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Abstract
Why are objects cherished even after their functionality as been surpassed’

This thesis is based on understanding how and why certain objects of our daily 
lives have overcome the consequences of our ‘throw away’ society. Why do 
consumers have emotional relationships with their belongings, and why does 
this directly impact on the life cycle of an object. 

This thesis will be formulated through a verity of literature reviews and 
questionnaire/interviews for a variety of focus groups.
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Preface
The interest for this research was sparked after meeting with one of the major 
players of “eco-design” in Quebec, Canada. His work is set in the area of 
sustainable future, for the Quebec design industry. We had a meeting and 
discussed the issues and importance of sustainable design for the product/
industrial design industry. My area of interest was to understand how I 
could influence companies and designers that are not necessarily interested 
in sustainable design, to change their vision. How can designers separate 
themselves from the vision of design obsolescence that has been a predominant 
factor of the success of industrial design through the last century which coincide 
with the industrial revolution? We also talked about how the idea of sustainable 
design comes with the cliché that can repel certain user, due to the materials 
used, quality or statement it gives (aesthetically and socially). I believe that the 
client’s choice of a product over another should not be influenced by a theme 
such as ‘sustainable’, but by the values it will bring to the end users and the 
society. We have the tools and knowledge to produce sustainable design, so it is 
now up to designers to stop trying to sell sustainable design as a mediocrity of 
existing products due to their difference of materials… but to make sustainable 
design the standardization for the future.

In our present society “sustainable design” as become similar to streamlining 
in the 1920’s, a theme, a trend and or a fashion statement. Sustainable design is 
a process which influences the decisions of the designer’s process, to produce a 
design that will be good for this generation and the next (without compromise 
on functionality nor aesthetic). These objects and products should, not be 
perceived by the customers, the users and the society as a present trend, they 
should be perceived as “good & smart” design which will last longer, be 
beneficial to the client, and will not arm the nature and society. Therefore I 
aim to base my research project on understanding how designer can influence 
the relationship between design objects and user. This is like designing a 
“Montblanc” , a “Rolex” or any type of design that last for more than a typical 
product lifespan, while enhancing the users experience, design that will last 
and could be passed down to the next generation. This can be achieved by 
elongating the life cycle, creating a story for the user to feel more personally 
attached with the object, to take the time to listen to what our customer actually 
want, not just now but in the future. In essence, how can we design today for 
the needs and desires of tomorrow’s users?
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‘Products are entitled to dignified ageing. Their contribution to waste needs 
drastic reduction.’ (Hinte 1997)

‘Billions of products effectively die before their time has come. They can be 
found in silent places in homes, or they are needlessly recycled, buried and 
landfills or simply burnt’(Hinte 2004)

In the last decades the importance for sustainable design has been a key issue 
for the future of the design industry. To direct our industry from designing 
for obsolescence to designing for a close loop future, designing for “cradle to 
cradle”, is believed to be the way forward for the product design industry. 

‘Back in the early 20th century, in the heady innovation-days of Henry Ford, 
the favoured term ‘design’ meant creation, progression, development and 
production of newer and better interpretations of everyday life. Today, we 
are back there, only now it is ‘sustainable’ designing that signifies creation, 
progression, and development, and presents the real opportunities for 
visionaries and heroes to emerge.’(Gant 2007)

We are passed as a society the years of blind consumption.

The sustainability of our planet should be a concern to all users and designers. 
If we continue to exploit our planet in the manner we currently do, the 
consequences is the planet will no longer have the capacity and ability to sustain 
us any longer. This situation has been primarily caused and provoked by the 
industrial revolution and the integration of ‘planned obsolescence’ philosophy 
in the design process as well as in the very way we saw consumption as a 
measure of success for the society.  So it is now up to designers to perceive the 
opportunities that arise, ‘someone has to redesign the structures, institutions and 
process that drive the economy along. Someone has to transform the material, 
energy and resource flow that, unchecked, will finish us’(Gant 2007)

Why should we design and or consume anymore; would it not be more 
‘sustainable’ to stop consuming totally? The reason for this impossibility, and 
that is consuming is a natural human behaviour, it is the challenge for designers 
to discover an approach, products, technologies that will make the act of 

1 Stepping Stones
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consuming more ‘sustainable’. ‘In this respect, asking people to stop consuming 
is a pointless endeavour, when what we should be pursuing is redirective 
behaviour, which steers consumers towards greener, and more sustainable, 
alternatives (just as the response to the AIDS pandemic is not to try and stop 
the world having sex, but rather, to think about safer ways for individuals to 
go about it).’(Gant 2007) Another problem with not designing anymore is 
economic disaster, and also the inconveniences known and to be discovered 
from the present objects will reside. 

This research will be based on William McDonough & Michael Braungart 
concept of the four R’s of sustainable design; reduce, reuse, recycle and 
(recovery) replenish with the concept of emotional durable design from 
Jonathan Chapman. This dissertation will specify on one of the four R’s; 
‘reduce’, reducing consumption by adding emotional value to design object. 
This research will look in to reducing the over consumption of products (how 
to avoid design obsolescence in the design process), trying to understand 
what makes specific design objects ‘last longer than others’. It is important to 
discover how to design products that will last, sustain, while keeping a place for 
designers to have jobs, a purpose, a service to offer. This research will express 
the idea that when design is achieved in a thoughtful manner and approach, 
design can be a durable solution for social and personal needs and desires. 

“In this respect, asking people 
to stop consuming is a pointless 
endeavour, when what we should 
be pursuing is redirective behaviour, 
which steers consumers towards 
greener, and more sustainable, 
alternatives’ Chapman, J & Gant, N 
(2007).
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This research will focus on understanding the strength of ‘good’ design for a 
sustainable future. How can designers and design consultancy can be inspired 
by these approaches to produce design that consumers and user really want.

It is important for designers to understand and comprehend how their design 
choices; from materials, process, choice of technologies to aesthetic will have an 
impact on the life span of objects developed. 

How these design decisions will impact on the consumers’ choice and use of the 
object in real life situations. How can designers focus their approach to produce 
design such as the ‘slipper’ concept, where the design object will get better, 
personal and build an intimate relationship with the user as time of use increase 
(the emotional attachment increases with time, comfort and of property and 
belonging). 

This research project will be focusing on how objects convert emotions to 
the users and how these emotional attachments can impact the life span of an 
object. The aim is to discover what pushes consumers to be more conservative 
with their objects. What emotional aspect of an object create stronger relation 
with the user that forces the consumer to be less inclined to throw away their 
belongings for the ‘next best thing’. The aim is to understand how ‘user and 
product flourish within a long lasting partnership’ (Chapman 2005)

Emotional design is only one aspect of “sustainable philosophy”.  This meaning 
that consumer habits will change as sustainability in everything we do becomes 
the way of life, what’s recognized by the society has being the right thing to 
do.  This will need to come from designers, politians, academics, scientists, 
industrials, ...

The aim is to understand how ‘user 
and product flourish within a long 
lasting partnership’ (Chapman 2005)
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This research project will focus on how to increase the long lasting emotional 
value of an object through other means then only their function and aesthetics. 
Consumers tend to have the habit to discard, or put a side, their belongings 
when there is a new and improve option available. The functionality of a 
product is the basis of an objects life span, if the function is outdated, or there is 
a more appropriate alternative the consumer will discard his present object for 
the next generation, or simply an object that will perform better. Therefore it is 
crucial for designers to understand the importance to add emotional values to 
design objects, employing other means then simply function related; e.g. ‘form 
follows function’. 

To create more sustainable objects it is imperative to design objects that will 
physically and emotionally last more than one standard object lifecycle, and 
discover how can product development teams make the consumer keep them, 
and use their objects for a longer period of time. The aim is for the design and 
the object to have the ability to evolve with a users emotional attachment from 
‘domestic appliance to an inevitable accomplice in our emotional lives.’(Bush 
2005) How can we design more objects to be accomplices of our life, instead 
of being a ‘temporary’ solution until the next design, the next object, the next 
gadget, to reach our homes?

Through this research, the plan is to investigate a variety of design principles 
that are known to aspire an increase of the longevity of an object in use. 
One of the major problem that we comes across in the field of sustainable 
design (a problem that should be understood from all; designers, user, 
consumers, scientist…) is that ‘landfill around the globe swell with fully 
functional appliances’ (Chapman 2005). The excess in the harvesting and 
use of this planet’s natural resources we are causing radical changes such as; 
the depletion and exhaustion of global material resources (metals, woods, 

2 Aims of the little 
blue book
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oils, and many more), global warming. This causes economical difficulties, 
ecological disasters, and other negative impacts on our lives. This has brought 
the attention to industries, societies to turn to producing in a more sustainable 
approach to ensure a future. It is an important matter that designers focus their 
design thinking in a more sustainable vision; the materials, the production/
manufacturing methods, the object’s function and use, the energy required 
and the methods of objects end of its life cycle should be selected with a more 
sustainable mind set. 

In the sustainable design field there are a variety of manner and procedures to 
approach the problem of creating sustainable design, which are based on the 
concept of waste minimization. These on the other hand are often implied due 
to regulations, or economical benefits, and less on personal and companies self-
awareness, thus resulting in a an approach of sustainable design for excuses, 
and less of an ‘avant guarde’ solution. 

‘Eco-design limits itself to an environmental technological approach and 
recycling is sometimes an excuse for more rapid discarding’(Chapman 2005). 
These sustainable design approach are imperative to all actors in the product 
development process, the present problem is that sustainable design tend to 
be used as a manner to help people, companies feel better about their over 
consumption, and over production. The question is how can designers, through 
their input in the product development process help people to consume less, and 
to have a more sustainable life style? 

The approach of emotional durable design will be the perspective this research 
project will focus to comprehend and perceive avenues for the future of the 
product design industry. The concept is based on the idea that if you have a 
positive emotional relationship with an object you are less inclined to substitute 
with the ‘next best thing’, or the ‘new look’.  It is a task for designers to aspire 
change in our current culture of over consumption.

‘Eco-design limits itself to an 
environmental technological approach 
and recycling is sometimes an excuse for 
more rapid discarding’(Chapman 2005). 
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This research paper has for objective, to give an insight on how and why objects 
are used and discarded before they are obsolete. I wish to generate a research 
project that will be backed by various bullet-type concept designs. These concept 
designs will be a form of conclusion from the feedbacks received through the 
various questionnaires, surveys and my literature research conducted. This 
research will aim to bring forward a multiple of possible options (two or three), 
and a vision (a record of my finding) for designers, students, product developers, 
and all members’ part of product development cycle, to be inspired and utilize in 
their personal design process.  

My personal aim with this project is to provide myself with various possibilities, 
and approaches that will enhance my personal design skills, my design approach 
and how to better translate customer needs in a way that they will provide input 
for emotional design. I intend to achieve this by understanding how to design 
products that are more relatable with the user that can create an emotional link 
with the users. I aim to look into a different avenue for sustainable design that is 
not directly based on the decision of materials, production methodology but his 
more focused on the user interaction with design.

With the increasing implementation of technology in our every-day objects, it 

3 Objectives of the 
little blue book

With the increasing implementation of 
technology in our every-day objects, it becomes 
more and more important to understand our 
consumers desires and needs.
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4.1 Objectives summary

This section is to enable the reader to have a more concise understanding of the 
objectives to be achieved throughout this research project. These are the core 
objectives of this research, others aspects will need to be addressed to ensure 
resolution of these objectives, for more details look at the methodology section 
of this research paper.

•To discover and comprehend what design characteristics will have an 
impact on the ability of particular objects to have a longer usage life 
span.

•What methodologies and process are available for designers to 
facilitate production of emotional durable design objects?

•Is emotional durable design a viable and probable avenue for the 
product industry to envisage for the future of the industry, as a 
sustainable solution?

•Is it possible to design a process or rulebook to ensure successful 
emotional durable designs?

Figure 1
Table of objectives

becomes more and more important to understand our consumers desires and 
needs. For powerful sustainable design options, it is not only important for 
designers to simply use better materials, recycled, and other sustainable design 
techniques, but to create design of greater value for the consumers and the 
society, to produce ‘good’ design. 
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This section is used to give an overall understanding of how the research will be 
conducted. This will help the reader to understand why particular findings were 
discovered and their actual viability. This section can also be used for anyone 
interested to bring this research further, or to test the viability of this research 
outcomes.

The success of this research is based on accomplishing a variety of essential 
key objectives, and steps. These objectives are fundamental to create a pool 
of knowledge from which further knowledge can be discovered, learned and 
developed as new sustainable design guidelines. The fundamental of this 
research will be based on findings from literatures in sustainable and emotional 
design. Other methodologies will be used to support and to test the findings. 
These other research tools such as questionnaires, interviews, …  that enable 
to progress from combinations of previous knowledge on the topic to new 
discoveries. 

