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The Iranian author of this book
Mohsen Jaafarnia is an
Assistant Professor in the field
of Industrial Design at School
of Design, Hunan University.
His deep respect for Abu Nasr
Muhammad ibn Muhammad
Farabi who was a Persian
philosopher finds reflection in
this book. The author dedicates
this book to his great spirit.
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BE , XUSHNAASN. XHESEUFENEFEIEM , BEATFNERAZWERENTRNVTH , APR> RO Fw, XM EBBIRTT RN X ERE
RBEZEREN S, XPRRNEFBNEFENRER , RHTHICLEEARERENTERRNMABH , BREEREELT mAXK, XHERME , 2T TUILERE
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KRS THREWEINERFRGZERTZELEIMTERNER. BREAAN -—RIBENKENRED , AUERIFREF L. EREDERECE , HRIER
SMESRALHER £, dlagE—EER,

Customers and companies are now partners in constituting a new era of post-modern society. Companies which recognize
this new collaborative design reality are achieving superior organizational performance by ways of increased customer
involvement and satisfaction by allowing them to design for themselves. This collaboration is based on sustainability
dialogues because customers’ desires access which effects on the behaviour of consumers on the product resulting in
longevity of the product. This individual freedom in product design keeps extensive range of options open to them.

This privileged customer position is partially facilitated by the company to cover the consumers’ desires,
individual freedom and reduce the risk of product rejection by consumer. By placing this, companies allow
consumer to engage in design process and liberate them from monotonous designs. Also, at the same time
consumers' creative zeal is employed towards creating individualized value propositions by free. -

The sum total of this creative consumer effort is greater than what the company can achieve alone. Consumers %

have a range of specific skills and competencies that companies can use in the product design. Companies affect
ways to attract consumers to maximize their value.
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MNZX—MARE , HRERRRITE , NRLAR T TEMREIMEMNEARERAFE SN EIRENATFOERESHNF, XMEZTERERRS AR ENBNTHES , 1Sia
TERREFNHERETD D , DAURTUNGRF, BRERNTRERER , FRNIARLSIFARLELHTE, £ARELH  BRENLSNERTUEEN , BREFARKLS
FEBE T HRERENBRNME  UARMEMNROASSH AEBLTRFN.

A BFABA TR - M RXRRAE—EMERER TG TEH AECKRLEFUEN. EXRNHED , I AAERzZAHBLEFRENDUORERS. XHE—FK, til
NEHRITWEARTHR , EMEEFIBPEREMEMEMENUENRITERRNVE, ETRRNRITER , EENBTNFERN TRAREFWEM,

ERSHINENEM L, BNPFRIFILIEIFARELHATEE Nt , RNFEXN S oL, HRERKE, PEL. AFrERERFQTSEFRSHTH -SRIY. NTRFX
—AENERRHLMSTHENEEYE , URRFAERENFTRTLELEMNBENEIARE= Tt , A B 2NEBIHABEEFIRANFEEFER. At , AX2#T-IRK , BEFFRITT
BEARES AR,

From this perspective, consumers are designers, who are granted authority by companies to articulate their specific requirements and apply their particularized skills to the consumption tasks at hand. The
company benefits from outsourcing to a diverse and flexible consumer workforce which was once a costly function conducted internally. Consumers have become resources and employees themselves.
This is the transmission from modern society to post-modern society. In the modern society, the lifetime value of a consumer would be measured, but in post modern society it encompasses the softer value
of their skill and how they engage and work with company resources.

The company must seek to create an open communication environment in which consumers are encouraged to be joyful and ultimately creative, where they can effectively use and enhance their skill for the
benefit of a company. In doing so, a company is funding the mobilization of free design employee, which entails a process of creating and designing involving the consumer's personality and subjectivity
during the production of value. With free design employees, all facets of life become extensions of capitalist production.

Based on these points of introduction we are eager to find out the possibility of passing the industry to the next generation in the post-modern society. For this, we need to have more discussion about
demassification, skills of consumer, desire lines, user experience, and joyful design. To show the importance of this transmission to post-modern era and demassification or to show the desires of consumer
is not more binary than that the nature of Fuzziness and every member of society has different aesthetic desires. Here so, an experiment has been conducted to see the weakness of design process in the
current modern era.
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B, BERRIm , RNLXAABEBRBEENEN , RRNXEBHEERNELBFEE , AXNENNERNER~RETIM. (Law2011)
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A well-defined target group is the first element of a design strategy. It is used in describing users (whoever is going to buy and use the product) in product design, Target group relates to population group which has a
numbers of consumers which in design planning manufacturer aims to cover their desires determining the success of a product. A target group is a group of people considered likely to buy a product. User’s in target
group consists of customers that share similar characteristics, such as age, location, income and lifestyle, considering which a designer plans to sell the product to them. The target group of consumers who are
categorized by age, culture, geographic location, specific needs and other relevant characteristics have always been selected before beginning the design process. Therefore one of the first steps in developing an
effective design is determining an appropriate target group so that product design goals can be set and implemented. Then it is proven that, for product design one must have a clear definition of their target group as
this can help reach its target consumers and analyze what their needs and suitability are (Law, 2011). It is important for designers to identify and select a target group of customers. It allows for better understanding of
customers that are more relevant to consumer needs and satisfy their needs and wants. Also, targeting makes it possible to collect more precise data about customer needs and behaviors and then analyze that
information over time in order to define design effectively. Here many questions will arise as to how to make sure consumers in that group will not reject the design? Another question,that will take place is how to
measure or record the transition of the target group from the modern society to the post-modern society. Do consumers in target group have fixed desires? Do consumers know what exactly do they want? What are
their desires? Can design understand about consumer’s desire easily? How to progress the manufacturers from the modern society (with dictatorship) to enter the post-modern society (with individual freedom)? These
answers will be probed to un.tand the target groups’ transition to the modern times.
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We can begin this with a short review of car consumers in Iran which can highlight the issue of consumer position better. In Iran car production is the blggest industry after national industry of oil, the
industry which did not pay attention to consumer desires of car design for several decades. In the beginning for design -

selection, a car dictated by the manufacturer under the order of King Mohammad Reza Pahlavi and consumers were out v
of the calculation (Sozanchi, 2014).

We have seen that for more than 40 years a car design dictated Iran (from the late 1960s to the late '90s) called
‘Paykan’, the design of which was based on the 1966 Hillman Hunter. The effort of designers and manufacturer were J
so weak for inclusion of a new form that we can see only tiny changes and modifications and small details such as
changing head light design in the course of its development. This was because manufacturer’s policies accurately
ignored consumers’ desires and predicted that Iran was in need of a simple ‘no-design’ automobile within the price
range of ordinary people, therefore this dictated consumers into buying their car simply emphasising on service and
warranty issues and its expenses more than its aesthetic design. This problem continued until the government reportedly
offered a large cash incentive to the company to end Paykan production by 2005 (Jaafarnia, 2013). The same thing
happened for other car manufacturers.

B, Hillman
Figure—Hillman-Hunter.
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NS MREFFHESEHRENORELUETEAER , XI—FASHIANREREEREAENBEANEENRR, MIMIFRFNEIT , TUBZMEINNFTESER, EEEELEF
B, ARBFERTHET , HBRALES  HEAFEE  EURLLTERTER, RIITETHSHERENER , L—HNENSRNEAEHURTRZENEEXR , AP —HE
BHEEN. PAREHRALR , HEELEN 10 FEXHRALIETHNKRE. (jaafarnia # MokashiPunekar , 2015 ) o

SR, BLEIXFERTAMNT M. FEFRBIXAEEZRIATANER. RNNEETRITEIEF , £FBAENEREARLANER , REFNEBRTUSBHRNGEIMAEREN =R
89 BI ( Prahalad M Sawhney , 2011 ) . ERMIBRBEINR , IEAXNRAXE , XERENFRFZXEEATH, 05, FRTXEHINFEY , ABERARTHRTZHLF

=/

WA KT, UENERERHSENRIT. ERENNEE , AEFEFEESRERFHETZINTEYL , FRETHE-ERFTXENFEDH. Bt , FRANLTAWRE. FEHM
BRAXEFEETHRILESRERXNNE (Geller, 2016 ) , EXXLENFLNARETREERENFRBTRITN,. XBREENBRIN~RBZAFRERE,

Today research reaffirms that Iranian car consumers’ taste has gotten over the‘holistic’ form which was considered important for consumers’ consideration in an automobile. They look for newer designs
which can cover their aesthetic desires. Stopping at the line of Paykan , the company has included new designs on the line called ‘Samand’ as a modern substitute for the Paykan class. Designers look at the
interrelationship between the various visual elements in a harmonious manner to achieve an aesthetic, pleasing and expressive form of the automobile which is based on today’s consumer expectation and
therefore have changed it several times in the last 10 years (Jaafarnia & MokashiPunekar, 2015).!

Today the business combat zone is full of products’ failures that failed to connect with their consumers. We know design is a process that begins with a deep understanding of the consumer which also gives
suitable tools to measure consumers’ reaction to products (Prahalad & Sawhney, 2011). But again we see that they enter into this combat zone without having any understanding about consumers’ desires.
Now by ending sanctions of US, Iran has opened gates to companies keen on expanding markets to sell cars to thirsty consumers for proper design. In the recent times, car manufacturers are looking at the
possibility of returning to the Iranian market which used to be the 10" largest car and lorry market at one point of time. Hence aspiring companies like Peugeot, Renault and General Motors are looking for
this market to send their product (Geller, 2016)?, which definitely was not designed based on Iranian consumers’ desires. It means they again dictate their products to Iranian consumers.
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Through an overview one can see how consumers needs have changed the Product Development Process. In the
beginning, all vehicles basically looked the same. In 1885, Benz simply thought about making a gasoline vehicle
through engineering, he did not pay attention to consumers’ visual desires. Therefore the new motorized vehicles
without a body dictated the consumers market. It was in an era when inventors were more concerned about function
than form. The first car comprised an engine, three wheels and a frame all exposed for easy access. Getting the
machine to work properly was the foremost priority and designing aesthetics with marketing came later (Jaafarnia,
2013).

el i) puae 50 Jseana 3l g aul 3 JSE
B, XRERKRH=RTFRIE.

Figure. Product Development Process in invention era.
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Then designers began to design artistic forms for car body, because of the emerging competitive environment where consumers had to be convinced to buy their car by adding artistically a form on c
body again which we see in the case of ‘Paykan’ in 1966 which Hillman Hunter with help of

King Mohammad Reza dictated on the design for Iranian consumers without any research about

consumers’ desires in Iran.
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evelopment Process in the last century.
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NS, NTEFHERBY  BIHFNIRAXARERSEI-RF AR, RIROEEHRSNE , NRAA% (EEHNE ) NAEREH (ENRHLR ) . RiIHTUFR
WERE  BEREHER  ANSESRERBRTE  UBRAERTTARIFLNFEBFREERRE, REXEENESHEARRY , MARARA , BAAXEMENTHE
HBRENER , AHREREHE. HONEENEARTSEMEMNEADILIERX— & , BESEREH AFBNRIRITHY , BR8N FIEERE R, FFUMBIDEERD |
(Buxton , 2007 ) . M4k, E—LER , RINLAV - LHEFEETEHETFZARMHETELHREE , 4R, XTUERNSERIUTBENTH,

Today we have understood that for better result designers and engineers must be active till the end of Product Development The process includes the phase where the manufacturer through engineering
gives services such as final assembling (in Marketing time) and Guaranty-warranty of car until the end of consuming period. The designers can continue until the end of marketing to collect data and also
involve the construction of prototypes to insure that the car design can cover target
group’s desires properly, Although these models take time to build and costs a lot, but
companies do it to meet consumers demands, especially the target group, the case of
Renault that wants to enter Iran market with designs which they have not been designed

for Iranian consumers and many other similar cases prove the issue (Buxton, 2007). Also
in some countries we see manufacturers sell the car to consumers even before
manufacturing the car, and of course this can be high degree of dictating a car design.
Designing Engineering Selling Consuming )
o) Ard 50 50 Jpeane g aul B S
B, 3E=+FH-RiFRIE.
Figure. Product Development Process in the last two decades.
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ATERHELRITREERENX—AE , RNREBIERERESSRITIBPNARNRREF EAERMIERIT.

NFRLERELIFHZAEMNMATELTRYE , WAEGHAERTETIHENNERNRITRTBN, ARESXFTUERCF , RiIIF=R , WHZHERENER,

BIFTHF AR S RSB BHN KR ILEENEMRIIZER , B AREN=RFF LTE 7 = % 75 W ith # & (Ottosson, 2011).

BEENEDMABMNERNRE , RINEEZEIERNERSUEABREXNEZNALER. EREXRERZH , RINNZNANERENBMYI BTN RRIEMT B, BINWEHNR
BE—ANARE , BPHRMNGERIBHTHN , REENEREREAEENISR , IERBEEAERAR  EERIEBREFENLRAHNER TREHEE (Prahalad&Sawhney, 2011),
ARFRBXADRBH S E , BROMERENTF RN TEAEZN EHNBENEARZES AN AL ERIEMTERTHE, HAERBARRSU ST ERENFERFEES X
Fo REKRHWBRFETEZEBATRE (DK, 2011&Jaafarnia, 2013).

To control and stop the issue of design dictating consumers, there is only one way through which we can ask consumers to participate in design process to customize the car design.
For the car companies that want to maintain market leading positions, it is not enough to perform computer-based re-engineering of existing cars. The companies must also seek ideas for innovations and
new product variants for consumers’ desires.

The creation and early development of innovative new solutions is not much described in scientific research,
since it is difficult to objectively measure efficiency between different ways of performing product
development (Ottosson, 2011). With the examination of remarkable successes and failures, we turned our
attention to understanding the complex human emotions attached to the purchase experiences. But we could
not talk about emotion without developing a common understanding among our consumers’ experiences. o ) . . :
Our goal was to develop a methodology that could help us create a predictable process for identifying Designing Engineering Selling Consuming
strategic opportunities to create breakthrough consumer experiences, to visualize the marketplace in the
context of consumer emotions and experience (Prahalad &Sawhney, 2011). To find ways to overcome this
problem, our research and empirical work on consumers’ differences in understanding car designs and
‘Fuzziness nature requires demassification’ shows that companies must pay more attention on consumers’
desires in future. The future will be different than that of the past situation (DK, 2011& Jaafarnia, 2013). ‘

Designing Manufacturing Marketing
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Figure. Product Development Process in the current decade
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20 #E2F i  RERITTAESENAERBED RN , AFEEMIINFERIT. X2FHRMNIFLE (Jaafarnia, 2013),
20 42 10 R FEFELNR , FHREEFHEN , MEERNAE. BERRADRRE , HBARND BFHRNIREERKXIEMES (DK, 2011; Jaafarnia, 2013),
20 42 20 K : IRABEIUHESHK , I?ﬂ7%‘ﬁ%IETEv?iZX‘JfMHElR%ﬁ?ﬁE’MEﬁ?%iE’J>-z,$(DK, 2011),
20 42 30 R . X+ ERESHNLHIMANTR. XRRAZFAFENEMAMTAESENREME T HBERHTEERS (DK, 2011).
20 42 40 FR : ETRERREEREANEET  BEREARENERETRTREFVFSIZBNLTHNERE, ZRNAELRESEHESHANTA
( Jaafarnia, 2013 ) .

20 42 50 £ : XKEAEFEFBEISE W, SEMERRMHEBLTAENEE, REBENF D , BRMNERENARARETEERNEE,

Looking back at the past helps us to have a better understanding about the future, the future which will be different with current situation. Here we can have a short overview on the car consumers and
arrive at a particular point defined previously (DK, 2011; Jaafarnia, 2013).

THE 1900s: Automobile designers knew that the carriage’s form is designed in accordance to the horse and were not appropriate for their new automobiles. It was the beginning of Innovation Era
(Jaafarnia, 2013).

THE 1910s: This was the beginning of Manufacturing Era reflecting simpler, more affordable automobiles. Automotive technology developed rapidly as hundreds of small manufacturers began to compete
for gaining global attention (DK, 2011; Jaafarnia, 2013).

THE 1920s: This was a golden age for the car industry, because consumers were looking for any kind of cars since which was new to them (DK, 2011).

THE 1930s: This decade was the beginning of classic era for body form. This was because of the shadow of the great depression and thrifty models of cars which led more to egalitarianism for consumers
(DK, 2011).

THE 1940s: World War 11 brought car production to a great pause, but later military cars resulted in excellent new engines and economical small cars for consumers. This time also was the beginning of
integration era for components of body (Jaafarnia, 2013).

THE 1950s: U.S. car makers highlighted speed, luxury, and power by borrowing the form from airplane and missile and chrome-plated decoration, but in Europe consumers were looking for racing sport
cars (DK, 2011).
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20 42 60 FX : XRFETHSIZMESAENIAKRWIR ( Jaafarnia, 2013 ) .

202 70 R EXRFHBERENNEZL—RAFEMT BIZTLEHHMSE (DK, 2011)

20HL2 80 FNR : RHEHEREER , HIEFTITHEE , AREZNUCHMEFRSE (DK2011)

20 42 90 R HBREERZEM , ALK, ERORKN , HERENRIT, EXHFH , RitTBES ALK
to REBAWTMHELRERPARIUINEHNEES , HEXSFETI X, NXIEREZANELE
RORBREREWS , ZEESINTETES N~ RBERMRIHREE R ZHRE, BNEL , BIREETL , &F
ERAFTRDBL  UEEEEHBREENETAXNERES , HYENRRORARERE A TIENN™ R
FEH, BETTEHEFMMN —RINENLERL  BEEZEMRMNtEZERSE, (Burdek, 2005 )

1L HBREBEEIR—RPEREAEER , RARBNMENSE.

THE 1960s: This was the beginning of modern era for new engines and body shapes (Jaafarnia, 2013).

THE 1970s: Concentrating on consumers’ car health became better by adding automatic seatbelts and airbags (DK, 2011).
THE 1980s: Manufacturers were focusing on comfortable and better equipped, improved electronic systems to answer
consumer desires (DK, 2011).

THE 1990s: Consumers demanded safety, user-friendly, luxury, performance, and perfect build. In this decade, design
changed the direction to globalization. Asian corporations from Japan started very early on the importance of design for their
intensive marketing efforts. They found the degree of the socio-cultural differences between consumers means that
assessments conducted from afar cannot produce adequate conclusions for product policy and design. European corporations
too, particularly in the automobile industries, opened offices abroad in order to follow current lifestyle trends more closely
and to integrate the results of foreign studies more quickly into product development at home. The Audi TT was born on the
drawing boards of a Californian agency and enjoyed equally spectacular success in the US and Europe. (Burdek, 2005)

THE 2000s: Consumers were looking for a perfect car form styling, passenger accommodation and performance (DK, 2011).
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Nowadays, industrial companies are concentrating their businesses on engineering, assembly and services, and following new ways in order to add value through consumer orientation, and services during the lifetime
along with the disposal of their products. The automobile industries have reduced their own capacities to the main or core technologies and final assembling. They have left production of parts and components for
suppliers or specialized companies. Carmakers increasingly think about design, engineering, final assembly and service (Niemann et al., 2009). But being a fortune-teller in design one needs to visionary about
consumers wants’? It is hard enough to predict what ’experience’ must be. Mapping market share is no more effective. Statistics-based approaches also skew resources towards known revenue-generators at the expense
of discovering where breakthrough innovations and future profits may reside (Prahalad & Sawhney, 2011). These phases of prediction are the core competencies of companies which produce customer orientated
products and add value during and after a product’s life cycle. Customers are generally interested in achieving high product utilization. This requires flexible manufacturing systems which provides performance with
limited skills of consumer and requires minimal set-up times (Niemann et al., 2009).

Today’s consumer is not the one, who lets ruler, government or manufacturer decide for him or lets the designer with a statistical research in the culture find his desires, which are common between people in the
society. In the future, efforts which can not cover individual desires in the society will be rejected. Therefore we have entered into a new age of transition of consumers.

New technologies can have important effect on the consumers’ life and the lifestyle and also can help in generating new ideas for new products, but there is a point as to how to generate the idea that can support all
consumers’ desires in every culture, therefore for consumer, the researcher’s aim must be predicting changes happening in technology and its effect on consumers’ lifestyle (Mowen, 2008). As technology has equipped
ourselves today therefore it i%he day of transition (from modern society), a transition which lets consumers engage in the process of design and be a designer (in post-modern society), in this case, ‘design for future’
needs a design method
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ooy aizlid wlidylg, 9 odiun gl .Don Norman _us 50 (steline oaul oS eolaiwl oy bl IS g 4 liglacad b 5l ied F aalgs I3 colaiwl 590 del &lp Jo ol a5 salél
ol 8,518 olasil 00 «gilel a8 9 oL L gl SLS 0 4 (2007) Andrew Keen lavwg coiiScs pas bawgs >,k oyl aix o (NOrMan,2004) «piws #l,b aon Lo a5 ous iy
RITMERRITEED , XEBEERN , BHRELAEARITED , ANENERRERENHESF R, BE—MHENAKBRNTAFTHAEREHILE | RiTHEHRER
Ko NBNZWRITTHRE | RitEHIRBMNASEERY , (RITSMNER) (Jaafarnia, 2013)tH@8E 73X — S
EFIZH#LE  TEMNHESANY R  SEYRBEEHERES, IEEFTLRITANILESP  BITEEIEREEREHENZE/OBEAN , XUFFIZ,
BE , MIEILELPH—EXRENRIT , SEXRENZRAEXEERENRITRE, “REEREXA-—MIF , ERAR FBEITEMELIUGRAENTRLIE, BiFiR
125  BEZTUWATHARHAMAYNRITZIBPENQRRANVHELS, BT, ANTUSHEENE L TLRITMMZEET LA L (LWERE)EE , BNRITARESR
FREWARIMEH (Cross2006 ) o HEAFEWRIHHSHREESE X — TR THEN , RINEN , G REEHLESH , EFIE. Alex Osborne FEALE KRR
S HEAPRE , SEEXTRETANERANETANRE AT, AAXEFENQUSIAIEHECHER. AR, ERNALSIRENTLALTEESCE
( (Goldenberg &Mazursky, 2002), X FiX—[A@ Vianna et al. (2012) 8 : “ERIFAEEF  REEN —RE2ETRAXENASEEGE, At , XMNHARBEESIEHRLEER
HEHBRERNA , INRESAENER . EAERMOEZFER Don Norman EfEYH (AT RRITIM) PR T ELIMM R (Norman, 2004) , & Andrew Keen
(2007)%E bRRF) H#ITTIDERERITHES,
Designers are expected to have design abilities, however consumers may also have design ability since they can decide the manner of arrangement of furniture’s the fabric to be used etc. Here we see a strong indication as to how
design skills are growing even in kindergarten. It is seen from the competent design work of primary and middle school that design ability is inherent in everyone and the book ‘Design & Observation’ (Jaafarnia, 2013) also
elucidates the point clearly. In craft-based societies, craftspeople make practical objects which are often very beautiful. Even in industrial societies which have professional designers, we see consumers following implicit rules of
how things should be done, similar to that of craftwork. Sometime again people design naively in industrial societies, where these ‘naive’ art forms have many positive qualities. An example can be that of ‘Watts Towers” — an
environmental fantasy created by Simon Rodia in his Los Angeles backyard. There has been a move to incorporate non-professionals into the design process of architecture and planning, through design participation.
Based on this, one can conclude that the professional designers should collaborate with the non-professionals such as the consumers, since knowledge of design is certainly not exclusive to the professionals (Cross, 2006). When we
compare professional designers with consumers in terms of creativity, we see sometimes consumers are more creative and offbeat. Alex Osborne has mentioned the same in his technique of ‘brain storming’ that participants must
come from different backgrounds and different educational level, since there is an opportunity to share everyone’s experiences Sometimes common people give creative ideas better than educated and professional people
(Goldenberg & Mazursky, 2002). Related to this issue Vianna et al. (2012) says: ‘it is important to have different kinds of people involve in the process of generating ideas, and accordingly, this usually includes the people who will

be served by the solutions in their capacity as experts on their own experience’. Similar ideas were generated by well-known writer and psychologist Don Norman in his book ‘We are all designers.” (Norman, 2004), although the
idea of designing by consumer, been criticized by Andrew Keen (2007) in the ‘Cult of the Amateur’.
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AAEEH R - MENBHNEE , EEE T HREERANAEARRKIRIT B IR REYEED (Morris, 2009).
RRHTHERENERN , ENEMNI2CIHNENCIEE  REMNER , MIUARBHRACIR, AR, EZFRABREEMEMSHE.

Mass customization is a relatively new concept that describes a consumer’s ability to design his own unique product using modern technology to enable the process (Morris, 2009). This highlights the importance of consumers
which can indulge their creatiw‘actical, hedonic, or any other sides as they please, since they act as innovators and idea generators (Humphreys & Grayson, 2008).
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MAFSZFAUEHFRNLREF R, BTFFRXCWELRNFSTE , TR LS JREERE TEN = X (Mowen& Minor, 2008).
BR-NMFSAURR-—NMRENTRA , ERFNFSES LR AREATRANENL , Bt , ETARXHANE - MIS RSB TRNRER, 2M00F
REABRI BT 2K (Swenson, 1993) |, BIXHFEREKRE S XM ALGREA-—HASENRERREEL, RMNANBIHFSRBAN , BRXHAT
EREFMAENFSEHRXME, flm, ZBHN , TFRBERIEERY , BEPE , IFEANREKEHRF 10 (Mowen and Minor, 2008),
EeY , MN—MRITMEARPREERATERUTEEBEFRACHAEERENER, XBRE T —FAERELERS — XN~ m. Sl , EEF—
RE , BMNANRERDERBERTRE ; BATFELXERFRIT , BAETERMENRE (Baxter, 1995).
BAMABEE=AER, B, E—M2E , BRENFERTRE O 1 BEN =, MRESHETEMEENETZ, EXMed , RINEELBWER , BIE
ROUXFEDA , BRER—#, BE-NEFRR , HRER LWRBEEHTES , FIARITTRENEMNNBEFSIEBHNERIEN, E=NERREFFNERR
ZTH, XERESKEMNE - NEGYWHAL , AR ATAREMINALY Rty 7THRIPENER , HEIIN EFEFZTEHFNAE , XEF TN,
I, BIE- M ERHEEERENFERNEERITR - MERARE.

Study of semiotics can lead to creating of expressions in different cultures. Since meanings and symbols emanate from cultures, different symbols could imply different meaning in different cultures (Mowen & Minor, 2008). While
one symbol could represent a particular thing for us, the same symbol may not have the same meaning in another culture and therefore a person belonging to another culture may not decipher the same meaning. For example when
Thai people are embarrassed they express it through a small smile (Swenson, 1993) which means a car face with ‘shy’ expression will not have the same impact for the Thai, as for people from another culture. We assume that some
of symbols are universal, but that is not the case with all. For example, in Europe, the cross is typically a religious symbol but in China, making right angles means the number 10 (Mowen & Minor, 2008). Also a car design which
has evolved from the efforts of a group of designers cannot answer to the desires of all consumers in different cultures. This also limits consumers of one culture to consume products of another culture. For instance in any family all
members have different scales for car selection; for instance, Japanese clients rejected American car design because it did not resemble the expression of a smile (Baxter, 1995). There are three answers to this issue, first, consumers’
desires in a society are not ‘Binary’ oriented like 0 or 1 but are based more on philosophy of Fuzzy-logic as we have countless desires in a society where even two of them are sometimes not vaguely similar. The second answer is
that consumers are often presumed to maintain an artificial expression on their face so it is quite difficult for designers to extract accurate answers or opinion from them through a research, and the third answer is that, customers’
desires are changeable which means that today they have one scale for shopping, tomorrow they can change their desires, and hence it is not possible to immediately reflect consumers’ desires to brand executives to open up a
dialogue and lead to new insig'Therefore creating a fixed design that can address the desires of targeted consumers is a complex challenge.
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XIEEE# Ernst Gombrich (1960) AZMEHI X E (UXFER) . B, —MNLKIEE
B, )L —#, RINBEEENERABRHLEEHNS, BEREFMEIRHKE
FELlo

Xt R T HFSHEME , AN —REXTUMETRANE L , HETENBERTRIKEER
LR RALEI AMT (Mijksenaar, 1998), HAMWE~ R |, i la—ERELZEERN
RALMNE.

BEEXNRIMAMNBEERHRE , RIVEIEIROEREMZARHERNERHA
EKER, BRERCERZH , BRIINZMENERENWYIBRTNRBEREM T #,
FRAEEEEFASENERARS , SEREEBEIEHREAREIMABH.

It is seen in the illustration, used by Ernst Gombrich (1960) in his article’ The visual image” where
a girl is dancing, imitating a flower. It is very difficult to have a correct perception and
interpret what she was doing. This represents the challenges that consumers face. ®

This also reflects the ambiguity of symbols where sometimes one form can create different
meaning and communicate different emotional expressions to people of different cultures
(Mijksenaar, 1998). Products may partly be based on evaluation of their symbolic value when
purchased.

With examination of remarkable successes and failures, we turned our attention to understanding
the complex human emotions attached to the purchase experiences. But manufacturers could not
talk about emotion without developing a common understanding among clients, therefore product
makers need to develop changeable form system which makes consumers able to customize the
product form to find individual freedom.

Osdse DS pa by B il IS5
JEE— &7,
Figure. Imitating a flower.
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HEREEREMIR, TUEN, AKEKR , XEFHUARLFANEFHBR2NMER VSR, SESRBENZLAFBENMEN. FHELBILRITFRIENE , 7@
HARHAERGRE , ABRHEUERRNE. N THFRMNE , Marx (1867)REI'TRERRMBANELT ACHENHEECHER", BT Toffler (1980)IAH AT LB
[ERgoES

(A F—XR2GANE, SFEMEAIMMBES. W RERLXATHNTTE ITHE,

B)E KR BME" , SEMEARLER RN ERRIRS .

SHEEXNMELERIUER , W= REMM A KEIRK B X, ¥MIF , ERETECSHECKS , THE , HBEEELAR. HHREIE , BiFFEARRBIEEN.
HEANIF , IEAFEEGCHAH , MTAREZIHLRS & Ki. NEAFEZEEN MM ELR #H RS & RMUX L EF(Humphreys & Grayson, 2008), &

AENEEEEEEEEXTEANARAALICHBREZIFTHL , RN ECHKE , BN EZER, EXAREERTEREEREAE N ERPRBBRAER,

REZFSEEVNEHAZTZIENEANE  XEFTIRSWELNARNER , MTAEBMUENEEPFILH SR,

Consumers use products when they cook meals at home, play games and wash cloths, these activities as well as the production at company are steps in the ‘value chain’, which all together creates value for
an end user; then in this way, the prosumer also creates value through design production which is co-opted by the company and resold for surplus value. To develop value, Marx (1867) mentions “Whoever
directly satisfies his wants with the produce of his own labor,” and also Toffler (1980) suggested that it can be usefully divided into two divisions.

(A) That which is called the ‘use value’, comprises all unpaid work done by people for themselves, their families or their communities,

(B) The ‘exchange value‘, comprises work done to create goods or services for sale or swap.

Consumers also take over steps in the value chain, effectively transferring production from B to A. For instance, consumers can now dial and call and be a telephone operator to do it for themselves, in
contrast to the past where one person designated as a ‘telephone operator’ does it for the user, and in another, users pump out their own petrol instead of expecting a gas station attendant to do so. Although
now doing these things, consumers accept it as part of their duty at a gas station or calling a number (Humphreys & Grayson, 2008); because they certainly made life different and pleasant; since whatever
is in the control of consumers they do it by themselves and the results are then enjoyed by themselves. This did not deeply change the role of the consumers in the capitalism system. So long as an
economic actor creates and| ys its use value, these activities would be defined as merely consumption, regardless of what steps in the value chain he may be taking.
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BEEATRME—— NI URKENESENA, BrHE , Dl A UREER, HLLRACEREWERAR, BRREMER  DULLKERERRREERERS. EXROIES , HRE
MEMBEANERTDF , AARAMINXEFRAERS , REZANMBUXR. HREWXERZH K SonBFRE—RIIBERTH , HEEHXRSUECHNE, #4NMF  ER
TEERY  AMIBAEMENBERBERM 7 |, TRAWE , 28 , 8% , 23T , FEFEFNEERF. Michael Porter (1985) BX LS B|IMN “NMEHE" , BN ERELRRATE
H—RIMES, EXRDMERT , EERARRBHEVMHRAFERRNEHRNEFE, EARYNEHAERE K MEMERR , ERVEENE.

Hill X ER B MMEEPKEUEREN , ENMABELBRETEFMEENESL, SX , BIVESHEN , BETURAZTER/EH LMKIRIT A S HNEF LIk m(Berger et al.,2005) , &l
% B 2 M B1T%E(Boje, 2006) , B M FTFT RIBRES Z (L FI A (Tapscott&Williams, 2006).

EXEE , XERREHBREENEE LRIEREINEF , MXETFIRT TN, RITARE , MESTEHREN AT TREQFEZRNERIR, FlW, 3R EREONELIEIE AT
BsE Dl £ R, X TR EREIENATNEN , RINERMER —#(Humphreys & Grayson, 2008).

