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FIGURE 3.1

Copyright © Koninklijke Philips Electronics N.V. All Rights Reserved. Reproduced with permission. See 
section “Exceptions” in the copyright terms.



65USER EXPERIENCE AND EXPERIENCE DESIGN 

Wake-Up Light

VIDEO 3.1

Courtesy of Rikke Friis Dam and Mads Soegaard. Copyright: CC-Att-ND (Creative Commons Attribu-
tion-NoDerivs 3.0 Unported). View full screen or download (704 KB). View transcription/captions.
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VIDEO 3.2

Courtesy of Rikke Friis Dam and Mads Soegaard. Copyright: CC-Att-ND (Creative Commons Attribu-
tion-NoDerivs 3.0 Unported). View full screen or download (800 KB). View transcription/captions.

VIDEO 3.3

Courtesy of Rikke Friis Dam and Mads Soegaard. Copyright: CC-Att-ND (Creative Commons Attribu-
tion-NoDerivs 3.0 Unported). View full screen or download (1 MB). View transcription/captions.
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VIDEO 3.4

Courtesy of Rikke Friis Dam and Mads Soegaard. Copyright: CC-Att-ND (Creative Commons Attribu-
tion-NoDerivs 3.0 Unported). View full screen or download (800 KB). View transcription/captions.
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pen to you!”

FIGURE 3.2 Golden Ticket.

Copyright © Warner Bros.. All Rights Reserved. Reproduced with permission. See section “Exceptions” in 
the copyright terms.
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3.2  EXPERIENCE AND BUSINESS

The Experience Economy

Experiential Marketing
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3.3  THE EVASIVE BEAST CALLED USER EXPERIENCE
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FIGURE 3.3

Copyright © Mallory Bwman. All Rights Reserved. Reproduced with permission. See section “Excep-
tions” in the copyright terms.

User Experience Experience
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Experience Design

Experience User Experience

Experience User Experience

3.4  EXPERIENCE DESIGN: DESIGNING THE POST-MATE-
RIALISTIC
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FIGURE 3.4

Copyright © Penelope Fewster. All Rights Reserved. Reproduced with permission. See section “Excep-
tions” in the copyright terms.
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in All the Colours of Darkness

“
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Experience Design

Anti-iPod Wall 

Street Journal
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FIGURE 3.5

Copyright © Zhang Jian. All Rights Reserved. Reproduced with permission. See section “Exceptions” in 
the copyright terms.

The Buddha Machine

Buddha Machine

Buddha Machine

Resident Advisor
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Buddha Machine

New 

York Times Magazine

“And of course there’s the anti-iPod factor: the relief of not having 

to make a choice in a world awash with entertainment and self-ex-

pression options. Moreover, at a moment when the unused abilities of 

feature-loaded computers, cellphones and even microwave ovens pile 

up faster than we can keep track of them, it’s satisfying to know that 

once you’ve turned the Buddha Machine on, you are using it to its full 

capacity.”

The Buddha Machine

The Buddha Machine
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FIGURE 3.6

Copyright © Swantje Krauss. All Rights Reserved. Reproduced with permission. See section “Exceptions” 
in the copyright terms.
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3.5  WHY, WHAT AND HOW
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FIGURE 3.7 Why to the What How

Copyright status: Unknown (pending investigation). See section “Exceptions” in the copyright terms.

3.6  CONCLUSION AND FUTURE DIRECTIONS

(User) Experience
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3.8  COMMENTARY BY ERIC L. REISS

Eric L. Reiss

© Eric L. Reiss
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3.9  COMMENTARY BY DONALD A. NORMAN

Donald A. Norman

© Donald A. Norman
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affordances



ENCYCLOPEDIA OF HUMAN-COMPUTER INTERACTION

References

ABOUT THE AUTHOR

3.10  COMMENTARY BY MARK BLYTHE

Mark Blythe

© Mark Blythe
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The Hitch Hiker’s Guide to Experience Design
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You 

imagine no doubt, gentlemen, that I want to amuse you. You are mistaken in 

that, too. I am by no means such a mirthful person as you imagine.
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“Experience design is complicated, really complicated. I mean, you 

but that’s just peanuts to experience design”

References
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3. 

3.11  COMMENTARY BY WHITNEY HESS

Whitney Hess

© Whitney Hess
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user
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3.12  COMMENTARY BY PAUL HEKKERT

Paul Hekkert

© Paul Hekkert
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Copyright © Sanne Kistemaker. All Rights Reserved. Reproduced with permission. See section “Excep-
tions” in the copyright terms.

Copyright © Sanne Kistemaker. All Rights Reserved. Reproduced with permission. See section  
“Exceptions” in the copyright terms.
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pushes 
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3.7  BEHIND THE SCENES

Copyright status: Unknown (pending investigation). See section “Exceptions” in the copyright terms.

Copyright status: Unknown (pending investigation). See section “Exceptions” in the copyright terms.
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