Having established the global theme of this research sustainable design with an 
emotional durable designs approach. It is important to define how this research 
is to be conducted. This methodology aims to give an overview of the main 
research methods that will be utilized in this project. In this proposal I suggest 
utilizing qualitative primary research, as I believe quantitative research methods 
would not provide relevant findings regarding this complex design issue, based 
on user’s personal emotions.

The early stages of this project will be characterised as basic stages of 
knowledge and information gathering the ‘foundation’. The knowledge acquired 
as of this point will be further developed and filtered to bring structure and 
context to this research (as mentioned in both the objectives and literature 
review of this document). Investigation through reviewing the literature 

4
The blue brick road

4.1 Primary research done in the subject through literature resources
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resources (conference papers, websites, journals, correspondences, videos and 
books) will be an important step in helping me reach successfully the later stages 
of this research. A systematic and thorough research approach (note tacking, 
literature reviews, and online reviews) will be essential when looking into this 
vast subject. Recording and reviewing findings in a good manner is essential in 
this process and will have to be done systematically, to ensure that the research 
goes as smoothly as possible.

Interviewing professionals and/or academics that have a vast knowledge 
on these issues; These interviews should be achieved before working on the 
design concepts and also before the questionnaire can be properly written. 
These interviews (face-to-face, online blog, phone, skype or simple e-mail 
correspondence) will give valuable insight in the subject matter and help clarify 
my current findings, and help understand what more is needed. The individuals 
to be interviewed may provide different perspectives on sustainable and 
emotional design. These interviews will further contextualise the research with 
the industries needs and wants, helping the research toward a more beneficial 
result.

An important part of the primary research is to design a few design concepts 
that will reflect various discovered theories and promote the use of emotional 
durable design. These design concepts (computer renderings) are to be generated 
based on the findings of the initial and secondary research, done in the field of 
research, sustainable and emotional design. The concepts will be rendered in a 
manner that is easily understood + can be easily altered depending on needs (to 
ensure that the designs reflect the actual feedbacks from the focus groups). The 
design concepts can be compared against existing solutions, such as designs that 
the focus groups can easily relate to. The concept designs are to be proposed to 
three different focus groups that will have their reactions/comments recorded. 
Groups are suggested below

4.2 Interviews with professionals in sustainable and emotional design roles

4.3 Designing interviews + design concepts

A group of non-designer (with no personal attachments)
A group of design students/teachers/professional designers
A group of individuals with high credibility in the field of sustainable 
design
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The design concepts will be inserted in the questionnaire as to ensure that the 
focus groups provide similar answers for the ease of recording.

For this research a dissertation document is a given final outcome. Recording, 
and transforming research and findings into an accessible document is the 
conclusion of any research process such as this one. In this project I additionally 
wish to design an internet ‘blog’, where I will publish my findings and 
accumulate people comments and reflection on my findings. The Internet ‘blog’ 
is a manner to share my findings (literature discovered, theories and more 
knowledge) with interested people in sustainable design; from students, teachers 
and professionals.  This ‘blog’ is intended to be designed at an earlier stage then 
the final dissertation as it is intended to be used as part of the research method 
also. 

4.4 Producing a Dissertation + Internet blog

For this research a dissertation document 
and the publication of an internet blog is 
a given final outcome.
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This research will focus on the theme of sustainable design. This paper will use 
an approach, based on emotional designs, to reduce the consumption of user 
objects. It will be specific to a define stage of an object’s life cycle, the phase 
of the object’s use (and abuse). Why are certain objects kept even after they 
become ‘obsolete’ and why are others thrown away while they are still in good 
condition, and functioning. The aim of this research is to clarify what makes 
an object precious/timeless to consumers. What are the values that an object 
requires to create a timeless emotional attachment with the user/owner? Can I 
possibly discover, and produce a set of rules/principles for designers to apply to 
their design process that will ensure to produce emotional durable designs?

How can we as designers increase the value of our designs, to create longer 
lasting and more personal objects? Can designers design more than simply the 
functionality of an object? How can we differentiate design from the phrase, 
‘form follows function’? How can we add an extra value, emotional durability 
to design of objects? Producing objects only for their functionality, is this a 
timeless approach to design? It would be interesting to bring more personal 
value to these objects? 

It is understood that the product needs first and foremost to meet the functional 
requirements but emotional design extends the interaction with the “owner” 
beyong simply functionality.

5 Foundation of the 
little blue book

It is understood that the product needs first and 
foremost meet the functional requirements but 
emotional design extends the interaction with 
the “owner” beyong simply functionality.
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‘Sustainability is the ability of the 
present generation to fulfill its needs 
without compromising the ability 
of future generations to fulfill their 
needs.’(Development 1987) 

5.1 Sustainable design

This concept can be incorporated to the design field where designers produce 
objects while being aware of how their present choices will impact the social, 
economical and environmental attributes of the future generations, and our 
present society.  It is taking into consideration the impact that products will 
have on the environment at the earliest stage, when the design is beingconceived, 
produced to the end of the life of the objects when it is recycled or sent to the 
landfill. ‘Conventionally, sustainable design is understood as a collection of 
strategies, which broadly include: products designed for ease of disassembly 
and recycling; designing with appropriate materials to ensure a reduction in 
environmental impact; design that optimizes energy consumption and considers 
options for alternate sources of power; and design that considers longer lasting 
products both in terms of their physical and emotional endurance, to name 
but a few’(Gant 2007) It also refers to minimizing product’s direct and indirect 
impact on the environment at every possible opportunity, by the materials used 
and the way raw materials will be shaped and used in the production, till the 
time the product or material comes to an end. 

‘The drive to make industries less destructive goes back to the earliest stage of 
the Industrial Revolution, when factories were so destructive and polluting that 
they had to be controlled in order to prevent immediate sickness and death.’ 
(William McDonough & Braungart 2002)
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‘L’intégration des aspects environnementaux dans la conception et le 
développement de produit peut être un facteur de compétitivité et de 
performance.’ (Natalie Blouin et al. 2009) This translates to ‘The integration 
of environmental aspects into design and product development can be a factor 
of competitiveness and performance.’ Designing with a sustainable approach 
can bring the design company greater tools for the competitive market. The 
main reasons for this are the following; reduction of cost in the production 
process, increase in the research for innovative results, the comparison of the 
companies designed versus competition, tackling new market places, enhancing 
the companies image (brand identity), and to create stronger company bonds. 
Sustainable design is a growing approach that requires greater research, forcing 
companies to be more conscious of their design and buisness choices, and area 
of improvements.

Research commissioned by the IDP (Institut du développement durable) on the 

5.2 Benefits of sustainable design

Economic

Sustainability

Socio-Economic

Eco-Economy
Socio-Environmental

Social

Environmental

Figure 2
Representation of sustainable design
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‘When environmental issues appeared on the ‘radar screens’ of industrial design 
we started modifying our practice to address the ecological damage caused 
by materials and resources acquisition, manufacturing process and product 
disposal ... Analytical frameworks have been developed, such as Life Cycle 
Assessment (LCA), that aid in the identification of problematic environmental 
outcomes.’(Stuart Walker & Dorsa 2001)

A design tool that enables the product development team to make an informed 
sustainable choice is called the ‘life cycle analysis’ (LCA.) The LCA may also 
be referred to the ‘cradle to grave’ approach; this has now changed with the 
innovative principal brought forward by ‘William McDonough and Michael 
Braungart’ that is called ‘cradle to cradle’, this is the concept that uses 
production methods that are free of wastes, where the wastes can be composted 
or re-used. The LCA is the process of measuring the environmental impact 
of every stage of a design process and production of the product. It starts by 
questioning the design, the brief, and the solution that was taken on paper, the 
in house process and choices. The second stage is the production of the raw 
materials, from the way they are extracted prepared for use, to how they are 
carried to production, where they are changed into objects and products. These 
stages require a great amount of energy, for example; the production of wood 
as a raw material. Wood needs to be grown over long period of time, varying 
from five to more than a hundred years. When the tree has grown to the desired 
size, it is cut down, dried and treated, then shaped into sheets, or planks of 

5.3 Life cycle & Life cycle analysis 

economic benefits of sustainable design for a business. Their conclusion was that 
28 out of the 30 companies researched, have admitted of having gain economic 
advantages after changing to a sustainable design process and materials. Results 
acquired through correspondence with Alexandre Joyce, from IDP. 

Designing with a sustainable approach 
can bring the design company greater 
tools for the competitive market.
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wood. When these stages have been achieved the lumber may now be used as a 
raw material in the production of a specific product, from furniture, to cutlery. 
The following stage is the distribution, how is the object distributed, either to 
the direct customer or at a selling point. When the product has been bought it 
will be used by the customer. In this process it mainly depends on the qualities 
of a product, to determine the impact it will have on the environment and the 
consumption of energy, for use and to maintain.  When the product has reached 
the end of its life as a useable product, it will be disposed off. There are various 
ways to dispose of an object. The different ways to dispose of a product are the 
following: landfills, incineration, are the most conventional and worst for the 
environment, the next three are referred has the ‘three R’s’ they are, ‘reduce, 
reuse, and recycle’, and now with the principle of ‘cradle to cradle’ there is a 
fourth ‘R’, repurpose. 

Raw material
extraction

Material Processing

Distribution/Transportation

Use & Abuse

Disposal or recycling

OR

Figure 3
Representation of the life cycle of objects
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LCA cannot give a complete and comprehensive picture because a product 
does not operate in isolation: it is invariably part of a complex and interlocking 
system. For example, microwave ovens have been welcomed because they 
accelerate cooking and so reduce the consumption of electricity. However, the 
increase of foods especially designed for microwaves has brought about an 
increase in the use of non-recyclable plastics.(Whiteley 1994)

Why is the stage of ‘use’ in the life cycle analysis the length it is? How can we 
as designers, make this stage of a longer durability, and pleasurably? What 
are the design constraints of this life cycle analysis stage, other than energy 
consumption? How can we understand this stage of the life cycle better to 
produce more sustainable designs solutions?

‘Reduce design’ is a broad principal, as it may be decreasing the amount of 
parts, reducing the amount of toxic materials, reducing the amount of non-
renewable materials of an object. It also means reducing the amount of energy, 
to produce, to use, and also for disposal, or recycling. When reducing the 
amount of toxic waste created or released, the size or the quantity of raw 
material required, will not necessarily result in a reduction or annihilation of 
negative effects on the environment. This approach will simply slow-down/
reduce the negative impacts, letting them take the same effect, but only 
over a longer period of time. ‘Reducing’ will often be seen in the amount of 
components in a product, to make it easier to disassemble and assemble. If a 
product is easier to disassemble and or assemble, it may be given a longer life 
span, as it may be easier to repair, and will also have the effect of being cheaper 
to recycle, or reuse the parts. 

This research will take the concept of reduce design to a different direction, 
reduction in over consumption. The principle will be to make objects that 
require less change in the long run, objects that have a strong place in the 
owner’s life.

5.4 Reduce design 

‘Reduce design’ is a broad principal, as it may be decreasing 
the amount of parts, reducing the amount of toxic materials, 
reducing the amount of non-renewable materials of an object. 
It also means reducing the amount of energy, to produce, to 
use, and also for disposal, or recycling. 
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5.5 Emotional design

‘The objects in our lives are more than mere material possessions. We take pride 
in them, not necessarily because we are showing off our wealth or status, but 
because of the meaning they bring to our lives.’(Norman, Donald A. 2004)

Our emotions are what enrich our days with enjoyable or disagreeable qualities. 
‘Everything we do, everything we think is tinged with emotion, much of its 
subconscious. In turn, our emotions change the way we think, and serve as 
constant guides to personal behavior, steering us away from the bad, guiding 
us toward the good.’(Norman, Donald A. 2004).  As a great part of our days is 
concentrated on the use of objects, which elicit emotions it should become very 
relevant for product developers to include the concept of emotional design in 
their design process. 

Emotions that are evoked by product tend to be intangible and personal to the 
user. Product emotions are induced by such reflections as aesthetics, function, 
branding, novelty, behaviour and personal associated meanings. Stronger 
emotion are often achieved once the product becomes an extension of the 
owner, it’s not an object or a tool anymore, it becomes an integral part of the 
users life. Products tend to elicit a multitude of emotions at the same time, 
making it more difficult to discern a direct link between an object and the user. 
‘Emotions are idiosyncratic, the conditions that underlie and elicit them are 
universal’(Desmet 2004).  

