products few. When the IT
system SAP/r3 was introduced on
demands from a large customer 7,5 new
people had to be employed to make the
system work in production. Head of the
engineering workshop and responsible for
education of the system says: * I used to
tell the members: Don't try to understand
what you are doing. Just learn the
commands and screens that are used, ot-
herwise you go crazy". [11]

A product that do not work, or works
in a way that is not in tune with how we
live, causes stress. A buggy program, a
lost key card or an unloaded battery to a
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cellular phone, are examples of things that
can be irritating and stressful. Taken one
by one, these problems are manageable.
But products do not come one by one,
they come in herds. They invade our lives,
homes, and cities. An average person has
2 000 objects in their home. All together
they form the basic scenery of contempo-
rary lives and societies.

Imagine a normal day in your life. How
you wake up by the clock radio, get up
take a shower, get dressed and make
breakfast. You take the subway or the car
to work, park it, get into your office and
turn the computer on. How many
products have you encountered so far in
the first two hours in the day? Hundred?
Two hundred? A thousand? And how
many of these existed 100 years ago?

It might be difficult to answer but I
think that we got the picture. We are sur-
rounded by enormous amounts of
products and most of these are very young
compared to the age of human mind and
culture. Is it not reasonable to think that
this amount of products may in somc way
affect us? That they in fact create a basic
stress level that constantly nag our
adrenalin reserves and that makes us less
resistant towards stress?

A questionnaire: stress and
relaxation

In order to better understand the relation
between stress and artefacts I made a
questionnaire. The goal was to see what
made people stressed and what made
them relaxed as well as what products
were stressing and relaxing. Is there a
connection between stressing situations
and products? Which kind of products are
stressing and which are relaxing?

The questionnaire was sent out to two
organisations, one health centre in north
of Stockholm and one big consultancy in
IT-design and media, with several offices
in the country. Most of the surveys were
sent out and answered on email; some
were distributed by hand and returned
anonymously in a letterbox. About 40%
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except for one: all the secretaries,
(three) were stressed by people that com-
plain and whine about things that can not
be changed.

Coping strategies
In psychology, the way we deal with the
strains of life are called coping strategies
[3]. The way we handle products has a lot
in common with how we handle life.
Coping strategies can be successful,
which means that the troubles are dealt
with and disappear or they can be less
successful, the problems stay or get worse.
Coping is a process that includes both
problem solving and emotional reactions.
Problem solving could be to take measu-
res in order to influence or change the
situation. The emotional reaction might
be a defence reaction in order to handle a
difficult situation or a direct reaction to
the emotion. The most stressful situation
is when you experience that you can not
do anything; this is when many people are
stroked by panic anxiety. Another useful
concept from psychology is Locus of
Control (LOC). It means to what degree a
person experience that she/he is responsi-
ble for what happens or whether it is out-

side his’her own control or understanding.

To be able to control or influence one's
own situation is crucial for mental wel!
being. This is similar to the experiences
reported about in the questionnaire
above. The most stressing situations are
the one's where you have no control or
power to influence. Products that
malfunction, a train that is delayed or
telephones that keeps ringing.

In a report by the Swedish institute for
Medical Evaluation (SBU) [10], 499 studi-
es on treatments for depressions have
been classified and evaluated. Through
the large quantity of studies some general
deductions can be made. The treatment
with best result and longest lasting effect,
was cognitive therapy where the patients
learned new coping strategies. To summa-
rize, these included strategies to help
people to cope with feelings of meaning-
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lessness, enhance feelings of control over
one's life and finding strategies to handle
the disease and its consequences.

Other effective treatments are Psychot-
herapy and light physical activity, for ex-
ample walks in nature. Studies show that
a mild depression gets better if the person
takes a walk, three to four times a week
for about one hour. Nature has a healing
influence on stress, depression and general
rehabilitation. It is also clear that people
like to do things that they are good at and
feel that they control. We enjoy our work
because we are skilled at it and it gives us
self-esteem to know that we can handle a
difficult situation. Learning to master
something new can also be tremendously
rewarding. I think that everybody clearly
remembers managing to cycle for the first
time in their life.

Coping strategies are usually looked at
from a psychological point of view. But
life has to a larger extent come to include
the handling of technology and products.
What are the coping strategies for techno-
logy? How much control do we have on
the products that we use and live with?

Sense of Coherence

The increasing unhealth in society is a
cause of alarm but how do we define
health? United Nation's definition of
health is "A state of physical, mental and
social well-being". Health sociologist
Aaron Antonovsky [1] claims that with
such a definition of health, everybody is
ill. Health becomes equal to perfection, to
the absence of any strains in life - and life,
says Antonovsky includes inevitably
adversities. Health and unhealth cannot
be regarded as dichotomies but as a conti-
nuum where we are in constant movement
from one side to another.