Customers are not the only ones who can take steps in the value chain. Sometimes, companies take on these steps too. Instead of asking you to grind black pepper, black salt or other spices at home,
companies will be happy to grind it for you. In exchange of this a relationship is developed between consumers who buy spice seeds for cooking and the company from which the consumers buy a product
or service. Before consumers buy something, a series of tasks are usually conducted to make the product or service usable for consumers creating its value. To cook food, for example, someone must grow
and harvest the black pepper seeds, dry and grind them, transport, pack, send it to the market and at the end add it to the food. These steps are termed by Michael Porter (1985) as the ‘value chain” which are

the series of tasks required to make a product ready for consumer. People relate to this chain by connecting with the users who make food with the powdered pepper by calling them ‘producers’, and the
person who eats the food is called ‘consumer’. Both the producer and consumer work to create value in the food.

When companies take over steps in the value chain like this, they fundamentally change the meaning of production and consumption. Today, we may be amazed that customers can design their own shoes
or cosmetics using retail-store computers (Berger et al., 2005), build their own bicycles (Boje, 2006), or adapt their digital music players for alternative uses (Tapscott &Williams, 2006). No doubt, these
are examples of consumers taking responsibility for steps in the value chain in ways that would not have been possible a decade ago. We recognize that the ‘outsourcing’ of steps in the value chain to
consumers may indirectly affect exchange value. For instance, involving consumers in the value-creation process can increase or decrease a company’s cost of production, which may in turn influence the
price that the company cha' like the thinks IKEA does (Humphreys & Grayson, 2008).
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A, BERENEREIRPHN B  HRBEESHNIHE , BALAHENERNBANETELMENIELD , NMTTELEBARNEN. RERABHXE , HERARKNRE , &
PARTERGHERE  BIHRBIZERE , REENENERILRTHERE, EREHTRENNE , ERXSHEHRELARREEER-HEESE , BREN , AL~ RRE
HENEWE , Bh TERRHUNSRNMERE , TUBBEFSENEESE.
S—#ER , ZERTHSATEREZN-RIR/SHRUIRAOLE, 5, SEHBRERAURBEEEVENAL , UARECHEMS. ATHERARNHS , —ELRAKATAM
BEHMERAEFBEMRAE, AW, INMAHERELEFNTREFLEAAREFEAS , EXHELT , LI TER , FEERRESRA. TREFEANMA , ¥SHREBERS
SEMEETHRITIR, SHNSESTREFAENE  UARNBLFREEES W, EXMERT , EREFTEERTHESHERRNES S EMNEZEN R (Humphreys & Grayson,
2008), HEEFEW/ATAHGEALNARENTRRESINECSHNE> R, BRERVRNFESEIFRNEALESF , IR TFBHXRNE. X—-RISETURAEEEN
7D REBHEERERENT X,

Furthermore, when customers do more work as part of the consumption process, the perceived value of what the company is selling may increase or decrease, then it may affect the price the company
charges. For instance company of IKEA, that sells unassembled furniture and leaves the assembling on duty consumers could cut some part of its operational costs for the benefit of consumers in the form
of lower prices. IKEA provides lower prices as most of consumers look at assembling furniture as a chore with little reward and no discernible impact on the end product. Here IKEA provides lower price
products as an incentive for securing the customer involvement in the value-creation process.

In another case, consider the many companies that allow consumers to influence the design or delivery of a product or service. For example, automobile consumers have long been able to specify what color
their car will be, and what accessories it will have. Due to advances in manufacturing technology, some companies achieve this ‘mass customization’ without affecting unit cost. However, producing
products for individual consumers frequently costs more than mass production, in which case companies often must charge more in order to make a profit. Regardless of production costs, many consumers
enjoy taking part in the design step of the value chain. This involvement can have intrinsic value, as well as an important impact on the end product. In situations like these, consumers are often willing to
pay more for the privilege of becoming more involved in the value chain (Humphreys & Grayson, 2008); and grants consumers free rein to work with company-provided resources in the production of their
own value offerings. The ongoing participation of active consumers in the production of their own use and exchange value change and seek to manage consumer freedoms in order to harness the consumers'
productive capabilities.
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SR, RANEFTHEFNEERBNBATHITEE. RAXHIMELR , FEESFURLFANLERE FRERFENKE, SEMRBIEES EEREN
HEE  ATURKIRSEN., EEEINCLAAFXR  BEXATAFEEFIRHFENBUEINSEEFERSII. XEREFTELERBELATHERE
Bt AURRAIMEREZARTMULNES, LANEFESNESNENERFTBRERL. NMERSEFLARUES , N2 ANE - AEREACSHER ,
SZEACHAR , EERRSEIHELIRI L,

BXANFABRT = HENS 5 (Humphreys &Grayson, 2008). TAREIX —#H I SR IRH 22 BB HIE R ENS 5 E MR B ERII S A ALK S X0
EMNENTEREREFTMENARRZIATLAREMTERENRR, IHEXR , DUTERT —NFE , TUBEBEINRIERERR , 2 ZHMNMEHER | =
R SHRRETRFLNERES. DLAAERENERAINRENASH , it IASHECKRI , BRACHER , FRRETRITHXE , ME%%,

Today companies and customers continuously co-operate in innovative and productive efforts. Adopting this collaborative approach necessitates a fundamental shift in business thinking on the part of the
co-creating firm. It rather than simply considering customers as end consumers. Companies must actively seek engaged, mutually beneficial relationships by enabling and empowering users to be creative
collaborators in the production process. These ideas put the spotlight on the company and consumer, and suggest a personalized interaction between the company and consumers. The company's vision of
production and of what constitutes customer value is no longer privileged. Value is now jointly created by customers, who express their requirements, share their knowledge, and even actively participate in
the manufacturing.

This provides a platform that enable prosumer’s participation (Humphreys &Grayson, 2008). Companies which recognize this new collaborative commercial reality will achieve superior organizational
performance by way of increased consumer involvement and satisfaction; the sum total of this creative consumer energy is greater than what the company can achieve alone. In this way a company adroitly
becomes a platform for exchange to articulate their specific requirements, share their unique knowledge and apply their particularized skills to the consumption tasks at hand, where companies offer
consumers individual freedom and cover consumers’ desires by using potential of them to create non-risk design, and where consumers pay for being free design employee (Darmody, 2009).
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LHRSRIE, ERESNFACANKRALATIEEESR  Ait , HREEZEINEHLOSER , MAIEIERNME. MIEHERETR LERY. XRENEN=Y , —M
BEAEFRTFEANMENESTIE. 2T, BARELAEREFREIELIZITLUESZ (Tapscott&Williams, 2006), < FiX/NE)& , Thomke&Hippel's (2002) 2% , “Y b fF—1
ERES— MBI H~R—RFAELH , MANKRLAEFTEL . HBAENITEALTCIET IBRNE , RANTHRENENTRMBER ERETF RERE MM
{E/Y3 72 (Humphreys & Grayson, 2008),

FEANEUFRAIBPS , MRXBRNEUARBERA RO, XRA , SEREAESELEFN , ERENERN B TREE R ET R EI (Ritzer, 1999; Humphreys & Grayson,

2008), HKAAEEER , EHRESERNMEVEIEP , £EFEMEREUTFHRFEXL —R—ERETNEZH S B —BoWRIRNE, HR , HRES SR LI EZPTHREE
ME , RXRNX - REERBMFTBEIN KB, Tapscott& Williams (2006) BRE*AME HalEF= & , EHBE , HICCR RAMINNALR , LARIMNEZMNME | XAUEANRS
EAWEE, JLLHIZESFE (Holt, 1995; Muniz & O’Guinn, 2001; Schouten &McAlexander, 1995)IA N A AL EHBEXNBMBEE —ENERE L LEZI R A EB/NAKFTEIENNER

—E84 (Humphreys &Grayson, 2008),

Consumption involves work, and consumers can feel more affiliated with companies than they do with employees, with this idea, consumers willingly agree to take over steps in the value chain which
creates exchange value. They are helping manufacturers to be more successful in the market. This is the production of exchange value, which is a fundamentally different process than the production of use
value. In many cases consumers help manufacturers to create exchange value. For instance, Fluevog shoes, company asks customers to submit on-line designs for consideration (Tapscott &Williams, 2006).
Related to this Thomke & Hippel’s (2002) mention that “when companies relinquish a fundamental task — such as designing a new product — to customers, the two parties must redefine their relationship.”,
consumers perform work that creates exchange value for the company because the process of creating value for market exchange is fundamentally different from the process of creating personalized value
for consumption (Humphreys & Grayson, 2008). The creation of use value is oriented towards the product, while the creation of exchange value is oriented towards others.This suggests that the
‘reenchantment’ of the world through consumption can easily shift into disenchantment when consumers become heavily involved in production (Ritzer, 1999; Humphreys & Grayson, 2008). We often see
consumers participate in the exchange value creation process, where both producers and consumers seem to be comfortable with the idea that consumers should not be allocated a part of the exchange
value. Instead, the value that consumers earn as a result of participating in the product development process is simply the enjoyment of contributing to the process. As Tapscott & Williams (2006)
mentioned ‘people get big thrills from hacking a product, making something unique, showing it to their friends, and having other people adopt their ideas’, and as several marketing academics (Holt, 1995;
Muniz & O’Guinn, 2001; Schouten & McAlexander, 1995) have argued, consumers who band together around a common consumption interest also enjoy the value that comes from being part of a
community (Humphreys &./son, 2008).
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HBRENFREXWIECRITNER , EXMEREF , DU RARBAEFHE, NE-FERE , BEATRIAN , BREDKAZRIMMNI DL ENMERMBA, 7 7H—SHHAK
—R, TEXHHATTEL2UR , FHEHE B RHBEIILANEI S5 - EROLTFTEIRBEERENRAT LMY  THERE  EREREINERPHERRH R
(Horkheimer&Adorno, 1944/1997), XA LIAR , RKENMEMERNEZANXHIETFIARENTYERE K EEMNEREBRRRAEEN ERXT X5 8235 (Humphreys & Grayson,
2008),
RE , FRNXRNEEERANYE , 55 —ERFENEIRRXIRN , ERMERT S —FRME(Marx, 1867), HANEF , — BB B IRMERTEMES T 3 2T K, Xk
MER—MHRWEL, ANERRTERETZ LAEEMAERHXR , ATUXENBBUEM KN ZRMEREEN , RENARFNNERDHE. Marx 8122 TERAMME, £
ANMENEFE-—ERELRRMAFEER—FRAZECHER, EXBRNMERABEXSENIT 2FE , FANEREEASUEES” R F1E(Marx, 1867), MBUELEXE , —H@EY
RRESENERNETX, fim , MORNMEEEANFATENEMEFABRLTAN , IAZYRREENERANE , ERXRNENT, BENR , ETH LENWRNFRANR
THARGAEREMANE, ERXMEANBENRRNMENILIYE I FENTRETF T KT,

Consumers seem to love consuming things they make, and companies simply act as a facilitator in the process. On the other hand, one might take the position that consumers aren’t aware of the value they
themselves generate for companies, revenue that they do not receive. To further this point, some cultural critics might argue that prosumption is a way to make consumers less critical of capitalism,
pacifying consumers and gaining their complicity in the capitalist system by allowing them to more fully participate in some of its core economic activities (Horkheimer & Adorno, 1944/1997). This
critique would argue that the distinction between exchange value and use value is itself a product of modernity and that true consumer emancipation is possible only through the abolishment of this
distinction (Humphreys & Grayson, 2008).

Then the ‘exchange value’ of a product is its relative worth ‘when placed in a value or exchange relation with another commodity is of a different kind” (Marx, 1867). For example, the exchange value of a
bottle of olive oil might be equivalent to 3 Kg rice. Exchange value is a theoretical abstraction because it represents a commodity’s relationship with all other commodities available in the market so here
the olive oil and rice have the same exchange value if they are successfully sold for the same amount of money. Marx also refers to ‘use value’. Use value exists for a person to the extent that a product
‘directly satisfies his wants; but exchange value is realized only at the point of sale, use value becomes a reality only by use or consumption (Marx, 1867). Conceptually, an object’s exchange value is
independent of its use value. For instance, something that is useful to its owner may be useless to anyone else, resulting in a high use value but an exchange value of zero. Alternatively, something that is
purchased for a high price 'e market may have little use value to the person who sold it. It is this independence of use value and exchange value that opens the door to the possibility of a market.
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RENARBERE , EFREBEARBIRIWEERR , BREZF(Amway)H 45 B E(Tupperware) XN EH AR ELEMIINERER KT BEATIILTEFT. &
BINEX , YEBRBESSHRMELIEIBHEIRM , NANEHERSEFATE. R , FZHATRTRRNEEENE , BEBCETED , B, AHEE
MEELL, &5, NMEEAL ENNAIX—BEXRYE , F2REFTNERENHEBLERRENA ( FANR LHARINETRESNF ) , MERFEMBESRE
BEFHEATEERMBIIRE—NEEF/LNA. HEZT , ~EREHEARERLERNNELELTDEINNREAIES |, XEFMBNBHMTRESE" (Morrison, 2007)
AT LU P &1 T 2 R FORzHY B 28 (Humphreys & Grayson, 2008).

£ Zwick et al. (2008)WF=HEBENLH , DU LA T EHBRERAR , RABIRL , HREFEBHBE , HEAINFRAFEX - SBPHIIRZEREMNABAX—F

REBUHER. Bt , BIRSIAFSE , RESBRHRNNE  EHEXNBESTAER , “RITTHHERBESUBR, £RK , AFHENEENZERR LM
SHEB/EFNEIRATRE , MR AT RRITHXB. ASELBZNTHAZ LR , BERITFRETFZSAEXN=RMFAREEEENER.

These day’s companies fathom that the customers can be a potential source for good employees, direct-selling companies like Amway and Tupperware have been recruiting employees from their pool of
consumers for decades. In our view, when consumers are paid for their participation in the exchange value creation process, it makes them no different from temporary employees Conversely, many
organizations benefit from a volunteer force that is free. These include political campaigns, hospitals, public media, and charity organizations. Lastly, on the dimension of time spent at the organization,
many customers spend long periods of time on location at a particular provider not just the healthcare examples mentioned above, but also college students and ‘extended stay’ hotel customers whose
contract work requires them to stay at a hotel for months at a time. In contrast, some traveling salespeople spend more time on the road than at company headquarters, and the so-called ‘white-collar
nomads’ (Morrison, 2007) are able to fulfill their travel dreams while still working with their employers via the Internet (Humphreys & Grayson, 2008).

In Zwick et al. (2008) definition of prosumption, companies are granting freedom to consumers, since the ideological recruitment of consumers into productive co-creation relationships hinges on
accommodating consumers’ desire for individual freedom. Therefore the problem of dictating can be solved by demassification by engaging users’ participation to specify their interests and customize the
content. In the future, since technological advances in manufacturing and information sciences have made it possible to create customized form, personalization will become essential for product design.
The demassification of tod competitive market have forced designers to offer many customized products instead of dictating a fixed form.
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Another question arises, as to how to pass the manufacturers from the modern society to enter the post-modern society (with individual freedom) with no
negative effect on their benefit? Manufactures must not afraid of change , since every change has its difficulty, but here the economic issue does not have
any change, Humphreys & Grayson (2008) believe when corporations are involved, prosumption is just the creation of ‘temporary employees’ which
shows there is no fundamental change in capitalism. Companies should not be afraid of market benefits (Ritzer & Jurgenson, 2010) in passing, from a
modern to postmodern society (Ritzer, 2014).

Ritzer also agrees with this idea of Marx that, “Exploitation is most typically thought of, at least from a Marxian perspective, in terms of paying the
workers less than the value of what they produce. This is the basic source of ‘surplus value’ and, in more conventional terms, of profit for the capitalists.
However, in most cases prosumers are paid nothing by the capitalists who profit enormously from this arrangement. In fact, it could be argued that they earn
far greater profits because instead of the pittance normally paid to workers, they pay the prosumer nothing at all.”
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18 LR , ARARRETHNE R BB XHRE T 2B (Ramirez, 1999), XAEFSHTRN —MERLN SRR ITICKREA | 5 7E BN KH R EREDR i)
#9547 (Baudrillard et al. , 1976), HLifilikF , XFh & G alER — M EIENER T RBFNMEN E~TE,
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£ Curtain l Gaither’s (2005)& 3k , HREEFHN—REX , RACINZAEERRNEITRE (Firatet al., 1996), HERE—EFTE , ENERENSHANBER
EEIHBRTENEFN , BT E RO R E = {I1E 4L (Firat&Venkatesh, 1993; Humphreys & Grayson, 2008),

The term used everyday in design, ‘prosumer’ combines the meanings of ‘producer’ and ‘consumer’. However, others used the term to combine the meanings of ‘professionals’ and ‘consumer’. In the
second sense, it has been used to refer to an expert user who demands advanced and/or high-performance features (e.g., from a camera), but who does not use the product mainly for business purposes
(Kirsner, 2005). It has also been used to refer to an individual who uses a product (e.g., a personal digital assistant) for both business and personal uses (Middleton, 2007).

Many questions concerning the distinction between production and consumption have been asked by researchers since 18" century (Ramirez, 1999). A common postmodern review of the
production/consumption point to the fact that consumers use whatever they purchase to construct their identities (Baudrillard et al., 1976). This identity creation, they argue, is thus a productive process that
creates value rather than destroying it.

The consumer and producer relationship has been conceived of as an exchange relationship where each party create one kind of value for another (Bagozzi, 1975).
In Curtain & Gaither’s (2005) opinion, consumption is a form of production because it is an inherently transforming process (Firat et al., 1996). Consumption is a productive process because the consumer’s
identity and self are produced and reproduced via consumption, and therefore production continues during the moments of consumption (Firat & Venkatesh, 1993; Humphreys & Grayson, 2008).
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MEM SN (Lusch et al,, 2007), XFFEHFRXERECE K MEEZHRRARES , ERAEFREFHNARSEE (Auhetal, 2007). RAEERBSHATFMAFSE5RFmE
i MARENENAR , ERENEFEZINHRERD, SKEMNBINREFEEMNESLNRR , EEEGHT | I PENHRAF LTI HEBEIELEF RN ; ERH
EREALATIRESHNEAEEALERS, EREXMNAFE , F2ELABRXARHFNRATIARN—ENTERE , XRPHENKETNE,

Hit , BEF~ERITHEFE2AEEE G —I% (Nadeau, 2006), FHEX—HAELZHWATRFEFTAMYE , REMMERERE ML EFH M AE(Kotler, 1986; Tapscott& Williams,
2006), BATEBERTHESRLNER , KE—TZ2F , BUELFHAABIXHERN T LB R R L1574 (Humphreys & Grayson , 2008),

From the viewpoint of service design Vargo & Lusch (2004) conceptualizes goods as services in a slightly different form; consumers purchase goods because these objects provide a much needed service. For example,
they buy light bulbs because they need the service of illumination. However, consumers are service providers too and for these services they must do something such as maintaining, repairing, and adapting the
electrical device to their unique needs, usage situation, and behaviors which is production combined with creation of value rather than using this product. The customer while continuing the consumption, and value
creation process becomes the co-creators of value since after making a purchase, he/she is still required to undertake a series of activities. An automobile must be driven, and in a washing machine cleaning powder
must be added, cloths need to taken off after washing once the alarm takes off (Humphreys & Grayson, 2008).

In these contexts, consumers do not just add value at the end of the process; they are free employee resources for the firm, a collaborative partner who cocreate value (Lusch et al., 2007). Then this kind of activity is
not only co-creation but more co-production, as customers are active participants in the production (Auh et al., 2007). Now, more companies encourage product users to participate in the process of co-production, and
as we go ahead it becomes difficult to distinguish between consumers and producers.

Today we see that customers are contributing in the production more, at Wikipedia, nearly all of the research and development activity is done by an on-line customers; clients at hospitals often spend more time on
location at the organization than employees. On the dimension of financial rewards, many organizations pay their best customers with monetary rewards that have significant monetary value.

Therefore customers who help with product design are part of the creator revolution (Nadeau, 2006). The word ‘prosumer’ is more often used to emphasize the novelty of asking individuals to play the role of
consumer and producer (Kotler, 1986; Tapscott & Williams, 2006). Although it has rooted in Chinese ancient culture belonging to the Tang dynasty for more than 1000 years, but indeed presently economic
organization uses its benefit‘e through this fundamental change today (Humphreys & Grayson , 2008).
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MEENRITRKREERENER,

EXRFNERF  BNBIAEEZRNZARINVITER-EEFTRERMFLANER , BAXTEE N EBHAEM LBERALAREINEN, EENEEL  KRANY
REFBARET —MLLH , FERMAT Gestalt 98 , MEMRLINE F RN E T2 (Burdek, 2005)

EFEZXH , AMBRBARBHAR , XERENZWBARENN , HTHTE (EWET) (1588)FARLIEE , “L7F Boyet, RIEA , RWER
=, TEERMRNEX . XMRETRE 9E=|=IJH5'TE’J MARBIBITH FLREN, "BRNBAETRERENE —HEXT2BEARNEE  E—NMERERTRRR
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We can perhaps start off with this part simply through an example. In a family, a father buys a car based on his desires but he cannot satisfy his family members. It is therefore difficult for companies to
dictate the desires of the consumers through a fixed design without thinking about their desires.

In the theory of aesthetics we see philosophers and artists for thousands of years looking for an answer as to what beauty is, but could not arrive at a common grand base to explain what the beauty is in a
form. In certain ways Egyptians and then Grecians offered a proportion, later adding on philosophy of Gestalt, along with other similar philosophers (Burdek, 2005).

In many cultures people often say that ‘Beauty lies in the eye of the beholder’, it means the perception of beauty is subjective, Shakespeare states a similar line in ‘Love's Labours Lost” (1588): ‘Good Lord
Boyet, my beauty, though but mean, Needs not the painted flourish of your praise: Beauty is bought by judgement of the eye, Not utter'd by base sale of chapmen's tongues’. When we see consumers do not
have a same opinion about a single form too, the form which is beautiful in one eye is ugly in another consumer’s eye. But today with aid of technology one can answer to each of the desires of the
consumers and cover all pe which would itself answer the broad perspective of beauty. This aesthetics is based on individual opinion not any target group.
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Tomorrow with help of technology, customers can not only become a user but also a designer. The same we see how consumers of Wikipedia are not users any more, since they participate as a creator in
Wikinomics (Tapscott & Williams, 2006). The same can happen to consumers of other products, where consumers can have their own position in design method in the section of idea generation. This will
not allow designers in the factory to make decisions for them regarding good form use in product design.

This idea did not just perpetrate from Wikipedia, but has a long history in China, we see that the Chinese would go to the restaurants, sit around a table which has an oven and simmering metal pot of stock
at the centre, the restaurant provides ready material while the hot pot is kept simmering, food ingredients are added into the pot and consumers cook their own food by themselves at the table, The Chinese
hot pot has a history of more than 1,000 years in the era of Tang Dynasty (YiWeiYu, 2012). This means consumers are chef too. This is the real ancestor of Wikinomics which allows consumers to be
producers (Zwick & Knott, 2009), but not just Wikinomics, we see many things are now based on this idea (Ritzer, 2014).

Let’s talk again about our consumers and futuristic design process which allows consumers to work as designers. In the process of today’s design method, consumers are not just consumers who create
demands form the designers to find common important desires of target group, to satisfy most of consumers in target group. We have mentioned that it is impossible to cover desires of each and every
consumer (Baxter, 1995). But to satisfy the consumers of future in post-modern society we need to think about each one of them. For this aim, the idea of Chinese self cook guides to change the design
method and lets consumer work beside the designer for the gain of satisfaction while allowing the consumer to design for himself, and put some part of the designer’s duty on the shoulder of the customers,
which relieves manufactur'om the risk of design acceptance by consumers.
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XERFZAENREFEGEREX—AE , SIRKFERREE Alvin Toffler EEEESEMN (BZXRB) (1980)RTHEX —BSEAMREHNIFETHL2MRERENAE,
Ritzer&Jurgenson (2010)E 1AM IRB— 475 , HE , FHE—"HRE : N\ 2007 FRFH , BT LK ARE , BRMNEFHEAT TR, REFEHE—LEXSHUNINR B RE
B, AMNUEREOEM , BEXATRALFRBERN , EFFEBRNTE , TLRENERNZERXNBAIERNIOICETZH.. . ERRE , “HE —THAIXBPNEEEE,
BANR , BEWRRITREIWRMIANRE , IAREBRME , F—THEFRESTHMEBEN. BHRERATUSEL”  EZTERR , ERLTRPRIFER , B TLE
wE, XERBEERT . RANE , BT AHELE Karl Mark ZERNERXITFR TR, NMAXRENHEEHREZRETHFZHLLNER, 05 ETMANMSTNESFH B
SF R H—TFHOTZEY , FAFRETESNNT G , FEREEBTRES BSREENISH m(Morris, 2009), &f~mNERNRINBRTEN ; BLAFZENFIR , BRiF
AR ERRIEEEM , MB— LALLM 3D TENYUHRETUT 24 HBEH=Mm. XTFIXANER , Ursula lise-Neuman 3 BELLSMEL R, ETF U , Eldershaw EfBHI+H (R
BKRE) (2008)HRE : . MHERNSKEAH, ERUENFRARXN 52 , HEMMERNEHR - THETHMNBERSEHER, BTN , KARBNAREMGESFNFEAFLEHERS

XER. BANBEN, BRMNBIERASENHRRREME . RINECHEER, ~

Many people talk about ‘producer + consumer’ these days, such as futurologist Alvin Toffler in his book ‘The Third Wave’ (1980), has coined the concept prosumers would take on producer roles in mass
customization. Ritzer &Jurgenson (2010) in their research title’ Production, Consumption, Prosumption’ has also mentioned about this:

Beginning in late 2007 both consumption and production declined as a result of the global ‘great recession.” While the increasing pre-eminence of prosumption, and the growing attention to it, were not caused by the
recession, the decline of both production and consumption, arguably, made space for greater scholarly interest and concern with prosumption.... It is only recently that prosumption has become an important topic in the
literature.

It is argued that demassification is driven by the desire to find not just individuality, but personal happiness through the purchase of designs. The happiness which consumers had lost since ‘The Industrial Revolution’,
includes his involvement in production, seeing the result of his work as well as finding satisfaction at the end product. Long time ago social commentators such as Karl Marx noted in the nineteenth century that there
was a shift from mass-ideation of meeting consumer’s ‘needs’ to meeting society’s ‘wants’. Today based on the guidelines of individuality and demassification, an emerging market trend has been developed to provide
products that can be customized by their owners, giving consumers the feeling of empowerment and satisfaction of having developed their own unique product (Morris, 2009). The level of customization is different in
all products; in some of them consumer’s need to open the package, fix parts based on his desires, in some others like 3D printer consumers can totally customize the product. Related to this, Eldershaw relates to
Ursula llse-Neuman’s sentence that ‘Ideas are more precious than gold and silver’, Eldershaw mentions in the book of ‘Junk Jewelry’ (2008) that: “... making and wearing of junk jewellery as part of today’s freer,
more inventive approach to getting dressed, an approach that embraces vintage, retro and recycled fashion. | predict in the future what we adorn ourselves with will become increasingly functional, useful and
meaningful. And we will warapersonalize these things by wearing them together with low-tech symbols and talismans: our own personal junk.”
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In many cases we see creative people asking consumers to
participate in production process.

We see gardeners of blueberry give a basket and charge an
amount of money and lets visitors collect blueberry by
themselves.

In Far East, KTV had given the chance of being real singers to
consumers who were just looking for the opportunity to fulfil |
their dream.

We can mention the idea of museums which provides tools for
visitors for engraving coins.

In Kurdistan of Iran we see creative Kurdish people involve in
fish farming charging an amount of money and letting
consumers feed fishes.

Not only these, many companies today create incomplete ‘
products for their consumers; giving consumers a platform to
craft their own customized design (Prahalad & Sawhney,
2011), since customizing relatively fits into the needs of users
while differing in cultural expectations and experiences
(Fernandes, 1995 in Karwowski, 2001). For product design this
can be a perfect sustainable idea since consumer keeps the
product for longer time and he gets tired very late.
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H;fﬂ’ﬂ—ﬂﬂﬁiﬁo ERAMNERITTHER TERNFEZNMARTRNBE , BEFENEANBRAMASERNIEE, TeRITMEXFERRITZSLATEARA-

WHEE-MEEZAEN , XBFEE,

ERENERNAFCUET —NESHEINEANBE, ‘FREKRY , EEMEANRITBETEESEMA—MA. XRPATHERENERNTH , RAETRELXR

BT S HEBIXRZNERFE (Lidwell et al,, 2010), ERERT —HOEMNSS , AERENRITTHARI , FEEEXNRKMOZITEEENE. ERETRXAF

AlNEERANS , MESBERGEREITNNE , BT ARIER —MEITHNRRANKRENARSHRFTRRMAN. A1 LA RMEAF &%,
Have you ever walked on a paved line through a park? The path was clearly not designed by the designer, but it is clearly based on user experience. A ‘Desire Lines’ is a way in which consumers use to
indicate preferred methods of interaction with an object or environment. Desire lines are the paths which people choose to take on as individual desire where designers dictate them to take. It generally
refers to worn paths where people naturally walk. It doesn’t matter how beautifully designers have designed the path of park and the number of efficient ways determined to get from one place to another.
The result of Desire Lines creates a beautiful patterns and useful walkways for users. ‘Desire Lines’ shows that the design that seeks to accommodate everyone generally accommodates no one well. This
clarifies consumer desire and behaviours, which is an effective means of creating empathy for the consumer perspective (Lidwell et al., 2010). It represents an unbiased indication and a protest against a
design dictation by consumer, which has valuable information that can be applied to the futuristic design. Desire lines don’t just create an opportunity for better footpaths and more strategically placed
sidewalks, they can be used to identify how a design is not optimal for serving a large number of people. They can be used to study user experience.
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HRIEENTREASTHEATEN , XFAELSRETE (Myhill, 2004) . BRI ZNATFRACEREZINEMES. Hl, RNBIARS AT NNV FHERERNF
R (RTFAFINR)  MEEARMNTURZFNARNFNSR (—HERL ) . EREERUMEFRRITPEAN—MFEATE | UXHAMTHEL (Lidwell et al., 2010), FEATIA
HRU R BZLBHRAREBER 2L HBAT A
HiIR U MAE E 2 H AW F LI AV IR T H B B AMEANTEE LAER LR BE , TR ERENIEENA T RRITPHARRE , UERENASRES. BIER
TNWARFRITHRENER , N ERRERN , ERYEREUUEZRR , EFTABOHAZEN |, AFEINERAQBEIT ERERIA, “BEREYETRANERTIRARE
{8 % (Bradley, 2013). Eit , RIHTTLBIRIRHRENTHRT BERENER,
NEFRAHRENREERNE , XHENZHTS  RENANRE, ATHEFRESERELE T —LZATUHE - RERENER , Bt , EEUMECSENSERZHER
EER , B AT (Bettes & Hancock, 2008), XFRFFERE WMEBALUMEN —FERE” , EREETHAERITPNZERNEELEHT 2. ERNEFRE W ERENRER NS
FRMN-MEE , SMIREEAEREMALH , NFZBIRTAERAREI ACRENRIT.
The approach is certainly preferable to show the dictation when it is discovered that real product use differs from anticipated use. (Myhill, 2004). But can be applied broadly to any customization of
consumer activity on a product. For instance, we see many people do not use transparent protective cover for their mobile phones (or use without cover) instead they use whatever cover that changes the
aesthetic value of phone entirely (a desire lines). Desire lines are a great tools that designer use in product design to see the wishes of people (Lidwell et al., 2010). We can consider that desire lines in
design emphasize usability while creating methods to cover desire lines prior.
As designers want to control how people perceive their designs and see the reactions of the people on their predefined path, they can apply the idea of desire lines to visual flow in product design, and see
how consumers interact with the product. We mentioned in our research about consumers desires, they do not respond to the truth, but when consumers can contribute anonymously without the worry of
social repercussions, indirect honest answers emerge through the ‘desire lines’. Aggregating the result of ‘desire lines” will represent collective intelligence (Bradley, 2013). Therefore this is the way,
designers can track consumer behavior to understand what our consumer wants?
Nowadays young consumers are interested in car tuning which started from WWII, enabling the modification of the appearance. Since manufacturer leaves the car with a set up for average consumers’
desires, tuning has become popular as a method to personalize the characteristics of a car to the consumer’s desires (Bettes & Hancock, 2008). This indicates the frequency of ‘car tuning’ as a kind of

‘desire lines” which generally shows the importance of having consideration in design of car. Raising the number of consumers who do ‘car tuning’ tells us the truth that this is the time to give them
individual freedom, have tl.iesired design through the changeable car form.

EVERYWS



i b shas (sl IS5 B, RHIRRE Adlyge 035 Jsent (al Jl 4y ol o) 5 Caul IS 4 el el bapha ) il Sasi o S B, RERERERE , RAFSR , ENTHRITHRN

Figure. Making Desire Lines Figure. Car tuning is desire lines, is user experience, is a protest against the dictated design
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MEHEN+FERDE , B RITRELTHRIERZERESRIHANEBEUNBRA, AMERKE , AMNFTFRBLHEREAY  HANEERERVERE S
BRI, FHFRRTEFENL. MERENRIIRER , IRBNEZRTFELRBNR  BAFHRBARE-BER , BN2RXAXMBEEERNEENE
o
Formosa (2007)IA% , MEBRENBE MR MXARWHN". ERUEBRENBENRITNAREEFERNNME , AR ERBLBIRE, HFRER—KEMHM
e, AP RARGERNE FRIT. KELSRRITAHERR - RITRTFERNES , ERERANFRERITF SBERBENBN. & Formosa (2007)
HMEE , ANRERERS AN, LNEERENTFEEEHRT & MASNVERENBABNRITENRITEET —H, GCriffin (1999)EZFEFRR , AIEF~
RUEN, BEFRENHIRREERANTEORE. F-—PREBIETERNWEM L, SAEMLHXLTRERX. E-HRNNRBRYEERNEM E, TR
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The subject of Emotional Design has explored semantics and perception in the development of consumer products since the early 1980s. However, in the recent past efforts have been made to understand
people and both the physical and psychological aspects of design, which produces meaning. For instance in the design of an eyewear, if we consider the touch form (which we perceive through the touch of
the form on our skin) issues such as fits and comfort, along with the perception of the form by the user, we realise that it becomes an extremely important part.