Emotions are induced by the mind’s ability to comprehend and reflect on the 
events that surround us, being joyful or harmful. ‘The process of signalling the 
personal relevancy of an event is commonly conceptualised as a ‘process of 
appraisal.’ An appraisal is a ‘direct, non-reflective, non-intellectual automatic 
judgment of meaning of a situation’ in which our concerns serve as point of 
reference.’(Desmet 2004) ‘Products are not objects of coincidence; they are 
designed, bought, used with a purpose’(Desmet 2004). Our products are tools 
to enable us to succeed in our goals, from abstract, being happy a light to read; 
and concrete, tools, for building. It therefore imperative that a product enables 
the users to satisfactory achieves the set goal.  This could be conscious or 
unconscious.
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The emotional responses carried by objects are also related to our five empirical 
senses sight, hearing, taste, smell and touch. These characteristics have a direct 
influence on the user’s emotional responsiveness to a particular object. These 
characteristics enable the user to distinguish a level of appeal for an object based 
on his personal senses. When a product corresponds to one or more of the 
empirical sense it will elicit such emotions as attraction, appeal, disgust, trust, 
fear…. The sense of appeal can be dominated by a particular attribute of the 
objects aesthetic, size, shape, style, trend, and particular details in the objects 
appearance or performance.  

Another strong aspect in the emotional reflective approach to objects is based 
on personal judgment, this is based on how people’s belief, culture are reflected 
in the object (or object fit with the culture). This emotion is not solemnly based 
on the actual object but also on the companies branding etiquette, products 
made from fair-trade materials, sustainable materials, or produced by underage 
kids in hostile working environments.  These product attributes will have a 
direct impact on the consumer’s judgment. In addition there is the concept of 
product novelty.  This will tend to have an impact on how the product will 
elicit an emotional response from the consumer and user, goal, attitude, and or 
standards. The last emotional response is based on the ability for a product to 
generate emotional stimuli. ‘Products that are appraised as stimulating because 
they bring about some question or because they require further exploration 
will elicit emotions like fascination and inspiration’(Desmet 2004).  Grasping a 
better understanding of these emotional values by product developer enables the 
objects to evoke more emotional relationships between users and products.

5.5.1 Emotional design (empirical senses)
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5.5.2 Emotional design (Don A. Norman)

VisceralEmotional
behaviour

Adjectives

Defenitions

Behavioural Reflective

Pretty UtilitarianA dmiring

Fun PleasureR eassurance

Emotional Design

Based on the consumer’s
 initial reaction to an object,
 ‘the first impression’

Based on consumer
 interaction with the objects 

functionality

based on how the 
consumer relates with the 
image the object, company,

 how it makes them feel

Figure 4
Representation of the concept of emotional design inspired by Don A. Norman

Emotional design is the ability for a design object to procure the user with 
the three core emotional attachments visceral, behavioural, and reflective. It 
is the aim of this research to understand the ‘feel’ that an object procures to 
the user. Emotional design is making sure users understand and relate with 
their objects, this is one of the most complicated (complicated or more difficult 
to measure) and important parts of the design process. For an object to be 
stimulate a good emotional response from the user ‘it must be easily learned 
and always remembered’(Norman, Donal A. 1988).  Design objects must be 
enjoyable to use, appealing to look at, and socially acceptable. This concept of 
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5.5.3 Emotional design – visceral emotions

The first theme of emotional design inspired by the guru of emotional design, 
Don Norman this is visceral emotions. This is based on the consumer’s initial 
reaction to an object, ‘the first impression’. Visceral is ‘based on deep feeling 
and emotional reactions rather than on reason or thought.’(Press 2003) 
Visceral tends to be based on appearance, but can also be based on other first 
impression, such as; the sound of a sport car, the feel of a new sweater, the new 
look of a phone. Visceral is all about immediate consumer emotional reaction, 
‘It has to feel good, look good’(Norman, Donald A. 2004). This emotional 
reaction is important to brings a sense of beauty as  “Attractive things make 
people feel good, which in turn makes them think more creatively...positive 
emotions are critical to learning, curiosity, and creative thought”(TED 2003).  
An inconvenience with visceral objects is that they tend to be based on a style 
and trends, which change with time. Visceral choices can also be influenced by 
education, culture as this type of emotional response can be acquired, interest 
in design objects, interest for modern art, passion for wine, ... Visceral emotions 
are initial reactions, after come behavioral reactions.

‘We now know how to make products that 
work fine; how do we make products that 
make you smile?’(Guardian 2004)

making objects enjoyable, that make us smile is supported by the MINI Coopers 
success described by the New York Times ‘Whatever one may think of the 
MINI Cooper’s dynamic attributes, which range from very good to marginal, it 
is fair to say that almost no new vehicle in recent memory has provoked more 
smiles’(Norman, Donal A. 1988).

‘We now know how to make products that work fine; how do we make 
products that make you smile?’(Guardian 2004)
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5.5.4 Emotional design – behavioural emotions

The second theme is behavioural emotions; this is based on consumer 
interaction with the objects functionality and physical attributes. This emotional 
theme is about the use of an object, the performance, how it accomplishes 
the user’s goals, and needs. ‘What matters here are four components of 
good behavioral design: function, understandability, usability, and physical 
feel’(Norman, Donald A. 2004).
 
In behavioural design the first and foremost important criteria is the function. 
If an object does not fulfil its intended function it does not matter how well 
it feels, it has failed (unless if the main criteria was aesthetic, such as Phillip 
Stark lemon squeezer Juicy Salif, ‘My juicer is not meant to squeeze lemons; 
it is meant to start conversations’ (Norman, Donald A. 2004) explaining the 
design brief that Phillip Stark had in mind when designing the lemon squeezer); 
a watch that cannot give precise time, a cup that burns your hand when used, a 
phone that looses signal when touched. 

In product development there are two major types of designs, enhancement 
and innovation. Enhancement is adding new value, attributes to an existing 
object. Innovation is discovering new functions, new manners of solving a goal, 
a totally new object or an object that solves a goal that was unattainable in the 
past. Enhancement is a particularly easy design approach it requires straight-
forward research and knowledge of the user’s needs and desires. On the other 
hand innovation is a more difficult approach, as it tends to have no direct set of 
criteria’s for inspiration. It is impossible for the designers to ask the consumer 
for their insights; this requires designers to think ‘outside the box’. The problem 
is ‘People find it difficult to articulate their real problems. Even if they are aware 
of the problem they don’t often think of it as a design issue’(Norman, Donald 
A. 2004).  People tend to put themselves as the reasons for difficult to use and 
understandable objects, door handles that are difficult to use (a push handle that 
looks like a pull handle), a complex seat control, a complex user interface cell 
phones. The users have the habit to blame their personal intelligence or physical 
abilities when faced with these design issues, when in reality the designers 
should be more aware of their users limitations and consideration. 

The attribute of behavioural design that specify in the objects understandability, 
is one of the main reasons for consumer dissatisfaction. If objects are hard to 
understand they bring frustration, on the other hand if the product developer 
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succeeds the object will bring ‘joy’ of use. The way product developer can 
achieved this is by observing how the products are used in their expected 
environment. This is why it is crucial for designers to achieve prototypes and 
then examine how the users interact with the object at an early stage, ‘user 
trials’. ‘Usage is the critical test of a product: Here is where it stands alone, 
unsupported by advertising or merchandising material’ (Norman, Donald A. 
2004).  The importance of understanding in product development is derived 
from the ability to have feedbacks from the object, a light on a computer 
to tell you it is on, a beer bottle that changes colours when cold, a phone’s 
vibration for incoming calls. These feedbacks enable the user to have a better 
understanding of the object’s function. 

Another important concept of behavioural design is the feel of the object it’s use, 
the materials, form, shape, and how it functions. This is based on the pleasure 
that the user discovers and keeps when manipulating the object over time, 
such as turning a door handle, playing with a great touch screen (a successful 
display, screen or product) or working with pleasurable tools. “The fact that 
both visceral and behavioural reactions are subconscious makes us unaware of 
our true reactions and their causes’(Norman, Donald A. 2004).  This is why 
it is often seen that professionals who study their users in real life can have a 
better knowledge of the consumer desires and wants, then the user himself. 
Good behavioural design as to be user-cantered design, where the user is a key 
factor and contributes at all stages of the design. Behavioural design should 
be designed for the user with the user in mind at all stages of the product 
development process.

5.5.5 Emotional design – reflective emotions

The third emotional attribute is reflective; this theme is based on how the 
consumer relates with the image the object, company, how it makes them feel. 
‘It is all about message, about culture, and about the meaning of a product or its 
use’(Norman, Donald A. 2004). 

Our reasoning is based on personal assumptions and discovery about 
the environment around us, users and consumers our values for culture, 
social, religion, economical, status and many more area that are part of our 
unconscious personal values, which dictate our reflective choices. ‘Reflection 
is not a purely cognitive activity, but is folded into all our ways of seeing and 
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Stimulus Appraisal Concern

Product as objects Appealingness Attitude

Product as (action of) 
agent

Praiseworthiness Standard

Product as event Desirability Goal

5.5.6 Emotional design – based on the Cognitive model of Ortony, Clore and Collins

Figure 5
Cognitive model of Ortony, Clore and Collins (1988) for product emotions

experiencing the world’(Phoebe Sengers et al. 1998).  Some objects will evoke 
personal remembrance; it will evoke emotional responses based on the user’s 
memories, such as a baseball cap, a statue of the Eiffel tower. 

Other object will reflect your personality, what does the object say about your 
choices. This can often be perceived by the companies branding abilities, how 
consumers relate to the company and therefore are willing to purchase their 
products. ‘Reflective design: it is all in the mind of the beholder’(Norman, 
Donald A. 2004).  In conclusion reflective is about a long-term relationship 
with the object, how it represents you, and how you believe it reflects on your 
personal values.

In the emotional design field it is understood that a good product developer 
needs to have a strong understanding of all three human/object emotional 
reactions. The essence of successful emotional design is to create objects that 
will produce positive impact on all three emotional human reactions (Negative 
impacts will reside in object failing in the market place and with the consumers). 
This will tend to create objects that have a good and long lasting relationship 
with their users. As users and consumers our connection with our object is not 
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5.5.6.1 Emotional design – Product as objects

When objects are differentiated as products they are perceived for their aspect 
of appeal. Their aesthetic and functional values distinguished them from others 
by the users, and consumers. The interaction between objects and consumers 
on this level is based on the users attitude toward certain personal and cultural 
criteria’s and values. This level can then be broken down into three main sub 
divisions of attitudes; aesthetic, relationship, and social. 

The aesthetic attitude can be explained by; people loving the Braun radio for 
the slick/clean aesthetic with which it was designed. This attribute is formed on 
personal appeal for specific object aesthetics (colours, materials, style, and other 
aesthetic characteristics). 

The second is based on what attributes create a relationship with the user. 
In some cases the product becomes in second place as it translate different 
meaning, such as a situation, institution, people and other memories and 
personal values. This can be perceived with people cherishing a pen that was 
given on their graduation day, or a ball caught at a baseball game. This is often 
procured through reflective appeal, Don Norman’s third emotional criteria. 
Social is the ability for a product to target values of groups. This can be 
perceived when object are produce for segmentation of the market for their 
political, cultural values. This is often seen with objects marketed with specific 
colours, symbols, and other aesthetic and physical attributes. Objects that 
have a big part in this area of objects attitudes are objects such as; cups with 
sports team colours, pens with political logos, and many more that reflect social 
demarcations in the market place.

The objects are representation of personal and social choices taken by a person. 
The objects we design are vessels that consumers and users use to define their 
personality and personal judgements.

solemnly based on the physical entity, and attributes of the objects, but with the 
emotional relationship we have built with it. The relationship is a conclusion of 
the meaning and feeling the object represents to us, our personal reflection of 
the object. 
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‘Agents are things that cause or contribute to events’(Andrew Ortony, Gerald 
L. Clore & Collins 1990).  They can be physical representation (objects) that 
represents a certain personal, and social identity. The attributes sub division 
that relate to this category of objects is; social, and design (educational, objects 
that have value for the users understanding in the specific industry, style) 
representations. How do certain agents contribute to represent social and 
personal appraisal?

Objects such, as a cup with the union Jack, which represents the social 
connotation of Great Britain, is a social agent. These objects are agents that 
emphasize, and caries social values to the market place.Marc Newson’s 
Lockheed lounge chair is an agent that represents design appeal and success. 
Another example is Ross Lovegrove, freestanding washbasin’ for vitra that 
represents organic design field and style. This agent often lead to such emotions 
as; admiration, appreciation, contempt, and disappointment. People that 
purchase such designs are people that desire to express their understanding and 
knowledge of design objects, for their styles, designers and personality.

Agents are objects that are understood through their concept of standard. How 
the consumer trust the design and social impact of an object, buying a kettle 
from China, or buying a kettle from Naoto Fukasawa as a different impact on 
the user personal reflection. 

5.5.6.2 Emotional design – Product as agents

5.5.6.3 Emotional design – Product as events

Events as an emotional response to design objects are, ‘emotions result from the 
inclination of people to anticipate future use or possession of a product once 
they have seen it. The (foreseen) use or possession has become the event and the 
predicted consequences cause the emotion’(P.M.A. Desmet & Hekkert 2002).  
Such objects as a performance car, a unique piece of design, a new pair of boots, 
all have the fantasy attachment that they will evoke emotions such as desire. 
These types of products have the advantage of being easy to anticipate future 
emotional desirability. 
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5.5.6 Emotional design – Cognitive model conclusion

5.5.7 Emotional design – Conclusion

This model express that objects can be valued on multiple levels of emotional 
links. Objects can be valued for more than one personal and social affective 
criteria at a time. “Emotions are not elicited by product characteristics as such, 
but by construal’s based on these characteristics. By definition, these construal 
are highly personal’(P.M.A. Desmet & Hekkert 2002).  There are no manners to 
conceive a set of rules on emotional characteristics, as they are personal values, 
but understanding them will reveal an asset to any designers.