A patogenetic view looks for causes for
the disease, whether it is bacteria, psycho-
social or chemical factors. The salutogene-
tic view, advocated by Antonovsky, is
interested in health and what can keep us
healthy. Instead of focusing on the
stressors we should think in terms of what
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keeps us moving towards the healthy side
of the continuum.

When Antonovsky studied survivors
from concentration camps he found that
almost all of them suffered from Post
Traumatic Stress Disorder. But the surpri-
sing thing was that some of them did not.
They even regarded themselves as happy.
This made Antonovsky become interested
in why some people seem to be able to go
through terrible hardships in life and stay
well. Life is always full of strains, what is
it that makes some people survive while
others break down?

Antonovsky made several deep intervi-
ews and after years of research he could
see a pattern consisting of three factors
that he called Sense of Coherence. To
optimise the chances of successful coping
with a stressor, one must believe (1) that
one understands the problem; (2) that one
has at one's disposal the resources that are
needed; and (3) one must wish to cope
with the problem.

Comprebensibility - refers to the extent
to which one perceives the stimuli that
confront one, deriving from the internal
and external environments, as making
cognitive sense, as information that is
ordered, consistent, structured and clear.
Rather than as noise - chaotic, random,
accidental, and inexplicable.

Manageability - the extent to which one
perceives that resources are at one's
disposal which are adequate to meet the
demands posed by the stimuli that bom-
bard one. If one has a high sense of mana-
geability, one will not feel victimized by
events or feel that life treats one unfairly.

Meaningfulness - the extent to which
one feels that life makes sense emotional-
ly. That at least some of the demands
posed by life are worth investing energy
in, are worthy of commitment and
engagement.

Of these three concepts meaningfulness
is the most important. You can go
through almost anything if you feel that it
is meaningful and that it will lead to
something good in the end, something
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that is of emotional value for you. So a
situation can be both impossible to under-
stand and manage - as long as it is
meaningful you can still survive. The
other way around, a life that is easy to
grasp and handle, but low on meaning,
usually has a direction towards ill health.
If you don't wish to solve the problems
that come up, the negative spiral begins.
The first sign of a beginning depression or
burnout is usually that everything seems
meaningless.

Comprehensible, Manageable and
Meaningful

It is striking how well Antonovsky's
concepts are applicable on our world of
products. If we make a slight shift in
focus of The Sense of Coherence towards
artefacts this is how it reads; We optimise
our chances for a successful interaction
with an artefact if we believe that (1) we
can understand the product; (2) that we
have at our disposal the resources that are
needed to handle it; and (3) if we wish to
cope with the product.

Objects and places need to be Compre-
hensible, that is, you should understand
what they are and how they work. It
should not be any doubts about the
entrance to a building or how to turn the
tape-recorder on. Products should appear
coherent, structured, and logical and their
function should be analogous to their
appearance. If you perceive a product as
logical and clear it is usually easy for you
to find out how to use it. Something is not
comprehensible when it appears chaotic,
random, accidental or inexplicable. A
product with high Comprehensibility
supports understanding and makes it easy
to remember how to use the product.

Manageability is about how you handle
products. Objects have to be Manageable
in the sense that you should know what to
do to reach your goal, whether it concerns
finding your way in the subway or
sending a fax. If you don't know how to
handle it, the information should be easy
to acquire and understand. An important
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aspect of Manageability is customisation.
If a product do not suit you, you should
be able to change so that it does. For ex-
ample you should be able to change the
height of the chair so it fits your size or
change the contrast on the computer
screen. If this is not possible the product is
low on manageability. Many products
that are mentioned as stressing in the
questionnaire are low on both
comprehensibility and manageability.
When the computer hangs up, when the
printer refuses to print or the emails can
not be picked up, they drive us crazy be-
cause we do not understand why they do
us this and how to handle it. It is now that
we feel powerless and without control as
many people mentioned in the question-
naire.

Some products are easy to grasp on a
technical level but less easy on a mental
and may provide no support for customi-
sation, examples of that are timetables,
calendars, door handles, stove-controls
etc. Telephones are easy to grasp, they
ring because somebody wants to get hold
of you, but they are just as frustrating
when we don't have the time to answer.

Comprehensibility and Manageability
are closely connected and need to be in an
organic relation. The understanding and
handling of a product are two sides of a
coin. If you find your computer Compre-
hensible and logical you will no doubt
find out how to solve a problem if you
encounter one. But if your computer is an
unsolved mystery that only causes you
trouble and acts totally without logic, you
might just leave the problem unsolved and
find another way to get what you want.