The entire experience of wearing eyeglasses should be one of ‘feel good’ is what Formosa (2007) opines. But we see that the ‘user experience’ alters when consumer tries to customize the eyewear and its
use, perhaps with the use of a tissue paper and tape and alter its form through creation of his ‘desire lines’. Designers throughout time have pursued trends where ‘form followed emotions’ which implies
that the issues of cognition, emotions and experience significantly play a major role. It can be argued that human reflexes are emotion oriented (Formosa, 2007) and it is evident from the example, that
aesthetic valuation differs in the mind of consumers and every one perception differs from the design of designers.

Griffin (1999) in his work suggests that products are reflectors of meaning. The process of interpreting and decoding the unfamiliar products’ means involvement of two different reactions. The first one is
based on knowledge and is dependent on communal and cultural surroundings and the second reaction is based on emotions. Meaning is then interpreted based on associations derived from previous
experience since everyone Wdifferent experiences one form cannot answer all consumer” desire.
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.. Furthermore, emotions are closely related to human psychology. If
we were to look at a simple psychological definition of these factors
that activate emotions, we would see that emotions are not triggered by
situations or events, but by our thoughts, beliefs, values and attitudes
about the situations or events. The emotional response is not an
automatic response to an object, a thing, or a situation. It is an
automatic response to the thoughts that we have associated with the
situation or the object (Demirbilek et al., 2001).

Flgure ence between Design and User Experience.
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Griffin (1999) &N FMIERA D R EBRENFNPE. Piaget (1990) AN ANEEFH BT BMEFTLRNMERP-—EFEFS . BARMNAUESE , MRERENZERTE
EH , BARITITEATRRITH -5 KRN ER. FEit Demirbilek etal. (2003)3 18 , MERZZRAEW , MANFREUNERLLIHLMNE, SHERE, RUGNEFNEERY
M, XEBEECHHERETTHAEBEBRMBCHIENENEEY. ALBRMNETUEENMFLRTTH-—FHAUFERHFECERNAE. TRAXCERNEREEERLNE
R, BREHIENFAARTFEENERELT , HELRIXEFRT , BRNEATHRPEES Z 20 WHHOHM. XMEET —HNENEET , tHRRIEREACHRITE , NTRS
HRRE, XREERBEFECERKNERENRE SN,
Visser (2006)#H , AWBERRBHERRNWAE  RELANSALIEXNHEEERNTY. ANTHEEERM~E, ANTFREFERSTEER , SIMEAE, E&, BR. BE.
BE. DA, BREE, FRANBAFNERAEZFERLE , SETRAAFEENRIT  BAFASFETRNRE, KNRELEARKBRZHE , FLANBRIERLE (Desmet et
al., 2003), AfTEEBRFELE>T MPREHM K MERNERAER. Wakefield & Baker (1998) BEEXMEAFAAMBEN"RBESHONERE, HRENTUEBHER  HBRENE
REFEEN , B RITITEEERTHEEN @,

Griffin (1999) further splits knowledge (thoughts, beliefs, values, mood and attitudes) and emotions into two different categories of reactions, which are closely related and are inseparable. Piaget (1990)
states that people learn through their experiences and culture, which starts early in childhood and is an ongoing process. From here we can derive the point that if the desires of consumers are not fixed then
how designers can dictate a fix design for them. To this Demirbilek et al. (2003) highlights how thoughts can be susceptible to change and the response or reaction to a meaning are reflected by a product
which could vary depending on social class, educational level, religion, etc. These developments highlight the importance of studying changeable car form for everyday emotion. Also based on these
highlights we can answer questions which signify that it is not possible to design for one culture and send the car to another culture, since consumers in different cultures read expressions differently, like
Renault which has not designed the car for Iranian consumers but caters to 20% of market in Iran after relieving from sanctions of US. This highlights the transition of consumers motivation which let them
act as a designers. This is the only way of covering desires of all consumers for all cultures.

Human emotions as Visser (2006) opines are conscious thoughts reflecting complex interaction of mind and body. Human behaviour revolves around emotions. The response of man to man-made artefacts
includes products, which can invite response of various emotions including disappointment, attraction, shame, pride, disgust, contempt, admiration, satisfaction, fear, and anger amongst others. Products
may incite users’ emotion in variations so that people react differently to fixed designs in products; while some get inspired others get disappointed (Desmet et al., 2003). The primary reason for some
products being chosen over another by people is precisely emotions, Wakefield & Baker (1998) believe emotions are also the reason why pleasant looking things work better which works on the
sustainability of product. V'n derive from here that desires of consumers are not fixed and it is difficult for designers to dictate a fixed design.
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K%%&ﬁft’%iﬂﬂ REWAFET CE, HRMNEEBCSHRENNR , RNBEBRE. Bt , REFERERLMAELENCIENERH, Wiliam Shakespeare

CRRERRES  RERNBHETIE. "REARBRSHEFHE  flmTE, thE, A TEFERREANENL , BNARTHE. LENRGHENZEE. AN
:J:’I%/‘%E’Jlkiﬂxeliliﬂljﬁ'lmﬁ?fﬂkf)utH%EE’J*isc’I’.{ﬁ'ﬁE‘,(McManus, 2010) EMNBEREHAFKRETABEAR , MBHET RN CHHEER, Fredricks et al. (2004) 812
I, tMER—MBEEERREREHERNEE , A3NME  ETSENRANTAINSE  ETERINVMRNEENERSE  URETREKFININGSE, XF
BT RANEHERE , URIAEEATH R E L
MRARRIA , REKFETHELE ; GRINTEEAHSN , BB —MBEER. AWM, RROKERVIEY , AEFEN=mOAL ML, BT EE, B
MRUTNFIFENIERERANENRE , EARARFZEFRAENERTERATEE , EXRRL™M(Lynn Chu, 2017), JLMELRT , HEMNGIET T
B, BARMAET XM EE,
RALART William Morris and Ruskin E 8RNV MIE L , AMMMEERAEFIRENFET 20IESE , MAMNRNBZARMIBEENAERE. 71AR , FIEA
BRNIZZEZRERVEME , X—IANERFRRE XWX EREHER
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In most studies the nature of fun is directly defined, on making. When we make our things we enjoy. Fun is often stated simply as a justification for the transformative effect of making. William
Shakespeare says “Things won are done, joy’s soul lies in the doing” A variety of constructs, for instance flow, immersion, presence, absorption, enjoyment, engagement, and pleasure, have been associated
with fun. We looked at literature in education, psychology and communication to help provide some background on the understanding of the concept of fun. People’s perceptions of fun is distinguished as
sociability characterized by making things by ourselves (McManus, 2010). In making, fun is not derived from external motivations, but from ‘‘intrinsic fulfillment of meaningful work”. Fredricks et al.
(2004) mentions that, making is a construct often closely associated with fun, as having 3 dimensions: behavioral engagement drawing on the idea of participation and involvement, emotional engagement
focusing on the extent of positive and negative reactions, and cognitive engagement defined as the level of investment. This helps us understand fun, and the significance of efforts attempting to elucidate it.
Researchers found that enjoyment comes from the process of making; a feeling of contentment comes when we complete the process of making something. However sources of enjoyment and pleasure are
in materializing things, and personalizing usefulness of created artifacts. They experience embodied pleasures through the process of selecting, repurposing and working with hand, since enjoyment of
making for the adult maker comes mainly from the process, with focuses on end product (Lynn Chu, 2017). We lost this enjoyment several centuries back, when we found industries.

Long time ago William Morris and Ruskin believed in this issue at the Bauhaus that only handmade things create beauty and they were against all the things that were made by the technology and
machine. They believed th' people should participate in the creation of works of art, which again finds itself in the new era of postmodernism through presumption.
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RITR—FERUEHINRERRITH , EXET - RHNEREXTFEEREIAM.,

Bl FRUTMEF =R, LFRAAER , REULFRAAXAL—HEEN,

HANZENEARBBNSEAELENTRITES ; MFSENZFFNEARRTEBZEERN —TRITAREZN 20 ZFT , FREBUFERALSEN. FBE ,
i Krippedorff& Butter (1984) R B3 5| A mIE L FHWELN R —TTEMAARNARKR L 2ERERERASNSHENTR, BR , REFEBZHARLIE
MBEEN RS,

Wikstrom (1996) A\ E X IHREN RIT A RRE TEL~ mREBEBEMEENZE, XBKRE , RiTARSTABBL UM IZEEXMER . BN mEE
BWER , ANESUEAETHARBEAEMPNES. BIEHRITANNE T RRETHME , AFBRENEY , EREGSIEMAX. R, =RTNED
HiE XABRMKE , NERBXNAR , EMEPIERRSCERABA, B, HEMBKR(Wikstrom, 1996).

Designing can be summed up as a creative problem solving activity that contemplates the aesthetical aspects of a product along with its utility. For instance, in the design and production of a product,
aesthetical features are as important a criterion as the productive and efficiency aspects of a product. Design thinking has been influenced by directions and developments in the domain of social sciences;
‘Post-modern’ thinking and theories in Semiotics resulted in Product Semantics which has been a subject of design research for more than two decades. In duration of this time product semantics developed
and introduced by Krippendorff & Butter (1984) are defined as ‘the study of symbolic qualities of man-made shapes, in the cognitive and social context of their use’. But I will call it the knowledge of
modern magic and illusion.

Wikstrom (1996) opines that the semantic function provides scope to the designer to communicate a clear message through the product. This means that the designer has to be definite as to what should and

should not be communicated through the product. The semantic functions should make the product comprehensible about itself and also at times about the individual who owns it to deliver the intended

message. Through its design and function, the product expresses values, the individual then interprets its significance, relating to certain societal norms of acceptance or rejection, liking or disliking.

However, the product can through its semantic content and expression, either strengthen or weaken this role, create positive or negative perceptions, emotions, values and associations within the individual
erson (Wikstrom, 1996).
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Wikstrom B R ER T T # AP XL EEM AR MBI RZFRRTBEER | AUABNEEABEE N, XTFX—K , Norman (2004) ZHRIHEE , ALEREFROEIRETTUE
BER. BR, BEAE , RIHTRAREFHATETERFENA , #HEL2 LN MBI ARITH*RER
BEXZEXTEXNHR. CRPHARES (WA, |iE. FY). FSERE. ®it. BX)ZEHXR , SNEMEENRRFFE , HERENAE RS (Krippendorff, 2006), &1t
FHELERZI T HANZOHESFOENEREARNBNZANEE  XPR T HRITEMEAOFSIIREN S L (Neurath et al., 1955), EXLTEF , RIVTUFIERER
BERERNERPUTRR,
RENFRRTESZITFRIELOENRKRNELHSZNEE , BN AN BRNZRAETIENER. FROBIBHLERFERAREREFTRNRKE MR MuMMENEE
FEM (Lewalski, 1988), FTEARITMAES miRitAREF , BIHLEWERRET R , TRHAGEMELKEAZ(Crily et al., 2004),
HFXANEE , HEWER —MER , TUERRZITHNNELIEPARFERRIT BR. EZEER , ARZUHFABER , RHEFELERCHMENTRFIEEREERNA
&, RE , DUFAEREFHBERITAMN=RES LEE , EYTARELHRE, XPEESRITAZNBZEERAFCERITAERETRENKEE,

The opinions of Wikstrom talks about importance of knowing about user’s culture and his mental model for communicative design with a clear message which interprets its significance. To this Norman
(2004) attempts an enquiry of design and tries to find out if form of a product can communicate ‘The message’. But with a survey designers can design ‘The message’ of product just for a small group of
people in the society and escape other people whoever is not in the target group.

Semantics is the study of meaning. It concentrates on the relationship between signifiers (words, phrases, sound), signs (symbols, design, form) which has been generated from the source and signified
(source) and implies what they signify (Krippendorff, 2006). A theoretical framework in design has been strongly influenced and drawn from theoretical developments in the domain of linguistics in social
sciences, which refers to the interpretation of signs or symbols as used by designers (Neurath et al., 1955). Between these elements we can see following relation in Ferdinand de Saussure’s model .
Nowadays product design philosophy is influenced by developments in the domain of product semantics and theories in Semiotics along with issues of cognition, emotions and experiences playing a major
role, which relates to the perceived attributes of products frequently centred on the satisfaction of consumer wants and desires, rather than their needs (Lewalski, 1988). But designers cannot expect the
entire society’s satisfaction, when designers attempt to identify form for consumers’ desired utility in product design (Crilly et al., 2004).

For this problem co-creation is a new frame of achieving the essential design goals of value creation for futuristic design. It is clear on the wide range that dictating design is no longer valid since customers
take increasingly active roles in the creation of their own value. Now companies and consumers continually co-operate in innovative and productive efforts more to pass the era of modern society. This
passing necessitates a fund.nal shift in design method thinking on the part of the co-creating design.
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Figure. Semantic model of Ferdinand de Saussure.

Sy 5 (ol g S 3 ok S 1 IS
B, 1RIE Papanek Wl R , EBNME WL ZHR,

Figure. Effects of changing a line on the entire form based on Papanek opinion.
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LUEBRENRLAF , "RAEFELTRRIREAFZANEZEFNXR , SHERERBENRITIEPNAESHESE, FULFRRITESIANACHESRRATXN AT HEFNE
P BRATARER MR, BETXANMUE  SQFARRSHRRITNMR , SEFFNZEREAXRFEZIMNNRITT. RAEX M MEF , AMBEREAREERMRE , 81
ABBETERNEE , AMOLEHRAUREBIREE , TESEMFN R TRLESSE —MBE , BREMNOERTE, LHANBLCEDTAR LN RRE.

Considering consumers as the end users, product manufacturers must actively seek engaged mutually beneficial relationships by enabling consumers to be creative collaborator designers in the design
process. The idea of passing modern era in product design puts the spotlight on the manufacturer and customer; it suggests demassification that can personalize design for consumers. With this idea,
manufacturers should not be afraid of any risk and acceptance of their design by customers of all cultures when company spends a lot of money for design. Since in a society decision-making is often done
based on visual information and everyone has different desires and slight structural changes in a design can change the target group, design becomes undesired for one group and becomes fit for another
group with different needs. Variations in proportions contribute to the visually perceived expression of products.
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Papanek (1995)1412 7 —ffER , EXMERT , BREE ML , A RPAXMTROARETEN=RNEA , I TRESEERE, ETH , AR TUERNMAES RiZiTPRERE

F 3 (Baxter, 1995) , AEXRTREMNEIREE , ECKELERETAXLFFABEERENER, ERRSTIMEBEUNEREYS , EENERENRITEAN M ITELBRFEETAE N, &

TEAREEZRSTHEXARETFFRANE N , RREEHHE TR LMER TR (Morris, 2009).

BNAELETH LREF=R. NARECERSDESRE , FEXIHTHNEN , cIF4TERXERE , RUBRREDFHTRABHRE (Baxter, 1995),
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NRBMNAEH , HNEEXF-LEHRA, RitTaRBERESENEA,

HEEEENERER T XNFANOVIMERH | tRETTEITES , HEEXREEFF. BRATLAERE  RERHANFHECHRITERE  EAXATENBERRE , ARAR

EXEATHNEF  ELRET TR RN EFZHE,
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Related to this Papanek (1995) discusses a case where the visual element is enhanced by transforming the curve alone, elaborating on how such an element can change the entire perception towards the
product. With this, one can decipher as to how a line can change an expression in product designs (Baxter, 1995) and cover different target groups, but it never can cover all consumers’ desires in different
cultures. Since in exploring semantics in demassification, it’s important to recognize that different individuals may attach different meanings to the messages imparted. Designers may have to consider
changeable form to give different meanings that is optimized for individuals to meet the needs of different cultures (Morris, 2009).

We now get a new product on the market, ensuring that it appeals the consumers and is fit for its intended purpose, since innovation must take care of these factors and minimize the risks of the new product
failing (Baxter, 1995).

But demassification and co-design can reduce the risk of design, even they can get benefit of having free employees, free designs and a value which is now jointly created by consumers (free designer who
actively participate in the process of designing for free and even pay company’s for having individual freedom) and designer (who provides the platform to enable such consumer participation).

This newfound spirit of collaboration is fostered by manufacturers' increased willingness to relinquish some part of the design task to customers. A convergence of technologies and industries, rapidly
emerging and changing design process, using ubiquitous potential of consumers, and increasingly sophisticated and demanding customers, has changed many aspects of the design world.
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ERBHRMNELRT , BUIIELRRITTRE—NEE , ittiES = RBTEBRNEERIR. BYXMAR , RIUTMZREATAEERR , BEXEH TEEERER
WTEEXZNEES , REESAMARKBER  ARERTER, XUMENFTARIERITBELEHZ A ARNER" . Hit , ERA>@ETTEF , AE9EIT
W #R 9 BRI

“BR (Magic ) "— AR TR VR R R A FMagosh”s XMALE B TREUKRICES , HEHIAMNZRAMN “Mageia”s FEfE , XMANHEZHE K ‘Magika” , B
‘BB, R, FEONR. BEX , X REANDEFERRELEFHPHIRERE, BETLEGHIR , THLFARER , £F 2T AMEL , “Magic’—
HAWNAB—XREEN, BETREREVRAEG , ‘Magici®HA T UEREFRRENEHN=RRIT. BE , KRN UEFRAN BHNEE, miEX, B
HEREFEW , RITA (BARM / BEM ) XRARETERS AR , EETUESREEMAREE B HEHE,

REAXHETEREBANANE , ARNULPRDFTEE, KR, HRMEE. HEEXR , BXERNBEEXFL LWHUEEEE, BEERSHSAH , %
RBALANERAGHLSABEELZLE, REZEBMVLFLOUBAHARNXMFTBNERNFEHTRESA , BRMIMKIBEET L.

In the last section we mentioned that the semantic function of signs provides scope to the designers to communicate a clear message through the form of product. But in this way the receiver cannot read the
message but just feels it and unconsciously accepts the message and then follows the design which is the reason that | call design semantics as the knowledge of modern magic. In the modern era in field of

product design, people call these magicians, ‘Designers’.

The term ‘Magic’ derives from the name of the Persian priests called ‘Magosh’ which they derived rituals came to be known as ‘Mageia’, and then ‘Magika’ which eventually came to mean any foreign,
unorthodox, or illegitimate ritual practice. Later these kind of rituals changed to the entertainment shows for business purpose. By industrial revelation and its mass production of products and its
marketing, usage of magic again changed from entertainment show to use in product design to control the consumer decision and later it went to media to control people. In this way designers
(illusionists/magicians) were so active from ancient time to present time to lead people into obedience or turn them into adherents.

As long as humanity has beliefs in a higher power, the use of magic, spells, curses, and incantations will feature widely across the cultures. A number of influential texts of magic were developed over the
centuries, many of which became the books of choice for secret societies and kingdoms that endured well into current time as we see it in the US governmental secret system of freemasonry which uses

magic even if they do sacrif@@@@for the ritual of their magic.

EVERYWS



www.takKbooK.com

8590 €Ll (5g0loP gl po y0 4nddS [0 a5 Hlosl wilos S aiS bl o))y90 4 e | gol> (sl oais (> cldl Lilo lulid liwl puliS co bl siw slis 10 gol> 59, 4 oo lol Ls Lxw) yo
cpan (il Glpl 5o (US> gl snes job a4y gl BaiS 1>l (sl las jo .38 )5 so Joe oads ool slaailis 5 )b 5l as g glapudb & jso 4 Liled gliwl « Jlasl ggol>» .08 )5 oo 1,8 oolatul
53,5 o0 ) oy 5 Olg e i
)‘ LbuT MLM:LSA J,.a..uo ).ig‘d.o.m A ds 9 J.Q.C Lgb; ‘) leu" Bk 4..9;‘5@ )‘).9 oolaiul )90 PO 9 los = d).]c 9o 6‘)‘ 9 acsls 6‘0M sl 6LQJ94)3 «JLA;‘ 6wa.“~Ua» aS aclls )5L1 30[} QLM:L..“:)LT
S ez baaidge Ko b wos G i SO L 3390 2l905] SO e Do S ooliinl (Swi alizes leass o oans| slosigm lp Jlasl pulls 5l oslgn oyl B 23,5 o oolainl lalioly, a5 4y byl
ilosgy Il alidS jo o Feol> slas &dly o .aslodds
I, sbpdb ool iloads g Jor olioly 50 4y olioly Fye loy U clél 4 plagudls ety jaus j0 ool <l bl aisle .asles S o oolainl | Slo 3l pags [ S ool lawgs oo b aes 08 (Do lalisly ‘
odlo Jol> o\ Lindgs a5 Wiogs oo (>lib (g5 4 4 Wyais oo |y coled lapadl Siw o) i Lo Sliwl sla g5 10 suis (aiS L e pguw e p3led 4 (ol linl slacs li> plKin a5 ais S 1,1 *
ol JmsS S S5l (oMb sl Sy g Gl (Ll 55 Ve Al 53 05 00l S ] (555 S oty (gmdl 4 000,5 RAST ayed 50 (ol S plulid plisly Y)Y Jlo o aiil ol
G55 ol s 2 58,8 e g HliegE el cl b soly slagygmdl g S L e aS SIS gels lawgs sads (b gl Kis ol il pg, olyg0 4 Glate dl o jgual 45 350,S RiS (lo i
Dilodgs S5 9 S e aliie oyl 4 ladine gl byl Slgiome oy oo, 4 Lol wlaals
BNARBEETENEEBRRMLAHN, ELFREY , AMRAREEINARNEFRZHNPRBENATANKREEL, T8, FTRNRKEREE FEHNE—H , ERULAEBET
EfFNMERER, BENEEZTETENRERS , HRREE, H0E, H%k, dRFE. tRFENTATIEREL N EMUBER L.
TUHETINS  BREEETAEENER, 8F. EEGARIA-—HKNSEE, ZTAXFNEELEEENETEENFE GBERK , k| EIW A SUREER S B EERHE R M
AN, IFAES —$NERER , REEAJUARXMEES P—IERNER. ARAERE. SN, BRER. PARBURKREAR , BEXARETN -TER. ABHE , &
RERNEAERS , ERANERNATHESR, HRABRTRZBANESHWHABY K MAEXLRANEELE K RERSKLEREF-—HHER, AATARBXERRTUIL
BAREREDNMERFTENINF, WLEXR , 8—AERHBR— MR,
HRNBIHIENEMRITHRNER , ERIEEXLEREFBANES, AFNITHIHXYER , BEEHUNS EERBEEZNSBNT B/, LEMIRITHKNREMBE
St BEBEHEANLHNERSER  SHENEEMEELEANKEF+2ERL, SRBIEEKAENMENES RIUTNP SN, 2011 F , ELZREEHRHREH - ML ELE R
BHF SR 2008 F |, HEERERRAE—MEAFPIRETEE - IEE6H , BULYNETHZINY, PEFEUR-IMITERNY , SR LN TEREREEARBEENFTEM
FERRE, HRFTALCRITHEE-NMEHNF SR, AECNS LB FRIE L.

Here first we provide a window into the magic of the ancient traditions. Archaeologists always discovered objects designed for magic in the ancient times which they used in ‘binding magic’ rituals in the
past. In ancient times ‘binding magic,” it was all about the spells through drawing signs. Practitioners of magic were working mainly for kings in ancient Persia, Egypt, India, China, Greek and Rome.

As their magic experts used to believe, binding spells had known formulas and named involved parties, like God and people, and then connected them to actions or results. They used spells to ‘bind’ for the
benefit of the kings who could use a binding spell to invoke an upcoming victory in every aspect or ensure their happy marriage to a new partner (related to love) or other outcomes such as hunting animals,
business, controlling people, personal affairs and even revenge. The interesting point here is that we see the root of this kind of magic in the paintings on the wall of caves which were designed for magical
purpose to invite animals for hunting. Actually all magicians were designers in the past.

Kings used powerful signs designed by magicians, like the objects found in Syria, the spells were often carried around with king until he came to pass. They designed spells which became a must have
fashion accessory regularly found in ancient country’s grave sites and digs. They favored amulets with symbolism which were designed to carry spells, themselves. In 2011, archaeologists discovered an
amulet in Cyprus that was engraved with a palindromic spell, and in 2008, Swiss archaeologists found a gold scroll in a silver amulet capsule thought to have belonged to the ancient Roman era. Amulets
may have looked decoratith their contents felt like life and death to believers, designed by magicians to fill these scrolls and talismans with their intentions.
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NEEFTEHERNEEE , RAEEMEMHRSN LA TIER
HTRABN G RABHETEZR , NNBLERSENEM T ENEETHE, RONTLUEEMD AFRE . ARZMMBEZIT. RERBREZIMIED AR IR
%, B MERERN T ETRER.
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RNBEEWM, MR TR, BREMEL, RITTREHLEHS, REMNFTR2EN, NG REMNFE—HF—BIYERFANNORENOE,

One of the more charmingly bitter traditions of ancient magic were ‘cursed tablets’ spells written on lead, wax or stone that laid out the ways in which people had been wronged. Think of cursed tablets as
the takedowns of the ancient world. If someone disrespected or harmed the king, his magician could curse them.

Not everyone in ancient times was into magic, just the powerful magicians were working for kings; which we can divide into two categorles 1- magmans who follow the white magic and 2- magicians who
follow black magic and malicious spells. Although the knowledge QRN

and achieved power is same but the ways they use their power is
divided between these two groups.

In modern era, ancient magic transformed to modern magic as
conjuring and magic changed with modern magicians perform magic
through art, and it has been divided into many aspects. Magicians
perform magic through music, film, media, TV, product design and
other artistic aspects but, we call them musicians, filmmakers,
designers, and a number of other names to hide the name of
magician, but again they are believed to control people physically
and psychologically.

1 Sl gas 48 il (gl 233le sainay Gl Gluly gl )50 3 (o) g (LSS

B EREURE EAE ( ARERER)
Figure. Ancient wall painting shows magical sign to stop the animals
for hunting purpose, in the ‘right.
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B, thREFR , LERER, FHER, HERVFTERR. FRFEHUEE (27T 1288 F ) EEENENRBMEIE , FBEICIEH , FHEERKT-MEEIRE ) . &
B8, FNLE AT RE AN OE |, A IEAKRFRER, BEBFEANR, REXMANE, ZNHEEL -ABFXFTRNPB , B Kitab al-Musiqa ( (FFRZM) ) o
EHd, FRHLHRTERNEZRE, ARABMHEURFTRATROZE, PPEECRT BRI NEEY , H#—SERT RN RRNETER, Rit , RuBE
fER— RN RITMMBAEEN , RRNFRESRNGEZFEMRERR , EETRSXTRTERAENRELEY , EMLENESRHB,
HRZMHHRFRNATUEBRREZEAN], LA UE| SN RBMEEAMINITH. Bl Mohammad Reza Shajarian W ZRKIE , EEw /G #Y JLF B AT L8 & ity 5
SEFNEIFRABYERES RBFRAER BLRA)RETHE (FHENSIRABNOT ) |, “ENRFATHEY  KIE BNEMUIERARNZERXTF. XMNE

EH®EIFE 1978 £M 1979 £HX , TEAWUENER. "&HE , M 2BERIT,

For instance, It has been mentioned in the historical texts about the Persian philosopher Abu Nasr Muhammad ibn Muhammad Farabi (who wrote in the fields of political
philosophy, metaphysics, ethics and logic. He was also a scientist, cosmologist, mathematician and musician who was known for his dominance over metaphysics; Al-
Shahrazuri who lived around 1288 A.D. had written an early biography stating that Farabi hailed from a Persian family) and the story is related to the time when he traveled
to Sham. He could control all the people in the social gathering (party) to cry first then to laugh, and at the end to sleep. As Farabi wrote a book on music titled Kitab al-
Musiga (The Book of Music) he presented philosophical principles about music, its cosmic qualities, and its influences. He also wrote a treatise on the meanings of the
intellect, which dealt with music therapy and discussed the therapeutic effects of music on the soul. Therefore | also believe he was a great designer and a great white
magician as he had dominance on music and numerology, also he has written many books related to superpower invisible beings, Metaphysics and Alchemy.
All singers around the world can be another example which can effect on people's minds, also can lead the cultures and people's behaviour. For instance artistic ballad of
Mohammad Reza Shajarian that in the years after revolution could magically lead youth to defend Iran; He has approved this by a letter written to the chief of IRIB “As you 3 /
know recently the radio and television broadcasts my patriotic hymn frequently. You know this patriotic hymn is related to 1978 and 1979 and is not appropriate for current % \
situation.” Yes, he is also magician. b, 2523 i 4
I
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THEARNHERAN, RITPBLHYHRIT , IWERETHBE I ERBEEAEFRITMIT PRI, XERITHEXEREERIUTERE , AT ARR BEN, XERITIHE
RZARAMBEFELOIR , NTBRRARELXOMRA (ERE ) , MERENUTFELBTEERT , WK —EXHENOABUE , FHRITITRE , THEEHHER , ARERHM
ErmmRiE, w44, BEIEDEREFH TS  £IUK , RITTESSENCIIEED. NHFSHEMER, WMEXAWRLIAR, URBEGEERUTTRAXNE-—ISH , REHHER
BTN, EEENR  WITTBENRITESEERNSEPNERE | @ TESH HORN IR REFFESNEE , HABEBN™ R TR B AFEF R F - E X,
WELE , FENRITHRITHRO=REHKBRBE. MERESRTATEBIT - EHEEEFTENRA. XBRRA, HREVYRHTIETLEMN, AR , NNBWYBEERETHE
B omzh, B, MRRIHHAMHNSEEROEZFOR (BERAFERAHHESE , 1982) o X#F , RUMINRITREEZIRES EFE-RINEERRMTH , BIEXFPIET B HBYE
EERAMMMZBFERERTENER, SHERRSEREEERERTHER , MXMPHEERERZEELTRBRAR. BRI (&IHIA ) RITHKRE™ @mRRER T HREHF R

AR | kN @R EXB, EXELBRNEME , RITTRATUES RB SR EBLERE , NMEREERENERTH.

Now let’s talk more about designers. These magicians (which people call as designers) make illusion through designs. Their ground magic designs have changed the art of magic to help capitalist to earn
more money. They control consumers to go to the shops and lead them just to select their designed product involuntarily and unconsciously. These designers are designers of magic, they are illusionist.
These days they use art as well as technology to do illusions and control the modern slaves (consumers) whom they seem to mesmerize completely. They have an invisible lock on their minds which
controls them, benefiting the capitalist and the manufacturers. Like in the ancient time, kings used to control people through magicians, today designers have remarkable creative skills with a clear
understanding of signs and knowledge of design semantics and the parameters involved in each product illusion, More importantly, their keen design sensibilities make them a master collaborator, allowing
them to design products that can control the minds of clients and transform designs into magical stunts which are visually compelling.

We see that the markets are full of products which somebody designed. In the market we see consumers spend their money for many products which they really do not need to buy.