Emotional design is the personal interpretation a user as with a given object and 
design. To produce and design successful emotional design objects it is critical 
to take the user’s (target market) values into consideration. Successful emotional 
designed objects have the ability to meet the consumers needs and desire and 
requires less changes and upgrades. 

‘Perhaps the biggest challenge to product developers is, not only to enhance the 
pleasure of the person-product relationship (PPR), but also to ensure that the 
pleasure is prolonged for as long as possible’(Davis 2002)

5.6 Emotional durable design
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The first encounter is a strong factor in shaping the user’s expectation 
of the person-product relationship durable life. If the first encounter is 
achieved through first interaction. Through advertisement (television, shops, 
magazines,...), or in use by a personal connection the consumer these first 
interactions will have a direct effect on the PPR. Various reflections on the 
objects attributes will be conceived at this stage; latest model, functionality, ease 
of use, aesthetic (style and fashion), novelty, reliability, durability, cost, value 
for money. The different attributes will have a direct impact on the life-cycle 
of the PPR, attributes such as latest model will tend to be dismissed as the next 
object model appear. On the other hand ease of use, reliability are more likely to 
convey a longer emotion relationship. 

The most efficient manner to understand how to make objects more emotionally 
durable is to understand how the person-product relationship (PPR) life cycle is 
analysed. This technique enables product developers to understand the needs, 
desires of the consumers and aspects what emotional responses will prevail over 
time. 

5.6.1 Emotional durable design- First encounter

Figure 6
The person-product relationship model.

First encounter

Commitment

Honeymoon period

Relationship breakdown Enduring Relationship
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The second stage is commitment, choosing to purchase the object. In this 
stage you have two different approach impulse purchases versus a researched 
purchase. The researched purchase will consider a variety of factors while 
considering comparison of alternatives, and needs. These objects often have a 
greater price value, and/or usage factor that require a more in-depth decision 
process, a car, a new computer, a new phone, and a bicycle. When a consumer 
takes the time to research this as a direct impact on the life cycle, as the choice is 
more personal and educated. 

Impulse purchases on the other hand tend to have a short life cycle, as the 
moment’s reasoning will succumb to the test of time, a new toy, cloths, and an 
electronic gadget. 

5.6.3 Emotional durable design- Honeymoon period

5.6.2 Emotional durable design- Commitment period

The next stage is the honeymoon period which follows the acquisition of 
the object. ‘The passionate early stages of a subject-object relationship 
could be described as a honeymoon period, period of intense synergy within 
which everything is new, interesting and the consumption of one another is 
feverish’(Chapman 2005).  In this stage the complexity of the object in the 
users hand is put to the test. It is to discover the pleasure or disapproval for the 
objects usability and the commitment of the user for the object. It is a test of the 
consumer’s expectation versus the reality of the object in the user’s life. ‘Physical 
objects are not the focus of our deep desires; they are merely tangible entities, 
which transport, package and render various meaning perceivable’(Chapman 
2005).

After the initial pleasure of the acquisition of a new object comes the 
determining test of time. Will the relationship breakdown or will it be endured 
over a long period of time. 

‘Physical objects are not the focus of our deep 
desires; they are merely tangible entities, which 
transport, package and render various meaning 
perceivable’(Chapman 2005).
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The outcome of a PPR breakdown often leads to the 
object being forgotten in a corner of the user’s house or 
being discarded (recycled or sent to the landfill.) 

5.6.4 Emotional durable design- Relationship breakdown

5.6.5 Emotional durable design- Enduring relationship

A breakdown in the relationship between a user and the object can result due 
to a conflict between the expected values and reality (such as why a marriage 
last or not after the honeymoon period). This often the case when advertising 
or the information given as not enabled the consumer to make an appropriat 
educated choice at the time of acquisition. The user might have made misguided 
illusions to the attributes and qualities that he/she desired or expected from the 
object. This can be perceived with the case of the iPhone 4, when it was first 
released people had an expected idea of quality and value of a Apple product 
(mainly after the reviews given to the previous model, the iPhone 3G), but after 
discovering the issues with the antenna the relationship greatly and rapidly 
degraded. 

Other reasons might force the PPR to breakdown; newer available product, 
new aesthetic, annoying traits, failure of the product, consumer unable to make 
the purchase decision (e.g. a gift, an online acquisition). The outcome of a PPR 
breakdown often leads to the object being forgotten in a corner of the user’s 
house or being discarded (recycled or sent to the landfill.) This often occurs due 
to products promising more than they are able to convey, the clash between 
advertising and reality.

‘Though short-term marketing edge may be acquired via this strategy, 
excessively raising expectations simply increase the likelihood of 
disappointment, sealing the inevitable fate of this future trash’(Chapman 2005).

‘A prolonged relationship occurs when the needs of the user(s) are more fully 
satisfied by the product, and the passage of time does not reduce the pleasure 
obtained from the product’(Davis 2002).  The PPR can also increase with the 
test of time if the consumer grows a familiarity, a comfort, in other words ‘user 
and product flourish within a long lasting partnership’ (Chapman J.2005). 
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5.6.6 Emotional durable design- Conclusion

Why is there value in seeking to prolong the person-product relationship? 
For sustainable reasons to start, if the objects has a stronger PPR the user 
is less inclined to seek for a new alternative, and therefore direct reduction 
in consumer waste. The increase in the PPR has a direct advantages for the 
consumer. This offers better objects, less expenditure, and more confidence and 
reliability on the object. For companies, it enables them to gain a greater brand 
loyalty, the consumers will be more inclined to give good recommendations of 
the brand to personal connections. Brand loyalty, and good PPR as enabled Mac 
to be a dominating company in the computer industry. 

There are various research methods to enable product developer to increase the 
PPR response, such as the semantic differential scale. This approach enables to 
explore pleasurable responses to products, to ensure a good PPR. Essential steps 
to include in the design process to ensure a good and durable PPR are user-
centred design, inter-disciplinary teams and slow design. 

User-centered design (UCD) is a design philosophy/process in which the 
needs, desires, and limitations of the user’s of an objects are given very acute 
consideration at all stages of the design process. With this approach the ability 
to bring the consumers in the process enables the design object to be stronger 
and more appropriate to the needs and desires of the clients. The best manner 
to achieve this is to bring the user to give his opinion at the conceptualization 
level and allowing users to test the objects before they reach the market place. 
The user should have the possibility to experience the objects in appropriate 
scenarios and environments. ‘Enabling testers to take prototypes home and use 
it for a week or more, provides far better quality and more reliable feedback 
than a one-hour test in a laboratory’(Davis 2002).  This method is perceived in 

Durable material can by itself be a reason for an emotional durable relationship 
between user and objects, due to the user’s ability to rely on this object. The 
durability of the PPR can also be based on negative attributes of the object, 
which conveys as pride in the consumer to have been able to learn through this. 
‘As the user’s needs, skills and abilities change over time, products which can be 
adapted or can be used in flexible way, will also provide a greater satisfaction 
and pleasure’ (Davis 2002).
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the Channel four documentaries of Richard Seymour and Dick Powell attempt 
to the design of a bra. The use of UCD enabled Richard Seymour and Dick 
Powell to test their product, have feedback redesign and then at a far later stage 
finally bring it to the market with good feedback from the final users. 

The idea of working in inter-disciplinary teams enables all players in the product 
development to grasp their importance and contribute to a stronger product 
(learning from different expertise at the product development stage). This 
process is great for the PPR as it enable the final object not too feel like a collage 
of ideas, as all members have been part of the process, and it also helps the 
developers to reduce the stress as the other members can see what is happening. 
The understanding of the PPR enables product developers to be more educated 
on the impact their designs have on the user’s life. Therefore to have a strong 
sustainable approach for a designer it is important to understand the PPR.

‘Waste is symptomatic of failed relationship’ 
(Chapman 2005).
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5.7 Slow design

Slow design is the opposite of ‘hurrying through our lives, instead of living 
them’(TED 2007) as explained by Carl Honoré, ‘the godfather of the Slow 
movement’ as named by the Huffington Post. Fighting the roadrunner culture in 
which we are presently living in.

The process of slow design is inspired by the food industry, produce locally with 
good quality products. Slow design ‘means cultivating quality: linking products 
and their producers to their places of production and to their end-users who, 
by taking part in the production chain in different ways, become themselves co-
producers’(Alberto Capatti et al. 2006). Slow design is about creating a strong 
network with the producers and the consumers. This enables the designs to be  
‘able to bring together what must be done for ethical, social and environmental 
reasons with the good and beautiful i.e. the quality dimension’(Alberto Capatti 
et al. 2006).  One of the major concern of slow design is to produce good 
quality products, which differs from the regular sustainable approach ‘whose 
proposals are almost always – or are perceived as being – ethically correct 
but qualitatively modest’(Alberto Capatti et al. 2006).  A strong advantage 
of slow design is the ability to relate to the user’s personal value, culture, and 
ethics, and therefore enables the products to be distant from globalization 
and standardization. The objects are more personal as it is products of 
experience and sensoriality, the objects have an identity.  When designing in the 
conventional manner everything as to be achieved for ‘yesterday’, with slow 
design it takes time to make designs of quality that relate to the consumer on 
the ethical, economic, social, and personal aspect. Slow design is taking the time 
to produce good and useful design.
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The aim of a slow designer, taken from Alastair Fuad-Luke (Fuad-Luke)

1. Satisfy real needs rather than transcient fashionable or market-
driven needs.
2. Reduce resource flows and environmental pollution by minimizing 
the ecological footprint of products/service products.
3. Harness solar income - sun, wind, water or sea power and 
renewable materials
4. Enable separation of components of products/service products 
at the end-of-life in order to encourage recycling, reuse and 
remanufacturing.
5. Exclude the use of substances toxic or hazardous to human and 
other forms of life at all stages of the product life cycle.
6. Engender maximum benefits of well-being to the intended 
audience
7. Educate the client and the user by encouraging sustainable literacy 
and graphicacy.
8. Exclude innovation lethargy by re-examining original assumptions 
behind existing products
9. Dematerialise products into service products wherever there is 
proven benefit in terms of indivdual, social and/or environmental 
well-being
10. Ensure physically, culturally, emotionally, mentally and 
spiritually durable products
11. Maximise products benefits to socio-cultural communities.
12. Encourage modularity: to permit sequential purchases, as needs 
and funds permit; to faciliate repair/reuse; to improve functionality.
13. Foster debate and challenge the status quo surrounding existing 
products.
13. Publish sustainable designs in the public domain for everyone’s 
benefit, especially those designs which commerce will not 
manufacture.
14. Promote Design for Sustainability as an opportunity not a threat 
to the status quo

Figure 7
The model of slow designers by Alastair Fuad-Luke
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This section of the research was mainly achieved through the use of research 
blogs, on linkedin.com (groups; design research, product design, and industrial 
design). The reason this method was adopted is for its ability to provide quick 
responses and discussion from panels of professionals on the related subject. 
This method is useful as it enables other professional, scholar and designers to 
participate in the discussions, and input on the subject or to simply comment on 
other’s reply. This also resulted in accomplishing a section of my aim, to bring 
the industry to acknowledge my thesis value and interests.

The first step was to create the blog entry, explain what the aim and objectives 
of this research are. This first step was crucial as to help the design community 
understand why these questions had relevance to my research, and how this 
research might be of benefit the design community, and the industry. The 
questions used in this particular blog entry were the following; as a professional 
designer how would you tackle the problem of producing objects that have a 
longer usage life span? Could emotional design be considered a solution for the 
next generation of sustainable designs? Is there an approach/process designers 
can use to create emotional attachment between user and objects into their 
designs? 

6 Blossom of the 
little blue book

6.1 Interviews with professionals on sustainable and emotional design roles in the industry

‘For me, the objects I hold onto have long since moved 
beyond function. They represent a physical scrap book 
of memories. Somehow these products have managed 
to successfully imprint a feeling / experience I want to 
keep.’(Kunko 2010) Answer from Patrick Nolan
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This discussion was highly interesting, as it enabled me to gain inputs from 
diverse sectors of the design industry. From the scholars, professionals (not 
only directly related to product design, but also other sectors of the product 
development process) community, but also from different age groups and 
personal interest on the subject. This predominant difference in data offered 
a more global understanding and direction to the subject. This ensured that 
the responses and visions on the subject were not based on a single school of 
thought. 