The motivation for solving a problem is
related to the last concept:
Meaningfulness. If your computer is
meaningful for you, or what you do on it
is important, you will have the motivation
to search for a solution to the problem
even if you find it hard to understand. A
product is Meaningful when it has
emotional significance to you, when you
wish to interact with it. When it is part of
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something that you like and are motivated
to do. When you invest energy and time in
something it becomes meaningful to you:
involvement creates meaning and this goes
for products too. Something you have liv-
ed with for a long time, have repaired and
taken care of becomes meaningful.
Operational function does not have to be
a prerequisite to meaningfulness but it of-
ten is. Something beautiful, or old and fa-
ble, can have an important social or
emotional function and meaning.
Working in the garden, listening to music
or taking walks is nothing that presents a
"result" or that you immediate benefit
from, but they are the most relaxing,
anti-stressing activities.

Meaningfulness is the most important
component in Antonovsky's Sense of
Coherence, but is something very rarely
mentioned in product or IT design. Here
is where we can find the motivational
factor, that could help us cope with the
stressors in products. That is the salutoge-
nic approach according to Antonovsky.

Conclusion

Technical products and IT-systems have
for quite some time been found unintelli-
gible and difficult to handle, which has
been noticed by HCI researchers. But
issues like extended functionality, efficien-
cy and control are still at the core of the
debate, and the questions of aesthetics
and meaning have not entered the discus-
sion. Criticising the narrow mindedness of
HCI, Redstrém concludes, "It is intrigu-
ing that a research discipline devoted to
developing human centred systems has
paid so little attention to aspects of use
that falls outside a concern for increased
productivity." [7]

Redstrom suggests a design philosophy
for meaningful everyday computational
things where Presence precedes use and
aesthetics is seen as the basis for design.
This suggests that both presence and
aesthetics are aspects of meaningfulness.
Fulfilling desires for food, drink,
entertainment, shopping etc does not
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alone make you happy. Meaningfulness
rather appears when we engage in
something. This makes us feel connected,
committed and emotionally engaged.

In many languages there is a connection
between meaning and the senses. In
Spanish Sentido means both sense and
meaning, in English we have sense and
make sense. Human beings experience
and understand the world through the
senses. Aesthetics in the Greek meaning of
the word refers to what meets the senses
and is today widely understood as the
total experience of a product.[4]

The basis for our aesthetical experiences
is our life conditions, claims Roger
Scruton (9] [4]. Our life depends on the
aesthetical choices that we constantly
make. Every day we make fast and yet
precise judgements of a range of things
like food, traffic, weather conditions etc.
These choices are a prerequisite for life
itself, claims Scruton, our ability to
appreciate art is just a sublimation of that.
Scrutons starting point is Kant's idea
about the inherent structures of the
human psyche that arranges our sensory
inputs in categories and the idea from
Gestalt psychology that we arrange these
inputs in coherent meaningful "Gestalts".
When we listen to an orchestra playing,
what we bear are just sounds, what we do
is to rearrange these sounds to a musical
theme - a whole. Likewise what we see
and touch when we use a product are just
forms, what we do is that we create
meaning out of the forms. When the
world around us appears as random,
chaotic and incomprebensible, it is
deprived of meaning. The process of
making the world meaningful include ma-
king it comprehensible and manageable.

So aesthetics can be understood not as a
way of making beautiful things, but an
epistemology that helps us understand
and interpret reality to make it meaning-
ful. The key to create a world of artefacts
that makes sense, both in the cognitive and
emotional sense of the word, lies in aesthe-
tics, the total experience of the product.
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The relaxing activities and products that
the people report about are all activities
that are done for the pleasure of it. No
goals or rationality are behind a walk in
the woods. Making cooking an efficient
routine is but a way of taking away the
pleasure. Repetitive activities like baking,
ironing or mending tools are also rewar-
ding and relaxing, but only if they are
done in their own speed and with a visible
result. The old, familiar and well known
is also relaxing whereas recent products
like computers, cell-phones, servers and
printers are likely to stress us. How much
has this to do with the fact that these
products are new and difficult to grasp?
There is nothing familiar and reassuring
with a server. It might hang up any time
and most people have no idea how to
configure it. One woman writes: "The in-
creasing amount of emails feels over-
whelming and almost impossible to get rid
of. I'm worried about missing important
meetings and people get annoyed because
they expect quick answers"

The constant ringing of cell-phones in
meetings and conversations is another
annoying phenomena " When I talk to
somebody and their phone starts to ring,
it feels like they don't really want to have
this conversation. It is very frustrating"
writes another woman.