Experimental viewpoint are talking about the ways consumers buy things without being based on a perfectly logical decision; instead they purchase goods only based on the emotions, excitation,
feelings and fantasy created by designer (Holbrook & Hirschman, 1982). In this case designers create a strong mindless reactive behavior in the viewers with his design to make an unplanned shopping
which can dominant any rational thinking. Such emotional state directly leads consumers for the occurrence of a behavior in which consumers seriously think about buying. This happens when consumers
are hypnotised by signs designed by magician (designer) and excites their senses, making them pay attention to the product and at the end based on these experiences he interprets and perceives meanings
which control their behaV|
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RITMBE~RRITREFERENX - SERBTERERELALAREN, EXMIEF , BREFBAERITTRITHAAX MR | A ELBRABARITHROEXFSUAREEGH
BN, HHBRENSAZLRN. B2, BEARRERREN  FLAXPOKRBFENL , #AFXFHEMN, BEIENE  BEREN INBRAKE THRPRDYRITHEANTBHFS , X
MENBARMCERFRRRITTOIURIIT. BRRE  BRENTHARERITTEEHROEINBMWEM &, AFETEUXGRN~RNWRE (HBF , 1987 ) . KHERERTER
RIS MRS | JUBRITIMNIESN S WEBLHERE | stmEseffTh. RIPMEARTHSHEERLARE-RNEEAEALHERE K XLEEFLREXN (KAEE
EERL)  FLERERN (KRBREEEMNEK )  BEESFLAENMBEN TRHABRENERTH. Rit , I TEFHZIERENBERLDMNXERTH , RitW (BEEWN ) FERY T HTE
AR UMEARCWENL (BEMEHN , 2008 ) . AB XEBLRT , LAMARITTEFERERATHLRS , XMTHFTAFEEHLERE,
1957 F |, HFFEMN , AAEEXFER T - FEX'GRITOTRWER , FHPERENERESAKRBEIRAT K. XERSEBBERBZNMSN2E , ROBAXRSKIAT ENEFE. B
RXEFEHIIEEREEMBERE TUAEA , HAMXTRT —EWBETRNPME, TRQAFRTTXHEERERINES , ARTIOURNHEFHIE L KIEEEK (HEMN
B4, 2008) . BHEPERYE , FHR (BERT ) EENSTREAURREREEFEANTH. ENEAP , BREQVE=ZNFENTRAES 1) BHREVYRESS ,2) By
NAARENEESR , 3) WYREAERE R, XBRERHA , FRENSRARBEFFATENRENREYR., YESKTFNETEN , HRESQLFHNURES 38%. SHRERERST
TRANNTAMERZANXR , NRTIEFTHATLABRENTIRRAZTRITUBT A BBOEFERENTH (KFE , 1982),

This happens through perceptual organization which is a process in which buyers in his visual world receive signs and perceive them. This perception is also based on his interpretation when the viewer reviews his past experiences,
memories, expectations and desires to give meaning to motivated signs. One should pay attention that ‘subjective perception’ of buyer out of planted signs on magical design of product leads buyers to what the designers expect; and
not based on objective reality and quality of product (Tom et al., 1987). This way of putting users in front of exposed signs and symbols of design transfers the magical meaning to the viewers mind and controls their behavior. Now
these designers using signs venture, transfer and induct information of the products to buyers; and these information can be real (used by white magic) or fake(used by black magic) to convince a buyer to purchase. Therefore for
better control of people in terms of the emotional and behavioral experiences, designers (magician) must have a good understanding of different signs and their common meaning (Mowen & Minor, 2008). Related to this Johan Ven
mentioned, that through this kind of deal, companies use designers to hunt down consumers which might be unethical. In 1957, film audience in New Jersey were exposed to signs and messages that implied them to ‘drink Coca
Cola’ inducing the audience to buy this product. These signs have shown between film frames which none of viewers would consciously notice but have been exposed to the message displayed very fast. The Institute has designed
this magical messages claimed that the sale of Coca-Cola had considerably increased (Mowen & Minor, 2008). In another case, research showed the music designed by music composers (magician) had been able to control the
behavior of shoppers in the store. In this study, three kinds of melodic scale were tested on buyers 1) without music, 2) music with slow step 3) music with fast step. The buyers were walking slow and fast depending on the step of
the music. When the music scale was to be played based on slow step, the buyers were buying 38% more daily. When they questioned the consumers relating to their understanding about their behavior and the music; no significant
and meaningful difference cou, t be seen implying that music could control their behavior through its magic (Milliman, 1982).
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HRERDRAR/R SRE , FATXEZE , MXA TN BEERRE . XL, "BRE ZEEEZMN AR REINS
Fo INMAAELERNTHRRVE  BIESFRMFEZALULMEY (RCER , EE S ) A EEALEER. EEE
E O UEE I RAEESNERER ORI NMNERKEMNS. EW (F=£) EXYNEE  SHEFESHERYER
#HROKE LMK, BRXEBFAHANRITHROER , W2tEHEARBEENBRR. tIIAEHROBRBER
B, ENEREERERSRERE  FRNEXERATRECEERBERF. EN4E TNET 8XEEE

‘BREBREBFHRE , BUESEHN , IREEMERSP",

THRAR ERERBEEARR. BUERER, AEER , trE (BXENREX) PEE  "BMNEAIBIEEKEEXE
ABERESE  £XE  WEEETUREAL, XER-IRHEBANM®LT .

Maxim Gorky, contemporary author, after travelling to the U.S., called the land as ‘the city of the yellow devil’. That is truly the right
name. The country with its capitalist system tries to use many right/wrong tricks to make the poor poorer and the rich richer who seek
wealth (yellow Devil). Of course, it is the character of the devil that creates a fake world full of glitter and paint; According to the
beautiful term of Quran ‘bubbles on the water’, these dark followers design products that create illusions. All of the attractions that
they create are misty and full of illusion; and after a while consumers notice the product appearance is not of the same quality or real.
Speaking on this the Persian philosopher Mewlana Jalal ad Din Muhammad Balkhi (Rumi) says,

“It is a magical hidden secret under hundred covers. From outside it looks good, but from inside the situation is quite contradictory”.

Alexis de Tocqueville, French diplomat, political scientist, and historian mentions in his book ‘De la democratie en Amerique’ that, “I
have not seen any nation where people love money like American, where money rules people’s hearts. The American nation is the
country of businessmen.
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EXE , RiPMeEHRNOBAEAR G, BF  HREEINR. B, BRYE, M, KEMNFTRERER>E , IXENRITPHLZIR, B2, CEZARTEMEE—E , KAR
BTYERENTRNERE. BIERENTARE , TEERERAZNEML , B2 BNXGERREFESE, IMERRRITMARRITHRMBESEREMIER , ETHIN
BEBEEML , REMNGAN, BRENATHBES - MUITNEENZANOEZRIMAREERN , RXERRITHRNBRIQUFERENSEMPHERERE, BMNEEE
NEEEF | XMBEENBRREMRET MY , BT8R AANGREF,

HEZRIAR , IRRRANENTHARAE , LEARARRITX-FEHESRAMR, RINTRLERZNATEIAR  ERBZRENEFECENERT R,

ERWHERENNR , IR, RIENOEZHRETRENER. ZE2INTEANBERDEREN NG ; BN, ZEHRLESERERNRITR  B2WEREFLEERPE, IR
ER—MOEENOR  SERBAZRBDTEXANAE , ABRIHARN ZEMHEN, ZEMERREERENNNEDIEFSHNEIEENERL K MEXLATFERBENEER
Ho XEMBAMFLARINEMREINZLBGAR (SR LZHFERAR ) .

Here the illusion of design is so successful on consumers. Since they usually blends art, science, and psychology into unique design that will challenge the way consumers think through visual, perceptual,
aroma, touch, taste and audio illusions. Going through consumer behavior shows that whatever consumer perceives is often radically different from the reality of product quality. The illusion designed
invites consumers to buy the product but he does not determine what is truly happening to decode the illusion of design. Here consumers cannot uncover how science and psychology are at work behind
each design. These illusions will immerse consumers in a fake world that consumer has in his mind. This kind of Magic and illusion has been around since the capitalism start to open the chain from the

legs and put it on the mind of people.

From a neuro-scientific point of view, illusions have become a well-studied and researched area, especially in the field of visual design. We might see faces in the clouds, or convince ourselves that we’ve
seen a ghost.

Illusion, science and psychology each play a role in deceiving consumers. Each of these three has been showcased either individually, or as a combination through product design. This represents a
psychological illusion which neuroscientists have become fascinated with in recent years called Pareidolia. Pareidolia is when consumer mind tricks him into seeing significant patterns, when in actual fact

there are no significant patterns to be found. This is the reason we see faces in the clouds.
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AEWBETANBEREEN (BE ,1972) . TEZEHARTENES , RERMNERTS Ediéﬁt{%ﬂﬁﬂﬁl‘iﬁﬁo AR , AMMERERNEELEENSEETER. R LARELLH
ERANERMNBRESE? BEESR , ERNBRMNEFE T ERARBLVHIFRENTEEALROES BERM—FT R HEN (HEE, 2006 ) . AFNARBERT NEBENHEMLT
RITHN= R, RIUTAFERAELKRERFS , HBFHEMYWEUEREN , X L ABEES i*E’JTI_Jﬁ'ﬁE&I(*ﬁ 1986 ) » BUARANERITIFREUM TENEBASH
X, UEFREEHEMNEY—BNENL , HAHEHEHNER, RIUTFTHRTELZE , EURITHFSERELEERN"R , HILYMEREFEENBEREAZHZRERITH (B
T,1956)

E—1MNERBSWERERET , TEERENREFTREE. XTFEXMNEE , REREMNICX (FEEY  HRENH RN~ R RITHRED) P#HTTieR, EXED , REFBRRET
ERITMAERENIRIEPADBARLRNER , URINIRBEMNERREZBANES, REFERE T EMZITHNIANRED , EXHNRESENEATIEE (RERE , 2004) .
REFNXBEXNERIEEEFRNLABTEENEMLE , AEXEZEFRRITNTE. XEXNETETYESHEAOCESE , R ( BARF ) EEREZFSHHMRA S EXEILI.

XEXECERTHIMTARETEYRFALLIE , MXPAVMTHBREREAMNORE, BREMTHEEHRT (EX,2005),

Our everyday actions are linked to emotions (Read,1972). We put on warm clothes when we feel a chill even if it’s not really cold outside. Sometimes, we imagine the feeling of cold more than the reality
of the actual temperature. What are the factors that make us think we are cold when we are not? Undoubtedly some signs of cold are being transmitted (Visser, 2006). Products like refrigerators and cold
drink packages are specifically designed to convey the feeling of cold. Designers use semantics to interpret signs and symbols and assign meaning to actions and objects within particular circumstances and
contexts (Mick, 1986).The study of semantics enables designers to find the right combination of visual elements to communicate a consistent semantic frame for a product and produce appropriate
responses to it. Those who understand semantics are able to design products that fit consumers’ physiological requirements and also take into account the emotional decisions that influence customer
satisfaction (Boulding,1956).

Which Crilly within the context of an integrated conceptual of his framework for consumer response has explain this issue in the paper ‘Seeing Things: consumer response to the visual domain in product
design,’ that how the role of external visual source and the interaction between cognitive and affective response in a process of communication between the design and the consumer emphasizes on the
magical semantic and symbolic aspects of cognitive response to design (Crilly et al., 2004), which has been developed in the context of design based on Shanon's classical communication model. It entails
both physical parameters and psychological parameters that help designer (Illusionist/ magician) in the creation of the magical sign, and holds the ultimate cause of motivation and behavior derived from
biologically endowed and S‘IIy acquired impulses that determine our desires thoughts, feelings and behaviors changes (Reeve, 2005).
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Figure. The way we perceive a visual sign. Figure. Basic framework for design as a process of communication (Crilly et al., 2004).
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According to Griffin (1999), this process of interpreting and decoding the products’ magical semantic content involves two different reactions. The first one based on past experiences and dependent on social and cultural
background, and the second reaction being emotional. Magical meaning is then interpreted based on associations drawn from prior experience. Furthermore, created emotions by magical sign are closely related to human
psychology; and are automatic responses triggered by thoughts, beliefs, values and attitudes that consumers have associated with the magical sign of object. Griffin (1999) is separating past experiences (thoughts, beliefs, values,
and attitudes) and emotions into two different categories of reactions. These are closely related and cannot function without each other. People learn through their experiences and their culture; which many of the motivational
impulses of an adult can be traced to events that took place in childhood, and its learning process starts very early in childhood which is an ongoing process (Piaget, 1990; Reeve, 2005). People’s thoughts, attitudes, beliefs, and
values can change over time. The emotional response/ reaction to illusion, triggered by a magical sign of product varies for people with different backgrounds (Demirbilek & Sener, 2003).

Product features play an important part in transmitting meaning. The audience for a particular product changes dramatically depending on specific features and design details. The consumer may or may not connect with a product
for a variety of reasons. It may be the look, feel or sound of a product. Consumer beliefs and attitudes create an emotional base for decision-making (Mowen & Minor, 2008). Using the information from only one sense does not give
the consumer the whole picture and it can help designers to create an illusion for consumers. When consumers try to hear, smell, taste or touch with their eyes they can only imagine; since each sense is unique, designers uses this
point to make illusion. As it is not possible to tell the reality just by (using one sense) looking at a piece of cake, how it will taste. We can imagine how good it will taste or smell, but visual inspection alone will not replace the other
senses in determining if the ca@' tasty.
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FERABEMBNT , EEMFNRERNRFHTRT REFOBB. MANLKRE  SHRREREBFEENTIR. BEEINELARNBEMRULERESEHERE  RUNBEEER
EMAEmME LBELTREE (REMMRENSE) , MENGL , ZFERTAMUAHTETES,
XANEE A SRS HBE A A ERER RN AR 2 AEFAXBIE ? B RIER AN , AR REMZAA ; TRNANE —SYHNRBIEHER , MARDEAmR ; B
ToaRBRELAamAE , BAXSNMNAZLHTRMAREL ; B , RMNMBRIEINKENRNARFHOR ST 2T 2EE. ENHRERAR , HERERFISYN - STEN , B
EMESEAHEE . NEEMMET — KK - RAAEHMEE 490 ERHERTTRRER ( —REARKL, BRHaR, AeERBENGERR ; S —REEENIVHER , HRE
HEE)  SHEFERL TUZHER TN EFCHER
£ 490 BRIAER , H 464 BEXHE (95% ) WNHEEREXK, SREFRRN  ASHRRERT  fEERLNERETEREHE  MUXRERELFE, ER, KENREN
HBNAEERRSIA,
L AEMBEERN  REENRAABREERBEFIZNEREARGERR , RERRE , tHLEERER,

An example below shows, both cars have the same design and model number (C63 Class) but the designers have changed the expressions for each car. The original material for the body was painted steel,
but the redesigned was gold-plated. We can see the effect of magical design. This change had a positive effect on the perception of the car. The look of the car was enhanced by the gold material. The
lustrous quality and greater reflectivity of the precious metal expressed the feeling of speed and pride better than the painted steel and reduced the feeling of depression.

Here we are facing with two different ideas of sensation and perception, to describe the difference between these two; sensation is what our eyes see, perception is what our brain sees; sensation is the same
for everyone, while perception is different for everyone; sensation does not change based on past experience, while perception can; and what we sense and what we perceive are not always the same. To see
this issue in our research the result shows; based on sight alone, a consumer cannot fully know a product. We showed two cakes (a fake cake made out of wood, plastic foam and red silicon jelly and a real
cake with cream and real pineapple jelly), to 490 subjects found using randomized methods. We asked them which cake is more delicious and edible.

464 people (95%) selected the fake cake as being more delicious. When asked why, most of them said the strawberry jelly made the cake look more delicious. Subjects reacted positively to the quantity of
jelly and its red color.

When they were allowed to‘ch the cakes, they were surprised and shocked to find that the fake cake was very hard and much lighter in weight than the real one.
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Figure. Expressions of body with painted steel (top) expressions of body with gold plated steel (bottom).
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Figure. Maroon Painted steel (top and right), Gold plated steel.
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They also realized that the jelly was made of rubber. All subjects changed their vote.

The illusion signs and symbols guide consumer’s emotions. Using a knowledge
of semantics, designers insert artificial signs and symbols in products to create
consistent emotional expression through the illusion of design.

Ferdinand de Saussure suggested a model for semantics which connects the sign
(design) viewer receives through eyes, ears, nose, tongue and skin. We mentioned
this in the last section that semantics is the study of meaning. It concentrates on
the relationship between signifiers (words, phrases, sound), signs (symbols,
design, form) which has been generated from the source and signified (source)
and implies what they signify (Krippendorff, 2006).

J
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Figure. Semantic model of Ferdinand de Saussure shows relation between Sign and source.
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Like ancient era today also designers (magicians) perform magic through designing (sign) and try to control consumers. We can also divide these designers into two categories  1- designers who follow
the white magic and use the power in a good way and  2- designers follow the black or dark magic to enable manufacturers dupe consumers of their money. Although the knowledge and achieved power

is similar but the ways in which they use their power is different as it is divided into two groups. Therefore, they are responsible for the knowledge of design semantics which they learn in schools and use it

only for good purpose and ethically they are responsible for using this knowledge for their consumers.
Table. Relation between ancient magic and modern magic.oe s 5 il s sila e adaly Jss T H BRI BEEZNER
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For example, when a consumer goes to a shop to buy a mango juice, he comes across a number of me-too products. Then he thinks on the benefits of the product and subsequently selects one; but there are
many questions here:

Which one product will the consumer select? The one which has more compelling sign.

Decision-making is often influenced by personal beliefs and attitudes, past experiences and personal memories. Is it possible to really know a product simply by looking at it in a store? Is visual reference
powerful enough to replace all the other senses? After taking a product home, do consumers experience the same good feeling they had the day they left the showroom?

Can consumer taste the content? No

Based on what parameter he selects? Based on the pareidolia when consumer mind tricks him into seeing and even for that matter tasting delicious mango, the consumer selects a product, but the question
arises whether the consumer can control his choice? The answer apparently is negative.

Whether the choice is based on his sub conscious choice? Surely Yes

Who controls the mind of consumer? Designer
How does he do so? By usi'he knowledge of design semantics in his magical design
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ERERWER , LBRKERMEIINSE. TitEY, TR , 8- AORBLZIEANRE, FEEME , RITWTUREANNEENNERNSE , #MEEEREEVES R, RITTEE
HEREFHER , BEREFTSCERAEIN M, XEFARITTLLEANZRALES  FALHOBNEANAROGCENER , HYHRITHENT R, SMKERFELEIXENERN , WX
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—RIPEHRE  FREBEAARE , RRIEEESEHEBHINBERFULT . WEXFAFHENN , RELENEETET 4 F , RAUXFARFEAEESNEARAN FHABFRMBE HIHNBUT.
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For instance, we can mention the designers of Harley Davidson Motorcycle Company which has instilled artificial sound to create an illusion of possessing more power in the engine. This is not just confined to one company but we
can state most cases in the US , where the systems of capitalism works unethically to tempt the people through advertisement in most mediums; they create illusions for them for going to markets to buy unnecessary products and
this controls almost all aspects of their life. Today globally, governments use media to influence people the way they want to; but none of them manipulate consumers like those of the US and UK Governments. They enter into the
homes of most people throughout the day inducting whatever they want into the minds of the people. The power of media design’ form the mental structure of every citizen whether young or old, financially weak or wealthy. These
designers with media manipulate people how to think and they just say things that are impressive and that will sell. Not dealing much with reality, they create illusions. These media designers use all skills and elegance together
precisely to prepare news and programs that people see; they lead to thoughts and beliefs through the use of all facilities of advanced techniques, using knowledge of psychology to guide people in the same direction that is laid
down by their economic and political factors. For instance, in the TV news, Voice of America (VOA); the announcer was trying to project that Iran has bad governance in relation to the use of internet in cafes. In the news the
announcer said, "The Iranian Government has ordered consumers to provide their ID card before they use internet at any cafe”, or in another news they quoted that, "Iranian police visit people's homes to confiscate satellite antennas
and impose penalty on them". Having heard these two news from VOA, it was after a 4 year stay in India that | realized that audiences formed a view from these two news and considered the Government coercive and autocratic.
However these news were entirely propaganda based to fulfill their aim and benefits. Even in India in the Net cafe’s, service providers check the identification cards and then they allow the people to use the internet. In all countries
that are trying to provide secur‘)cieties for the citizens to control any misuse of internet and also control illegal possession of satellite for the security of the countries.
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To MRRABBREL , TR T EERBRSRIYENFE , SBRANEBRN , FAEMANZTERLZIEW, REFNLITANNANLINFLERE , RERARKZE T HEH
P, T3 , 4 (XEZFE) EERFHAOFTEN  REAEER LREERBLERRAELTEMIUEGHARTHELARGERANGS ? REEHNERLERALBEAZEZRFNERT
ELBINTRE , (REZF) BETATH , ERAMMERFANXNFEN , 2 S50BHTXESRK,
XRHEERES (B ) URRITMARZHIRANIE, tHRE , SEMREBFTHRERENIEZFIRA , BFEHMBERRERIFAR (A TEBEASER ) , BAREIEFMR
HEEFREREX , STERIEIBBNETRZ R, R , RXBUFRIEAZES , LREARAEBBFNDS. BIEFNEERN  BRFEETURNESHAENERFR, 24465k
W, XERBRY—E—F , BEIEBRFL, KK, AT, REFZEERIH TR,
FIBASZE T XEEANEEREEANELS|ISHEN , RAETEBTHMFTEATNEN, XL, PERNEERSFAHERTXNEENEL., XEBATIRAERIEERFE

BENRIIE , NMXANECHFAEEN, FERIEEFTH BERE  IRENAENFR BRI ERNEER BNV AER  AXERAMEEFERHAR,

In that last 4 years of being in India, it has been observed that no one changes the direction of antenna on the external media; when questioned, they told it is forbidden to do so; and of course it must be
forbidden. Because the poison of food will be treated, but the poison of media even after years may create problems for the viewers and his society for a long time. For instance the situation in Syria or
Libya has detoriated due to such influential media. It raises a question whether VOA was aware that many countries have ordered consumers to provide their ID card before they use internet cafe? Also in
most countries having a satellite for accessing to the external media is forbidden? VOA is surely aware of this yet hey keep this hidden and just talk about Iranian government.

This use of media by media owners (Governments) and designers is designed to control the people. It means, US and UK instead of using police to control their people inside their country and also instead
of using army force in other countries (for the purposes making involvement treacherous), which may be costly and also unsafe for them, try to find free soldiers created by media who talk about their
benefits or even in a higher level of action lead to war with their Government (in case of making outside involvement treacherous). The same as problem in Syria, Egypt, Libya, Tunisia ... that US created
without sending even one soldier to their country.

All people are under the influence of the American and British media inductions; and are not able to distinguish the difference between real and fake situations. These issues happen under the advice of CIA
and Intelligent Service. They directly and sometimes indirectly support designers financially to lead these designers to fulfil their ominous goals. Rose Davidson, Scottish journalist says, “The stars and
writers of Hollywood cons e CIA to make the CIA’s deliver their messages through their movies to the American people”.
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We see that the behavior of the American people are under the control of their governments who simply use the magic of design. Not confide to their people alone, they also make war in most places to sell
their military products. They depict peaceful countries like Iran and China as dangerous countries using tricks of media. They sell military products to some of their neighbors. That’s way we see the
magical sign of pyramid and an eye of devil (daemon) on its top which represents capitalism and freemasonry systems.

Figure. Pyramid of capitalism.s_la ale s aa IS B R AR E L £ F
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THE STATE

Group of individuals who claim the right to initiate force against
others, which possesses an exclusive monopoly of ultimate
decision-making and conflict arbitration within a specific
geographic region.

CORPORATISTS

Those benefiting from government-business collusion in order
to elimnate competition and gain private advantage through
state violence and force; often confused with capitalism.

STATE VIOLENCE

Exlusive monopoloy of force and coercion claimed by the state,
primarily through the instruments of various agents such as the
police and military; is also delegated to other actors in certain
cases. E

CENTRAL BANKING

With the instrument of central banking, a boom-bust cycle of
ali it is g d by ive and unsustainable
credit expansion to business and borrowers through the banks.

THE INDIVIDUAL

Ultimately the burden and costs of the state fall on the
individual who is forced to pay for its unsustainable practices
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Hfttad  F-LERAMUANERE, FRIBATEPRITLIR , SFEBRLEZTUNER —HES , ENAETRRLER, IXRITITASHAZERECSHE L BARM, “HILMH" X
BONS. ER , XMEEMEMARITTMREREN , BHERITTNSE S i EFEES RN FE D 5.

BIXH , ERXBELIESX  BRETANA-ANFRN , FEEEAENELRANBYRRER T ESEIANEENIEHK, BE ?Dtéﬁ?%ﬁﬂﬁﬁ’ﬁﬁ?ﬁﬁﬂﬁ’ﬂiﬁm , 5%1'%%
MNAZEOLFSHAERK, HREBCUAX, MENREEFSHINEM-—IER , NN XIMERSEERE. BN , BXBEXNEM , BFRENTIIMERNARKRLRED —&F
EXWBRRLIEHRE,

ERREXHS , RUTRAMRITILERRREENEXMAERBRERENFR , HRENFRYEZN , I~ mRFRELELRRE, N TIEESEXRTE , BREQWEN
8. BHH~m. Bt , IWERERTFFEAN, ERRENTRNAEZ— , REREFRNIIEME  NMESERENFEEHMRABEER, NAWERM (RIHH ) ERMET
HBRENTMAROE” , FURERMNANSKESY, HTRIARENHY , N TERX-SREERENHARE , RITTAFEREEZESEIFRNRITHXR , IDERERWECHO
BigitFm, HREACRKRREMNFHAEANTREINE-—RNERSTR &M ( XRHEWL , 1973),

Some modern magicians believe that it is unethical to design an illusion (performance/product/TV-program) that claims to be anything other than a clever and skillful deception. Most of these designers
therefore eschew the term ‘magician’ in favor of ‘illusionist” and similar descriptions. These apparently irreconcilable differences of opinion have led to some conflicts among designers.

The cake experiment demonstrates that consumers need to have a direct connection to a product to really know it. They also need to participate in the process of value making. Consumer satisfaction levels
rose proportionally with the number of external senses (receivers) used in the initial selection. The more customers interact, see, touch and smell a product, better real emotional experience will be created.
Otherwise they may deceive through an illusion.

We know that in the modern era, design of designers cannot answer to the desires of consumers with a fixed form, when consumers look for rapid changing products due to changeable desires. Consumer’s
try to buy new products to overcome monotony of fixed form. Buying new product and its diversity may create a method to satisfy consumers stopping the use of bored and monotonous products. This
factor helps capitalists to collect more money in their pockets; which is clearly what modern magicians (designers) do. In this way dictating a fixed form design using the power of illusion is not ethical. But
moving on to post modernism, designers can solve this issue by letting consumers participate in the process of design and perform some part of design task for every day desires. Let them design whatever
they like to have every day and not dictate a fixed design for the entire life of a product (Venkatesan, 1973).
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ME-—N=mEF , AWNBXLTEREAIREINMN-RNEERFE. BHF (19 t#LE ) X7 “CEHFFAEBEEARNEF , MREERNACENIEFE
TEHRFIAR  BEEMNEENTFANBRIASERANEE, Rl , AWBXHEAL B TREEATFTEARE , AEERAN , BXXRAKD , XHE X
RJL:JJ{EE'“EHE" X, KEHEDERRE — R RR ( WRAMBONAR , 1973 ; HAEH , 1975 ) . ATIRERE —NEEMIFWESRE  FTARRERIBT ™
ENEENEFETEMYENIDGRM R, HEXREERITTRITHRAEG LN , ARNARRELTEEREFPRRNEREE (HEEH ,1995) . N THRAZEEY
et B A EBEVEFE  HRARITHET - RN, DBILALREKEBRAN B XBIHEL ( BEMFIRE |, 2005) .
20 4 60 FRE , NBNBENEABAWR DT ERMB TRBMKE (LA, 1967 ) . KEES , ‘BXEBEREFEARNRIUIZRAR SN A EZ—. EZRHETR
HERES  AEMRENNETRKESHIEPEXEFENVE , TRERET , BN TAERIZENTHEE , #F3RYIERBERIASENANTRERER
wreeet , BXAN RN ERAREERT (BEBNFA% , 1976 ; 4, 1998 ) . RE\EXLEMRERKEN , RERZHPENALLEIEHLRRHEE (BEHRRSE
2005 ) ., RRIRIZFHHITENREEN BV EGENNEZ T, AWREEDENBNBUEE, ETEHVUEENANKES , XEESTUABRITENE , FE&H

BERESHNAXRNAHLESE—R (HAEF , 2013)

The movements of the eyes constantly seek important locations when viewing the product. Whistler (19th century) suggests that: “Painting is not primarily an imitation of the external world, but rather, an arrangement
of shapes and colors on a flat surface.” He believes that those locations on which viewer’s eyes move are important in the composition. However the eye does not generally move smoothly on the visual field. Instead, it
makes a series of sudden jumps, called Saccades, along with creation of a fixed attention which is called Gaze (Haber & Hershenson, 1973; Young & Sheena, 1975). Since information from a visual stimulus is
extracted only during the beginning, when an eye is fixed on the image of the investigated design, human visual system does not extract any information during eye jumps (Jacob, 1995), to find these important
locations eye-tracker required in design research creates a device that registers the movements of eyes through the processing of reflections from infrared light shone to the eyes (Bednarik et al., 2005) which can track
the foot print of the respondents eyes.

It was only since 1960s that technical development involving scientific instruments have given visual analysis methods a scientific temper (Yarbus, 1967). Today eye-tracking method is fairly well established as a
means for visual analysis in Design. Studies investigating the allocation of visual attention of users completing experimental tasks have confirmed the importance of gaze in visual attention. Particularly, the link
between eye fixations and cognitive processes has been investigated (Just & Carpenter, 1976; Rayner, 1998). From these and other studies a general assumption has been derived that eye and visual attention are
tightly linked (Bednarik et al., 2005). Movement is the path the eye follows when looking at a composition. How the eye travels through a composition can help create unity in the composition and it helps tie the
composition together throug relationship of various components (Bradley, 2013).
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ANZYHEBREER TAENHROER | BERREZIEENEERN, BY  XPEHREERN, TIASGYEINRHN, BTRE, BE. BEE. ke
SETHEEEN , ASRAUTHRE , ANANGYNRFELLEAZHERONOER. ATRFEEEEENRT  FAAXMKQESFRITFHEERIN,
ARANEBRENTERERE, 7. BESHRE. XLEAERTENHRY AT LLESEINRBFEENERHAES , kW, K F. RREE, HKEE, BL
EEs—T%F K MaLEHE UTRNERER.

FOREBE 1997 FHE —MERNTMR , XIMARNEARREBRBNBEENIIERSNSENE. ARF , FRERE  HAXRXRBRUERZEENRZINE
ME(ZHESRR) ; GLEN, FABHBEEESRET2BEYEEBRENEM L, Rt , FRERT , OLNEL, PEHGFENFSHRELLSXAMLELRRN
BARARE D , MORETUEEREIRFEREN B REMHERNLER

EHERRRRERKRENIAZL , ZRE,. BE, BE. 5T, KEeSHEXTHNRE ., RENERDERRENEREN -5,

The movements of face elements expresses the feelings of the humans or animals to observers, expressions are directly related to emotion and most of the time it is involuntary. Sometimes, human and
animal faces falsely express emotions, owing to the fixed structural form of eyes, lips, eyebrows, colour and nose resulting in myriad expression. We see the same in automobile design where car has a
fixed design.

The face comprises affixed elements — the eyes, nose, lips etc. Subtle changes in these fixed elements, lead to a whole gamut of expressions conveying different meaning — a twitch of the nose, a turn of the
lips, raised eyebrows, a scrawl on the face and so on, all are expressions signifying different meanings.

The exhaustive study undertaken by Izard (1997) is an important reference in the study of facial expression and emotions. From his studies he opines that a social relationship is based on shared thoughts
and feelings (which are verbally communicating) along with emotional signals which are nonverbal and is purely based on facial expression. Therefore he states that the information in verbal, non verbal
and symbols appears to be a natural part of social interactions and relationship; and new expression can be a result of changing visual pattern of face over time.

Facial expressions are moti of the muscles reflected on the skin that changes the form of eyes, lips, eyebrows, nose, colour and so on. A communicative function expresses some internal feelings.
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F,WAREY , EENAERER (05, KRB, 2ENES ) , BAANRSENERS  MXEANRMULEREN, BR , MCERAHFRNEEFESNERRERAET.

To this lzard (1971) concurs and states that emotion at one level is the neuromuscular activity of the face. Bell (1806) and Duchenne (1862,1990) believe that facial expressions are God-given language
created for the expression of emotion whereas Russell & Miguel (1997) refer to Darwin who believe that expressions were related to “states of mind’ and facial expressions are associated with emotions
(Izard, 1997; Knutson, 1996).

Scientists have examined if human facial expressions are universal (Ekman, 1972; Scherer and Wallbott, 1994).Talking about cultural differences Paul Ekman (1993) says: ‘When I began my study of facial
expressions, | just had one question, are they universal or culture specific. | found more than one answer; different aspects of expression are both universal and culture specific.’

However facial expressions of the viewers can be different for different cultures (Jack et al., 2009). Emotions like happiness are found similar between varying cultures hence it is easily identifiable by the
viewers. lzard (1980) believes that the six fundamental emotions (happiness, sadness, anger, disgust, surprise, and fear) are universal, but some expressions differ completely from the other. For example
expression of emotions differs between Japanese and Americans. This means that people read facial signals differently, say for instance people in Japan focus on the eyes, but in USA people focus on the
mouth (Yuki et al., 2007). This dissimilarity between the expressions of face is not common between different cultures. Referring to Japanese people, Matsumoto (1992) points out that the reactions of
Japanese people to negative emotions such as anger, disgust, fear and sadness are much more composed than those of the Americans. However in terms of bodily expression dissimilarity is more apparent
among different cultures.
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Through detailed study of car facial expressions in this research, the researchers Mohsen Jaafarnia & Professor Ravi Mokashi Punekar examine the scope for visual form generation and their application for
design of car faces to see whether a car face design is binary oriented or is it based on Fuzziness consumers’ desires.

Experiment:

The above considerations form broad guidelines for formulating an empirical experiment for this research which lead us to use a theoretical framework based on Ferdinand de Saussure’s model for
semantics, to evaluate consumers’ response to product form, which co-relates only the facial expression directly to the ‘product face’. The study of consumer response to the visual domain in car forms can
be analyzed and assessed from an experiment that enquires into aspects of product semantics and emotional response of the viewer to a selected set of car forms. This leads us to extract a mental model that
could use in the comparison of consumers’ perception of the fixed visual form of the vehicle, to see how consumers read the expression of fixed car design.

The results can be analyzed using statistical methods and RGT technique that measure responses. The creation of meaning is examined through analysis of consumers’ emotional associations to visual
expressions of human faces; vis a vis the selected car faces. Experimenters manipulate with the features of the investigated experiment and then use the result of eye-movements to find significant locations
on car face related to the manipulation for visual abstraction of selected car front faces, to derive a cross-cultural perspective from the survey for purpose of making consumers’ mental model of India and
Iran. In this research Iran and India have been selected since they have similar cultures, and then differences could be meaningful for our cross-cultural experiment, because differences are obvious between
dissimilar cultures.
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Figure. First manipulation based on semantic framework for co-relation of RGT. Figure. Second manipulation based on semantic framework for eye-tracking and abstraction techniques.