In the discussion there was a focus on the idea of increasing the consumers 
interaction with the design process. The highlight of this research discussion was 
that a viable solution to produce emotional design in the current industry is the 
concept of empathic design, designing for the consumer not for profit.  

Empathy is a predominant theme as it enables the users to relate with the 
object. Empathy ‘the ability to share someone else’s feelings or experiences by 
imagining what it would be like to be in their situation’(Press 2003) Empathic 
design is another word for user-centered design but with much more intimacy, 
design which is focused on the desires and needs of the consumers by having the 
consumer act as co-developer. The importance of user-centered design process 
for successful design is also reinforced by Dieter Rams ten rules of good design: 
These design principles have been taken from Jamie Le Souef’ website. (Souef 
2008)

01. Good design is innovative.
02. Good design makes a product useful.

03. Good design is aesthetic.
04. Good design helps us to understand a product.

05. Good design is unobtrusive.
06. Good design is honest.

07. Good design has longevity.
08. Good design is consequent to the last detail.

09. Good design is concerned with the environment.
10. Good design is as little design as possible

Figure 8
Diter Rams ten rules of good design, by Jamie Le Souef.
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With these design principles, it makes it crystal clear as how a design should 
be empathic, and the process user-friendly focused. These rules highlight 
the essence of what was brought forward in this online blog questionnaire/
discussion. Objects have to be based on the user needs and desires, they have to 
follow what the consumers’ desires and not on designers being ignorant of his 
surroundings. In conclusion strong emotional design is based on the designer 
having the ability and knowledge of the real needs and desires of the consumer, 
and acting on this; designers knowing their consumers. 

Figure 9
Visual results from Kunko’s research; ‘What artefacts/products from your first 
20 years on the planet do you still have/use with no intention to replace it/them 
with a newer design version?’
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6.2 Consumer interviews + questionnaires

Figure 10
Focus group visual presentation

Designer

Product/Industrial Designer

Relastionship with designer

Non-affiliated to designer

This section was based on creating a questionnaire to collect information on 
users and consumers perception of design, on their vision on designer objects 
and their thoughts on user-object relationship. The questionnaire was used in 
three different scenarios;
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•Interview format to discuss with people, this enabled to 
have a more personal response. 

•Online request through e-mail, enabled a broader range 
of consumer (an international and an age diverse pool of 
test subjects). It was also beneficial to ensure to receive 
data in a less time consuming approach. 

•The final approach was through advertising on the 
internet, my personal blog and through social networking 
websites (i.e. linkedin.com, facebook.com, twitter.com). 

Figure 11
Interview format visual representation

The online, e-mail request was the most positive scenario, as it was the most 
time effective (in a scenario in which I would have had more time, I would 
have specified for an interview format as the feedbacks were more pertinent to 
the research.) The other great advantage with e-mail request is that it enables 
me to have a very diverse pool of data, ranging from people of four different 
continents (this ensure that my data was not flawed or too highly supported by 
a specific cultural knowledge, and education). The target subject groups with 
the e-mail request approach had responses from very different backgrounds, 
from students, designers, engineers, carer. The diversity of the focus group was 
to comprehend consumers in general and not a specific target of consumers. 

The reason why it was imperative for this research to have such diverse focus 
group (data collection) was to ensure cultural, social, and educative neutrality. 
The diversity was also to ensure a great global understanding of this topic, as 
perceived earlier social and cultural attributes (education, profession…) of a 
person’s personality will have a direct impact on how they relate to emotional 
design. 

Another reason was based on a recurrent perception discovered with design 
conscious users.  This section of the market tends to have a collection of iconic 
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The section for basic information was used to understand how people perceived 
design in their everyday life. This section was based on understanding if 
consumers believe that designers as professionals might be able to have an 
impact on the users purchasing and usage choices. This section enabled to 
perceive at an early stage what type of relationship do people have in regards of 
designed objects. This was crucial to understand if people did not feel negative 
against designer objects, works from company such as Allessi, Marc Newson, 
Ross Lovegrove, Karim Rashid and many more design companies that produce 
‘designer’ objects. 

The people questioned through this primary section of the questionnaire had a 
tendency to be positive toward design objects. The main values and attributes 
the focus group expressed as the reasons why they appreciated design objects, 
where the following;aesthetics, decoration, craftsmanship, functionality, 

6.2.1 Basic information’s on users vision of design objects

designs objects, that are collected as art pieces (for the users design knowledge 
and appreciation). This can be perceived by Donald A. Norman reflecting on 
his collection of teapots. In this example we see that the user has a variety 
of teapots that he loves and owns, but at the end of the day he uses a simple 
electronic kettle. Is this an emotional durable design relationship, yes, but in 
a manner it is far from being sustainable. The question is why four teapots 
when the uses only utilize one on a daily bases. This example is used to express 
the aim of this research is not to have designers produce art, but objects that 
become accomplices of the users daily life, thus requiring less objects. 

In conclusion, this questionnaire was to discover a relationship between objects 
and users; what criteria’s tend to ensure a durable emotional relationship 
between objects and users; as a solution to sustainable design.

The questionnaire was divided into three sections; basic information’s, product 
related questions, and feedbacks.

In conclusion, this questionnaire was to discover a 
relationship between objects and users; what criteria’s 
tend to ensure a durable emotional relationship 
between objects and users; as a solution to sustainable 
design.
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sentimental, price (monetary/social value), and as collective objects (for personal 
collections e.g. the Donald A. Norman story with the teapots). The most 
predominant criteria to be expressed is design objects had an aesthetic appeal to 
their focus group personal values. It was discovered that people main concern 
with design objects is their ability to have a greater aesthetic personality then 
the conventional objects, or objects that are purely designed for their function.

An additional question that was raised was to identify what attributes does 
objects are expected to include in their design to be of greater personal 
importance in the user’s life, and environment. The main design criteria 
expressed from the test subjects were the following; reliability, memory 
personality, functionality, exclusivity, partnership, and the ability to customize. 

The concept of customizing the object was very interesting approach to 
emotional durable design. This was expressed by two examples of individuals 
talking about a custom bicycle (made to their personal size and shape). They 
had bought and through ages had adapted to follow their evolutionary needs 
and desires. 

The concept of customizing the object was very 
interesting approach to emotional durable design. This 
was expressed by two examples of individuals talking 
about a custom bicycle (made to their personal size and 
shape). They had bought and through ages had adapted 
to follow their evolutionary needs and desires. 

On the other hand the most predominant attribute that made objects more 
personal to the users, was the concept that the objects are vehicles of memories; 
e.g. the object articulates souvenirs of who had given them the object, occasions 
when they received the object. The concept of memory was interesting to see 
how various people had the same opinions but no actual connection between 
the memories. The memories expressed were all personal to the object and the 
person. This attribute is so predominant in creating durable emotional design 
and is presently out of the reach of the designers and in the hands of the users 
and consumers.

The next question related more to the subject of the present research; it was 
focused on understanding durable user and object relationships. This question 
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had for objective to understand what attributes of an object design would 
ensure success over time in the current and future market, why do some objects 
stay much longer in the user’s use while they have past their expected normal 
functional life time, when the option of purchasing a newer solution is available. 
The main attributes brought to attentions are the following; gets better with age, 
comfort, memory, aesthetics, functionality, exclusivity, and the actual personal 
and economic value of a change. Once again the predominant attribute was the 
concept of memories that the object carried with it, in the eyes of the user.   

The last question was based on understanding the reasoning why people replace 
their personal objects. The recorded arguments were the following; if the object 
was broken, requirement to free-up space, no personal feeling (did not care 
to throw away the object, did not make the user feel bad about disposing or 
replacing the object), better version available, (a version that would fulfil better 
the user’s needs and desires, and also the idea of being ‘up to date’) and if their 
aesthetic value and approach to the object had changed. The most predominant 
attribute is that they would discard a broken object; this said it was also closely 
followed by the need for freeing-up space. The need of space was based on the 
idea of over consumption; people have more then what they actually need.

At this stage, the main criteria for an object to perform a durable relationship 
with the user is, memory. For an object to evolve in a long-term relationship 
with the user it is important that it can be a vessel that convey personal 
memories, for the user. At this stage, it became apparent that it would be 
difficult to solve the question how to design objects that are emotionally 
durable, when the main attribute for this success is based on the user’s 
experiences and personal values, and their unique memories. 

The concept of memory is targeted at understanding 
why certain objects have greater sentimental values 
due to the reflection of past events and persons. This 
concept is often expressed when people reflect on 
the moment they received the object, from who, and 
where.
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6.2.2 The product related aspect of the research questionnaires.

In this section the questionnaire was divided into twelve different objects, 
from concepts, exclusive designs to design icons. This was then divided into 
six different category of everyday life objects; kettle, lamp, toaster, coffee 
maker, bicycle, and radio. I used so many objects to produce a very neutral 
understanding on emotional durable relationship between objects and their 
users. The problem with focusing on one single class is that certain objects 
may reflect a different idea to one people and different to another. This was 
established with the British individuals have strong comments and feedbacks 
related to the kettle compared to the other nationalities that have a more evasive 
opinion on the kettles showed. This shows how cultural personality as a direct 
effect on the emotional aspect of designs. 

The reason to use these objects was for how they relate 
to people’s everyday life; they are not complex objects 
(based on complex technologies). 

The reason to use these objects was to understand how they relate to people’s 
everyday life; they are not complex objects (based on complex technologies). 
These objects are chosen as they required limited information to ensure the test 
subject understood the object and could start to relate to it, and be compared 
to their current belongings. The selected objects had to be based on technology 
requirement as little as possible, objects such as mobile phones, cameras, and 
computers were discarded due to their high dependencye on technologies, and 
the fact that they are often difficult to comprehend. They are not always user 
friendly, and most important they are judged on other criteria’s then product 
design. The problem with technology, it is a fast evolving concept in our 
present society and also it can make an object harder to understand when it is 
impossible to have direct physical test. The objects chosen are based on criteria’s 
that people could understand and easily relate to. 

On the other hand, the objects had to be considerably different from what 
is currently available in the everyday market, shops. This was to reduce the 
concept of brand equity and brand identity to bring a sense neutrality to the 
research.
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6.2.2.1 Research questionnaires sub sections.

This section is divided into four-sub sections for a better correlation of the 
generated data. The division was performed as a predominant set of answers, 
and themes were discovered through the accumulation of data. The results 
were then sorted based on their respective sub-section themes. These were not 
necessarily directly related to the questionnaire’s actual question, but based 
on the received answers. The sub sections title are the following; positive 
characteristics of the objects, the negative characteristics of the object, idea of 
the object’s longevity, and lastly attributes of the object that could be enhanced 
to produce longer lasting objects. These themes were the predominant factors 
used to design the concept design, for the second part of the research.

These sub-sections were used to comprehend what attributes of an object will 
procure stronger visceral and reflective connections to the users. Visceral and 
reflective emotions attributes will be the object of this section’s reflection. These 
attributes can be based on the focus group’s perception of an object, the physical 
attributes (feel and use) are to be dismissed due to the impossibility to have 
physical test with objects. The reason why the theme of behavioral design from 
Donald A. Norman is not analyzed through this section is due to the importance 
of physical manipulation for this emotion theme. 

The reason why the theme of behavioral design from 
Donald A. Norman is not analyzed through this section 
is due to the importance of physical manipulation for 
this emotion theme. 

The first section of this product related questionnaire 
is based on the understanding of what qualities make a 
strong object from the point of view of the consumers 
and users. 
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The first section of this product related questionnaire is based on the 
understanding of what qualities make a strong object from the point of view 
of the consumers and users. This section is used to generate the main theme 
of design aesthetics and functionality required to produce the future design 
concept; maintenance, aesthetic, extras, dimensions, style/trend, materials, 
functionality, uniqueness. The selection of these attributes was based on the 
recurrent reflection of these characteristics in the answers. The theme of ‘extras’ 
in this section where extra features (extra attribute over existing objects of the 
same category) and branding (personal and social understanding of the brand 
values

The second section of this product related questionnaire is based on 
understanding what qualities make an object a weak and unsuccessful solution 
in the eyes of the consumers. This section is used to understand what aspect 
of the design conceptualization stage; have to be carefully examined and 
contemplated before producing a successful final concept.  The themes that 
were important to understand and contemplate were the following: security, 
quality, functionality, aesthetic, materials, style/trend, technology, and extras. 
The theme of ‘extras’ in this section were users ability to understand the object 
(how it would work, how they would use it, or simply lack the knowledge to 
comprehend the object), extra features (extra attribute over existing objects 
of the same category) and branding (personal and social understanding of the 
brand values

The third section was used to understand how consumers understood object, 
and material durability. This was important to understand to produce 
sustainable design objects. A great amount of present sustainable design 

The second section of this product related 
questionnaire is based on understanding what qualities 
make an object a weak and unsuccessful solution in the 
eyes of the consumers. 
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solution involves producing design with new materials, more sustainable 
materials, longer lasting materials, non-virgin materials, and recycled (second 
life, and re-manufactured) materials. It is therefore crucial to understand what 
knowledge does the consumer have on materials and objects durability. Is there 
a need to educate the costumer and user, as to ensure the designers material 
choice are an actual sustainable benefit. If the costumer cannot distinguish how 
particular materials or production techniques have an impact on the objects 
durability. This will therefore not have an impact when more successful options 
are available, as the costumer will base the durability on previous experiences. 
Thus, providing insights in the specific design attributes such as specific choices 
of material or construction techniques is an added value for the user and may 
certainly help to create a emotional relationship between the object and the user.