Can we designers help in the process of
making the new and distressing a well-
known and familiar companion? Are
there ways of making products that
"affords" a long and loving relation? Can
we somehow slow down on the speed,
allowing for pauses at work? Can we
make things that are easy to grasp, easy to
handle, possible to repair, beautiful and
loyal as an old friend? The relaxing activi-
ties in the study are often slow, sensual
and done alone; you're working with your
hands in the garden, cook a meal or take a
bath. Can some of these qualities be
incorporated in products and IT systems
to enhance our wish to interact with them?

There is a great need of increased com-
prehensibility and manageability when it
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comes to products but the greatest
challenge of them all is to make the new
technological artefacts a meaningful part
in our life.
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This paper challenges the traditional concept
of 'the product' in our contemporary addictive
consumer society and embarks on an interdis-
ciplinary journey to design a way fo break
free from what we argue is the unsustainable
now.

This may be achieved by taking the product's
perspective and placing it in a wider sustaina-
ble context where deeper aspects of value,
meaning and use can be explored. By utilising
ecological system dynamics including; adapta-
bility, interconnectedness, rhythm and flexibili-
ty we would seek to move beyond mechanistic
design approaches and embrace a deeper
and more ecological view of sustainable design.
We provide initial research findings from an
experimental sustainable product design pro-
ject in which these concepts are embedded
and explored and we conclude by speculating
on forward strategies aimed at furthering
change and action for designers and educa-

tors moving towards a truly sustainable society.
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Problem can be solved from
the same consciousness that
created it. We have to learn to
see the world anew. - Einstein

Arguably, sustainability lies in a crisis of
perception particularly in the way we see
the world and relate to the things around
us. A number of authors including, Capra
(1983, 2002) Kajzer and Saren (2000)
Sterling (2001) and Walker (1998a and
1998b) promote a new way of thinking
which we see as imperative if we are going
to break free from our contemporary view
of unsustainable designing.

Sterling (2001) suggests that 'the funda-
mental tension in our current age is
between a mechanistic and an organic
way of viewing the world'. The more or-
ganic view of the world reveals a language
very different from the image of the
machine, which we have grown to be
accustomed to since the Industrial
Revolution. We can already see this in
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many aspects of our western society, with
the increasing popularity of new sciences
including complexity and chaos theory
and with the frequent use of terms inclu-
ding; integrative, holistic, systemic,
connective, flexible and co-evolving. We
agree with Capra (2002) when he suggests
that 'The design principles of our future
social institutions must be consistent with
the principles of organization that nature
has evolved to sustain the web of life'.

The product design community is only
beginning to understand the implications
of integrating sustainability into its design
practices. Its current efforts speak the
language of eco-efficiency and material
reduction (Charter and Tischner, 2001;
Datschewski 2001; Faud-Luke, 2002;
Fussler and James 1996). However,
designers still deny the wider global ecolo-
gical crisis and consider that issues of
sustainability impinge on personal
creative freedom. Despite eco-efficiency
the current design paradigm remains
deeply rooted in the mechanistic world
focusing on material possession, individu-
ality, consumption and newness; or the
assumption of unlimited growth and the
accumulation of waste (Shrivastava, 1995;
Van Dam and Apeldorn, 1996; Kilbourne,
1998). We argue that this is an unsustai-
nable situation and that action must be
taken and taken soon. The need to trans-
form our existing perceptions, our
thinking and our values of what makes up
a healthy relationship between nature,
mankind and the things that we use in this
life is paramount. In the early 21st Centu-
ry it is surprising to us that we still don't
have truly sustainable products, services
and systems in our hands.

This paper is built around initial reflec-
tions made from an exploratory journey,
in which we encouraged design students
to think, act and design differently in a
more holistic context of sustainability and
also how we, as designers and educators,
may act upon this experience. In this we
wished to explore what would happen if
we asked young designers to:
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- Embrace a more holistic and ecological
view of the world.

- Move beyond recycling and reuse
towards redesigning, reshaping and reva-
luing our

relationship to products.

- Mirror essential properties of life inclu-
ding adaptability, flexibility and creativity.
- Explore the potential of products as service
providers within in a system of activity.

We wish to note at this early stage that
we, with this paper, by no means intend to
provide specific answers or tools but
instead seek to document an exploration
into an emerging enabling philosophy for
design; reflective and open-ended in which
designers could take meaningful action
when seeking to grasp the complex
concept of sustainability.

Towards an enabling philosophy
To be successful in sustainable product
design will require a paradigm shift in
outlook. We argue that there exists a
compelling need to rethink 'the product’
in order to reach greater understanding of
the design opportunities in a sustainable
and holistically interdependent market
place which is, in essence, led by human
need. Our identity and experiences
through life are strongly linked to
products and they define much of our
personal identity and value (Appadurai,
1986) as well as our perception of self
relative to society and our environment.
This becomes of particular importance as
future organisations will not only have to
consider the flow and natural capital of
resources, cradle to cradle product
responsibilities and waste management
but also the flexibility and volatility of a
products various relationships with us
over extended periods of time (Kajzer and
Saren, 2001). We believe that the
existence of the things we surround our-
selves with must be contested and that as
designers we must consider how to
develop long-term relationships between
user and object and how these may
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- Use the enabling philosophy of 'the living
product' coupled to the idea of 'products
as service providers in a system of activity'
to formulate a strategy to break free

- Interrogate, orientate and rationalise
their findings and to move a clear concept
forwards to a manifest conclusion which,
in an open forum of experts, would pro-
voke discussion.