Signified

Signified A

Manipulation 1- Co-relation was sought between real images of human facial expression (represents the Signified) and
the visual form expression of the car face (represents the Sign), it is evaluated for correspondence or contrast against
the visual form expression of the car face. Car face could show a co-relation corresponding to a human facial
expression.

Manipulation 2- Eye-tracking was done on the visual form expression of the car face (here in second manipulation
represents the Signified) and evaluated for finding significant locations on car face relating to the manipulation used in

A &) 2 i
. | === = sien
Anger - ,
the abstraction of extracted ‘Graphical Key’ (represents the Sign).

At the end keeping the related results of manipulation 1&2 besides each other to facilitate the user’s mental model. Sienifier L/ 4 Sienifier L//

2515 5 a S JSEE. SRI 1 53806 2 9456 947 Figure. Combination of both 1st and 2nd manipulations.
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BIE RCGT RARNER , FEMEN LB U TR OFERXEI , BB M TR,

REARES:

K HTE N HMIE www.netcarshow.com EERRWER , R RMENAEAREH , QBT HEEARN T CEREE, XEABNSERFRLZT =R T LHEERITAARTICT

fETRIE R, RITAITRBILHARE | FETETRESFENRR, HAIRTEUARBEREX=ASE , RELIEET 35 WTEAREBH, ETNKEES  ARBREEIR 7 4 (5

W58 ) , HFERKRFEALI-L5, KI-K5, J1-J5, H1-H5, G1-G5, F1-F5, D1-D5

BEAR:

KIS, £ IREGHLIMA , it 126 A Hh 78 AR 18-54 FHEM , AEEHKM 62% ; FTH 48 AN 18-50 FM Lt , AL EAKN 38%. BAZiIXEHAH 60 &

(48% ) ENEAR 66 & (52% ) FEAAERBAK.

Facial Expression : For this manipulation a young Indian female model was asked to generate facial expression poles (Signified) for a set of word expressions (Signifier). She acted out a given emotional
expression and the reaction was captured on camera to create the visual database for human face expressions. For instance, we asked the model to give ‘happy’ expression (a Signifier) and the photo-image
captured the reaction (as the signified). This captured the emotions like comic, serious, safety, danger, disgust, fondness, stupidity, curiosity, normal, surprised, relaxed, anger, sadness and happiness.

The contrasting emotions have been placed as a bi-polar pair to meet the requirements of RGT technique to represent the element of similarity and contrast poles.

Car Faces: Experimenters created the visual database for the car face through a selection of images drawn from public domain, www.netcarshow.com. These were shortlisted through discussions and
consultation with three professional car designers who selected 35 car faces based on their judgment on expressive qualities in car styling, gender representation and emotional expression. These 7 sets
(each set comprises 5 images) formed the visual database for the car faces series L1-L5; K1-K5; J1-J5; H1-H5; G1-G5; F1-F5; D1-D5.

Sample Size: The total sample size of the survey was 126 respondents. 78 respondents (62%) were men (age 18-54) and 48 respondents (38%) were women (age 18-50). All the subjects were Asians. Out
of the total of 126 respondepis there were 60 people (48%) from India and 66 people (52%) from Iran.

EVERYWS


http://www.netcarshow.com/
http://www.netcarshow.com/
http://www.netcarshow.com/

www.takKbooK.com

Figure. Car face samples. 5355 soga sldises SO HEARBRER

M, A
("o '31 x— *
DI D2

®
EVERY@SDESIGNER

(u:\glﬁ ) o e sl is) g (gl (\JL\ ) o e s Sy o (acalady 1 Sl 5\.&5)4% IS
B AXEHRE MUNEBRE (L) HROEHRE (T)
Figure. Human faces: 'Similarities' face reactions (Top row) ‘contrasting' face reactions (Bottom row)

M13- Sad MI1l-Relax  M9-Normal ~ M7- Stupid MS- Fondness  M3- Safe M1- Comic

MI4- Happy  MI2-Angry MI0- Surprise  M8-Curious M6- Disgust  M4- Danger  M2- Serious
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WRIEMWERSE

RBEES : DB PENENRXERE K MTHERA , HEEEESHENDE, AEASLFARRE TS —HEE, UERSHBENRHSNEHN THERE —MNRR AT , SULRRIESREFME S XK —3
%, RBHDH 4 NERFEE (FiR, 45, BE. ITH)  UR7MEXEEAGNREARBENETLEE,

KRB EABD , — LR 5 BRFEARE , Z-IRZHENREEE, SHEFE-UNEREANARE , —LOXT D 1 IRRAEARBNRBEREEEMNARRERR , 2 2REXBIYE (HEAP
WRRT AGLEHRE) , 3 PREZEFEAYE, BRESHENITY , TRENTEANEERITIRC. £X RGT BISEH , XBMARNKHADH 7 4, FHB—MIRIEHE 7 MEFKRRIEA L 4, K
4,048 HA G4A ,F4A, DA, 23N , S HMBNMEANIBRNRBEFEARREZANEKR : LAK , 1-5 MIRXNRZENXRSREZL" (7 M3) EBR" (FFA M4) ; KE , BREE
BEA M) BR (A M2) A, SREBIEER M11) 5B (R M12) ; HA , SREBE (R M) B4RIF" (/57 M10) ; G A , SREBE (HFH M7 ) 5FF" (% M8) ; F
@, SREHE (FFAIM5) B RE (FAM6) ; DA, SREEMH (F5A M13) EBREK” (R M14)
Tools and Methodology
Questionnaire: The questionnaire explained the purpose of data collection with an example to introduce the respondent to the method of filling up with their responses. The questionnaire had an explanation for each question set.
Process of data collection and experiment had been controlled by same experimenter through a unit questionnaire with a same style. There were 4 general questions (related to Age, Gender, Nationality and Job), then 7 main
questions presented each question a set of 5 cars on the screen.

Using the grid that had all five pictures of car faces, human pictures in sets of two at either end were shown. Subjects were asked to verbally rate (1 for contrast with left human face, 2 for being impartial (we have displayed it with
outline of human head) and 3 for similarity with left human face). Depending on the rating, pattern groups were marked. This was repeated for all the seven human pairs of expression and all the seven series of car faces (L, K, J, H,
G, F and D) one by one. For conducting the test, we assumed the existence of relationship of each series with two expressions, L1-L5 express (M3) Safe/(M4) Danger; K1-K5 express (M1) Comic/(M2) Serious; J1-J5 express (M11)
Relax/(M12) Anger; H1-H5 express (M9) Normal/(M10) Surprise; G1-G5 express (M7) Stupid/(M8) Curious; F1-F5 express (M5) Fondness/(M6) Disgust; D1-D5 express (M13) Sad/ (M14) Happy, to use it in the RGT
questionnaires.

Uil I(M1L) 233 (M12) 31 o258 Gl eglodl o e (ebl s (J4e sana) e il o e 43 (o83 kel (S5 o2 (s ada ;) Jean

M. JANSR , ZESRIES S (M12) MR (M11) x*. REMN &R
Figure. Rating the car face (set J) based on human face expressions of (M12) Anger-(M11) Relax. Table. Assumed relationship

4 N No. Car Signifier | No. Car  Signifier | No. Car  Signifier No. Car  Signifier
. Contrast L1 Danger 10 K5 Serious 19 H4 Normal 28 F3 Fondness
L2 Danger 11 J1 Anger 20 H5 Normal 29 F4 Disgust

1

2

3 L3 Danger 12 J2 Anger 21 Gl Stupid 30 F5 Fondness
4 L4 Danger 13 J3 Anger 22 G2 Curious 31 D1 Happy

5 L5 Danger 14 J4 Relax 23 G3 Stupid 32 D2 Happy

6 K1 Comic 15 J5 Anger 24 G4 Curious 33 D3 Happy

7 K2 Comic 16 H1 Surprise 25 G5 Curious 34 D4 Sad

8 K3 Serious 17 H2 Surprise 26 F1 Disgust 35 D5 Sad

9 K4 Serious 18 H3 Normal 27 F2 Disgust

{
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MBRPLEIRSE  UEPTERRNEMRSE , XHARAELEATOERERR, mRRITHAXRRRAREONE, BIRAN , AREVUNRIZTHENNLKRL , RAEEBEHR
EmARSRD , BIBRPELENTARGENIERBERHTIN. E23UE , UEPTERECHARIRIEZRERN —FMAR. 2XRRAVLIEEERERRZIHEN MBI
HEED , N THEREARRITPHLEIVEERSI D, RERARER , FRETURITHFSEREULEFHNOEEE,
HRALHNTR , SREFTEMBLIBARHN , ZRIUH—NPAIREFHE T SMI-I View-X- HED B R EBBERSGERK. ZESHRZATER 50 H%% , RRRIEE (ER ) BN,
SMI IRFNBIRRGEERA N T ADHWEY | ABNBEHLNINLERR. THETUFRINEEEL L , MEFHUNERAEEEEMIEEUBENITEEERE. SEBEHEEFR
WREXFEA Be-gaze 0.3 RHEXNEHIFE#HIT AOI FZE ( MNEBSEEHR ) » UEPEHEFZXKELI AOI #HITHHT , ERBERSI ML E4ET S , LNENEENRF. RBNUEER
ZHARENGR#TRE. ZESHEDINURANR EARARS , ALERAERNTEEAIEMFEY . RBUBENIES , SHEZEMEBRIN , WEEFLMHERE 1 KKWIE
ERHIRE. ERENTED  SRHELCRBERRELIRE , BRAMIMEETMFEY. BINIBERE , RETEZER.
WRAE: 1-TIRAR G EXFHRNER B, 2- SIHREFEBEN 14 MA (E5Y ). S-RBRE 14 MNKAEBMVIAEFELHENMNEBRE (F5X) .

Eye Tracker: Eye tracking method is a scientific method of measurement which is used in research in psychology, visual study in product design etc. Through the use of eye tracking instruments, researcher
can study the movement of pupil, and this data is fed to a computer which has a tailor made software as part of the system to process the data. Eye tracking method was therefore adapted to cross verify the
results of manipulations. Employing eye-movement tracker to investigate the visual attention focus of the participants on car faces helps researcher generating the consumer’s mental model for cultures.

Eye tracking study was conducted using a head-mounted version with a see-through mirror and the SMI-I View-X- HED eye-tracking system. The eye tracker is monocular (Right eye) with sampling rate of
50 Hz. SMI-eye-tracking system has two hardware — a head part bearing cameras and IR-sensor which is fixable on the head of viewer, and, a laptop workstation for storing and analyzing the video data.
After recording and saving the video data of participant, area of interest (AOI) study was carried out using Be-gaze 0.3 software. Analysis of AOI commonly used in eye-tracking research to delineate
sections of stimulus within which filtered eye movements such as fixations are counted. To calibrate the eye-tracking glasses, five markers were used in calibration mode, as it requires a five-point
calibration. The experimenter first asked the participant to stay at a distance of 1 meter from computer screen on which the car image was to be shown and the five-point calibration process was started.
During the calibration process the participant is instructed to hold their head steady and see on a particular marker. The calibration is thus completed.

Methodology: The methodology followed involved the steps to consistently support the fundamental research proposition.  1- Initially the set of 14 words (as signifier) for different emotions were
shortlisted. 2- Creating faa expressions (the signified) those depict the 14 emotional expression words.
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VAW ,JLJ Be—gaze 0.3 )|}é| ey lasgs P9 S50 lrosls 4 J...J)f 5,8 }JU 3,90 SPSS 16.0)|}é| ey L Jsl 608 5l ons 6)3—‘ o> slrools ..\Jo,o—l)o
A-PHREREARESTHNERZEHNRR. S-REGAH S TREARES , FH—IMIXEE (28 L K JH G FHMD4A) ., SEARKSEANEBREAN LN AR, 6-18
FELERSR , AR - N TENTRCERERE, BMNUEESS 35 MAENARESE , 85 M4, 27 7 H. Ritzi  BEEFEE 14 MEBRENEBR  SLEBREGNZ
HENEXRR, 7-BIRE , XZHENREH#TUNR, 8 SHEZRERNVWESENARESE , 58— EEN 10 ¥R , AERRENZHENDLPTHITEER.
SHETURINNENZHES , REZHEEXNEDY , RHINUSER—IRAREE , FEPUUEEHEISHENNLEE, EFINFTANTEAREBNER , SEHEN B XEEN
REMbELITE , AREGETUEEHE RE BRI RR.
WRER:
EBRAEEEREERENTEAEFNAENRE, BY RGT HAKEOBRERE , ANEXVLNAEHRTMRIF, SRMFEHANR  EOEVLHFBALH , KEFIMNE
KN ZHEFIEENSEARBNNELESREREEFHALUMEERERE. BERFMIERTHALHIE , 2FZHENTFFERINAFRENREHSEFANER , MNiiFmF
B4R, =8 1 HATINE SRR SPAA 16.0 , 3K 2 HNEELE R4 R Be-gaze 0.3,
3- Identification of co-relationship between car face and the corresponding emotion. Formation of Visual sets (L, K, J, H, G, F

and D) arranged in a set of 5 car forms, in such a way that they are placed along with contrasting expression of human
expression on either end. 4- This resulted in creating the complete visual database comprising 35 car faces, 5 in a set, and 7 sets )7 Signified
PP

Manipulation 1 Manipulation 2

in all, and capture 14 facial expressions for user response testing. 5- Conducting the user response test through a survey. 6- 3

Tracking the eyes of respondents, each picture was presented for 10 seconds.
After all the car forms are seen in the questions, the machine generates a movie with hot spots which shows the path and
sequence of location which correspond to the respondent’s eye movement along a graph for each car face which shows the area
that respondent look at, indicating the order of visual hierarchy of viewing.

Results: The consumers’ responses were followed with questionnaires. The data was collected by co-relation of RGT technique,
which was analyzed for frequency from a cross-cultural perspective to examine the correspondence and differences in the
responses to the same car form in the two cultural contexts — Indian and Iranian; following which the eye-tracking machine has — {
been used to compile the Graphical Key, the detailed findings are being summarized for each series. The gathered data of first ﬂ

TRl [
7 Signified
a0

— -‘?“7\'”—_’}"?" — Sign

Eye tracking Graphical key

- W (2
| A S,
¥ | Se——#

VA JIRN

manipulation are analyzed by SPSS 16.0, second manipulation are analyzed by Be-gaze 0.3 software.

Ol ) o it i i, IS5 LSRR MY RFBE 5 3% Figure. Research methodology of this experiment. |

@
EVERYWS

{
/s



www.takKbooK.com

losls 1,3 Ll g 5o 1, €soler Sl b sl o0z 5 €085 S Ll 4 pladl S50 b (8 Jo2) Hslos 5o IEETE

At €00 caSi? Glo el slhls H2 g Hlgla Joegil ans o (ylid a5 wis S oylo |y alie slageuly « oo 50 50 4 laie Boias mul (H2 g H1 5)lge jo-

Zewly 5l g0l olaws aS” sas oo lis bbas s Jl> ol b asjls «goler Ly > H5 s H3 (slo Lowss! Qs oo slid aS wis S flo 1) aliv slagul, Kin 8 g0 o 4 Bl Faes Fuly H5 4 H3 3 lge o 0y

Gl 51 g0l lams a5 amo o i oo, Lol 58,8 Sl 1y Byl o gl 5 andlas olie &l ke Slpl GBaies ul b 0wl «solor o)l > 4HA a5 wilass i Bases mul HE )40 &
slasls ;a.l..m S5e & lie Olf

ERRMEET  EH A (&), B SHENRIH R M 10) 027 £y 3 (M 9) sl Gl o 55 s i e » R
o e e & AT ERWE (M) ABFHE (M 10) = EXR0 LR
W, mes—HorRHAENZELRE , FREFEH. Table *. Mental model for Co-relation of Normal (M 9) and Surprise (M 10).
-H1 5 H2, BXNEHHER  REFRENZHENREME Car Iranian Indian Samples Eye tracking Graphical key

£, FRXAPERMGRAE TIRFHEL. 86.4% Surprise  96.7%Surprise

-H3 5 H5, ENRXARER  RAFEGEXEORSN
B, BHEARERN SR ERLTH , AR, BR
RESRLHINR , RA—HHFRENUETANORL.
-Ha, B3 HA ERREAN  REDEHEHERAEN
P AFRNSHEASLE T BIWA RN, BRRE  H2
GRS, RA—H2 ERENLEFRHIA

'OOOQO

59.1% Surprise  86.7%Surprise

'OOOQO

59.1% Normal 70% Normal

In H series (Table *) we have human face with surprised
expression and human face with Normal expression placed at
either ends.

-In H1 and H2 cases, respondents belonging to both the cultures
have expressed similar response stating that the car H1 and H2
have a surprise expression. -In H3 and H5 cases, respondents 50% Impartial 38.3%Normal
belonging to both the cultures have expressed similar response

stating that the car H3 and H5 have a normal expression. But the H4
percentages show, a large number of respondents have different
opinions.  -In H4 case, Indian respondents state that H4 has
normal expression, whereas the same was not the case for the
Iranian respondents, they select impartial answer. But the
percentages show a large number of respondents have different
opinions.
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72.7% Normal 68.3% Normal
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Table . Mental model for Co-relation of Sad (M13) and Happy (M14).

Car Iranian Indian Samples Eye tracking Graphical key
48.5% Happy 81.7% Happy
i g
62.1% Happy 51.7% Happy
. g
45.5% Happy 38.3%Impartial
D3
54.5% Sad 48.3% Sad
’ g " o—
57.6%Impartial 46.7%Impartial
D5
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Table . Mental model for Co-relation of Relax (M11) and Anger (M12).
Car Iranian Indian Samples Eye tracking Graphical key
66.7% Anger 71.7% Anger
37.9% Anger 58.3% Anger
\_’_”/
J2 E » — @ E
62.1% Anger 55% Relax
65.2% Relax 40% Impartial
\ /
14 \ T
62.1% Anger 70% Anger
J5
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Table . Mental model for Co-relation of Fondness (M5) and Disgust (M6).

Car Iranian Indian Samples Eye tracking Graphical key
62.1% Disgust 78.3% Disgust
F1 FA\ %
47% Fondness 35% Impartial
("
F2
57.6% Fondness 73.3% Fondness —
o > O &
40.9% Disgust 41.7% Impartial
F4 6%\ /A
\ /‘
47% Fondness 46.7% Disgust
F5
Ay 7

K
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Table . Mental model for Co-relation of Safe (M3) and Danger (M4).
Car Iranian Indian Samples Eye tracking Graphical key

59.1%Impartial 51.7% Danger
QYE=W7
N @&% TP
63.6% Danger 76.7% Danger
= =%
L2
36.4% Safe 45% Danger e -
i— _
U b
( '\—‘\\\“ y /'—k ¥
L3 W
51.5% Danger 71.7% Danger
’ g
53% Safe 73.3% Safe
B @
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Table . Mental model for Co-relation of Comic (M1) and Serious (M2).

Car Iranian Indian Samples Eye tracking Graphical key
71.2% Comic 55% Comic
i @
39.4% Comic 73.3% Comic
[
i @ C )
66.7% Serious 51.7% Serious
K3 Q T@? 7?9%
59.1% Impartial 51.7% Impartial
" Q §§Ujﬁ
37.9% Impartial 35% Impartial
K5
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Table . Mental model for Co-relation of Stupid (M7) and Curious (M8).
Car Iranian Indian Samples Eye tracking Graphical key

62.1% Stupid 48.3% Stupid (
61 Q\ 9, [ 0

57.6% Impartial 46.7% Curious ( )
2 a'—

42.4% Stupid 56.7% Stupid

\

48.5% Curious 55% Curious )
G4 l I_f l

36.4% Impartial 46.7% Curious
. N

S WIS

Through detailed study of car facial expressions in this research, we examine the scope for visual form generation and their application for design of car face to see whether a car face design can be readable for two cultures? This
seems to point out the importance of car facial expression. However, in this research we examine that studies undertaken in this domain to explore the answers of above questions. Then the literatures and research can show fixed
design cannot answer to everydaadesires of consumers; it shows the need of having Non-static design for erratic desires of prosumers; and also can form a basis in the generation of changeable car form for effective communication

Eesired emotional expressi ards car face.
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SPESHRENFEERNEAMBABRBAREERNLSHLIERNNENS , AN —ERRFABAMETLATREANEHNEL, EEFREFNEDLIT , 2
AU EENHEERREFEN (BEF , 2009 ) , BKRESHLRMBURERE | EN—LHNNEESIARERF  LOEEREREAE R RORS
(THUEKFROEAFD )  IENEREREIBMLENERS (XEREOBRNENBEFLSBRARBREE ) . EMBEIAA , 2HtRERETHEY , Bt
BWELEAFEN T —MRBRELNEE, HTFRAENIBNH —EEZEZLRT , R , BNERSHFRENLES X  BHRIA (DWRIBY , £#ED%K , BEER
MMBAERGMERREM™R )  EEEA (LB LNRBFITR , EZAEHM™mOHERD ) ; IBYWIOE (€7 LM ANESS FTRIERBHFN M@ ) o
EEMBFATR—HRENSIL , fHIEFHERHINEARFBENHRERBURNRES.

B, AFERESHRKRLTmAEERIT (AAFEEN~RNAIBRITAR ). Bit, BIERRERKREARN=mATEHE ( LNBYER I LIRE
ML FHEILNEREENEL ) |, TUREFRWEEFAER,

This will also be forcefully demanded in society’s conception of value with regard to environmental compatibility and to the closed circulation of materials. The technical conditions required for this
already exists and will bring massive structural changes with them. Under the pressure of international competition, it is no longer possible for many companies to survive just by manufacturing and selling
goods (Niemann et al., 2009). More and more often, enterprises are transferring added value activities towards the areas of product design by consumer in consuming level (which make life of product
longer) and service in disposal level (which always renew the product and send it back to the level of consuming). Since one knows, the level of disposal is so important based on requirement of
sustainability in the international level, for this product must not go to the way of ‘landfill’, instead we have options of ‘Re-cycle’ (to collect, sort material, melt and make other products), ‘Re-use’ (use old
parts of product in making different products) and ‘Re-manufacture’ (use long life parts of product to make the same product). These can be overcome by using assistance with specific skilled services
(support provided by manufacturers) to change the old parts with new one.

Users prefer buying specialized services to reduce the fixed design of products (instead having changeable design) as well as the re-manufacturing through inspection on reconfiguration or upgrading (like
renewing in airplane through continues changing expired parts) which can help the issue of sustainability.
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(Lidwell,2010).s4; salys 135 156 55 Jgame obb g 03,5 oS 55 Jgame yoe Job 40 a5 Jdo cpl 0 ogasdl {
2010 F , EEREEMNARTRT , BRENFHERFLFE KB, MXMEBE-—HFIEBHEFTHIE , IMIBHKEN T IR FakifREE. At , BFRitH® ‘
TFEBOARLEMEARNEE  BR—N=HEFRANAR. AUXHF. FXESN~ 0 , ZEANEENFRERSEA M. Bt , AMNREEERR, RiiE, BEEREBEFES A/
HRNMEE  BRONBEAZHBEMAIZFONEYILECOETR. mRORITRRIHERD , ATUREANER , ILARNXANFRFERD, AL, FETHF. XER~RRENE
B, FREBMRETENRNED , DRETHRERELEERSEEAXN =R, HREH , FENRITTERENERZANKRAREREN~RRITNRNEES , HRES™
RRITNEZEXRIERERETEERAMERZ M , #MERE 7TIXN RO TREERNK (FER, 2010),
According to study of Niinimaki, a reflective response as an emotional experience creates attachment, which a pleasant aesthetical aging process is important for a product’s longevity (Niinimaki, 2010).
Therefore, changeable aesthetic through form plays an important role in the way a design is used by prosumer. Acceptable product with aesthetic value is more effective at creating positive attitudes than
bad appearance designs. It is common for people to name and develop feelings toward designs that have fostered positive attitudes, and rare for people to do the same with designs that have fostered
negative attitudes. Such personal and positive relationships with a design evoke feelings of affection, loyalty, and patience; all are significant factors in the long-term usability and product’s longevity.
These positive relationships have showed, how effectively people interact with design and results in an interaction, this is especially important because it helps longevity which affects on sustainability

(Lidwell, 2010).
Figure. Product development process in post-modern era. ot Cas s 53 Jsane M giaul 3 IS B, R BRI S0 & i id 72

Designing Engineering Selling Consuming Re-manufacturing
Designing Manufacturing Marketing Consuming Disposal

I Product Development Process >
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HAR  BHEMAN. EREAERENBUCH , FHEREFEABR-THOHNNRELE, HRRREFEA, BRHA, KRANNDEARR , BEAUERI=FZF
Al BBIAN , RIRREZRFEEAMEEFHRBNERTREMEN , LNPERENERERR. 2K, HRREETRANKE. &4, AMIEFEEFAE
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NP NEX M, BT EFBHNERERITHBERBRITEON, &5, 3D THARET, EHENNEET BRI NRIEFEE FHIERITENRK
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All consumers dream of effortlessly transforming their visions into real three-dimensional objects, of arbitrary complexity, that can be handled, viewed and tried out in the context in which they are to be
used. The object is thus built layer-by-layer from the bottom up. In this way the body of car is built up out of plastic. It needs a CAD file of designed car. In true three-dimensional printing the thermoplastic
is jetted from a print head with up to 96 jets in a linear array, like an ink jet printer. The resolution is like that of the printer — about 300 dpi (Ashby and Johnson, 2010).

Always looking to the past helps to have better understanding about the future. Starting with a short review of printer development can highlight the issue of consumer position better. Printing is invention
of Chinese, Persian, Egyptian and Indian, which has a long history more than 3,000 years, which has been regarded to answering the need of mass production in schools such as Yuelu Academy. It has
change a lot, at the beginning with engraving on wood and stone later metal and wax and silk and other techniques could help us to do it. Until 19th-century the first computer printer was invented by
Charles Babbage (BBC, 2000). Also later personal printers are primarily designed to support individual users, and may be connected to only a single computer. These commercial printers generally used
for purpose of offices to produce a hard copy of a document. However, they are generally did not design for daily life related home. At the end 3D printer has come; it is a device for printing a three-
dimensional form from electronic data source through printing layers of material (such as metals, plastics, food, cement and other materials) under computer control. But unfortunately we see how
companies are trying to cor‘rcialize 3D printer and send 3D printer to every house.
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SEZRH, BEITNHERENYRMUE, XL, XB-HERENIWTH , P eEN K2 RIEK. XBRL , 3D TMRAR—FRELATH , AEBIZREE , HAEHEHMAL
WS, A, ERENEBEEETHHE , Fle«X 3D TEARARBE T HBRERFEEACH BEFRRYIEFF~RNERE, ATRAFEXNFRNELHTRMER , ER 3D THEARK
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We know the problem of sustainability will be another important issue which can be solved by demassification and
prosumer idea through asking the users to customize the content of ‘design’. This effect on the life time of product as
consumers will take care of their product more. Therefore, the future ‘Product Development Process’ has a big change.

3D printer cannot be sustainable in idea of prosumer as he uses the method of form creation through ‘Trial and Error’
(reprinting a form several time) which wastes a lot of material. It is a repeated attempt which is continued not until
success but for developments and better perfection. It is an animal behavior with simplest possible way of creation.
This approach can be seen as a basic approach which we use to develop everything by doing it several time. However,
this is the method which users use it in everyday life to improve their products based on everyday desires; the desires
which are not fixed and everyday change. Because of these unfixed desires having fixed forms through 3D printer are
rejected by idea of presumption in Post-modern society. Since users always want to change and develop based on
everyday desires, and since they cannot change forms printed by 3D printer then just they throw it away and then print
a new form which is a waste of material and making pollution, as we cannot control users and stop them printing a new
form.

s Boad s cpile IS
K.3D #TFIVA
Figure. 3D printed car.
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MRAR—FLFE 10 MABFEERLHERE  REBVBAL 2 HDE , REFFANHLX-FIAEERNFF , AEHMNKKREBCRITER. MEANEER
FF  AESFAFERITQANIANT , IERFFEEFBHERERITHILDNERRERENFE, DENFEINMNXENNFEETERLNRIT , BB, 5
B, 72 R, FE OMBHEE., URESFEXNELNSSE  AHTEAEBREMRIT. ¥TANXRE , FEFRAXR-—MIIE K MR -HAREIVIEED
TEBNZAR , BEXEAURIMNERANNFEZRES., ERXMALLKANREZARALER , LHELT KNS ELRKEXETFESE, XEMNEREFR
RENE-BREMEN, REDEXLSENRERE, BRLAEFEFRANBARTMMNENTER , BEEFELNER , FIANE-MAHNEN. BEED
B, FRFEFENRHA , FEANEECHREEBAADIR/RBEBRAEFF LWERRITRELEA. DENFERIMRERZHTE  XEFEZTRBBARFEF
P RH, MERER. MENLUIDEDNEXMNERNLF T,

MENFEXL , HARERBAE-WFERUTLTERRZEFETANNFERER. FEAVATMELR EFEURFIFHOBE , RBNFINDE TR —ENEM
Rit, TENREG R —F L —#&, ANANFAETEBRZFORNWTIMER T EE D

If you want to spend 10 months of the year on the road, what do you want? In India most of the consumers buy truck without cabin, and they design the cabin and make it with help of carpenter, because for
them design of company is not acceptable for their truck which they want to spend their time on it, even the manufacturer cannot produce trucks with many design to satisfy their consumers.

These truckers in India, means a kaleidoscope of colors, slogans, bright paints, motifs, typography, some unique couplets, and intricately painted symbols. This truck is not just a way to get around. It's a
moving work of art reflecting the character of its driver -- and a brilliant beacon for new customers, which explores India's spectacular truck art tradition and an age-old folk art form of India that makes
journeys through the dusty highways of India, incredible in more ways than one. These Indian trucks take you on a rather colorful journey of diverse customized cultures. The designs painted on the trucks
do not merely stand for aesthetic purposes, but they attempt to depict religious, sentimental, and emotional viewpoints of the driver, who interact with it on a daily basis. Indian trucks are not functional, but
they fit into owner’s desires, its roads, its mountains and its culture.

Largely, it investigates that uncustomizable truck with a fixed design cannot answer changeable desires of consumers and also is incredibly boring to the point where every driver becomes suicidal, just at
the sheer thought of havin limb into the extremely well designed, but incredibly dull cabin, again on Monday morning.?
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Figure. Indian self customization of truck. Fig. In India companies sell truck without cabin
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1998 F |, FUWE T B TITF Smart KN FE - N TUBABAERTFAFNRE. EEM Fortwo MEFSER , RITMSAEFFRHASHIER  LEFACERER
HwEe, RXFES  hEFTEREENEE, At , FRTUREACHEE  XERENRELE  TERETHECHNAE.

FTEHIZT G
nExing
saed Jed s|qeabueyd

FWETHWFLE MCC BENFFREBAMCTHEIRENRS. EEETERERLE , FRAMMERENESERBRENME , FEME B ATURERF ERIIT
i,

This case is ‘Smart Fortwo’, which exemplified the first changeable car parts in 1998. Here designers wanted to put forward several choices in front of the consumer, to allow for making a composition of
some design elements such as color or pattern all by themselves. With this technique, user collect different parts for changing the design of their own car the way they desire.

The Smart "Micro compact car" was designed for consumers who want customization. It defines the basic shape of the car which interchangeable plastic body panels complete the exterior. It is also
available with target-style removable roof panels.

®
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DIY BAERATURARARNEYT , BCHFHENR. FARHFRE DY EXH—HMIATH , EREME, ¥FRBUREHHARE R , EREFETRERE
SR, EE DY THRENRRERS , BAXERRABEFR® : F—Ff , ABER , BHHERNREZHFROEE. MNLFANRNER, ~RBEHTRER,
FRREES. UREBKREHER, F=f  ABER , ERES S NI RABNEHUNTMHT M CEE. LOMARTFZ, MRS OM. HFREFAE
B, ERTRRES M. DIY RXANKENEYH , EEAUNE T, HESFHITRE , RAEMERZ , BLATBX — {44317 DIY &, FERE DIY K5iE
RERDIY AL, AREBERETR , NEEE T —TRE  RAABTUANDRAT MM BE, FHE-FIFAE , FERE , SREREDRIFHRHT L,
KTHBEMEET —HAENY R , BEMRMEELDIY T,

HBEENF@AT DIY ENHF , ZRETLIEHET 20 L. FE 1912 F , EEAFTREREREHE#HIT DIY K& T, 20 4L 50 F44K , “do it yourself "X M7
HEEWIINIRERBRERAZE, Do it yourself B—MIEERTERKNES , AMNNEHNEN4RERREREHTIMIN, FolEMNIE  XPROEEREHE
PAMERE , BANERY T -HTERENRESR, MERLERE , DIY R—HERZRES , FRETRENAREREXL (KEIANWFHERFZECHT
R) , W DIY MEEEAACSHRFRELCHER",

Do it yourself (DIY) is the method of building, modifying things without the direct help of professionals. Academic research describes DIY as behaviors where individuals engage raw and semi-raw
materials and component parts to produce, transform, or reconstruct material possessions. DIY behavior can be triggered by various motivations previously categorized as marketplace motivations
(economic benefits, lack of product availability, lack of product quality, need for customization), and identity enhancement (craftsmanship, empowerment, community seeking, uniqueness). DIY allows you
to customize your home, apartment, or things with DIY accents that transform your objects on a budget without completing a full-scale remodel. Whether you are a beginner or an expert, as instructions,
tutorials, and step-by-step photos provided by manufacturer can guide you to tackle DIY projects. Try out a project or two, get your hands dirty, and fall back in love with your work.