The fourth section of this product related questionnaire was based on 
understanding what consumer believe could be achieved to produce better 
design. This section is used to comprehend how knowledgeable are the 
consumers on their actual objects, and on the design choices and impacts. This 
section is to enable to understand if the future direction for sustainable design 
is in material and technology choices or in consumer education. This section 
is based on the AIDS metaphor that the best manner to prevent AIDS is not 
by stopping sex (in this case in producing longer lasting and more sustainable 
object) but on educating the people to take the right educated choices.

This section is based on the AIDS metaphor 
that the best manner to prevent AIDS is not by 
stopping sex (in this case in producing longer 
lasting and more sustainable object) but on 
educating the people to take the right educated 
choices.

For more quantitative results for this section look at the graphs in the appendix
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Figure 12
Questionnaire 1’s picture
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Figure 13
Questionnaire 2’s picture
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The kettle section enabled to discover that in this category the main attributes 
of decisions are based on the objects aesthetics. The aesthetics; the colours, 
materials and shape are primordial design characteristics of design concern. The 
shape plays a second role, other than being aesthetically pleasing, it also has 
the functional value to enable the kettle to carry a greater or smaller volume of 
water. Thus the aesthetic is directly related to the functionality of the object, 
thus the proportion and symmetry are important attributes of the consumers’ 
choice in kettle. 

Another concern that was brought forward was the extra, the whistling bird. 
This attribute brought an impression of delicate, poor quality for the kettle. A 
reasoning on this was based on consumers memories of similar object extras 
that broke early as they were perceived as last minute touch. The focus group 
had a pretty concise understanding of the concept of the kettles’ life span due 
to experience with similar objects. As for improvements with the object they 
mentioned selecting better materials; plastic does not represent quality, and 
metal rusts with water.

6.2.2.2 The kettles

Figure 14
Life expectancy chart for the kettles
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For this concept a lamp designed by a renowned Swiss designer, Yves Béhar to 
contrast with a DIY lamp.  The DIY lamp was from a kit that you assembled 
the parts to create your own lamp; this was used to test the idea of self-appraisal 
when the user builds his personal object. The Yves Béhar, ‘Leaf Lamp’ has 
gained multiple design awards such as; red dot, Spark Award, Organic award 
and others. The reason why two completely different design categories were 
used was to discover how consumers related to design objects, and simple 
objects as the DIY lamp. 

The problem with the DIY lamp is that people are very concern about the 
handling of a perceived very fragile product. On the other hand, a great amount 
of the people reacted negatively to the designer lamp, as it was ‘too’ design, it 
was difficult for the consumers to comprehend and relate with the object (it 
would have been interesting to compare with a better picture of the object).  On 
the other hand as people had difficulty to relate to the objects, and to compare 
with their experience they had difficulty to target a precise idea of life span. For 
the area of improvement a great amount of input was directed to the quality, 
as people reflected slim metal to weak designs, and then the DIY was a weak 
design. In conclusion both object had negative feedbacks due to their inability to 
be objects that reflected the user values.

6.2.2.3 The lamps

Figure 15
Life expectancy chart for the lamps
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6.2.2.4 The toasters

The toasters selected were very different from the pre-defined ideas that people 
have of ordinary toasters. The first is based on the concept of a scanner, the 
bread passes through it to get toasted, thus enabling the possibility to have an 
idea of colour of the toasts. The second toaster has the ability to let the user 
see the toast roasting through the window to enable the user to have a control 
on the final toasting level. The reasons why these two innovative toasters were 
selected was to understand how consumers react to novelty, and innovation. 

I found-out that people tend to have difficulty to understand new and innovative 
concepts without a great amount of information. It is crucial for a successful 
innovative design to have great amount of information to educate the consumers 
on the physical and functional attributes of the design. The inconvenient with 
present education manual is that they are unconstructive, they offer a lot more 
information then needed and tend to be unattractive to read and comprehend. 
The education should be achieved through the design.

People have a great importance for safety, they desire their objects to be safe, no 
easy access to heat elements, or material that converge heat and might risk the 
users to burn themselves. This section has proven that if people are not offered 
decent information on a new and innovative design they will be unable to make 
educated choices, and therefore will tend to go for more common designs. 
The conclusion on this section is that lack of education on novel object/design 
requires much more attention to education, then conventional designs.

Figure 16
Life expectancy chart for the toasters
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6.2.2.5 The coffee makers

The first coffee machine was an innovative concept, and the second was a design 
based on very strong style/trend. 

The first innovative coffee maker was difficult to relate to, understandable to 
the focus group, as it was based on a new process. The focus group had a lack 
of information (safety and efficiency), thus they were stronger to reflect on what 
they believed were design faults. The predominant fault that was reflected was 
the exterior section of the object; the area that you hold the object was made 
of glass, and was also the area the boiling water was stored. People thought 
this would be unsafe (high chances of burning their hands).In reality,  this is a 
design criteria that was considered and taken into account in the design process. 
The reasoning for the abundance of criteria on this attribute is due to the focus 
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Figure 17
Life expectancy chart for the coffee makers
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group being unable to have a direct physical interaction with the object and 
limited information. So, poor understanding of the object attributes without 
physical “tests”.

The second coffee maker was based on a specific style that brought a fairly high 
level of allusion. The test subjects had their opinions based on the aesthetics, as 
it was an object that would lose its aesthetic beauty when its trend is over, this 
was shown with the negative feedbacks on the object’s aesthetic and style. 

The first coffee maker as it was a new approach and used different means then 
conventional coffee makers (gave the impression to lack safety), the test subjects 
were very broad in targeting an average durability for the object. The second as 
it was an object people could relate, having seen similar coffee machine in coffee 
shops they had a more precise idea of the object’s durability. 

The problem discovered in this sub-section is that designs that are highly based 
on style are prominent to have a short life span, as it is based on fashion, and 
trends they tend to not pass the test of time. When designing an innovative 
concept it is crucial to make the object self-understandable (people do not have 
the time nor the patience to read a manual of instruction for a consumer good), 
as to ensure a great success and durability for the object.
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For this section two different bicycles were selected; the first a bicycle from 
a renowned designer and the second an object using a material in a new 
application. 

The first design is from designer Alex Moulton a well established named in 
the bicycle industry, and this company is renowned to design highly luxurious 
and expensive designs. The main feedback on this bicycle was the test subjects 
made assumptions of a weak body due to the thin and fragile look of the frame. 
People tend to make the assumption that bigger is better and stronger. 

The second design concept was using bamboo as the primary material of 
conception with resin and hemp for the joints. This concept had a great interest 
with the focus group on the use of this sustainable material, while still creating 
a great amount of doubts and concerns for the relevance of this material for this 
particular use. 

As both objects were misunderstood as the focus group were unable to discern 
a precise life span for the objects. Both bicycles were very strong design objects 
in the real world but as people for both concept did not have a great knowledge 
of the materials quality, durability, and strengths (lack of information and 
knowledge on the presented options) they were unable to discern a strong 
concept of life span for either objects.

6.2.2.6 The bicycles

Figure 18
Life expectancy chart for the bicycles
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6.2.2.7 The radios

The two objects were based on very different applications and uses, the first 
being a radio for expeditions and security, the second is a design icon. 

The first radio is based on the concept of DIY energy; you turn the handle to 
turn a dynamo that procures energy for the radio. The focus group seemed to be 
repugnant by the object aesthetics, the ‘gadget’ and cheap look. This made the 
focus group unable to see further then the aesthetics, they were enable to discern 
benefit that this particular object had to offer, the ability to provide news and 
information’s no matter were the user might be (in the forest or when a town 
looses all power). 

The second radio is a design from Dieter Rams, and one of his iconic designs 
object. This product was very controversial in the data accumulated as the test 
subject in general had a tendency to procure positive feedbacks about the clean 
aesthetics and style of the design object. On the other hand the test subjects 
were highly negative of the choice of materials for this object. 

For the life span the results were very surprising, for both object the test subjects 
were unable to target a precise life span, thus both object had a very broad 
range of results on possible life span. The first radio, as mentioned earlier had 
a very negative feedback, as it was perceived as a weak design, while the design 
icon on the other hand gave the impression of being more successful.

Figure 19
Life expectancy chart for the radios
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6.2.2.8 The conclusion

The lessons learned from this questionnaire will be the key issues to inspire 
the design concepts. One of the predominant factors that was discovered 
through this research is the importance to educate the user and consumer on the 
object specifically if you add some technological aspect or specific material to 
enhance durability or sustainability. The education has to work on the physical 
attributes, life cycle (how long it should last), and what attributes that have a 
direct impact on the life span of the object. 

Another important key attribute discovered is the importance to create easy 
to understand and clear objects. The first radio had very negative feedbacks 
concerning the difficulty and the over complexity of the display. In conclusion 
for a design object to have a long life span, it is crucial that the object is easily 
understood, that it pleases to the visceral emotions of the users and consumers, 
but the most crucial attribute is that the objects has to educate the consumer 
about object (this has to be achieved in unobtrusive manner), how to maintain, 
how to use it, how long will it last…
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This section is the results, of my literature research and review combined with 
the analysis of the data generated from my questionnaires and interviews. 
Three concepts were developed from the acquired research, the objects selected 
are a toaster, a bicycle, and a lamp. These were selected for their interesting 
avenues that expressed through the research, and how they could converge the 
discovered knowledge.

In the final presentation the design concepts will be explained in a short story 
format. This enables the public viewing these objects to understand the possible 
relationship. If the design concepts were explained in a different manner the 
emotional and relationship aspect could not be conveyed as effectively.

6.3 Concept questionnaire
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Bicycle, Toater, and Lamp

6.3 Concept questionnaire
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Figure 20
The bicycle concept
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This bicycle is based on the concept of evolution. This expresses how people 
physical and emotional values change with time. The bicycle is with a frame 
that permits interchanging parts to adjust its size as the user grows. This design 
is also a mean for companies to stay in connection with their costumers, as the 
bicycle requires maintenance and changes. The upgrades are offered through the 
company for economical reasons, and also to enable companies to have a better 
understanding of their client’s needs and desires (to have glimpse of their users 
life.)

6.3.1 The Bicycle

Sam’s parents bought his ‘mini cycle’ when he was ten years old. As he 
and his parents took good care of his bicycle, and the included cycle 
check-up offered by the company he was able to keep the bicycle until 
his sixteen birthdays. At sixteen Sam started to be too tall for the bicycle, 
it was time for the bicycle to have a little grow up of on his side. After 
a little visit at the factory, the bicycle had a new seat, new handlebars, 
and a totally new colour to match Sam’s new style. At twenty Sam was 
ready for another visit at the factory for his bicycle’s make over, for the 
beginning of University. Sam is now thirty-four, and has a house, and 
wife, a kid and always the same bicycle (with a few new looks) which he 
uses to go to his office in downtown London. 

The story:
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Figure 21
The toaster concept
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This toaster concept is developed to educate the consumers on their objects. 
From the research, it was discovered how consumers tend to be uneducated 
on their objects. This concept enables the users to know exactly how long is 
the object expected to last. The toaster is also very open and simple to enable 
the consumer to have a good ability for the object’s maintenance. This aspect 
of adding an expiration date to the objects would force companies to not only 
compete on prices but also on design durability.

6.3.2 The Toaster

Helen bought herself this toaster as a personal gift for her first 
apartment. The clean design was able to fit well with any interior 
decoration; she might have in the future for her apartment. She was 
inspired to buy this toaster when she saw that she could see her toast 
cook on top of the toasting level adjustment, the double sided mirrors 
enabled the heat to stay inside the toaster, finally no more burned toast 
the toaster has no bottom it lays on a wood tray ensures that she can 
clean and maintain the toaster easily. The metal rack enables a selection 
of bigger and smaller breads without need of the toaster to adjust, and 
trying to reach the bread with a knife when finish toasting. The digital 
clock that lets her know how many days are left before the toaster 
becomes self-obsolete, tells her to take good care. The company will 
provide service on the toaster as long the digital clocks work.

The story:



70

Dynamo falls down 
to produce light

Turn lamp over to 
produce light

15 minutes later

Figure 22
The lamp concept
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The lamp is based on the concept of energy saving and dependent objects. This 
is a lamp that produces light from a dynamo being forced down by gravity. 
This concept is a mixture of the hourglass concept and self produced energy. 
The benefit with this design concept is that the object forces the user to interact 
with it, thus forcing an emotional relationship to be produced. The luxurious 
materials were selected as the object needs to be touched, and also to ensure 
that the object is not perceived as a gadget, but as a piece of decoration and 
durability.