We wished from the outset to create an
educational ethos for the project, which
was centred in the explorative journey. We
wanted to move from a subjective delive-
rable view of valuing the outcomes where
there is a tendency to label and rank
'‘good" against 'bad' to a more objective
and inclusive view considering qualities,
which focused in and were resonant with
human centred experience and need; liv-

ely, playful, creative, extended, connected,
integrative, transformative, democratic,
participatory and inclusive.

Workshop/Creative Techniques:
Nature and Purpose

The project and its workshops were
designed to encourage students to move
from what is familiar and may restrict
exploration towards what could be and
what happens if. Specifically we sought to
utilise design methodologies that challeng-
ed the students in the way they looked at
things, objects, the environment and
themselves.

The various stages and creative activities
taking place in this project are illustrated
below:

Time |Stages Activities

Week 1/ Workshop I: Brainstorming
Current state of Object stimulation
sustainable design Discussions

Week 1 Workshop 1I: Metaphors
'Living Product Provocations
and breaking free Picture stimulation

Design on the spot

Week 2, Design activity, Design development

3,4, 5, |review sessions Group reviews

6 and individual
mentoring

Week 6| Open Forum with Presentation and
invited 'experts' in open discussions
the field

Week 6|Final Review Group discussions
Session
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Purpose

To inform and increase
awareness of sustainability
To capture students pre-
understanding of
sustainability

To stretch and break free
from existing thought
patterns and paradigms
To widen sustainability
understanding

To enhance collective
understanding through
action and reflection

To encourage the sharing of
thoughts and ideas

To stimulate wider discussion
and critical reflection rather
than assessment

To encourage a sense of par
ticipation and collaboration

To allow students to reflect
on the value of process appli
cations for future studies

To encourage inclusiveness
and responsibility of owner
ship
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Notes: To enhance the individual educa-
tional experience reflexive learning diaries
were utilised. The reflexive diary was seen
as an opportunity to 'see’ differently and
to develop skills and knowledge for
designers in a reflective manner. The
studio was arranged to open up space for
ideas and thinking. Open and community
areas as opposed to individual
workstations were encouraged so as to
remove physical barriers between the
students. The evolution of the project was
captured through video and digital
cameras.

What happened and why

As we launched the project our
assumption was that the living product
idea would clearly give a new dimension
to explorative designing. We also expected
that these young designers would natural-
ly grasp the idea of products as service
providers in a system of activity in re-
designing and re-shaping an existing every
day object.

Starting from ground zero with young
designers who's minds had potentially
fewer ingrained assumptions about the
world and who would be relying on their
intuitive intellectual and visual abilities,
we anticipated no major difficulties in
them taking action. It was thought that the
students would be positive about the pro-
ject and use their creative skills to explore
breaking free in an uninhibited manner.

Initial Difficulties

The first barrier came as a surprise. When
we launched the project the immediate
response was; 'I don't understand what
we have to do next', 'What are we doing?'
‘What is the outcome?' 'What are the
deliverables?' The students expressed
considerable insecurity, a strong need to
be given direction and their goals clearly
defined for them. As the project started to
progress most students tried to remain
firmly object fixated, some continued to
express a need for permission to explore;
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'Is it ok if [ do that?' 'Should we go in this
direction, or that direction?' 'l am doing
this right aren't [' and some were still
looking for acceptable answers and
pre-determined goals; 'This is scary I can't
see the end'. 'How are we going to
assessed?'

Whilst this paper does not permit the
scope to go into this in any considerable
depth we would consider that one
possible reason for this behaviour may in
part be due to the prevailing educational
culture in Britain which favours the
quantifiable deliverable outcome above
the qualitative process paradigm incorpo-
rating elements of playfulness, freedom
and fun. This issue may well relate to
what Sterling (2001} calls a 'crisis of
education, its limited present ability to
contribute to a better world'.

Initial Perception and
Understanding of the 'living
product'

Capra (2002) suggests that by understan-
ding the processes that are embedded in
living systems 'we can begin to design
processes of change and human organisa-
tions that mirror life's adaptabiliry,
diversity and creativity'. This may in turn
help us to deal with complexity in
sustainable design environments and to
challenge the division we see between
material and social structures. Integrating
some of the fundamental ideas of living
systems into the way we view and relate
to products could be seen as a foundation
for change and may possibly improve our
capacity to implement sustainability
(Kajzer and Saren, 2000).