The term "do-it-yourself" has been connected with consumers since at least 1912 primarily in the domain of home improvement and maintenance activities. The phrase "do it yourself" had come into
common usage (in standard_English) by the 1950s, in reference to the emergence of a trend of people undertaking home improvement and various other small craft and construction projects as both a
creative-recreational and ¢ aving activity. DIY is related to the Arts and Crafts movement, in that it offers an alternative to modern consumer culture's emphasis relying on others to satisfy desires.
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Self-scanning checkout, called "self-checkout" is an automated process that enables shoppers to scan, bag, and pay
for their purchases without human help. Typically, a self-scanning checkout lane looks very much like a traditional
checkout lane except that the shopper interacts with a computer's user interface instead of with a store employee.
Over the past 5 years, there has been a shift towards self-checkout technology in the retail industry, especially in

supermarkets.
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BREKRITUEEATRRANBER TREREREERAKN, 28, 78, IRXERS. APIRBENESNATIARBENNRREELS -8, RREAM
FEEL, NRAETHRERR, BFkK , BEETULNKRRERETEREL , REEBERINABETHRRR . AE , KBIBHEHLET BBILEK.

A vending machine is a machine that sells products to customers automatically, after the customer paid currency into the machine without the need for a human seller. An ATM
machine, also known as an automatic teller machine, is an electronic cash dispenser device that enables the customers of a bank to perform financial transactions without the need for
a human cashier. In most modern ATMs, the customer is identified by inserting a ATM card with a magnetic stripe or a chip that contains a unique card number and some security
information. Using an ATM, customers can access their bank deposit or credit accounts in order to make a variety of transactions such as cash withdrawals, check balances, or credit
mobile phones in any time without going inside the bank and spending time.
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EEBEKIL  EREZEZECTERERNSR (RN, 2008) . BAERTRRFRUBHBMEKERF , RE
H#EFMUR>ROSTEE  BREENRBANUT, BE  APEKI2FEaINESRT  BEREBRRESRR—F
—SBE, RUNETREENNAR. BREENFLAEBRNZFEE , BN B RRFERTEBANES | #3
HZEmO Wi, 24, EBUREMN. NREHERFHB LNE , BBEKIF BB ABBRERD, MRED
KW, HBREEERBENERNRSMAER, SNRETERELERAEEYE N , XRLREERBEEY
KRTHNZET L, BEVNSLHBERE  BERETUARFIEF. ERAFIRNELEK. BPEKINFREFEHEN
S, THRAEHERENUYERE, REEKESHNEERSIHT ALK , BXTREABHERINEL T2 +X

T, EEABEBEKNEN  HRELQEIRSBEARAE , XERBENLULERE 2T

In self-checkout systems, the customer is required to do the process by themselves (Daniella, 2008). The shopper begins the
checkout process by touching the computer's welcome screen or, with some systems, by simply beginning to scan items. Once the
checkout has been initiated by the shopper, the computer's animated voice provides the shopper with step-by-step instructions
about how to scan their items and where to place them once they've been scanned. When the shopper scans an item, the item's
barcode provides the computer with the information it needs to determine what item is being scanned, as well as the item's weight
and current price. If the store uses security tags, the system can also deactivate them during the scanning process. If the security
tag is not deactivated, an alarm system sounds when the shopper leaves the store. When the computer's animated voice directs the
shopper to place the scanned item in a waiting shopping bag, the item is really being placed on a security scale. Depending on the
system, payment at a self-scanning checkout can be made by debit card, credit card, or cash. But in order for there to be a high
return of investment, the self-checkout terminals need to be intuitive and user-friendly. Although self-checkout systems are
becoming more prominent in retail stores, they are still far from perfect in terms of ease of usability. Self-checkout still faces
many technological proble nd these design flaws often frustrate many customers.
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BA =ZAAAR®M BXRA : B LB ( Mohsen Jaafarnia ) BB : designmo85@yahoo.com
ERBAHEZAEEAANER IEEIL ( Mohsen Jaafamia ) XM, EEMLEEXTFNRNVNEGRME, FXZETIRNER, BE, HE. HLNBNTR~RE

HETRAZEERAN , HZEERY

FMEEIAZELLTANN=RRIRBFTFES (RRITHERE  REFTHERALTIR, RITARFTELTIR. BATIHEANKRIT, REHETIRSF)
ZRBAER , RIZEREXABRFHLS

1-BEEEEFRRRAEEYLS KRR , E2RATEET RO TZNEHFFTRE MBI TIZF,

-ABRPEPELEFRAR , TAEABXN=REES.

We inform you. The idea of futuristic car you read here has registered as an invention patent. Therefore, in case you are interested to use this idea. We ask you to contact the inventor (Mohsen Jaafarnia)
(designmo85@yahoo.com) and through paying the fee of this invention which is equal 3,000,000 RMB Chinese Yuan receive the permission of use. In this way inventor sell this just one time and just to
one buyer.

This notice informs the conditions of this disclosure by the discloser (Mohsen Jaafarnia) to the disclose of certain "Confidential Information" - including but not limited to prototypes, drawings, data, trade
secrets and intellectual property legally belonging to discloser.

Not to directly or indirectly acquire any interest in, or design, create, manufacture, sell or otherwise deal with any item or product.

With regard to the Confidential Information, discloser request disclose as follows:

1- Not to use the information except for evaluating its interest in entering a business relationship with discloser.

2- based upon the informat'&except as may be expressly agreed to in writing by discloser.
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REWFAHEEAZETNE , FZRTXETNERSR
REBIRAELAANNTH , TAUEAZEFNRNEXRES ;
RAERIRBPEAANT , FANZTRNMHAITHS , T AEREICINER"Mm ;
FAAEX FNRHTESERARITHUEBERLTREX , RERAELANFT , B2EAEA , BT ;
REXAFWTEACATINR  ZBRPEMNEGHEAXNERAE , QARABFTARTHIR. AU, £RAZEMNGZE , BHRRRAERANRSFT,
ZEANRZIERMAFRORT . ERNEEHLREAERAUANE@TAESE, A, FORREZTm , RERRPRBAENEENR. B, TRNEREZAANEER
@, ZBETARRFHNERE  HXEFNES , FIEATRAERERITHES , URMHENHDENRRSENER.
MRBEAREZRAZBNATLEERAREALTAR  RIVFERPTHELERTH , ARIFREERP. B4, BNERGURERITHAHERGMEL. REXSE 1. RAZERERITHIM
EZHEFMK, 2. MRBAEREFHAXER , BRARZTATEFRRBTREINFBEFTR2TEEN. IRENAECHASTATENIRT , REEAZSTARFHEZR R

REMXBZMBER , BNERNBEEERRE ( NBATART ) B=E , RRAEERBIFARNEME,

Fine and penalty to use this invention without permission:

Whoever is interested to use this idea must have permission from discloser (inventor), even with any change and modification in invention; whatever idea has changeable car face design that is controlled
by phone is related to this invention and using without discloser permission tends to fine. Since the fine of using without permission is 9,000,000 RMB in the level of national and international, please
contact discloser and request for permission instead of using it illegally.

This is a patent which is an intellectual property right, granted by country’s government. Patent rights make it illegal for anyone except discloser (inventor) to make, use, import or sell the invention
in/out the country to protect the inventor’s invention. This let discloser (inventor) profit from his invention. Patents generally cover his App idea and idea of changeable car face design using App that
contains ‘new’ functional or technical aspects.

If someone modifies or uses this invention without discloser’s permission, we entitle to stop their use of the invention by seeking a legal injunction in court. In addition, we entitle to collect damages for any
unlicensed use of this invention. Damages generally calculate based on lost profits that discloser suffers as a result of the infringement, or if we are not actually producing this idea, to the unjust enrichment
the infringer received through the unauthorized use of this patent. If the infringer uses this idea and technology knowingly and willfully, we entitle to receive up to three times the actual damages suffered
(9,000,000 RMB), plus Cousosts and attorneys’ fees.
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BEUWRIFERuE , UERAN (FBRRAENRE |, 2011) . HRERBTUUEEMNEFRZBNES , ABIBNEENRE , XRETHRERT2B/I -RNFENGER (EH
RUENZERE , 2011) . EFHMUCERTURSEFNAENHEE  EETELBEEAMABEANSE, ERFTUREACHBERTRENE | tEHSEHMRIT, RiHD
RIPAE  BREREXFLACKE , ATEFBLREGELMMNNBERER | FAMEMNREEBRERIT. BREYR , RITMAMHEF KT EREHERE  RAERENRENE
RREFTRH.
BRTMECESISE , AMEEHHNAFXEHBACH M, REBHREEMWE XHENERIME LR RME. EEEJ\EWLXA'I’E{KE*U%E*R EEXCTUBSAHEHNE T, BF. BFR
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To set up a direction for future, the competitive base must be understood in the context of consumers. Therefore, the key to future developing truly can be found in understanding the consumer experience
and innovating meaningful ways of transforming it (Prahalad & Sawhney, 2011). A positive experience depends on the degree to which consumer can control their interactions and get feedback that they
want (Prahalad & Sawhney, 2011). In case of customization to improve customer satisfaction and surpass customer expectation in car, unfixed (changeable) form can be controlled by consumer to create
wide varieties of designs, instead of solid metallic body like steel. As we see designers design cars but consumers try to change the design with car tuning, they try to customize the design since
manufacturer cannot do that because of the nature of consumers’ desires which is Fuzziness.
After customizing the design, there will be another important action of consumer which is the
publicity of their customized product on social networks such as ‘WeChat’, it can be a
customized phone or even their composition of different items such as shoes, dress, hat and
makeup through Selfie-Photo (which itself is a design, Self-Customization). Even we see today
Chinese in the restaurant cook their food by themselves and then take pictures to publish their
Food-Customization on social networks.

Clals 5138 (5 e S
B EHEYNERE

Figure. Food-Customization and publicity.
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7- Applying the design on the car face, and share the preview on a selected soci (
network for friends.

PERSE N
Applying on Car |

£ PERSE "N
Applying on Car

Your design
has applied
on your car.

And also
its perview
posted on your
WeChat wall.




Figure. Testing prototype of App st 4 sl 43 sai cans ISz B A2 PR R B 12

EVERY@SDESIGNER



www.takKbooK.com

Spae bawgi |y Jpame (b pdy pas o B oS 8 503 Jemegil pdy s JBCST bl (655 32 (Sl 95995 (B0S 0 (s yiiue DU I b8l iy g (65 Sald) Sgnte ln S3le (B)law D90 50
oxsl (nl 5l Sl slp 295 lad> ol Wil oo «Sitorased ple oo ol 5o (Wakefield&Baker,1998; Desmet et al.,2003) aies zals S o i aduesd lagy] slaaiulgs 5 aile a5 Eoss
National Geographic, 1zard,1997; ) s oo eolitl (hlite bl (sl Llas &y 10 Sl i (nl a5 Jopo 10K plad] Sllgea b laplasl 0 0z iy et S 51 il o )b ¢ Jlie lsie 4y a0 &l
weax slaz b sl 1y oly Ml o> o) cpl ailes S sl §,095 (>lib 0595 10 1) (ol o yd Bllansl LB g Cangy o Jolis @il 515 slacs sl o8 059,41 (2015; Teyssier,2015; Knutson,1996
Jol SaST 0 a8 b SLasT 9o ulal 1y 0s5 Slaiae dile Wilgd e 00isS B pae o ) eolawl b as oS o oo 1y 055 glisl e el jo icwl 0o S50 oans | slapile s 0gall slacelbls ols § odes
5 e b 4 Wil o (wSe) 0k S (2> b g Olge coledl S oz 3l e 185 sl o 5l ilsige GBS G pas lul T Bk 51 45 Gl 0sds (b e e ol pen GilS 0 (5,015 I8 05 (
BSD Bl 55 15l e 50355 ey 1y 0led 5 s i IS (53,)l8 1531 5l e 2238 0Ll 550 51 e o 50,5 by L (a8l S0 (nSe Sy 5, 51 Sl b 99 4385 o0 0950
) 3 IS5 0T bl 1y Jewosil 007 5 0310 )15 5,955 007 8 (SilSe slacudgime 5 (Sosed Sl S sl a1y 0T (S50 o
OF Slie a5 295 o0 plonil 00iiST B s Hlai (olsl py S5 50 5esd (e Ll o) 0isS 23al (60 )8 1581 0 5 3 (S y90) (B35S (e 50 5sd Guybo 511 5,095 etz aSlgi o0 WS SBran oS (nl &
b sl eolitnl bl Jaragil o gz S w93 oSl 51 oozl b lgis cionl,y 9 o a5 00533 Jlgi (59, p ool 0 a8y 5,k 5l 00iiS G s Oyg0 ol 4 (b oo € B0S G pas biled (6580 Cads 4yl
J58 @b cnl sl g ool GLas ) 5,055 sleo sz (59, 2 0o plowl Dl pais oS 0Bl alls (63 ,)15 138 o 5 cnl 59, » 5 ) el J8 ) ol (sl Lo andlasS oo 35 (5 g sl 2] L G850

S oo Jloelpile 59, 2 1) (b (ol oz i lp petile a4 ooty (oliw B L (60 )15 18l o 5 nlc oles p,8 0l b (LL jo ol ass BB eads b jlaw

EFNMMEAEFTUARSESA N~ RAAEE , EEEHBEEFMMBENT R, Rt , RFHEHEFRERRETRAE L, MEREEESFXNRBTETHARHXE. AT
EPNRRMNFRENKE , AABERANSERELULMEEFBRARER (FRFEREMNR |, 1998 ; BHEFE | 2003 ) . FEFENUAIJABEREFVER, ENF , RiHHAN
MARBYPRBERRRIT R, MANGYHNEBRBENETEZENRUAZRNEN (FFE, 1997 ; (BRHIE) , 2015 ; TF , 2015 ; RBHK, 1996 ) , REHARBIFEARLLHSH
N ERITHERKENFIIE, XHEREFEGUE N , ARRO[TETROTRIT, FEFUREEENIFIIE, RNXATULEREEBCRIPAE , TUX-—KREERIRAR ¢
F-IER , TAFIERF. BIZEF  BERETULEAXER., FYEAREZREREARNRS (BRETUERBAIY , 4JUBHE-—KEF ) K IERTUERERN LBR—K
B Lk, FHIEFRERRE, &7, BENPR , 23TFAE , RESEFRANNERFINNESHEL , EEVESRA FEEIFINRE L,

HRETUBIFIERF , AXTHEEE , BEAENRERR (REERERERR , HRENKEREFERAZEXZAETT , FUEBAFNEFEEEZSHERERE ) . HRERT
EFFE , RPERF , RANELEBIER , 4 URTREABEFR/HEFR. SR BEFERET —MNAFEE  ERENRUIFTERE , TUMBEXMEBRENAERR. &
B, BEFBEATESRNE  FIBFQERERZLSEFEFD , LREBISTFNRERIT.

In case of customization to improve customer satisfaction and surpass customer expectation, car manufacturers must focus on the changeable car forms to reduce the risk of acceptance among consumers,
the taste and desires which always change (Wakefield & Baker, 1998; Desmet et al., 2003). Biomimicary can give good solutions to support this idea. For example, designer can get inspiration of
changeable form from human or animal faces which all are just for communication (Izard, 1997; National Geographic, 2015; Teyssier, 2015; Knutson, 1996), Innovative technology of a flexible outer skin
have given an opportunity today to automotive design. This revolutionary solution opens up new designs, production and functionality potential to future car. Here I bring out my invention which is based
on two techniques in which consumer can design his car. In the first technique, a mobile App has been designed by me which allows consumers to capture a photo out of a human, animal or even insect face
(photo can be taken directly from real creature or just a picture) or find a picture from the internet, the App will track the shape of eyes, nose and mouth then compile through morphing to fit it based on
physical structure and mechanical limitation of car face form.

Here consumers can modify the face of car by changing the amount of morphing on the App (here the amount of change is decided by consumer based on Fuzziness nature of consumers’ desire theory in
form) and create a value by moving an indicator to the right or left just by moving fingers on the slider to morph for the entire car face design or a detail. Of course we must have a car rendering on App
which shows changes of ca‘es to make him able seeing customized form. At the end by confirming the final form the App will apply the design on car by sending data to the car to change the car facial.
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BZHBER | ERETUEEFINEREESENE , AREBIXNFIER , BHRETUARTSEARNE-IET |, NELT. MERREIT (FRBREIMAERBTRERERE ) .
EFNERFP , HEBREFTURGHAH , BRITMZAERES . BERFIN REE TAEIAFEEERITHAELENS —IMIENTLL R, SHERN , HREBTELABIKE
FRIUTAT , ERXIIRPERECEBENAER—MEE. BF LMWK DEATNILERERNEINZTECRERNTENHET , BEFAIUBRERRERTHRE , EEREREE
RIGHHAE, WPRRDETRE,. BHETRE , G238 NERAZENTENR. F-IEATEHNELNHIHER , MEZIERMELEFHHMECRITHRGRRERNR (B
RHETW , 2007 ) o BfE , EFBINTESRUGE , FIRFT2BLEEBEREZLREETBHER. NBEIRENXNFINEFLEZER  ARREFFHRITNAERERRRTE
X GltER , SBIHXMEREHTES (TR TUBHEREANERIRGE | AEZREIMEKF AEZFNRFER ) .

In the second technique, consumers can just stand in front of car face with his mobile and through its App, consumers can shape the face of car by changing every

form of details in car face such as lights , grill or bumper (here the amount of change is decided by consumers based on his individual desire). This requires

having controls of software components in App users interact with, through direct manipulation to change each detail form by ‘track bar’ in application, and

consumers may set a value by moving an indicator to right or left just by moving finger on the slider to design for a detail. Then it shows changes of car faces to

make him able to see customized form before applying on his car through render preview on the App and applied form on car. These two methods serve different

purposes, therefore are concentrated at different stages of the consumer satisfaction. Render dominate the early ideation stages whereas applied form on car is ‘

more concentrated at the last stage of customizing (Buxton, 2007). At the end by confirming the final form the App will send data to car for changing; and electro-

mechanic controls receive the information from mobile App and change the form of face based on consumer’s design; in the same time do the publicity through
one of the social network (which have selected already by consumer and has given the Username and Password to App for entering).
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BEHERE - ERFRITNLEZANREREE, RITMSEFFEESIRENFIEFZR , NIHBB B EFHRERGHTAERIT, REEFBERERITNIERLTHRE |, {l)
MR ERELAKRET , FABRELTFERR@mAENERTAER G, ANSETHA , BFRSARRITNSEARITEIER  EENRITTZHRITELEREHAELES,
BIXRE , 25X RITRAER , EENRITTZMNRITELZFRETELES, B TRAREL2NY , HREFESARAZEHEA T RIRITERER/E,

ARIBZFFEN , BMEBRR-—FZH , ABAZANERGAAESFEHE. SMBOBETEISHLONTE , RESE-BENFEAT—EEEMEA (FHRIFZ R,
2002) . EXRERIH , ANRERSIREWMEHNKEIERRE, LW, MENEFFHERATFZNELY (UAESNMTVBREIASENEFATISTFROVLE , NMEIKREFNAET
B ). HREMEMAREN , B2NEIELNERREENERAETH (FREHE |, 2001 ) . SEHEFRATUHEEELNTREHFNER , BRGTLUER TN EMA ENSHK
EXRT,

This idea needs creating some preparation like Chinese hot pot where restaurants provides the ready material and cleaned vegetables. Here again the designer in a factory must prepare a good platform
which transfers some of his skills to the consumers to cover consumer’s design skill for the purpose of making him design. This needs having control over software components in App which users interact

with, through direct manipulation to change the form in application. At this point car manufacturers do not risk since they have left designing cars to consumers. This shows the high level of user-centered
design and participatory design which is one obvious approach to destroy the dictating car design.

The consequence is that users input can begin early enough to influence the car design. Participatory design is an obvious approach to destroy the dictating car design in modern society and pass it to post-
modern society which gives individual freedom to our consumers.

In ergonomics we know, people are not all the same. Individuals vary in many ways. Large or small people may need special ideas since one size does not always fit all (Rosson & Carroll, 2002). In car
design, human factors are the major cause of vehicle accidents. For seat, alternative controls to be acceptable to any consumer (for providing a good position with a comfortable view through windscreen),
one sees companies without dictating a fixed size seat, with implementation of controllers making it customizable for an individual consumer (Karwowski, 2001). Therefore they can do the same for car
design form to cover every%’s desire too.
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EFENREHETED  SEAENHELSENR 20%, EEAFRANKRRRRBEAERERMMULEHRS. RENSREUBEEFRANTAEEEAH
17 mg , EAMNERSEESEARUE —H.

SPAOA [eul]

Design is a planned organization of elements in a field, to create positive and negative emotional expressions for the user (Chitturi, 2009), a design which elicits different types and intensities of emotions
for consumers in a culture (Norman, 2004) , means people react differently to a fixed form; while some get inspired others get disappointed (Desmet, 2002). This is critical to improving the effectiveness of
a designed product for different users. Since desires of consumers are not fixed therefore manufacturers always face risk of design acceptance, but this book shows a way to guaranty the acceptance of
design, where manufacturers must leave a part of design task as part of consumers’ duty. These points show the importance of improving the effectiveness of a designed product for non-fixed individual
desires. The benefit of this outcome is that when company’s do not need to think about the final form and design, the final design is decided by consumers of the product which is important for them and not
manufacturers or others. Then using demassification helps to cover everyone in Post-modern society.

It can therefore be seen from reviewed literature that companies should not dictate product design to consumers which they did not specifically designed for them. We see in the research result in most of

the time consumers cannot understand and read the expression of cars’ form. Therefore getting 20% of Iran market by Renault * when they did not design specifically the car for Iranian consumers is a
mistake, the same as sending Hillman Hunter to Iran and later to Sudan. 4
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Even if they have same understanding, again it is too difficult to trust to their opinion and desires when they change their opinion and desires every day. This shows, companies should pass through the
transition to the post-modern era as soon as possible since personalization will become essential in design, since the demassification of today’s competitive market has forced designers to offer many
customized products instead of dictating a fixed form. Therefore today’s consumers are not the consumers of last century who used to accept the dictated design.

This book demonstrates the importance of consumer transition. Keeping this in mind manufacturers and designers must prepare a good platform for users and let them design for himself for their individual
desires since technological advances in manufacturing and information sciences have made it possible to create customized product form. It leads us to have a futuristic design.

What is likely to happen in the future? Based on the literature review, we are capable of predicting the most probable thing that is likely to happen in the future. The new change could be bought about with

users’ desires. So in the future, designers can create a car driven by the ability to change all visual elements for showcasing different expressions. Designers can collect meaningful signs with a cars with a
flexible body which is able to evolve different forms for covering the user’s emotional need.
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1. Topic selection

2. Definition of problem (you can use the name of product to describe the issue)

3. Professional description of problem (you cannot use the name of product to describe the issue)
4. Identification of current consumer relevant with the product

5. Effect the demassification on product design through finding changeable form ideas.

6. Formalistic design
7. Presenting the final idea
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Notice:
We would like to inform you that the ideas you see and read here belong to students. Therefore in case you are interested in using their ideas. We would like you to contact them and by paying the fee of

their design you can receive the permission for using it.

UNIVERSITY or .
SAINT JOSEPH Guwahati
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CONSUMER DESIRE CHANGES

Everyone is designer

People are eager for colorful art, not rigid and fixed products.Previously,
we passively accepted fixed products produced bymanufacturers, In life,
everyone can be designer, to design his own form so, consumer can de
-sign hisown products everyday according to his own desier and wants?

now, let’s change.
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Need

Functional analogies

Idea sample

Changeable form

Functional analogies

Principle of operation

New idea

Idea sample

The ring as a beautiful
ornament can be worn
on the finger, while the
knuckles of the fingers
prevent it from falling off

Glasses legs can be a
section of, can be str
-ung together different
pattern

You hove a small  box .of
And_gow _can put  the smal

Holes in shoes

The shoes have two
rows of holes, so that
laces weave different
patterns

Glasses leg can also with
holes,which can be wove
-n with rope or different
decorations.

ormaments in % .

Work card

This transparent shell
can be placed in
different work card.

Glasses leg can also be
transparent shell, put
different patterns into
it.

Clip

The clips can be
clampedin different
places and hold
different things

Glasses leg can like the
clips, we can change
glasses legs or frame
every day.

pin

The opening and closing of
the pin is very clever, it utiliz
-es the elasticity of the wire
bending, the user gently pin
-ch the pin on both sides can
be easily fixed or connected

| with he pin.

The combination of glasses
legs and glasses can also

use the structure of the pin
to replace the screws, easy
to replace the glasses legs,
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Final idea

Insertable

Hanging

Insertable
ornaments
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INTRODUCTION

As we all know, Tony Stark designed and made 46
Iron Man armors which match with different situations
and emotion.Actually,Tony Stark is a typical prosum-
er.So we think “prosumer” can change the form of
products and the way to use them ,which depends on
our own emotion, applications and surround-
ings.Therefore, prosumers have the need to change
their own products. We magician should satisfy their
needs, so we can use our design (white magic) to
make it.

Like many other products, electric motorcycles
also have a problem that they stay the same appear-
ance. No matter what your emotion or the weather is,
they couldn’ t be changed! We could’ t change the
colors, the shape, and the way we use it.It just like a
girlfriend who never smiles! And that’ s boring! Thus,
we are going to design an electric motorcycle which
can be changed by the users themselves, depending
on their own emotion, their desires and the different
situations.
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need

Changeable
form

functional
analogies

Balloon

Gaming mouse

idea sample

principle of
operation

Ballon can change its
shape when blow air
into it.

Gaming mouse can
change the color of its
light.

new idea

The body of the motocy-
cle can be changed-
through blowing air into it.

The color of the light on

electric motorcycle can be

changed.

design

Sound

Ballpoint pen

Roller skating

Sound can be very
different.

The pen can change its
color when press
different keys on it.

Roller skating can
change the size of its
body.

The sound of electric
motorcycle can be differ-
ent.

These keys can be used to

control the changeable
part of the motocycle.

The size of motocycle’ s
body can be changed.
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need funci‘tlopal idea sample | principle of operation new idea design
analogies
The 3d printing famework >

You can change the ;

Automatic brush heads with differ- F:ar; ﬁe ddlstﬁgfgﬁgrzgf be

Toothbrush ent shapes whenever nEtalsee
you want, shapes of famework.

When the motorcycle is

The frog” s mouse will | making a sound, the tires
bulge when the frog is in | will bulge with an adjust-
heat. able range.

Changeable
form Speaker

The speaker can change | The motorcycle with the
different songs when you | build-in speaker can

push the botton. change different sounds.

The plasticine can be The seat made of plasticine el e
changed to different will change its shape to fit h ‘ £

Plasticine shapes because of its your buttock when you sit zy
own material property. down.

The peacock spreads its | The tailpipes are adjust-
tail when it feels unsafe | able.They can be folded or

or it chases the opposite | spread to different direc-
Sex. tions.
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need functlo_nal idea sample pruncupile of new idea design
analogies operation
{!E.Hl il Different sizes of tubes ;d?hggf{gfctyife ofdplitpe
: Mt T can give different levels Cand]
Pipe Organ ALY .‘|"i of sogund can give different sounds
il . . .
‘ with wind blown in
Changing the shape of Changing the shape of
its body to move wheel to increase
friction
, Hvaing different shape changing the shape of
when flying or chasing the motorcycle with
%?%ngeable different mood
Stretching and com- using the structure of —
, pression can play bellows to give different « )
Accordion wonderful and different | <onds y 7
music Yoo
It will roll itself up when | Using t?? to protect
; in danger yourself from rain or
Armadillo others
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Balloon Eagle Pipe Organ Peacock Frog Ballpoint pen

We decide to make two aspects of electric motorcycle changeable, shape and sound.

Using the idea “balloon” , we can change the body through blowing air into it, and make it more

aggressive with the idea “eagle” that when hunting or chasing prey, eagle would change its shape
of body.

We want our design can change whatever sound that users like. Add different size of pipes that can
give different sound when wind is blown in, which inspired by pipe organ, and these pipes can be
spread out like a peacock when you drive faster. There is a thing called passive diaphragm in stereo
equipment that can increase sound intensity when it vibrates back and forth. So we can put it into the
wheels of the motorcycle.

As for the way to control the changeable parts of the electric motorcycle, we can pull keys down to
change just like a sort of ballpoint pen which can change color when you pull a different key down.
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BACKGROUND

According to The World Health Organization, about 1 million 300 thousand people die from road traffic accidents each year, and the
major cause of deaths is head injuries.Medical research has found that wearing a helmet can prevent 85% of head injuries, and
greatly reduce the degree of injury and accident mortality.

In addition, designing a helmet not only needs to consider the appearance of the product, materials, the users' needs, but also need
to be closely combined with the knowledge of human engineering.

With the development of science and technology, now more and more intelligent helmet will put the advanced technology and
popular elements into the helmet, provide more services and the fun of sports for people.

We want to provide people with more personalized and more modularized helmet, so that the customer can freely combine and
collocate according to their own needs and preferences. Which means that the customers can design and produce for themselves.

Since everyone is designer of life.
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THE EVOLUTION OF BICYGLE HELMETS EVERYVESDESIGNER

1880°' s Early 20th Century 1980° s

Around 1880, the need for some sort of As the 20th century rolled around Inthe 1970° s and organization In 1986, Jim Gentes started Giro In 1990 the need for a more While the general const H n of

head m(alt:rlum on the less-then-spec- cyclists began to look for head called the Snell Foundation began Sport Design to market and sell substantial shell over the EPS helmets h

tacular roads of the day became clear protection was a bit more looking to test ar and mm all-EPS h 5 that were vented foam of helmets became same, the 1

Their first (and only) choice at the time suited to their needs.Rather than protection or helmets. The first and covered in a thin lycra cover clear.Soon after, a new method become lighter and safer PU t of the

vas the mt helmet. A plant-based just leather, all of the strapping modern ( \1{; helmet w Another major development in the ;t\ ed EPS to be molded with '..eum‘ reduction is due to a more well
i readily available and was filled with padding from to use a lexan shell over an expanded 80’ sis of aero making for a much designed structure that creates a

ulc the rider in the event of a materials such as wool or EPS liner awi was the inspiration for helme sleek, teardrop r union between the two more S um cage around the rider’ s
crash 'hx naterial would be able to t 1is style of bicycle helmet at was to come shape re meant to e helmets began to head v amazing amount
take one impact, breaking up in the y around until the make riders more aerodynamic and jh'd![,!%"' angles, especially of ver
;‘wr»:wan ¢ vhen foam covered with slip through the air with greater on the rear of the helmet to

plastic shells began to appear efficie increase aerodynamics and

ventilation
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Changable Form

Functional

Analogies Idea Sample

Velcro

Chameleon

Folding fan

Shower cap

www.takKbooK.com

Principle of Operation

A connecting accessories,
has both obverse and the
reverse, one side is hook,

while the other side is loop.

When the environment
changes, the chameleon
body will show a different
color change.

With petals open, we can
see different sizes of
flowers.

Folding fan can be
expanded into a plane,
while folded will not take
place.

Under the elastic limit, the
length of the spring can be
arbitrarily transformed.

A shower cap is provided
with an elastic cord, can
adapt to different head-
forms.

New ldea Design

Sensor &

Using magic stick as a device
which can adjust the size of the
head circumference of the helmet.

With a sensor arranged on the
helmet, the color of the helmet
changes with the change of body
temperature or heart rate.

Based on the principle of the
petals open and folded, the helmet
was designed to be retractable.

Using the origami principle,
helmet can be designed into
deployable and foldable shape.

By using the principle of the
spring, the helmet can be adjusted
to different height.

The use of elastic bands as the
helmet brim, the size can be
adjusted, and fixed in the head.
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Changable Form

Functional
Analogies

ldea Sample

Puzzles

Accordion

Shoe
Ribbonss

www.takKbooK.com

Principle of Operation

Puzzles can be joined

together or broken up

easily.

Sponge is soft so it is
possible to be stretched to
flexible shapes.

By compressing or
stretching, the accordion
can be adjust to different
lengths.

People adjust their shoes
by tightening or loosening
ribbons.

zip can sew differen pieces
together as well as divide a
whole into small sections.

New |ldea

People can add different parts of
various size and colors they like
to the helmet surface.

Each section is soft so it will be
able to convert to flexible
shapes.

By using the middle part of the
accordin, different sections can
be adjusted with various length.

Ribbons can be used to sew
different parst together and
therefore make the helmet more
complete.

Different sections can be
connected by zip and it is
convenient to create a clean
outlook.
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Changable Form

Functional

Analogies Idea Sample

¥

- 4

4
4 » -
T -
Cotton 7z '7% ’
y

i o

Elastic

www.takKbooK.com

Principle of Operation

The tones of nature and
human beings are rich and
varied.

Cotton is soft, widely used,
can be made into a variety
of shapes.

Generally round objects,
elastic, stretching to the
required size.

The smell not only
includes the smell of an
object, but also the sense
of smell.

Human expression is rich,
eyes will also change with
the mood.

New Idea

Add voice features, such as
adding headphones, add
reminder design.

Cotton feels soft and can be
used in helmet.

The elastic rubber band can
be used in the helmet, and

can be adjusted automatically.

An exhaust hole can be added
on the helmet.