Alison and Bernard received a lamp as one of their wedding gifts. Every 
time Alison is in bed during her pregnancy she seats in bed reading while 
Bernard is fast a sleep for tomorrow’s big day at work. When Bernard 
is sitting in the living room looking at little Maximilien playing with his 
new toys, the fifteen minutes rotation of the reading lamp remind him 
of what time it is, and that Maximilien should be heading to bed soon. 
Bernard and Alison are reading in the living room in their country home 
in the Canadian country side, rotating the lamp reminds them of all the 
great souvenirs they had at which the lamp was present.

6.3.3 The Lamp

The story:
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This presentation was designed as a mean to convey my research conclusion 
from potential user’s feedback. One of the aims of this research was to share 
my finding with people, when finished. The aim was to push people to think 
further when designing and purchasing design objects. A collection of feedback 
collected to discern how people reflect with the conclusions of this research, 
and to conclude this research by expressing the viability and value of this area 
of design. In conclusion this section was achieved as a visual conclusion of my 
research, and as a means to raise people’s interest for my research outcomes.

6.3.3 The conclusion
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In this section I will discuss on the various findings discovered throughout my 
research project. What criteria’s makes an object last longer in use? Why do 
certain objects stay with us for longer, while others find the landfill at an early 
stage in their life cycle? 

I will look at possible approaches designers can employ to add an emotional 
link, relation between the users and their objects. There are different strategies 
that will add emotional value to the design of object. Some of the discovered 
approaches will be expended in greater details to enable for a better grasp and 
understanding on the advantage and disadvantage to designers, companies and 
users. What emotional value, user/object relationship can be gained from these 
design and marketing process. These procedures will be approached with the 
basis of how they bring relevance to the theme of emotional durable designs, in 
the context of consumer design objects in the use stage of an objects life cycle. 

7 Talk about the little 
blue book’s flowers

‘These objects were each created with passion, 
empathy and understanding of the needs of the user, no 
compromise on quality or function. They communicate 
something of the cultures from where they have come 
beyond their appearance or function that transcends 
time and fashion.’ (Kunko 2010) Rob Curedal’s answer. 
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Timeless design is the design process that produces objects to be free of fashion, 
trends, and style. These are objects that are able to live through time, due 
to the design decisions from aesthetics, to functionality taken through the 
design process. ‘The reasons for this are largely indecipherable—–popularity, 
technological advances, sales, usefulness, beauty, and whimsy, to name a 
possible few. The only true measure of timelessness is time itself’(Grawe 2010).  
An avenue that timeless design brings can be summarizes by the following 
examples such as the Braun radios, Alessi 9093 with Kettle with Bird, Charles 
Eames Lounge Chair & Ottoman, George Nelson’s Ball clock and many more 
objects that have passed the test of times, and are still available at this moment. 
These objects are often perceived as ‘avant guarde’, objects that are perceived as 
futuristic for their time of introduction to the market. 

‘When objects performs its function so well they start to have a ‘feel’ to 
them which has become so personal changing for a new one will simply not 
feel right.’ (Kunko 2010) Some designs have become icons by their trend, 
technology, or other design attributes. These will assure the object to last 
through the ages as a souvenir (a vessel of memories) of a period of time. 
Iconic objects, such as the ‘Mini Cooper’, ‘iPod’, the polypropylene chair by 
Robin Day, and many more similar objects have become icons due to their time 
reference. 

These timeless design objects tend to have a great success when they are released 
in the market place, and through time they are bought for their reflective 
(memory) value. The main reflection from this is that there is no actual process 
that will conclude in producing timeless design, the only manner to know if a 
design will be timeless or not is through the test of time.

‘Timelessness becomes somewhat overrated in my opinion as we transition into 
a post industrial economy because we are literally abandoning many notions 
and creating new ones. One such new notion is that instead of wondering how 
to create a timeless product, we can now ask if a product is worth creating in 
the first place’ (Kunko 2010). Comment from Raymond Piruz

7.1 Timeless design
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Figure 24 (Timeless design)
Mini Cooper, Charles Eames Lounge Chair & Ottoman , iPod
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Emotional branding is a theme used by the advertising agency where a company 
employs their brand identity to create an emotional attachment with their 
consumers. Emotional branding is based on the personality, and culture that a 
company gives out to the consumer. Emotional branding is a manner to produce 
consumer loyalty, and trust between companies and consumers. Emotional 
branding in the industry of product development, as for purpose to bring 
objects to a greater value and personal attachment as it reflects a company they 
trust, or the opposite. 

As the emotional involvement between the consumer/user and the company 
increase, the consumers will be more inclined to take care of their objects, as 
the company does with them. This is often perceived with objects from Apple, 
where people will keep their objects until the next Apple object comes out. 
This ensures a company or designers to have the trust of their customers and 
therefore to be more understanding of the client’s needs and desires. On a more 
economical aspect this concepts enables a company to have a greater success 
when they bring a new object on the market.

7.2 Emotional branding

‘Branding is not only about ubiquity, visibility, and 
functions; it is about bonding emotionally with people 
in their daily life. Only when a product or a service 
kindles an emotional dialogue with the consumer, can 
this product or service qualify to be a brand’(Gobe 
2001). Quoting Joël Desgrippes on the definition of 
emotional branding.
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Price value can also have an impact on an objects usage life span; luxury 
goods are objects that are expected to have a prolonged life span compared to 
alternatives.  The first concern is the quality, higher price value object tend to 
have a better quality, by the selection of materials and design. Luxury objects 
must have reasoning for their higher price, such as the quality, e.g. the Global 
Knives, the Dish Doctor Dishrack by Marc Newson, and Rolex watches. 

Another attribute of luxury objects is the ability to change, or discard for the 
‘next best thing’ is reduced. This is based on the idea that not all users can 
and will change expensive objects on a regular basis. When consumers are 
contemplating the idea of purchasing this range of product a more behavioural 
and reflective emotional reasoning is taken, thus ensuring a longer lasting 
user and object relationship. When the purchase of a mode of transportation, 
such as a car, the object will tend to be used for longer than time it takes for a 
company to bring the new model. This is partially due to the fact that changing 
cars is a choice that is highly based on benefits versus price. This concept was 
emphasis with research in the linkedin.com blog by Vlad Kunko that targeted 
to understand what objects do people keep, and the recurrent trend of vehicles 
and high price value objects, tend to be part of people’s life for a longer period 
compared to other consumer goods. 

7.3 Luxury objects (high price value)
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Figure 25 (Luxury objects)
Dish Doctor Dishrack by Marc Newson, Rolex Oyster Perpetual Sea Dweller 
4000 Mens, Global Knives
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Yutaka Kazamaki talking about a knife that was ended down to him by his 
mother. ‘Products like those were designed and redesigned by craftsmen and 
women to the perfection over hundreds of years. Once you use it you can trust 
it like a part of your body. Even the slightest change of shape or size will destroy 
this man/machine relationship. There are many designers and manufacturers 
trying to make products thinking that just couple of weeks of research and 
design could make a product better than the accumulation of hundreds of year. 
I have had so many knifes that were less than useless than this little old cooking 
knife. Seems to be I had never had a knife that was better than this one.’ (Kunko 
2010) 

A recurrent theme is the idea that certain objects where built and designed with 
more passion in previous decades. This is due to the fact that our present society 
and culture does not take time for the product development, as it lives on the 
phrase, ‘I want this yesterday!’ ‘This is ingnorance because those who typically 
make this statement do not fully appreciate the substance of what needs to be 
delivered. Incompetence because those that make such a statement are incapable 
of doing the very thing they are asking others to deliver; or, has not spent the 
time required to clearly communicate the expectations for delivery’(Reyes 2005) 

In our culture objects need to be replaced with better and more advanced 
objects every few months. This produce objects that has been ‘half-baked’, 
as stress will directly impact the quality of the final design solution, and the 
required research and passion put into the product development. This results 
in objects that lack quality and personality, all attributes requested by the focus 
group on emotional durable design.

A solution is to be inspired by the methods of the past and design for slow 
consumption. This concept is based on the idea of taking more time, effort and 
putting more passion in the design and product development. This concept will 
produce designs such as; the IZM visualizm cabinet, Natalie Chanin’s fashion 
collection. 

Creating a greater understanding of the consumers, by taking more time to 
achieve a strong design research and also to produce objects with local eco 
materials and techniques. Previously objects used to be built and designed by 
specialist that would develop objects for months, years (generations, professions 

7.4 Slow design (passionate designer)
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that were from a family tree) and would be part of the entire process, but with 
invention by Ford of the assembly line production, objects have lost their unique 
passion, and personality. The designer (product developer) and builder have lost 
the sense of ownership of the object. They are but a part of big process. 

The ability to take more time to produce a new object, from research to 
production in a local environment will enable the product development team 
to bring back personality to objects. The outcome from this concept is stronger 
for the consumers perceived values of the objects, but it becomes harder for a 
company to compete on an international market.

‘Izm’s Prairie Modern aesthetic is one of simplicity. Every line has a function; 
every detail, a utility.  Reinforcing this style is a craftsmanship that hearkens 
back to the designers’ industrious rural roots.  Izm pieces are heirlooms for 
a modern age - beautiful and strong, like the land that inspired them.’ (IZM)
Definition of what IZM offer, this is used to accentuate what is slow design in 
the design industry.
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Figure 26 (Slow design)
IZM visualizm cabinet, Natalie Chanin’s fashion collection.
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7.5 Exclusive design objects

The idea of owning unique objects was a theme that was perceived as increasing 
the emotional durability of objects, through the focus groups reflections. The 
idea of being the sole or limited owner of a particular object tends to reflect 
the user’s personality, and uniqueness. People tend to be recognized as being 
different and if all the objects they own are mass produce the ability to show off 
their individuality through their belongings becomes difficult. 

Limited edition, rare, unique object designs are objects that when the owner 
discards them the ability to get a similar object will be extremely difficult. These 
objects are object that enable designers and companies to take risk and to 
challenge new avenues with their design practice and choices. These are objects 
such as the following; Stiller Gefährte by David Olschewski, Ferrari FXX (with 
30 examples produced,) Roderick Vos White Gold collection, the Nike Savage 
Denim Dunk High. The last example was a concept by Nike that enabled to test 
the validity of using denim material on the entire shoe.
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Figure 27 (Exclusive design objects)
Ferrari FXX, Stiller Gefährte by David Olschewski, Roderick Vos White Gold 
collection, the Nike Savage Denim Dunk High
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7.6 The concept of doing it yourself (DIY) designs. 

The concept of do it yourself design also known as DIY design, in this research 
is combined with the design concept of self-customization. ‘Design is, more than 
ever, a way to relate to the world around us.’ (Jenkins 2006) In this generation 
of the design industry, the inputs and feedbacks from consumers are being more 
and more incorporated in the design process. 

This is then brought to a further stage by giving the decision-making power 
to the consumer, ‘who are being asked to vote for potential product releases, 
customize their new purchases, and even design their own wares through open-
source Web applications’(Furio 2010). This can be perceived with such products 
as; The Do Hit Chair by Marijn van der Pol, Sugru by Jane ni Dhulchaointigh 
design workshops to make your own objects, e.g. bamboobikestudio.com, and 
also websites that share how to make your own objects, e.g. instrucatables.com. 

Professionals and non-professionals are designing these types of designs, it is 
designs such as these that bring the idea of design to all. This area of design, 
DIY is ‘blurring the line between the role of designer and consumer’(Furio 
2010).  This approach provides the possibility for the consumer to be the 
designer and/or the co-creator such as with the concept NIKEiD. This is an 
online base service, the consumers personalizes their own shoes (colors and 
materials) from a predefined frame offered by Nike. 

‘There’s an emotional disconnection between things that are mass-produced 
because, by definition, they’re made quite often for the averages, not for my 
specific needs and my specific tastes. Customizing is part of how people are 
regaining access to an emotional connection with the object’(Furio 2010).
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Figure 28 (The concept of doing it yourself (DIY) designs. )
The Do Hit Chair by Marijn van der Pol, Sugru by Jane ni Dhulchaointigh , 
NIKEiD
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7.7 Object dependent on user

This concept is making the object (mainly based on the technology side of 
the design industry) once again dependent on the users and not the other way 
around. For this concept I will look into three designers that occupy a strong 
domain in this field. 

German designer Monika Hoinkis, that works with objects that are intimate 
and interdependent on the user. Such as a radio that she designed for the radio 
to play it has be close to the human body or else it will stop playing. Or again 
a lamp that has no stability, thus forcing the user to hold the lamp in place. 
These objects are examples of objects that break the idea that technology is 
self-dependent. These concepts are interesting as it aims to bring a stronger 
connection between the object and the user, from physical to emotional 
interactions. 