This is an attractive notion. But
questioning the essence of products and
our relationship with them is a daunting
task. The students' initial responses were
more of confusion and uncertainty and
this can't solely be explained by the
existing educational paradigm. The 'living
product’ concept is a controversial idea
that promotes a radical shift in thinking
of how we view ourselves, the things we

1/03

Designjournalen



use and the environment that surrounds
us. As a consequence we found that the
literal meaning became a barrier or caused
controversy. In some students minds it
was seen; 'as kind of silly" and 'still
sounds absurd'. "How can products be
living " ? Not understanding the proposi-
tion became an initial barrier especially as
the students were not given a clear goal to
work towards but encouraged to make
their own exploration and experience.

By the end of the project we found that
all the students appeared to have become
aware of, understood or owned the
concept of the 'living product' and its
relationship to extending ability to design
more sustainably. The following students
quote illustrates this; ‘At the beginning I
had no idea what a living product was
and now I think I have some understan-
ding. Unfortunately, I feel I lost some
living-ness' in my product and could have
pushed it further. [ think in the future all
my designs should have a living element
because everything I design fits into a
greater system of some sort and life gives
it greater existence within that system.
Living can be so much more abstract than
I originally thought'. This demonstrates
how difficult we believe it is to actually
grasp and take action with abstract and
descriptive words and ideas taken from an
intellectual ecological way of thinking.

Action manifestations

Following the initial workshops and
before embarking on the deeper explorati-
ve design aspects of the project we asked
the students to define their 'perfect living
product'. This exercise, taking less than
half an hour, was intended to give a quick
rough cut of their new found perspective,
to act as a further discussion point and as
a trigger to further design development.
These were the outcomes:

A perfect living product:
- 'Communicates with you, evoking an
emotive response, leaving you with a
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personal attachment (to itself) which will
remain with you for its lifetime’

- 'Responds to the diversity of the users
holistic need by progressing in a flexible
and energetic way'

- 'Would re-instil the idea that man cannot
be separated from bhis environment, a
concept that has been lost somewhere in
our history'

- 'Can be reborn with a new purpose and
appearance, while reflecting new desires,
it is trusted and essential, also surprising
and regenerates new life’

- 'Is a raw intimate product that moves
with your needs, will withstand change
and still retain its appeal and satisfy for
longer'

- 'Is something which you have such an
attachment to or need for that you never
need or want to dispose of it. It is
something that when your need for it has
run out it could be transferred and
become a product that will live for
someone else'

When looking at the analysis of the
project's design outcomes and reflections
we were interested in seeing if we could
find evidence of students:

- Staying within their previous existing
framework of action

- Working beyond the linear design and
marketing paradigm

- Moving beyond designing the physical
object in isolation

- Showing signs of system/service
designing and its wider social connectivity

Mapping the students Journey's
When we came to reviewing the resultant
body of work we found that it naturally fell
into the three main groups shown below.

Group 1: Lateral and progressive
approach

Only 2 projects exhibited an extensive
lateral and progressive approach to
designing. Closer examination of these
students design approach revealed that
they were:
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- Always defining and breaking through
barriers

- Aware of broad social influences and
human need

- Self-motivated and self challenging;
wanting to do something really worth-
while and meaningful

- Continuously moving between thinking
and action through open and explorative
dialogue

- Willing to take risks and learn from the
experience

- Not daunted by unknown destinations
- Constructing their own meaning rather
than being given it

- Self critical as to their own role as a
designer

- Taking personal ownership and
responsibility

The developed design manifestations are
clearly founded in wider sustainability
and seeking to address real human need.
They are very 'proactive’ in their nature,
for instance the designed objects seek to
provoke thought and encourage peoples'
behaviour and attitudes to be more sustai-
nable. Through designing, the students
managed to not only make us more aware
of our relationship to products but also
stretch our relationships, opening them
up, encouraging us to share, let go and
explore something new. Rather then
being punitive and demotivating for the
user these designs recognised our emotio-
nal artachment to things, to capitalise on
it and to encourage people to change. The
students explain:

\...I hope that living products are not
about being punitive but about unders
tanding real emotional issues in people's
lives, nurturing this and treating it with
care in a sustainable way. I think if it is
living it will be appealing to some core
essence (hard to describe any other way)
within people; will consider the important
issues and so will then be sustainable’

These students have taken a systemic
approach to designing, recognising that
the object is connected to a greater whole
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which needs to be accounted for. The
final objects have an extended, long
lasting cycle and when they eventually
'die' they are given a new 'life opportuni-
ty'. For them sustainable design creates
products, services and systems that are
'growing and living’ with us.