Add a pair of glasses on the
helmet, can also be integrated
with the headset.
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We use the principle of jigsaw to design for the shell of helmet, the user can change the

Magic stick Puzzles color of their own preferences according to their own preferences, and users can choose to
match with a sports camera or flashlight.
o c Nm Headphones and mirror can also be free to disassemble.
Pupil T The lining is fixed by velcro, which is convenient for users to disassemble and clean.

Puzzles — @ 4

Puzzles with different
color and function

@— \Velcro

Using Velcro to
connect shell and foam

Pupil

This part is removable

Tone

This part is removable
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MODULAR INTELLIGENT HELMET

§ DESIGNER

Replaceable Shell

Dismountable Intelligent Glasses

Removable Bluetooth Headset

I

N

Magnet

Helmet Body

*\_ Adjustable Device
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PROTOTYPE REALIZATION EVERYESDESIGNER

1.Foam modeling 2.Thicken with PVAc and paper 3.Thicken with Poly-Putty Base 4.Refine shape details 5.Rough sanding and crafting

6.Finely polishing 7. Casting with gypsum 8. Make reversal mold 9. Vacuum forming 10.Carefully divide shape

11.Locate reference points 12.Coat with chassis paint 13. Customize leather lining 14. Cover with waterproof automobile material



PROTOTYPE DISPLAY

CHANGEABLE HELIVIET

BE YOUR OWN DESIGNER EVERDAY.

CHANGEABLE
BLOCK

e
g =
p

BLUETOOTH EARPHONE
MODULAR
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Everyone is designer—because we must be. We live our lives ,encounter success and failure, sadness and joy.
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Everyone is designer -- because we must be. iiohean Jasfarnia
We live our lives, encounter success and designmo85@yahoo.com
failure, sadness and joy. We must design
own worlds to support ourselves throughout N \\,’
life. Some occasions, people, places, and N \
things come to have special meanings, ’ 4 3
-~ \\_6\)

.f special emotional feelings. If everyone is :
> designer, then the role of a design
o practitioner has a moral obligation to design
Ll_' . .
what can make others manipulate the design . _ v
S ; Kong L Xiao Youhanfei Li X
L toserve their needs better. < a® Totnantel s

623552180@qq.com 550300258@qqg.com 1364167075@qq.com
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Introduction

Sleep spends a third of our lives and continues our throughout lives. As design practitioners,
in the future, we should design something about sleep to make sure users know how to finish
their design according to their own parameters which is the most suitable to improve their
sleep quality and even help others finish it.

You’ ve no doubt heard about how important finding a right pillow is for quality sleep. An
ill-fitting pillow is not only a sleep thief that keeps you from waking up feeling truly refreshed,
but it can also trigger or worsen headaches, neck pain, and arm numbness.The ideal pillow fit
all depends on which type of sleeper you are. But help users find their type and design their
own pillow is not the only thing we want to finish, we wanna more And we know a smart
pillow can finish more fantastic work.




The ancients used pillows to sleep
more comfortably, so far the main
functions of the pillow have not
changed. But with the advancement
of Science and technology, pillows
make people sleep more and more

J

\

ERN

I In Acient

£

China- Han Dynasty

lower the temperature

2055—1985 B.CEgyptian

pillows symbolized status

MIN9ISIasdAdIA

Stone pillow  Wooden pillow

www.takKbooK.com

Intelligent pillow Modern Times

The pillow is automatically adjusted
according to your situation.

Invention in 2012-2014 —
Fiber pillow Slow rebound pillow
4 L4 ®
Since 1938 first fiber is invented Invention in 1970
More technical content  diamars Technology: Tempurl* coolfoam
| porous fibre ,
atex ‘ - —
Nowdays 0 \«@/
AT ol artificial fiber -
¢ Helical fibers BamBoo fber Air pillow
% Invention in 2013
\\\ $ E
Good permeability &£ |
Soft and comfortable N { =)
[ ]
. Down-filled pillow
£ i
Adjustable pillow
L]
-Song Dynasty

Can adjust according to their own situation
Relieve stress

Waterbase pillow
: Invention in 1994
-Jin Dyn : 5 A
. Ay American retail market in 2006
Showing poetry and craft
China Begin-Sui Dynasty Only upper-class

Popular-Tang Dynasty  The Romans and Greeks

Pottery pillow Softer pillow ’ @%}

A pillow stuffed with Chinese Medicine

History

A
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NEED Functional analogies
Pottery
Sunrise
Changeable
form
Jellyfish
Wide fire
Lampshade

Idea sample

Principle of operation

New idea
for pillow

Idea sample

You can change any shape
of pottery until you make
sure its shape and fire it.

If you want to change the

shape of the pillow, you can
primering it and change any
shape you want until it becomes
dry.

M v @

Every morning sunrise change
sky from dark to light to wake
up people and animal.

Curtains block the light from
sunrise outside, and the pillow
can glow like sunrise to wake
up user naturally.

Jellyfish glow in the dark deep
sea and change light rhythmically
with its each breath.

In the dark - the pillow has
dreamlike glow and change
light rhythmically with user’ s
breath.

the stronger the wind, the
bigger the fire and the
brighter the blaze.

In the dark - if user thump the
pillow it will become light to
illuminate. If user pat the pillow

it will glow weakly for atmosphere.

You can change light” s color
and intensity by covering
different lampshade.

You can change light" s color and
intensity which in the pillow by
changing different material and
color of pillow” s cover.
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New idea

object is adjusted to the

NEED Functional analogies Idea sample Principle of operation for pillow Idea sample
. . ) Can change the height of
Ajust the size by filling the pillow according to
Ballon the gas - without the aid your preferences, when it
of other tools. is not filled with gas, it can
be very convenient to carry
L You can change the shape and
Change shape by Injecting temperature of the pillow
Beverage water - water at different according to your preferences,
9 temperatures gives a cold water will make you feel
different feeling. cool in the summer, hot water
will make you feel warm in winter.
Changeable You can install a few zippers
form It used to fasten clothing - on the pillow, which wﬁlp
Ziboer open or close bags + and Itin diff : t effect
PP this principle adjust the rers‘u M\ r" e
state of object. WINes) Sactl opentig or
closing.
UE
Genefal!y asan outer When the rope stays in a different ?\” -
Elasticstrags packing, a wrapped length, the pillow is a different »’%
v ’

appropriate tightness.

shape that allows you to lean
on and let you lie.

Two-sided clothes

¥
&
Y

A dress of two ways to
enhance its usability and
interest, and more
environmental protection
and saving.

You can have a pillow with a
different texture, when the user
wants to change, to turn it on the
other side.
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; ; - i New idea
NEED Functional analogies Idea sample Principle of operation for pillow Idea sample
Listen to the sound The pillow sends a natural
i i of nature, let people voice to relax and conceal
Whiehose relax, separated from the voices of the outside
the outside world. world.
Pillow shaped like a recorder,
Sound recorder Play the tape and play two little pillows can make a
back the sound. sound,big pllow can switch
songs and adjust volume.
Changeable . . .
form A hand-driven punching You can create your own music

type octave piano, according

on a big tape and let the pillow

Tape Strips Music Box to the tape on the density of play music.
the hole has played music.
You can strike a sound Striking different places can
Drum with your hand or a drum make different sounds of
pestle. “Dong” .
CD player

Devices used to play CDs

Pillow used to play CDs
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We separate our ideas for changeable things into 3 major sections: changeable shapes, changeable
sounds and changeable light for comparison analysis. After that we picked out the best ideas from '
these 3 sections and combined they into the pillow which we will design for every prosumers.

M Changeable shapes :
prosumers can change the height of the pillow by inflating or deflating the air inside and change the
tightness of the ribbon to change the shape of the pillow which decides the way of holding prosumer's
neck and head.

B Changeable sound:
Prosumers can change different wonderful sound which they enjoy and play it by the pillow to help fall
sleep.

B Changeable light:
prosumer can change wake-up time and light intensity according to their preferences to help they
wake up naturally in the dark room, because of the smart light bar inside the pillow.

Two pillows with inflatable functions are connected by the internal zipper.A passage connects the two i
sides of the pillow. We would put a telescopic strap inside, and customers could pull it out when you i
need it to cover the outside light.The curved part of the pillow has a musical player on both sides, which i
made the sound more close to the user's ears. It not only has a sound , but also whole part of the curved

pillow can be glowing.

we will design not only a pillow, but also an assistant who help prosumers design perfect sleep
experience, and the prosumers can even share their personal sleep experience to other prosumers to
help them get a good sleep.

e
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Blue and white two parts can be separated
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connected with button

connected with china traditional button

connected with belt
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You can use sound to simulate a situation, so that
users feel relaxed.

This is a blindfold.
We can put the blindfold in pocket.

\
( -
‘\\‘\\/N; /

The two part is connected with blindfold

USB charging port and Inflation valve

www.takKbooK.com

The alarm clock with the pillow will imitate the sun
to wake you up.

9

Blue and white two parts can be separated
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Inflation valve

Loudspeaker box

-
<
2
-
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Changeable color
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3D rendering effect picture

Two parts connected by belt
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Use lights to wake up users
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Changeable height based on user's preferences
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Changeable color of pillow case based on user's preferences
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Inbuilt gleamy device

HHNSISHGS*AHHA

Pressing pump  Exhaust vent

Gasbag—Adjust the height according to
user’ s preferences

Inbuilt audio player
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Changeable white noise based on user's preferences
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When it is used as head pillow, it supports eyeshade function if user prefer

When it is used as neck pillow it supports tie
down function if user prefer

http://v.youku.com/v show/id XMjgwNDEwODcxNg==.html?spm=a2h3j.8428770.3416059.1
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Design is everywhere, inevitably everyone is disigner.We ofen come across
some problem everyday while different people get to have rather different
methods for these troubles, which means there are different ways to reach the
various goals so that everyone needs to be theirown personal designers.

Umbrella is a kind of tools which people carry with everyday, and is becoming
more intelligent with the increasing developing technology. Whereas, the umbrella
still have got a lot of problem to be sovled.Everyone has their own way to use their
umbrella and solves the issues as a designer.

So, we want to adjust the different parts of the umbrella for different purposes.
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the inventer——YUN

Cut the bamboo into
= s and cover

therm with fifr, wHich

make the first

umbgel@thatds like|
a bar when closed

| and dshield when
dpen.

LUBAN Umbrella

e

uspicious cloud.

Uthiella—shaped
fiVg-€olor clouds are

seendidered to be the
gods, protect the
ancient Chinese
ancestorfof the Yellow
Emperor.

Baldachim Umbrell

www.takKbooK.com

Oilpaper umbrella on paper
coated tung oil oilpaper
umbrella, then the
ambrelia’is mainly made’of
yellow. paper; oilpaper
umbrellawidely used in the
civil-use:sDuring. this period,
oilpaperumbrella spread to
Japan, Sotth'Kerea,
Taiwan, Southeast Asia‘and
other places.

Oilpaper Umbrella

cloth oifimbrella, it 15 said
that theytalian Marcag Palo
returnedpdisughfthe
Chinese@ilisiphrella,
Europeafigimprioved, and
then developed inte a
modernisense of#Giding
umbrellas

Tarpaulin Umbrella

Chinese ofl paper

umbrell‘aﬁsﬁread to
Japan, after improve- g
ment, developedinto

today's Japanesesstill us:
the "umbrella".

HE Umbrella

After Fox's slender steel
tube umbrellathe
modern umbrella was
officially born.

Steel Tube Umbrella
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Stopper.
Stretcher '

Tips

Shaft

Open/Close Button

Handle
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Need | -ubctional |, | Principle of operati New id
ee analogies €a sample rinciple ot operation ew ldea
It is a portable shelter ,which is We can use detachable cloth
usually of canvas stretched over on the umbrella,so we can
Tent supporting poles and fastened to change it as we like.
the ground with ropes and pegs.
When we change umbrella
Abelt is a flexible band or strap, and | cloth we can use the adjusters
Belt . :
worn around the waist. to fix it on umbrella frame and
Changeable change the size of the fabric.
Form
People use perfume to make objects We can put siiﬁerent perfume
Perfume (usually the body) with persistent into something like a pocket
A in o and pleasant smell on the wrong side.Our smell
SENSK‘O\ IS > 8 .
3 varies every day.
The chameleon's skin replicates the Ve can crangerthe p:?ltterns
Chameleon attern of its surroundings o1 Wiemmbrelle fabris 1o
P gs- match the clothes or weather.
Plasticene is rich in color and easy to | We can shape the handle as we isd 5
Plasticene shape,and kids always use it to shape [ want,then we hold the
small models. umbrella comfortably. & ),
=
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connected in many ways.

your like.

Need Functional Idea sample Principle of operation New idea Design
analogies
. The sun umbrella,whose cloth '@
Sunflower can turn with . 4
N T _— cover is asymmetric,can turn -
itself with sun.
The solar cell on the cloth “
Fireflies produce a "cold light" € sofar cell on the cloth cover ™ L
can transform sunshine into I = A |
2 from the lower abdomen : ;
Fireworm P N———— electric energy,so that the LED =
& ght- on this can shine at night.
Changeable
Form LEGO is a line of plastic The stopper is constituted by
construction toys whose pieces | LEGO pieces,so you can
LEGO can be assembled and assemble them according to ;

Elephant’s nose

Their long trunk can stretch
horizontally and bend.

The umbrella handle can stretch
and bend,for example,the user
can hitch the plastic bag to the
bent handle.

Color-changing
mug

With the temperature
susceptibility material on it,
the mug can change its color
with temperature.

The choth cover of the
umbrella can change its color
when it is rianing.
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Functional

heeg analogies

jellyfish

peacock

Change-
able form
paper

octopus

dandelion

Idea sample

Principle of operation

New idea

The number of tentacles also often
increases with the age of the jellyfish,
and the base of the tentacles often
swells.And when swimming in the sea,
it becomes a dazzling ball of colors.

As the jellyfish glows swim-
ming in the sea,the umbrella
can be designed to be
glowing colours when it
touches the rain.

When the couples perform, the male
peacock erects the tail under the tail
screen. So that the tail screen up and
forward, and when it reached a climax,
the tail feathers quiver, flashing light,
and issued a quack sound.

The umbrella can open up
in the way the peacock
screens up its tail.

The paper can be cut,folded,sticked
into various shapes and even compli-
cated constructions.

The umbrella can be easily
folded as the paperis,so
we can carry it convenient-
ly and fold it into different
shapes for different tastes
and different situations.

Octopus is able to change the body color
and skin texture to deceive the preda-
tors, they can also change shape by
imitating at least 15 different species,can
continuously jet ink for six times.

The umbrella can be shaped
like the octopus and we can
use its tentacles as the fixed
structure of our umbrella.

When it becomes mature,the disk shell

| turns from green to yellow green, the
| seeds turns from white to brown,and

when blooming with the wind,the flower
drift into smallpieces.

The umbrella can be
combined and ungrouped
as the dandelion does.
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We can use detachable cloth
on the umbrella,so we can
change it as we like.

www.takKbooK.com

We can change the patterns
of the umbrella fabric to

match the clothes or weather.

The stopper is constituted by
LEGO pieces,so you can
assemble them according to
your like.

The umbrella can open up
in the way the peacock
screens up its tail.
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:

changeable handle changeable stopper changeable cloth cover
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rabbit peacock zebra
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How to install the cloth cover:

insert the holders into loops on the cloth cover insert the holders into tips

| e

zipitup button it
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INtroduction

In the past , people are controlled by manufacturers | and forced to accept the fixed forms and colors.
But nowadays , as people become increasingly creative and personalized , they realise it is their own
right to pursue their own product , and they have the ability to design it well.

Most UAVs(unmanned aerial vechiles) are restricted in limited areas , such as taking a photo. But in fact
, it can do more. And the form of UAV is designed by designers. There is no space for customers to
customerize the product and so,they can not show the personalities with UAV.

We design various components, some of them for different functions, some of them for decorations.
Customers can select what they want , and connect components to their UAVs | according their per—
sonalities and needs. Even they can combinate several components to achieve different goals.

&
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General Composition

Vg | “ B mm
-\
| 3

electric machine i '
height sensor |

stabilizer .
tripod /

camera
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Needs Functional analogies Idea sample Principle operation New idea Design

The Se'fle stick can Stretch OUt The UAVsS can be for‘rﬂed to
selfie stick and draw back.The top part different shapes.
can rotate to differrent angles.

Honeybees have a lot of flying | The UAVs can fly in different
honeny bee

poses in the air. poses by man’ s control.
changeable
form
building block ' i Customer can take different You can form an UAV with
I l shapes with building blocks. some parts .
. The UAVs can give out
N o . .
smoke of airplane ‘;‘l The airplane can give out smokes of different colors to
P =9 . @ smokes of different colors. ; .
N form different graph in the
) sky.

; The camera on UAV can be
Telescopes can be adjusted to

telescope adjusted to take pictures of

different places.

watch different places.
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Needs Functional analogies Idea sample Principle operation New idea Design
The umbrella can be opened When you need to use it
umbrella when it rains, it can be when you can hold it, you
closed when not in use. can easily recover when not
needed.
e el lare Sy ' Like an octopus's soft feet,
octopus USSR JTETT KR LA0ES, & it can easily change its
can change the shape of the shape.
changeable S
form When you eat orange, It can be spread like an
orange orange peel can change orange peel, but unlike the
shape by your hand. orange peel, it can turn
back.
When the pine cone matures, | Itis like the structure of the
pine cones it changes the shape of the pinea cones,Very easy to
fruit. expand and recover.
Screwdriver can be used There are a variety of compo-
- /‘/»" according to the need to nents c'an be replaced,
V. /\‘. replace the screwdriver head | @ccording to the use of |
/ —— you want. demand can be replaced at will
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Idea Selection &2 EVERY§SDESIGNER
Needs Functional analogies Idea sample Principle operation New idea Design
Two legs are screwed togeth-
: Two parts of the scisors can | er in their middle, with
SCISSOrs - . y ;
rotate around the joint. airscrews on every ending,
SO it can work as scissors.
Our fingers have two nimble Connection between compo-
finger joints ,s0 we can use them to | nents has many different
do many things. angles.
changeable
form , n
, The three legs of tripod can spin | It ¢&n be spread like an orange
tripod

vetically, saving the horizontal
space.

peel, but unlike the orange
peel, it can turn back.

paper flower

Stretch a string, and a flat lace
can turn into a 3-D flower.

The body of UAV can be
folded into a flat pad for
portablity, and stretch into a
3-0 one when work.

clown

Open the box and a crown will
jump out with the help of elastic
structure like spring.

Some interesting objects can
be stored in box, and jumps
out with a surprise.
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_______________________

We design a drone that consists of a main body and a certain number of accessories,

such as the shell ;the intermediate holder ,the wings protection and the foot.

Almost every kind among them has different colors and different shapes . As the building
blocks, customers can choose what they llike and connect them to the main body. And

customers will make up a drone according to their idea.

With some fun accessories,customers even can make it to be a toy car or a ship.Then

they can let them make all kinds of actions by the remote control.
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Idea Combination & Everv@spesTonER

different connection angles

modular design

many assemble methods

many flying poses
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How to use

Car mod

Change the propeller holder, and as-

semble four wheels jthe drone can

become a toy car.

s ®
‘ 3
% EVERY@SDESIGNER

ship mod

By the magnet con-

nection the drone 0‘ 14 ’
1 A.Q\\\; . e ;
can also turn into a \\\\\\\\ﬁﬁ“' >4

ship with a special
apparatus designed

from a ship .
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How to use & everv@snesoner

® ®

shell

main body

/D > @ ’ machine holder

o o
® v s | J ) | J )

The drone is composed of 7 parts: shell, propellers,propeller holder,main body , machine, machine holder and

outrigger. There are some different color propeller and motor holder providing. And you can choose the propeller

holder , outrigger and shell of different shapes.
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Computer Render @ Evervispestoner
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shell of deifferent shapes

propeller holder of deifferent shapes

'
'

'
1

¢ propeller holder of deifferent colors

149 ¢

e
i EVERY@SL-:-
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Ship mod

With the ship accessories, customer
can turn their drone become a ship.
They can pick up the acessories of
their favorite color,and make up a
ship as they wish, then they will have
a real cute ship. And they will have a

good time.

Car mod

Customers also can choose to have a
cool romote-control car. With the acces-
soies provided ,they just need several
components to make up a toy car.They
can change the color and the shape by
changing different accessories.
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« Flying trail and the camera
(4]

5 The drone has a camera in the lower part | if you download an app in
e your phone, you can watch the video that the camera records. Also,
.g you can control your drone with the phone. Even when you move your
& finger on the screen arbitrarily , the drone will fly follow your finger’ s

-é% trail in the sky.

http://v.youku.com/v show/id XMjgwNDEONDAI1Ng==.html?x&sharefrom=android



http://v.youku.com/v_show/id_XMjgwNDE0NDA1Ng==.html?x&sharefrom=android
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Everyone is designer

In the future,everyone is a designer,poeple can change the form of the product what-
ever they want,if they do not like this form today,they can change it to new form every-
day based on their desires.It means prosumer,prosumer is producer plus consumer,it
means you are the produer also the consumer.

Our topic is futuristic bicycle,we design for the young consumer who wants change
the form of the bike everyday.Then we talk about the history,classification and develop-
ment trend of bike and design a bike.
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Leonardo da Vinci
iE5E
FREEHER

1821

Lewis Gompertz

B3R5 LTSRN
AHBEHENE

1791

Dandy horse
Comte de Sivrac

A Sk iHlE
AR TR
ikt

1839

KirKPAtrick Macmillan

Ak, WHliE
BBEARAT F IR 5
RRIED)
Tl %

www.takKbooK.com

1817

Baron Kael von Draise

ASkHlE,
HARITRS),
AEBNENE

1818
KR ERFR

Boneshaker
Lallement

Ak, WHE

B BE4RBE )

W EETEE

HIRAIE AR,
LT fi E R R L AR a3

1869

High wheels
(penny farthing)

HERIEEink (EiZ64inch)
niE, B

BBEARIE S
HAFERRE

1880-85

American Star
G.W.Pressey

#ERMA (EfZ64inch)
R, BRE

BB HIR F)

R AR
HEET R RRRIE,

7 18 i RO AR

1870

Ariel(spirt of the air)
James Starley

EERIRRINE R, WLt
B, eZATsRORBRmEmE
A A&, FOBEAERL
%%ﬂﬂﬁ%ﬁﬁﬁﬁn

AR
HIBEIRERFE, BAfEH
B R A I3

1879

safety bicycle
H.W. Lawson

HERBEREZE
B A i 2R IR B

R ER
FEARATR MR E

James Starrley
(21 April 1831-17 June 1881)

RATETUMHEBAZR, EEA,
feFHEMN BT EM=REHET
SHMATERE, REES, XK
BOER, WNSEE s
RelFEmRmmshissz—, i
R T ERERINEREHAITE,

1885

Rover
John Kemp Starley

ALEX

BIBAR E SRR

Lie) =g
FEAEATENRE

17kg, #FHZ26inch

188844 B L LA TS RAA T IR
TEITERBHRS, TSRk
TRAERRIEAER D PRA

I Development history
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A the presentation of personal special demands and taste

#z Racing sports

E To achieve the common demands of family members
riding

KA Leisure

i#E% Commute, transportation

EMA Business, as a carrier

mm Classification



Personal Z
R

Sports 1K)
: 1
Family i
|y

Recreation _,E

i
Commuter **
]

- =
Business il
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v @
s
.
[
Lo
il Ai&=h Sliding force HHRIXE) Pedal drive L /13K 3] Electric drive
KR A+ |H+HBRE R+ FTSEBE MHl & Tk
wood wood+iron copper+rubber copper-+tinflatable rubber Material diversification

B Rord map
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sasal T
Need Z‘mf;z: Idea sample | E’i)ﬁ;;?&n# New idea Idea sample
1 thae is nothig D;ggm..l(, M‘e(wzi&%)
Chageable st 35 flet. Whon
E b%k"?lc}k f:: f:; :‘“;‘2 -fM:M;nJ,a can chage He hofe
Form e by, 3t is nflated | of the bike. 7@\ (@)
We can chage hallsns® | We an chonge e Shole
d make e
}7(1”"33'1 i‘z ‘:&:naw {:m near e )m:jdcs hano"e’n{ \‘
LL’;& the ’M"”nj o Qa4
The maple leaf wil B‘;cjcle's elor can c)vonﬂe (...
ma’Fle lea{ Chanje thew clor as | g the dime flows. / (g %D
tme  Flows. (hime. Aemperabire. mad..)
.[f a snail -fads Some 'fﬂr&& °f Be Ll&: -
= vk ELE b 41
m ws § .
?aﬁc» o{- 'Hle 1-830 can Fa){s can bmu u»f)
Lego ﬁ Qg be ;ﬂ%agm&d. Bveg're many chabes

variccl‘

Z2()« |
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Need

Changeable

Form

: 7
Functional . l Frinciple of ; 1
o Idea sample New idea Ldea sample
analogies operation
It @ Show +he 4/»7)& You can 5/;_]7{ e /w'f;:f,
Tij‘d' pants | l'f"’”"( 'If i of the sant. oo #ie honde N
ot wf#-j it it 1o [/wyg -fﬁe/am.
also om shaw +ie 61“}71_
u,h."n‘\ Y"“ Fwt, *\L
When ‘bke;'bw(,:ale. tinsford You can ctmje +the
FY oj nte f”jv +he. 'tﬂ‘l hls jam o %(b,‘L& ‘t}“?’,\f
5”'e v Hhere are- -t"k'j AijMS or
fw ltj; Wl’fj“’“ ,:wt;.
Chameleon: Auarding 10 the You con dharge the LED £GHT
fuimundings , it can Color "fﬁl'— bike at
dmﬁt the. color af any {ime..
{pin.
ime Qoes on, Y‘"" can charge tive
Sbﬂ'\ As time j s on {ocation o)( p{,ﬂw{’?arts
the lotion of tive
1o c{wmjc +he fWM af
fun cheges . frort | g bike.
enst to west. R
There are. lots of blocks, | We an M;in O modlar q 7
Lejo you can jm'r\t *H{an what th..‘fﬂ meet the needs ?
you wand. of Aiﬁeyewt Peephe. thoh j @
\ #he. combimdlen o f adules @
. | = ity




www.takKbooK.com

FFunctionall rinciple
N Idea New id
eeal lana log ies operation . -aen
r_
Che ea-ble con it it M o o can change the frame. of
-Ftr:? Sikca 8efl Q tuwe }:zmw gjfe s ‘Z‘«’;:fd;”g pit It o he
Kou con get some Shepe Jou |
PO @ ey [
A the seoson omol yeun - Yol o chonge. 165" Shape
Twypentine iﬁ::mwnl open 47y the fieme of
\j [t will be the 8ize of the | You can chorge the pastion
L §\\\\\\ A
plosticene @ :%::m; :; :ie m Jee i’i ;&m:ﬁ,{q 2 :::-y | Ng
1 | .
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Tight pants silicone gel lego

the silicone gel which can be put
in the stretch

the stretch on the bike,there is a zipper on it,

and you open it ,put the silicone gel,then close
it

I Concept
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mmmm Sketch
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mmmm Sketch
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1 the stretch with zipper

www.takKbooK.com

2 put the stretch on the bike with zipper

3 choose the form of the silicone gel

m ‘
3 \
—— AN
P AT e W P .l'l‘ !\— ;,
> E # I P "
4 N - 7 S J‘/f i\ b
/ ! YVs/4A% \
' '.‘ , F ’ ' L} I' \ \
[( \ Al \\ \
‘ Ly 117 / | l'l ! \ |
— & ! A
\ 'll Fre -4 ! ‘ol Jr' |
n..,’\ v/)x/ )‘ t|‘ |~.‘ / '“'I
"" i % :_,.r"/"’l
_:_,.“;- <‘a"’

4 open the stretch and put the silicone gel in the stretch

mmmm How to use?
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mmmm Skeich
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Renderings
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Foot Case

spectacles frame

Nose Bridges

™ nose pad

Reading Stone

A reading stone was an
approximately hemispherical
lens that was placed on top of
text to magnify the letters so
that people with presbyopia
could read it more easily.

Hinge

\Tem{Ie

pile head

People Wear Glasses

Kloster Wienhausen,a
German painter.In his
painting painted people
wear glasses.

www.takKbooK.com

Glasses invented in B.C. 750 was originally designed to amplify the
objects,and then it was gradually used to cerrect human’s vision and

protect human’s eyes.The history of glasses shows that in different period
people have different aethetic habits about spectacles.Aaccording to our
research,glasses has already existed with various styles in the market, but
consumer can't change the form of his glasses after purchasing it.

We have explored some information on the internet based on the basic

structure of glasses.And finally confirmed which part could be designed by
consumer.So the frame is designed for the future and user could be
change the design everyday according to preference of fashion trend.

The First Sunglasses

James Ayscough began
experimenting with tinted
lenses in spectacles around
1752. Ayscough was steadfast
in the belief that blue-or
green-tinted glass could
potentially correct specific
vision impairments.

People Wear Glasses

By the 20th century, both in America and Europe
eye glasses were produced to be functional,
comfortable, and stylish. Today, we continue to
discover newer, lightweight material for lenses and
produce both framed and frameless eyeglasses.
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IDEA SELECTION
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Need

Functional analogies

Idea sample

Principle of operation

New idea

Idea sample

Changeable
form

You can twist the cable

Using this cable to

Cable Tidy to change it's shape make flexiable glasses
temple

Combining each block Using LEGO blocks to

LEGO to creat new item creat spectacles frame

and temple

Crocs shoes

This shoes has holes
an it's vamp that allows
consumes put decora-
tion on it

Remain some holes on
temple or top of the
spectacles frame

You can open the hoop

The hoop on spectacles

h%?;ﬁ;gif to add or take out the frame allows consumer
paper change the lens
The hardware tools can Usi h f
Hardware replace some parts to Sing iNEsIHctiTeo
tools kit replacable parts to

achieve different
functions

make temple
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IDEA SELECTION

www.takKbooK.com

Need Functional analogies Idea sample Principle of operation New idea Idea sample
) The surface of the
Adsorption on the frame is magnetic and
Refrigerator refrigerator through the the sticker is used for
magnet decoration
Relasin diffstanirk Different blocks can sit
Water-based placing in the hollow part of the
pen tube of pen temples
Changeable &v
form Plastic magic ’ The magic board can In new design user can
stick be assembled by replace different
// different sticks temples
The top of the frame
Ditist Bl Used to avoid dust go has a small hole for
piug into the cell phone replacement of different
forms of lens
Magnetic Through the magnetic User can paint on the
drawing powder patterns can be surface of temples like
board painted on the drawing the magnetic drawing

board

board
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IDEA SELECTION
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Need

Functional analogies

Principle of operation

Changeable
form

User can refill the temples

Ink pen L?;eriz:tcfor]obﬁnrs fillby | and frame by different
) colors of water
Rubik’s cube has six The cube is mounted on
RUbiK’ b different color side both sides of spectacle
HIRIG S which are changeable frame which colors and
by turning patterns change on them
) We can use spring form
By pressing and stretch- | o temples then user can
Spring ing the spring length
2 change the form by
and shape will change pressing and stretching
Phone can be covered | 1he form of frame can
Mobile phone by different types of be changeable by
cover covers which have covering the frame with
different designs different design of
covers
Flexible Flexible headband has Frame has flexible material
headband flexible strip inside and which user can change the

user can change its form

form of temples
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OUR FINAL IDEA

Water-based

Color block

Mobile
phone
cover
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Those little things
below could be put
into the holes

DESIGN

DRAFT

With this part,user

can change temples
everyday [@
This block could be sit

We don’t change lens,but
we use shell to cover it,
which looks different
everyday

vertical and horizonal
to decorates temple
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GLASSES COVER DESIGN

GDAED,

oA
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THE HISTORY OF HIGH HEELS SHOES EVERY®S

In 15 century In 1660s In 1750s In 1850s

B

g - \: P

In 1590s In 1670s In 1840s

¥

e

In 1910s In 1930s In 1950s ~ In1970s In 1990s

W

In 1920s

v 1




SHOES
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EVERYDAY DESIGN FOR PROSUMER

@&
EVERYWS

What is the problem........

We want to design shoes,
the shoes which are
changeable.

Why we want to solve this
problem........

The shoes which we wear
can not be changed in our
life.People can design it
according to their own

ideas.

How to solve this problem........

Our design can be separated
to the heel and upper, people
can match different upper part

according to their own ideas.
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FUCTIONAL PRINCIPLE OF
) [/ 4R
Qe 1 Chamelean an Baliishoss wiil
Chameleon chonge baly <+ | color uten they socome
form
with zipper Some bags con ge-t Boots can - he
Bag Ppe higher while opening height. by 0::3199 5P
the zipper. closing the zipper
Fridge magnet] Fridge magnet pecomle ﬁ;ﬁ' :
ridge ma choes with 4
. e chasige the fridge na;sneﬁr. shape o
look . {it in different
occasion.
SHie Saka ), ove Fhaible bars can
its body to a cire the shape of sandlals
or a line. eveny day.
LEGO You N mpke Chorge the blocks
; under the sole and
el with Lego. H\ees;aefﬁi: eo:n
sand beach will chorge
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Need

Functional
analogies

Rinciple of operation

New idea

Changeab le
‘JLOrm

] ia saw

Par many small pleces
/lt puzzle ‘lc/tt/— r

mno a u/w/e.

The small pa
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/
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9!1 ‘ha”fh’j the thicknes
7 the mat S0 @5 Lo Gore

the size t’j +he chest .