The other two designers are a collaborative team, Anthony Dunne and Fiona 
Raby. They specialize with design objects for debate. Technological Dream 
Series: No.1, Robots. Is a project that tackles the concept of interaction between 
users and robots? These design robots are a concept of making technology 
dependent on the user is ‘to handicap the technology and make dependent on 
us in some way or needy’(Hustwit 2009).  This can be perceived with the one 
of the robot that calls the user when it needs to be moved, another requires 
the user to stare at the robot’s eyes for five minute before it can release the 
information. Creating objects that depend as on certain form of emotional and 
physical attachment based on dependency. 

This might not be the most valuable avenue to create emotional durable designs, 
but it does make us think of how objects around us could become independent. 
However, these are objects develop to generate debates and reflection; they are 
not a viable solution for consumer objects.

This concept is making the object (mainly based on 
the technology side of the design industry) once again 
dependent on the users and not the other way around. 
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Figure 29 (Object dependent on user)
German designer Monika Hoinkis; lamp & radio, Anthony Dunne and Fiona 
Raby; Technological Dream Series: No.1, Robots
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7.8 Memory

One of the predominant factors in emotional durable design is the memory 
that objects reflect in the user. ‘Our attachment to those objects is entirely 
shaped by memory. Because past experiences are no longer recoverable except 
through recollection, we value objects by the emotions they provide rather than 
their intrinsic worth’(Norman, Donald A. 2009). Objects are means, vessels to 
translate our memories, from positive and negative recollection of past uses, 
moments, and people. 

How many times have we heard I have this object, it used to belong to my 
dad, to my mom, to grandparents. Memory is one of the strongest emotional 
reactions that users can have with their objects other then anger (negative 
emotions). Through most of the research on the subject, from my questionnaire, 
thru the use various blogs on the subject memory is always the crucial indicator 
in emotional durable designs. Can designers create objects that have memories 
in them? No not really, so what can we do?

The answer for this by Donald A. Norman ‘Our love of objects is not even 
about the objects themselves. It is always about us. We grow to love the objects 
that connect us to other people, create meaning, and remind us that we’re 
alive’(Norman, Donald A. 2009). Objects have to be personal to the user.

‘Our attachment to those objects is entirely shaped 
by memory. Because past experiences are no longer 
recoverable except through recollection, we value objects 
by the emotions they provide rather than their intrinsic 
worth’(Norman, Donald A. 2009). 
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7.9 User-centred design

7.10 Research informed approaches

In the professional industry of product development the most predominant 
methodology to produce emotional design, is thru user-centred design. User-
centred design (UCD) is a design process that places end user needs, wants, and 
limitations at the forefront of the product development process. In this process 
the end user is even part of the product development team, the end user enables 
the design team to discover problem areas that were dismissed and bring a 
more personal (user related) final solution. This design process is based on the 
idea that people/users that have a different life experience and understanding 
(knowledge, education, profession) then designers can have something to bring 
to the design table (to the design process.)

‘User centred design is a much misplaced process. It has a role and value, but 
not as a means to create new thought or (genuine) new products. User centred 
activity tells you what people already know (which is useful if you don’t know 
that) but rarely jumps into the future unknown in a meaningful way.’ (Arguin 
2010) This the opinion from Louis della-Porta summarizes the inconvenience 
with user-centered design as a means to look at the future of the product design 
industry. For a successful use of this design methodology is to incorporate the 
user at the testing stage, for further development and personification.

This section is based on solutions and approaches that I consider having 
a possible future in the design industry. These are design solution for the 
future of emotional durable design. These approaches are not yet supported 
by great evidence as they are still in the process of being formulated. They 
are approaches that can be tested in the future by the industry or by other 
researchers. These are based primarily on my secondary research, my 
questionnaires, talking with consumers on durable designs, and emotional 
objects.

User-centred design (UCD) is a design process that places 
end user needs, wants, and limitations at the forefront of the 
product development process.
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7.10.1 Educating the consumer

Can we ensure that our cutomers will be able to understand how long their 
objects are expected to last in use? Through the research, it was understood 
that in general consumers and users cannot define with certitude how long an 
object is expected to last when used (how long the object before it becomes self 
obsolete.) 

This concept is finding the best manner to have the consumers to take more 
educated choices when selecting and object, and taking the decision of 
discarding or replacing. One of the concepts imagined was to incorporate the 
expiration dates on the objects. This has for intention to enable to push people 
to take care of their objects, such as the principle of seeing the mileages on your 
car, or the expiration dates on your food, e.g. as in the toasters concept where 
the consumer is reminded daily how many days should the object be expected to 
last, if taken care-off and well maintained. 

Another avenue that was envisaged was to make material and object durability 
classes’ mandatory in schools.  This would enhance the sustainability 
understanding in our ‘consumers’ society. This would improve the educated 
choices taken by costumers, they would be conscious of design limitations. 
Making consumer more acquainted with the concept of material obsolescence 
will enable the user to dictate his or her choice and relationship with his/her 
object. If people become conscious of what is the real life span of objects, it 
is imagined that they will take better care, and be more concern about what 
they buy and discard. They will be able to understand the negative impact 
of discarding objects, toxics in landfills, reduction in materials, and all 
other impact that planned obsolescence has had on us in the past years, plus 
understanding the benefits of enduring their relationship with their personal 
belongings.

This concept is finding the best manner to have the 
consumers to take more educated choices when 
selecting and object, and taking the decision of 
discarding/replacing. 
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7.10.3 Design for object evolution

This approach is based on understanding that there is a constant evolution in 
human behaviour and physics. These are designing objects that can be slightly 
altered through time to ensure longer lasting object user relationship. This can 
be achieved by the ability to customize objects over time. If section of a product 
could be altered when time dictates the need for bigger and stronger parts, e.g. 
the bicycle design concept has the ability to be altered through time; changing 
the handle bars, peddles, and seat to ensure that objects is conformed to the 
consumers physical needs through time. The second aspect of this concept 
tackles the aspect of personal behaviour (emotional changes) the ability to 
return to the company to change the look of the bicycle. This approach is 
focused on understanding the user and how can the object ensure a part in the 
life of the user through time.

7.10.2 Designing for improvement

This concept is based on the car industries, the service company’s offer for 
mileage maintenance. You bring your car to be checked at specific mileage, 
where basic maintenance services are offered and possible improvements. 
This would be a system in which companies ensure a longer lasting and closer 
relation with their users and their objects. People will have their objects serviced 
(included in the sell price, or at a minimum extra) by the company. This would 
ensure that the objects last longer, but also to create a more tight relationship 
between companies and their consumers. The advantage for the industry with 
this approach is that it will enable the companies to have a direct understanding 
of the consumers’ use and abuse of the present object and their desire for future 
objects, and applications. This concept benefits are to reduce the significant 
decline in the objects performance, and quality over time, while creating a 
longer use relationship, and company/consumer relationship, trust.

This would ensure that the objects last longer, but also 
to create a more tight relationship between companies 
and their consumers. 
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7.10.4 Discard awareness

This concept is based on creating awareness in user for their waste and choices. 
This approach would work has an idea of charity, where people can pay (or 
when they purchase a particular brand, object, component) a certain amount is 
sent to companies that work on re-designing or repairing our junk. 

This is inspired by companies that support causes through the purchase of 
certain products; e.g. the purchase of one item is transferred into a donation 
to chosen charity. This will enable to produce a greater comprehension on 
what over consumption produces. On the other hand, it will enable to increase 
the value for second hand companies and also to help designers, and product 
developers that work with second hand materials. This will benefit the first 
consumers to comprehend how their waste can become quality products. 

This approach is based on understanding that there is 
a constant evolution in human behaviour and physics. 
These are designing objects that can be slightly altered 
through time to ensure longer lasting object user 
relationship. 

This approach would work has an idea of charity, 
where people can pay (or when they purchase a 
particular brand, object, component) a certain amount 
is sent to companies that work on re-designing or 
repairing our junk. 

For designs to sustain a long lasting relationship with their users they need to 
evolve as the needs and desire of the consumers. ‘Most products within the 
current model of design are static, possessing non-evolutionary souls; we as 
users, on the other hand, are anything but static and exist within a restless state 
of continual adaptation and growth’(Chapman 2005).
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One of the major issues with designing emotional durable design comes from 
the economic side of this concept. It is unprofitable for companies to design with 
this mind set, as less and less is sold, less profits are achieved for a company. 
The future is therefore placed on understanding how these design approaches 
can become include profitability for the industry while enhancing a sustainable 
future. 

One of biggest issue with this precise aspect of design is that the main criteria 
on which it is based is the hardest to calculate. This is based on creating designs 
that will last for generations, how can we research and quantify this in a matter 
of months? In conclusion these process and concept should be used as sparks to 
bring the industries creativity to a direction of emotional durability.

7.11 Discussion Conclusion

The future is therefore placed on understanding 
how these design approaches can become include 
profitability for the industry while enhancing a 
sustainable future. 
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Figure 30
Visual conclusion to ‘talk about the little blue book’s flower’
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The conclusion of this research is that an emotional durable object is based on 
a particular person. It is impossible to be certain of creating emotional durable 
design with a set methodology, as it is based on each person’s social, physical, 
and personal values. The other difficulty to test and control emotional durable 
design is that it is a test of time between users and their objects (how long 
does the honeymoon period will last and the outcome). The future to produce 
emotional durable design is to be designers that can have a foot in their user and 
client’s life (through increase of research, and or consumer inputs through the 
design development process.)

To ensure that the object designed has the most chanced to link on an emotional 
basis with the user, it is crucial to be conscious of the user’s needs and wants. 
The design development industry has to break away from the marketing concept 
of group segmentation, and comprehend that all their users are different. All 
their users have different and unique set of values, being physical, social, and 
personal. Being conscious and trying to incorporate the user’s opinions will 
slowly bring the design object to become more personal. This process to have a 
greater impact will need to be achieved through time, to get more specialization 
in the design development industry. It is also imperative that the design 
development team do not become a group of people that only do what they are 
asked by the consumers, but integrate their own originality, creativity and their 
ability to see what the consumers often dismisses.

‘The reason product development has gone wrong is that people stop at the 
worst time—when the solutions are most convoluted. What Eastman knew, 
what Jobs knows, is that you have to go beyond; you have to think about the 
experience people are having.’(Merholz)

The most efficient manner to ensure that a design will have an impact on 
the consumers’ life is to design through time. The core attribute of durable 

8 Conclusion of the 
little blue book
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emotional design is that it will last through time; therefore the object should 
represent the though and time that was taken during the process. Design 
objects that last through time are not objects that where produced in matter of 
minutes; they are object that development team spent time to discover all area 
of improvement. 

An object has to last through time, not simply on the emotional aspect but 
also on the physical aspect. A great amount of effort has been made in the 
sustainable design to use more eco materials. It is often perceived that certain 
of these materials are not as efficient as their counter-part in the test of time. It 
is imperative that companies educate their consumer on the physical durability 
of their objects and let the object teach the user about the emotional durability. 
Companies need to be realistic and not publicise their objects as Nirvana’s. 
This concept of over selling will simply create a greater disappointment, thus 
shortening the honeymoon period, thus resulting in the object to be discarded at 
an earlier time, as it did not offer all that was expected (advertised), conflict of 
expectation and reality.

Is emotional durable design economical viable for industries? Yes, it ensures 
brand loyalty and other possible avenues for companies to make profit that is to 
focus their companies on working for the lifetime of an object. The maintenance 
and improvement of an object through time should be seen as the avenue of 
the future for the industry of product development. This concept would enable 
companies to have a stronger idea of their consumers, and also to ensure that 
they stay on the market as the improvement can only be achieved through their 
company. The future is to understand how our objects could evolve through 
time with us, how could they improve over time, follow trends, technology 
advancement, and all social, personal, and physical values that a changes with 
the users.

Eco-design, sustainable design is less about understanding the choices of 
materials, production methods, and use of energy taken during the design 
process. It is about changing people’s perception they have for their personal 
belongings; changing how people live with their objects.

‘The reason product development has gone wrong 
is that people stop at the worst time—when the 
solutions are most convoluted. What Eastman knew, 
what Jobs knows, is that you have to go beyond; 
you have to think about the experience people are 
having.’(Merholz)
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Figure 31
The rules of emotional durable design

Think of the consumer

Include the consumer in the process

Design for the users value, and needs.

Design to educate

Design for individuality

Be creative and unique
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If this study was to be done again, I would base my research more on the 
consumers, and less on literatures. To achieve a more successful research I 
believe it would require more time has to increase the interaction with focus 
groups. More group exchanges would have helped to discover more avenues of 
why people believe in emotional durable design, and how it impacts their life. 
Another avenue that would have been taken if the possibility of having more 
time was available; would have been to do more interviews and seek to have a 
more personal, and visible idea of what people own and keep.

9 Area for 
improvments
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