'[ like the idea that a living product does
not last forever. I am not sure if people
want things forever. I like the idea that
when its "life" has ended though that it
goes back into something else, in some
way helps to regenerate earth'.

Group 2: Linear and defensive ap-
proach /Periodically breaking free
The majority of the students belonged to
this category. They were exhibiting a
narrow to medium linear and occasionally
a lateral approach to designing. In short,
they found it harder to let go of existing
design paradigms and this might have
inhibited them from stretching their
designing beyond current norms. A closer
examination of the students work provide
us with the following insights:

- Requiring significant support when
taking risks

- Comfortable with open-ended develop-
ment only when supported and encour
aged

- Limited personal growth through
experience

- Maintaining a focus within defined
boundaries

- Highly likely to create safe uninspired
proposals

- Seeking permission before taking risk

- Occasionally stretching own experience
- Strong defence of linear trajectory

Some students in this group however
started to break free, showing signs of:
- Greater tendency to move between
thinking and action
- On/ off confidence, breaking free then
running back for cover
- Occasional inability to see success and
opportunity when working (can't see the
wood for the trees)
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radical, courageous, outspoken and
demanding not only of ourselves but also
of those that we share our educational,
cultural, business, economic, political and
physical environment with; we must
transform it. Above all we must take more
action and action is a difficult thing. We
cannot in the long term reside in the intel-
lectual, if we do we will run the risk of
falling short of a truly global sustainable
society. If we stay within a mechanistic
view of sustainability we may possibly
convince ourselves that we can solve these
issues solely by recycling, reuse and
disassembly. One of our students puts it
this way, 'I do not want to design just
more gimmicky products for the eco-
design handbook, [ want it to mean more
than this'. For it to mean more we must
pursue change vigorously and that is also
difficult. But as Kosko reflects, 'You
cannot learn without changing, or change
without learning'. So, with regard to
sustainable design, we believe that we are
only beginning to comprehend the full
extent of what the opportunities are and
what we could, creatively, do with them.

‘We have to be the change we want to
see' - Gandhi

Designjournalen 1/03

45

Breaking free from the
unsustainable now




Bokférsdljning

Design av foretags- och produktnamn

Forfattare: Jens Bernsen

Utgiven 1994, Svensk Industridesign/Industrilitteratur, Stockholm

Ett bra namn ir inkdpsporten till identifikation, igenkdnnande och forstaelse. Ett daligt
namn kan medverka till att man blir forbisedd eller feltolkad. Ett bra namn ger ett fore-
tag eller en produkt en god start, kanske dven ett gott liv. Ett daligt namn 4r en belast-
ning. Utvecklingen av ett namn p4 ett foretag eller en produkt dr en designuppgift i sig.
Boken kartligger beslutspunkter som ligger bakom valet av namn och anger

kvalitetskriterier fér denna designuppgift. Boken édr bdde pa svenska och engelska.
Pris: 150 kr exkl. moms + frakt

Design for Product Understanding

Forfattare: Rune Mond

Utgiven 1997 av Liber

Industridesignerns uppgift dr att forma tingen sd att vi forstar hur de ska anvindas.
Boken ligger darfor tonvikten pa produkten som ett tecken, dess budskap och kommu-
nikativa betydelse. I flera avseenden bryter boken ny mark pd produktsemantikens
omréde. Design for Product Understanding dr nodvindig vid utbildning av industriella
och grafiska designer och ovirderlig for alla, som pa ett eller annat sétt arbetar med
vdra nyttotings gestaltning. Den vill ocksa 6ppna dorrar ut till vidare forskning pa ett
fortfarande jungfruligt omrade.

Pris: 288 kronor exkl. moms + frakt

En resa i design

Forfattare: Lisa Warsén och Per Leander

Utgiven 1999 av KFB, Kommunikationsforskningsberedningen

KFB har under ett antal ar finansierat ett forskningsprogram om industriell design inom
kollektivtrafiken. Detta arbete ar nu avslutat och finns sammanfattat i en handbok, som
heter Resa i design. Boken vinder sig till alla som arbetar med att forbattra kollektiv-
trafiken. De som arbetat inom programmet har funnit att industridesign ar ett utmarkt
verktyg for utveckling och management nir det giller sdvil tjinsten som alla dess olika
bestandsdelar. Design ar synlig och riktar sig till bdde resenirer och personal. Dessutom
manar design till helhetssyn. Lis boken Resa i design och {4 inspiration och idéer.
Boken behandlar utformning av fysiska produkter, rumsmiljéer och information och
hur man skapar en fungerande helhet med minniskan i centrum. Den beskriver bade
genom sin huvudtext och ett stort antal exempel hur design genomfors och hur design
kan anvindas. Det handlar om att firdas vil. Om vilfird!