By changing the chycknes
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che "'jé Lhe height ¢
the shoes

Hower
arrangement
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FUNCTIONAL PRINCIPLE OF
olind blocks axe mad Heel ad $olés can be Very
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CHANG EABLE that can be assembled info ke buildsp blocks , alloiy >
® @ Vavious Shapés . the user te syell ont thar g
E ORM _‘ oesired heel shape. ® 3
3 [Re shoes ave moge Like
FLowoRs / Flowers ae beaxtidut Qowers , the hee( 15 [ike
; While the stems & Hlowes two gurved stems, ¥ the
. (an be bent jnte vanous wser ofoes not want hish
! Shapes hee(s, they can'hoole wpthe
) stems opin 0P Hat heels .
M V(é{jn o smilar msk like
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Also Can wear the 5o
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SHOES DESIGN VIEW
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EVERYONE IS DESIGNER

This is a time when everyone is a designer,everyone’s self should
perfom,so the product should be designed to provide changeable
form.

The market for bottles is broad,and the demand for bottles is
different at each age.

One year old baby has a great level of curiosity. One of the items
which is very essential to him is milk bottle. Therefore designing
milk bottle could be very interesting to bring more joy to the baby.

Here is the time to design a changeable bottle which can have an
important role to his attention.

(ies) EVERY‘S DESIGNER
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History

F—X: W N g

(glass bottle)

IR BRINR

{plastic bottle)

B=R: BRI 1 | :

(silicone bottle)

Problem
RS —HE BB Z KT Shape of bottie didn' t have big change for a long time.

@) EVERYPSDESIGNER
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THE STRUCTURE OF THE BOTTLE

¥R 112 Size-diameter
Bottle

Wide mouth
Standard mouth

Y44 7 Bottle’s material

|EEER, B 5N
BERE. EREEA N,

o EE. X6 TR 2R
A L

: PPHEIRYSAN. PESHBREHHN.
PPSU$S B S5/

Glass bottles
Silica gel bottles
Plastic bottles

IhHRA & Bottle's capacity s Bottle’ style

MENER—RE System size bottles
120mi. 160ml. Bending bottles
200mi. 240ml.

The bilge gas bottles

@)EVERvismESIGr\JER
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T ple | Trmepl Aew 3
Nceo(« “"”“,’"‘“,’1 lden  Cample g e Jelea
rnnloqles J oderoiion
Out of plastic clay In new idea we canuse a
: s o icc : o 3
Changeable |  plasticine rany vrely o shpe e e
form can be formed. S ey dw"“'_'g’
Wire can be We can use the idea of
Wire changeable which wire, and then user allows
allows user to create changing the form of
different forms. handles on bottle.
E Eyes can be blinked or We can use this idea on
yes rotated flexibly. cap of milk bottle like eye.
Golden foil gives a good | The idea of flexible golden & '
Gold foil appearance to the foil can be applied on the N/
package of the handle of the bottle 1o be A
product. changeable. ™
) The function of Syringe can )
Need| Syringe length canbe |  pe gpplied on the bottle to /
eedle i _ .
J change the size of the
bottle.

() EVERY;SDESIGNER
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N eg( Tunctional Lden Camgle |[Trimple Aew Jelea
e N ’ l v yo e 3
naloqles J oPerotinn
Magnets can attach to Through mognetic idea of
Changeable ngnef each other based on attachment, we can attach
their magnetic property. | different designed handie
form to the bottle.
& While making the snowman, | In designing bottle user
S can use dif ferent cloths to |  can ware and cover the
nowman change the appearance of bottle with different
snowman., cloths and muffler.
While attacking cobra | The neck of the bottle can
Cobra can change the shape. also like a cobra
: The lazy sofa according
. The body of bottle can
Sofa Q R L b o change like a sofa
st has apen able We can have different shell
for bottle and user can be
Peanut shell. able to change and use
different design every day.

(&) EVERY;SDESIGNER
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T ; 1 |4 menl ~
Nceo( b ﬁt""}"t Lden SGample |l T | Kew Jelea
annleqles Y, oderoitien
. ; By replacing and assembly
Changeable bl : Brick of LEGO canbe | iccerent parts of the baby
Assemble : assembled at random bottle the bottl be
S to form a variety of forms ‘. e
form continuously change
- R .
Flex Q o;’u:kv:'ﬂ":m oot | While twisting ﬂ:‘e b:?ﬂc
it ot user can change the form
A expansion and direction of bottle.
F-\ The sponge can be By pressing the sponge hole
Sponge : deformed by the force | the bottie will form
t’ of the extrusion different patterns and will
! recover over time *
,,,»,'F,\ Dicture puzzle can be The module one by one
assemble \ assembled one by one together can form
w variety of combination
Il 1 ' While blowing the air Using different container 4
Balloon inside, form of the | 1o achieve the changeable
balloon changes. form of bottie

() EVERY‘SDESIGNER
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By replacing and assembly Bottle can have several

B : or close.the
different parts of the baby shells with different design, . g::lso be opmedc:
bottle, the bottie can be which user can change it and closed
continuously change give different appearance to

the milk bottie every day.

(@EVERYiSDESIGNER
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MILK BOTTLE

This bottle has designed for one year old baby. In this age the level of
curiosity is so high therefore the milk bottle can be very important for

developing their understanding. -
(i) EVERYESDESIGNER
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MILK BOTTLE
N

..
-

1
A

Therefore this changeable form can be good for teaching the baby about
the nature.

(&) EVERY;SDESIGNER
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Spoon for Children

Perface

Spoon is the main tool for children to eat, which plays an important
role in the growth of children.

The traditional spoon is just a tool for children to eat without any fun.
However, in today’s world, people need more and more products to
meet the needs of emotion. People are willing to participate in the
process of product design as prosumers and get a lot of fun during
the process.

So we can design a spoon that has changable shapes and various
sounds. It provides a extraordinary dining experience for children.

AL e o QM o o el A o o AW b el
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User Research

L X p

- | e

Spoons for Children
Early Childhood 1.syears Concerns of Parents
° Resist feeding Hard head Plastic handle o e
0 Enjoy independence Hard handle Plastic head o Form

_ Practicality Or Stainless

° Personality & preferences Rich shapes Steel Head 0 Appearance

AL e 1 QM o o L L ot o QM b
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is very iwfemtiy.

different bail {g. condy)

Need | Functional analagies Ides Samrle Py.‘ncfple of Operation New idea Iden Sample
/ Bombro has Childen spmhandle can
bamboo sections . Looks Lie nile WU ghonbis,
assembiry chae. difeent hoadle.
is chillrea's It can make the spwn
fovorite fond. it tastes tostes lite candly. let
C% d‘;o;c:ms. ‘ the child fall in love with
the spoon.
Chengeabe form S——
e Lego s children's fumit The spon can be like
LEGO ij. Childven can b&(yf togs can bo —_—
assembled all sorts ; :
woselli . into different Shapes
Bi.rd i " V"'ﬂ Childven spoon can
Bivd ik "°"e'd :{"d ':‘ make beautiful sounds
wos quite ditferen '
%, oo
Jods that can hold a The spoon haadle is like
Beanpord @' lot of besns. Open the ped shelt. The child can
10 remove he ears be installed on he handle
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Need ’2ﬂ;ﬁ Jdea Somple Rinciple of (pevation e e
I ) Girl’s hair can be weaved to Forents can weave on the main
igtail e Pl evy oy, Thee | port of spavm using ol sbig
P'j ¥ av‘{{ multple shnftsaf nga:ls to mabe various shbp“-
Rainbow Rainbow Tower has mony Pivents can moke many i
Tower anulus in o(iﬁewt colors ,,f crmbinalion aceoroling to need
<Toy> ool sizes 1o be chargesble. el hobbie for y,,,gm_
Make the hardlle into cide fnre
/E orm Balloon can c)wye e forn ol
g the face b
el o f e avimte | TR
LED LED screen can dmje wlor Nake the hardlle leﬂ? 13"15
det-malrin arol pombinalion ot myiime ond Pasenls can chosse dﬁmf
Serveen 15 many LED [3;.15. wlor far chilofien o/oaoég
Pgwbirg Revalvbg Tower has oy Mabe the hardlle into o(iﬂmf
nw er }bfts M)lldl o m;pﬁ/g_ fng fmts.ﬂ'e s;;m can }larcmanﬂt
to 10"4 varing .Ju’es .thu b()] wvolvi3 the Pmis
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Needl m‘ﬂ Idea  sample Principle of operation New ideas Idea  comple
Glabefish force, glabefish change *D:M“ *MJ/’Z"' the ‘ K2
N ] other terman he H
its shope like badlons. spoon. will be. chang sl X -
E—ﬂ'FT
Plastivine is soft Oi\angc‘wzkz AM‘””'% S —
Plasticine and cun be olmnge :;7&:/; o ltzZuze, *‘ v 3
whatever we ke . ohmgev{ s:;f( hMcZ_ sm:ﬁ W
Changaétz Use s matenod o
form Cand “The shope of cwldg of s;:‘:l? As baby use d b-b @
! changes os perple ond Lick it , its shape Eowd & r s
lick it changes ¥ "'@
Moke a tube with
Chasts The pojae of one  wty the  handle
Soroll A serll, its content of spoon Uke o scroll.
charges . the oontent can be chergel
everydloy |
Make different gpoms e
Razors con be and  handles , psers i —
Razor davided inte two 2un  pssemblt them dnto oL [e——
mmodules . o vomplete one easily, W
ol ; form can be o/w\j:é GES— D))
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S e
Inspiration 4

Inspiration 1 Inspiration 2 Inspiration 3

0 1+ 2 + 3 = Conception A
° 1+ 2+ 3 = Conception B

° 2 + 3 + 4 = Conception C

AL e 1 QM o o e Lk ol o QM A o L
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Preliminary Conception

0 Conception A

o Conception C
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Further Conception
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Final Design - Appearance

© Fish Music Spoon ® Airplane Music Spoon ~ Carrot Music Spoon
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Final Design - Structure

Magnet

Play/Stop
Buttons

Next

e Head of Spoon

Music Player
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s o Do

—— Final Design - Instruction

\\"' ":1\??‘ :
> ) B >
/
.
o Load several music Put MP3 player into Close the handle Q Happy time with baby

pieces on MP3 player handle part of spoon
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Bicycle Parking Station
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Introduction

i

Bicycle parking station - A building or structure designed for use as a bicycle parking facility

Hf ,AE'( ‘;; k f‘%" Faculty of Creative Industries - Bachelor of Design | \/ E R Y;S DESIGNER
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Type

Stand Parking lot ( indoor or sheltered ) Shelter
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Sketches

FUNCTIONAL

PRINCIPLE oF
NEED ANALOGIES  IDEA SAMPLE  OPERMTION NEW IDEA
H Li\e& . Pusd e chﬂ‘ww\xceﬁmnl GITIRE TESME To Pl A
o o.tlon RVERVIAESE A WE SANE TIME CAT OWD SHouT Ol Lod
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HORSE TRATLERS WIH LIVING GUARTES T ol Mowe | A 236 OOk T Dewrix To
(e aonees e T e e
Ll
S\ [ i psdios Bl HEGE TS TAVNG TWAY O
LIVING QUALTES |
QU oE SHINE MQBIE A HOWABLE SHOE SUINE SeAT | I Mowiple BICYAE SRTIaN
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Technical Drawing

Top view Perspective view

110
cm

255 cm

100 cm

Front view Side view (Right)

215
cm
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3D Rendering
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3D Rendering

Ceiling Light (Round)

Support and Open-close
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3D Rendering

Support and Open-close

Lock (Cylinder)

~
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3D Rendering
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INTRODUCTION

In this project, we have use charts to plan the
design of a foldable bike, we used samples of
anything that can fold to think of new ideas.

We research about the history, the shape,
function, to help us to redesign a public bike. After
that, we create a idea table for each one. Final, we
choose a best idea to combina. That for we design
a new product.



1
S
71

7

L

1885 1960s Mid 1970s
racing bike maountain bike

England USA UsSA
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Foldable bicycle

Functional

Need ) Idea sample | Principle of Operation| New Ideas Design
Analogies
Being Foldable| Magic Cube Twist foldable ruler jisaw Fold in half
Hanger Folding portable hanger Fold W shape
Lot Transformed and packed Fold in z shape

in a bag when not needed

Selfie Stick

One piece foldable design

Fold down and

carry like suitcase

Treadmiu

Space saving treadmill

folds upright

Fold in v shape
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Need Funtional Idea Sample Principle New Idea Design
Analogies Of Operation
Foldable Computer Screen and keyboard The bike folds
Table
The table legs The centre part
can be fold can be fold
Mirror : E
P2 P -
The cover can be fold Theletand g 3 Jﬁ
parts can be fold @v @,
KC.VbOEll'd The kcyboard can The centre part
be fold can be fold
Bed The centre part
The bed can be fold

can be fold
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FUNCTIONAL
ANALOGIES

FOLDABLE

BEING FOLDABLE TN/

FLIP
MOBILE
PHONE

FOLDABLE
SUNGLASSES

FOLDABLE
TROLLEY

www.takKbooK.com

PRINCIPLE
IDEA OF

SRMPLE OPERATION

I7 CAN BE FOLDED
LIHEN YOU ARE NOT~
SITTING ON T7T AND

T7 ALSO CAN SAVE

ALOT OF SPACE

FLIP MOBILE
PHONE ARE BEST
WAY TO PROTECT

THE SCREEN

FOLDABLE SUNGLASSES
BEALLY CAN SAVE
SPACE IN YOUR
WANDBAG

THE MOVABLE PART OF
THE STRAW CAN BE
EXPANDED AND ADIUSTES
THE WAY YOU WANT

FOLDABLE TROLLEY
CAN SAVE SOME SPACE
LHEN YOU DON'T KNOX

WIHERE TO STORE T

T7 CAN FOLID LIKE
THE FOLDABLE STOOL

FOR THIS DESIGN THE
FRONT PART OF THE
BICYCLE CAN BE
FOLDED

IN THIS DESIGN WE
USED BOTY BACK AND
FRONT uM/EEL TO BE
FOLDABLE, SO T7T CAN
FI7T DIFFERENT PLACES

THIS DESIGNED CHAN
ADIUSTED LIKE A
STKAL

THE FRONT PART OF
THE BIKE IS ADIUST
~ABLE LIKE THE
TROLLEY







[ECHNICAL DRAWING
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Top view

Side view

105.74
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5D MODEL

Bell <g
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Light <&

Pandle «==

Handle

Seat

—pp Battery

11
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Introduction

WHY?

Macau have many car and a big
problem in traffic. we decide to
make a new bicycle route on
the street.

In order to encourage people to
ride bicycle for this project we
can reduce the car, traffic prob-
lem and the air pollution the
concept is make people stay
healthy and enjoy for their daily
life

HOW?

For the bicycle route ,we will
consider the route for the user
use,the way that they can ride.

Second,we will have a route that
the user experience.so they can
go the place where they want to
go.

Finally,we will have a route that
go to main area



Nationality
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History

Use

Hobby

Transportation

Rent

Route

Taipa’s bicycle route, not so
many . near the main street

Can use in every where,
have bicycle route in the
side

Can rent the bicycle in the
street but need to return it.
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Border gate

Green Island
Areia Preta Park
Fai Chi Kei
We are going to use the gps system to track where the people

Avenida do Nordeste
like to go to so for every month the govenment will calculate

where is the most famous place so the govenment can change the

unbrella tent to the main place, to resist the sun and rain.
Ponte 16
Colina da Penha

Ponte e Horta Ferry Terminal

siecviece OOIden Lotus Square
Jardim das Artes

Macau fisherman's wharf

Alameda Dr. Carlos d' Assumpcao
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The side of each tent have 2 zipper so that the
tents can connect together.

and also the zipper can avoid the water drop
down between the gap of two tents
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PROSUMER PEN
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A pen is a writing instrument used to apply ink to a surface, such as paper, for writing or drawing. Over
thousands of years pen has been the best and preferred method to write. New technologies use the form and
style of a pen for interaction with tablets, from a tool used for scribbling to a stylus for digital platform.

We have pens to cater different needs of same person for varying situations, whether its variations in color,
varying line thickness, type of nibs.

However in terms of adaptability of same pen for different uses, we have options, yet limited. How can a pen
adapt to the changing desires of user.

Current design practices cater to customization that focus on a limited spectrum of human senses. There
exists a lacuna in the customization of olfactory senses in the designs of today. In order to provide addi-
tional experience, we thought of catering to the nose and have attempted to give freedom to the user with
different types and degrees of Smell. A user can ‘compose’ his/her personal set of smells by combining
presets from a smell bank with varying values.

A pen for today, tomorrow and so.....
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CONCEPT 1 User has control over the grip , color of pen

@
EVERY@SDESIGNER

Color Indicator

Color wheel

EXPLORATIONS

Adjustable grip
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Wol\[Wa@l User has control over the smell of the pen while writing.
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EXPLORATIONS
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One directional roller ball which selects the smell required by
scrolling action.

After selecting the particular fragrance user needs to swipe
on the surface.

Downward action results in diffusing the smell. Upward action
results in stopping the smell from diffusing to nib.



MECHANISM Roller and bzitfeiry mo.dule

Smell knob
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Clip

Porous holes
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LED INDICATOR
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Introduction

Watch is defined as a small timepiece worn typically on a strap on one’s wrist. Has watch always been the same from
the start? No, the evolution has been from sundial to smart watch. initially Men used to use it as a pocket watch and
women on wrist as a fashion statement. Later during war men started tying it to the wrist for ease of use and this
trend continued to evolve the pocket watch to a wrist watch. Watch has always been a fashion statement from the
starting.

The technology has also evolved over the time from analog to digital to smart watch. In the present scenario a watch
has changed from a timepiece to a fashion statment, navigation system, health monitoring unit etc. Even though
many modifications and improvements have been done to structure and functionalities, the basic structure and
functionality (Viewing time) remains the same (as seen in the image below).

Each user has different perception of a watch. It may be percieved as a time tracking device, a lifestyle tracker, a life
assistant, a momento ( may have an emotional attachment -gift from special person,

fruit of the ambition, prize of some activity), fashion statement by some, yet for others it'll be a sign of prestige.

When it comes to a prosumer, how much freedom has been given in the field of watch? Mainly Aesthetic and appear-
ance freedom has been provided. There are watches like Lyke, Unity Watches etc which provides platform to change
the appearance of the watch they are wearing. In Lyke they are given complete freedom to change any time whereas
in unity they are given initial freedom to create not change after that. In terms of functionality, much freedom has not
been given to the user. In smartwatches, options to create apps, and change the hardware (Blocks) have been given.
But s it giving complete freedom to meet the desires of the users?

As a user i would like to change my watch according to the occasion without buying new ones every time.For ex. |
would like a compass on my watch when i go for trekking, or i would like my watch to look royal when i attend a func-

tion etc. the desire of a user keeps changing. How can we meet the changing desires of the user by using the concept
of prosumer?
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FUNCTIONAL PRINCIPAL OF
NEED ANALYSIS IDEA SAMPLE OPERATION NEW IDEA DESIGN
The skin gradually The watch can
Skin changes its size, change its form with
texture and elasticity | time or climate.
with time
Owl neck can rotate The watch may be
Owl neck in 360 degrees. reversible and used in ot
any side that can act e mah
as fashion statement ¥
Hair strands can be Different strands can e
Hair knitted in different be given to the user — B
patterns and forms. which can be woven ="
Changeable Form in different forms >
Shoelaces can be The watch straps can
Shoe Laces changes all the time, be matched to the

while shoe being user’s clothes and
constant. changed everyday.
With different kinds of | Different components

Origami paper folds the paper object | can be given to the

fortune teller

can change its form.

user and the watch
can be build.

Rice

Rice inflates when
boiled / cooked

The straps can inflate
to alert some function
like alarm or after
every hour
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FUNCTIONAL PRINCIPAL OF
NEED ANALYSIS IDEA SAMPLE OPERATION NEW IDEA DESIGN
Shape of ballon can Watch strap length s g
Balloon r.% " be changed by adjustment using air @ P g
| amount of air, St o v Lo
twisting and bending.
Changes colour Watch with colour i P 'S
Chameleon according to situation | capture and the strap ) L
changes colour e
according to captured westal
Turtle legs and head Watch dial shape can T@I- B
Turtle goes inside in case of | be changed accord- -
danger ing to need of user : d 0,'5‘*,})
Changeable Form
Using rubber bands Sponge shape with i e v
Sponge you can create adjustable position of M":k
multiple shapes in a rubber band dﬁ:c’w
sponge .
The colour produced Strap which can be -
Invisible Ink when two chemicals painted and designed g@;@ pas 11
react as user wants ™
=B
Repeats whatever customizing remind-
Sk AMandy K
Parrot people say er and alarm in the ™ e
A =

watch
-memories stored

O R O
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FUNCTIONAL PRINCIPAL OF
NEED ANALYSIS IDEA SAMPLE OPERATION NEW IDEA DESIGN

Blow air and convert Blow ans squeeze to

Balloon them by squeezing change form = {”73
and turning

e

The sheet can be Fold in mitiple A

Origami folded to make patterns depending I < _& /

P various shapes and on the need. e

forms
Can be used to Conducting yarns

Clothes change colour and made as patterns -

Changable Forms

stiching patterns.

Shape-Memory

Transparent plastic
sheets, change in

Change in form
depending on the

Polymer form according to temperature
temperature
It is spinned on a Spin and squeeeze
Cotton Candy wheel and multiple
layers can be
squeezed to forms
Change in size and Change in colour
Leaf form happening due depending on time

-
e
4

to ageing and
weather

and climate
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FUNCTIONAL

PRINCIPAL OF

NEED ANALYSIS IDEA SAMPLE OPERATION NEW IDEA DESIGN
. Can Change shape Rubber like material p
Snakes based on terrain and can be used to make W//_\W/Mfw
space differnt shapes of the
strap RERXEISERY
Small unit used to The units can hace
Block Toys 44 make different forms different functionality %
Easily mouldable Shape of dial can be
Clay changes using clay <ii> <::>
' like material and &
Changable Forms i
Colour changing / Use some chemical
Chameleon > camouflage property to change , _—
colour of parts ~
L ///4’
Paper folding to make | Material can be .
Paper Origami different shapes folded into fifferent T o 7~
shapes to get various | ~ —
forms
Loses water (shrinks) The stratp of the
Touch-me-not on touching wathc will inflate and -
plant shrink according to B \é

situation
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Interactions with a rotating rim
Changeable frames witha a fixed

Interactions with a clickable
face

oval shaped frame
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Imagine you can craft your watch according to your desire. Suppose
you are going out today, wearing your favorite dress, or you come
across a vibrant flower in a park, or you have to attend a meeting.
What if you can match your watch to your dress, or that flower or
choose an elegant form for the watch for your meeting.

Kroma is an interactive wrist watch which can pick any color the user
wishes from their immediate surrounding and can choose a prefera-
ble form for the frame of the watch.
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Selection Switches - S

Highly sensitve micro switches Digital Display
to select/Change the color and OLED based digital display.
Time

Avtachable éover Rame Conductive Magnetic Strip

Neodium based magnetic strips for holding

Various forms of attachable frames to the attachable cover frame to the base.

select from.

TUESDRY

o A o o 27 1
&7 /LSL_U/I

___ LED feedback ring

> 9 — RGB based LED ring for
feedback purpose

Color changing strap

Strap changes the color based on the Color Sensor :“ -~

sensor input. It is made of thermochromic Sensor for detecting the
ink dipped conductive yarn that changes cloth color
the color based on the supplied heat.
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Sensi |
ensing a new color Changing the shape of the cover frame

P

Pull out the Replace with another
Long press both square frame sna frjg?: a:w(: net
buttons b e
to start color
sensing LED Feecback ring

displays the
exisiting color

Select the color
using the sensor

Selecting color from
history LED Feecback ring
displays the
Sensed color

Press on the

right side of the
watch to accept

Single press both Press right Single press both
buttons or leftto browse  buttons to accept
to display history colors

of colors
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THE PROBLEM

Today's designers are dictators, designing with fixed forms. This
way they can cover the needs of only a certain percentage of
prospective buyers, and for those who do buy, the levels of satis-
faction will vary.

Tomorrow’s users are not going to let anyone decide for them
how their products should be. Products which cannot cover the
individual desires of every user will be rejected. Users will be
empowered to change the form of their product every day as per
their changing needs and desires. These users are called Prosum-
ers. The products they use will not be complete products, but
platforms which they can customise and complete.

Shoes represent necessity, utility, desire and luxury, and vary
according to gender, occassion, activity, aesthetics, and psycho-
logical needs. So, they are suitable for being designed as plat-
forms.
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customization to users.

Functional — :
Need : Idea Sample | Principle of Operation New Idea ! Idea Sample
Analogies
Leaves of this plant recoils A sensative sole,
Touch-Me-Not and shrinks when we touch when we place our feet on a sole
Plant them. the remaining part of the shoe
will wrap around our feet.
It can change its color We can create a transperent
depending on surrounding pocket and use LED lights
Chameleon . i
and its emotional to change color of shoes.
it LEDS
conditions.
Changeable
Form Size of pupil changes We can have ring like shoelace
Pupil depending on the which is elastic in nature. E‘“h:-,,.a
surrounding sunlight.
It changes its form We can have pockets on shoe
depending on the pressure in which we can stuff foam and
Foam
we appy. change the form of shoe.
While peeling the skin its We can create a shoe with
Binana / ' shape changes. different skins and leave the

EVERY‘SDESIGNER




www.takKbooK.com

Functional — :
Need : Idea Sample | Principle of Operation New Idea ! Idea Sample
Analogies
Claws retract into paws if Retractable studs or spikes
Cat Claws not required, come out in a sole.
when threatened.
Collapsable frame on which Frame is used as shoe exterior.
fabric is attached. Pull frame to enlarge shoe.
Umbrella . A
Open frame: Streched fabric AT
Closed frame: Folded fabric
Changeable
Form Turtle hides into shell and Threads at the bottom of shoe ) f%:%t
Turtle leaves no part exposed when can be pulled up into shoe body s ’\> ek
threatened. Limbs and head using strings. e gcfggj
are only part outside of shell.
Socks for shoes, Elastic pocket P
e
Socks Elastic pocket pulled over foot. pulled over shoe. {;
(For color and trends) = aanad
~
gt :‘C,'&
Leaves are on branches, They Pattern on the shoe which
[eayes fall off and new one takes their | can be peeled off.

place.

EVERY‘SDESIGNER
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and shap.

Functional i :
Need : Idea Sample | Principle of Operation New Idea! Idea Sample
Analogies
Change in shape and size L '
. Cushioning of shoe can be — o
Balloon due to air pressure. ;
changed according to the need.
2
Gz ——tid |
Metal plate at the bottom Tl
Elastic Metal Elastic in nature . to get an elastic push while ZLAsTIC
walking. e
Changeable
Form We can see different color T i
Holc?gram from different angle due to i SfWIt SEpEpE
Sticker light reflection. Rropemes.
Whenever you remove your ), _]"
P !
Releases an odour through feet from the shoes you will Zeai
Bug its body when threatened. —
get fragrance.
Tires can be removed from Shoe soles are replaceable and
Tire the rim when they wear out. are availabe in different color

EVERY‘SDESIGNER
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Photo Frame

photo as per our choice.

the graphics by making some

kind of pocket on shoe.

Functional —_ :
Need : Idea Sample | Principle of Operation New Idea! Idea Sample
Analogies
Snakes shed their skin A shoe skin, with different colors
Snake after perticular amount of and patterns which can be
time. removed or put back on as per
our choice.
For small car body dents, We can create shoe with such
Car Body if we put hot water on it material and then change its
Dent it can be removed. form as we like.
Changeable
Form In photo frame we can put any | Shoe in which we can change

Bird Nest

Some birds weaves their own
nest.

The shoe has many threads
so that we can chnage its form
and shape.
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Advertisement

The board have custom

graphics on them.

The shoe skin can have

Functional . :
Need : Idea Sample | Principle of Operation New Idea! ldea Sample
Analogies
The surface can be made
Rubik’s The cube have ability to be of small cubes which can change
Cube flipped in various directions. face or skin of shoe.
The different type of knives The sole of shoe can be ¥
_ ) can be used and then fold used as per desire of the user. L (/)
Swiss Knife . : . . Va V&4
back inside when not in use. When not in use it can be L j
removed. o oy
Changeable
Form

custom gaphics. g >
Boards gap avood
The surface of banana can 1L
be peeled to show the The shoe laces can be
Banana \ L. . ..
— ) inside. customized similarly.
-_—
It has locking mechanism We can use same mechanism
Plastic Box that allows opening and to combine two halves of the

closing.

shoes.

L
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SHOE DESIGN BRIEF

from "How Shoes Are Made" by Wade Motawi

a
FUNCTION SPL. FEATURES TARGET USER
SZS.UE(I):stsrrkf;:gﬁggﬁ;?urpose, everyday Customisable body graphics. 9-12 year old Urban Indian boys. /
¥
PRICE SILHOUETTE TARGET ENVT.

Regular materials used, price affordable. High-Top, Hybrid of Sneaker, Basketball Playground, courts, home, school, tuition,

Shoe and Running Shoe. market.

TRENDS ﬁTAEEET MARKET & MATERIALS

High-Top Sneakers, Strap Closure, Urban India. Canvas(body), rubber(soles), velcro,
Popular Culture/Superhero branding. nylon(drawstring).
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TARGET USER

» Minu, the young shoe prosumer.
« 9-12 year old boy from Urban India.

« Goes to school, to the market and to tuition
classes wearing casual shoes.

« Interested in being cool and stylish.

» Tucks his shoelaces into his shoes or ties them
behind his ankles.

« Parents(buyers) interested in long lasting
shoes that withstand wear and tear and don't
get outdated too quickly.

source: Sulekha
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COMPETITORS

Crocs’ pediped’

next best thing to bare feet

L —

» Popular Brand. » Giving a barefoot experience. « Canvas, synthetic and rubber used.
« Unique look and fastening system. « Strap closure, straps over laces mostly. » Complex body graphics.

» Easy wear and removal. « Grippy soles, chunky treads. » Mostly strap closure.

» Waterproof, easy-to-clean. » Patchy, stitched designs. » Rugged and Hi-Top trends.

» Shock absorbing. « Flexible soles.

« Brand tie-ups, special edition Crocs. » Rugged and long lasting.
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THE CONCEPT

CASUAL KIDS’ SHOES WITH CUSTOMISABLE UPPERS.

COLORED, PATTERNED AND ILLUSTRATED VELCRO
STRIPS FOR STICKING TO SHOE BODY.

FULL FREEDOM OF CUSTOMISATION, POPULAR
STRIPS/STICKERS AVAILABLE.

ONLINE SERVICE FOR CUSTOM DESIGN OF STICKERS.
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FINAL SKETCHES
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FINAL RENDERS

BASIC SHOE
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FINAL RENDERS

Basic Shoe w/o Closure and Graphics

3/4th View

With Coloured Velcro Graphic Strips
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FINAL RENDERS

Exploded View

Tongue Strip

Twist Drawstring Closure

Heel Counter

Vamp Strip Strip

el Accent

s
-
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FINAL RENDERS

With Superhero Graphics
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1.ME- 1, SELTEMN. PRANDEHXEELE, £ (2RNR) THAHNLELXWGN , MERT  ‘BELAFENFHRENTZHARE. SHENEHE
HERENETHP S8 20% ( =%, 2016) .

2EXERAEXXTHEEREEIREFEFRNITL, DEFEANSIEFEFRE R MECIETH | Em?ﬂ]lﬁﬁﬁ%ﬂﬁ%’bﬁﬁkm TeH  “RUEBXFE
FRYGER TSR ERITREAR , NEEXaE , FRTR K RERRELERBEE , EREALEEX—K, REEHNE , XR—HNRETLERNFEFEEE
Ko "B—RIHEH  “—HHNEBRERMFELT,

IHBREXN TR N=RETRANER , BINBI M ZBERE , SEFAPBRGUEHRIL—# , BRZAFTUEBEBF R HBEZFERREGL, ARELP
TEBHMANIRIT ERERE EEH IR R B K.

4.2005 F , HERELLEF, BF , BEARAAEMEERAFEEFEZSBRAFTANBELBAENT , MEZLAFAREUFERIPWARZE.

1- Peyman Kargar, vice president of Renault's Africa, Middle East and India region said on the sidelines of a conference in London hosted by the Financial Times, car maker Renault wants to double
capacity and market share of its Iranian joint venture, as the gate opens up. Renault is aiming for 20 percent of market (Geller, 2016).

2- | have seen two comments on the process of making a truck cabin by Indian consumers, which is a kind of customization and a ‘desire lines’ and shows the intelligent and creative consumers of Indian,
comments were: “I wonder if there are any drawings for building that truck body. Probably not. Doors will fall off, cabin will rattle and shake. The whole thing will be so noisy nobody will notice. Only in
India can such rubbish be tolerated Truck Body Works.” and in another comment “Half of the Money spent on Decorations”. (Accessed 10 June 2016)
http://Amww.skyscrapercity.com/showpost.php?p=101145770&postcount=657

3- Consumers have different perception on a same form, we see a girl dancing, pretending she was a flower. But no one has correct perception to interpret what she was doing. This represents the actual
challenge of consumers were facing in modern society. (Accessed 16 June 2016) http://pni2.org/2014/09/a-provenance-into-participatory-narrative/

4- In the same year of stopping the line of Paykan in 2005, company had publicized that it had sold the discontinued Paykan production line to the Khartoum Transportation Company in Sudan. Which is
again dictating a design.
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