Pris: 350 kronor exkl. moms + frakt
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Handla

Utgiven 1997 av Tullbergs kultur & reklambyra

Boken handlar om f6randring, valfird, arbete, lirande, konsumtion, arkitektur, design,
kultur och framtid utifran 1930-talets bok "acceptera". Forfattarna tar upp olika
faktorer som styr utvecklingen av arbetslivet och fér fram visioner kring lirande och
forstaelsen av kopplingen minniska - maskin.

Pris: 368 exkl. moms + frakt

Ett steg mot en hallbar framtid

Produktion: EkonoMedia Affdrspress AB

Utgiven oktober 2000 Projektledare: Christer Ericson och Hans Frisk
Industridesign dr ett kraftigt verktyg i kampen for att ridda miljén. Forr fokuserade
man pa utslapp, forpackningar och sopsortering. Nu star det klart att miljétinkandet
maste borja redan pa ritbordet. Nar produkten limnat fabriken dr det for sent.

1998 startade projektet EkoDesign, initierat av Svensk Industridesign med finansiering
fran NUTEK, Naringsdepartementet, EU:s Smaforetagsinitiativ och deltagande foretag.
Elva mindre och tvd storre foretag har med hjilp av specialutbildade industridesigner
och miljospecialister gétt igenom och miljéanpassat sina produkter och olika arbets-
metoder. Milet med EkoDesign-projektet har varit att minska den totala
miljébelastningen med 50 procent- under tillverkningen, nir produkten anvinds och
nir dess livslangd ar slut. Ett mal som vi lyckats uppfylla. Lis och lat dig inspireras!
Pris: 56 kronor exkl. moms + frakt

Sverige i god form

Forfattare: Ann-Kristin Myrman

Utgiven 2000 av LO, Landsorganisationen

Vi vill med skriften Sverige i god form bidra till en 6kad diskussion om formgivningens
betydelse for sysselsittningen och utvecklingen av svenskt niringsliv. Vi tror att det
finns stora utvecklingsméjligheter fér foretag som satsar pa en genomtankt
formgivning. Det kan leda till sysselsittning, utveckling av arbetets innehall och battre
produkter.

Det finns manga aktorer vid en produkts tillkomst: formgivaren, konstruktoren, som
ibland 4r samma person som formgivaren, foretaget, de anstillda, den fackliga organi-
sationen, koparen och brukaren. Alla kan bidra med mer 4n de gor idag. Alla har kun-
skaper som inte utnyttjas och inte samordnas. Vi tror att det finns bdde kunskaper och
intresse inom vara egna led som inte tas till vara. Darfér vill vi med Sverige 1 god form
framfor allt stimulera facket och fackets medlemmar att fundera pa och undersdk om
en satsning pa formgivning skulle kunna bidra till att utveckla det egna foretaget.
Pris: 32 kronor exkl. moms + frakt
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Bokforsdljning

Tank pa saken

Forfattare: Folke Edwards, Gunilla Grahn-Hinnfors, Torsten Hild, Ingrid Sommar
och Anders Westgardh

Utgiven 2000 av Nordbok Publishing AB

Ar 2001 ir ett av regeringens utlyst ar for arkitektur, form och design. For att lyfta fram
designlinet Vistra Gétaland utkom boken "Tink pé saken", ett praktverk i ord och
bild om vistsvensk design. Nirmare 100 utvalda vistsvenska foremadl, som dr designade
och/eller producerade i Vistsverige. Fran bilar till porslin, frdn mobler till ostar, fran
servetter till motorsdgar. En del féremal ir klassiska, andra dr samtida. Boken skall
skianka kunskap kring design och inspirera till 6kat designtinkande bland foretag,
myndigheter och organisationer. Boken skall vara en upplevelse for dem som tar del av
bokens texter, bilder och grafiska form.

Pris: 250 kr exkl. moms + frakt

The Human Dimension

Utgiven 1994, Svensk Industridesign, Stockholm

I oktober 1994 arrangerade Svensk Industridesign, Arbetsmiljéfonden och Sveriges
Tekniska Attachéer utstillningen "Den Humanistiska Dimensionen” i Milano.
Utstillning visade 70 svenska foretags produkter, utvecklade med omsorg om dem som
skall anvinda dem. Ett antal namnkunniga personer, t ex Gustaf Rosell, Kerstin
Wickman, Anty Pansera och Maria Benktzon, ger sin syn pd denna humanistiska
dimension, ett férhallningssitt som gor Sverige unikt inom anvindarinriktad produkt-
utveckling. Boken dr pd engelska.

Pris 50 kr exkl. moms + frakt
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