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The Internet of Things Needs Design, Not Just Technology
Written by Scott A. Nelson and Paul Metaxatos
[bookmark: _Hlk7471094]The Internet of Things, IoT, is a step for businesses to understand and communicate with their customers. Nelson and Metaxatos’ (2016) journal article identifies an issue with IoT as being the lack of design-focused innovation. They focus on the Business to Business communication used within IoT, rather than on the crucial Customer to Business data.
Nelson is the chief executive of a consulting firm, Reuleaux Technology which helps companies with developing IoT and has written many articles for the Harvard Business Review journal. Metaxatos is the co-founder and principle of a brand-development firm, Motiv.

Keywords
	The Internet of Things
	The analysis and filtering of relevant data for customer and businesses.

	Artificial Intelligence
	The simulation of human intelligence carried out by machines. Commonly seen as a robot who can hold a conversation 

	Fire and Forget
	The idea that customers walk in and out, just as quick 



The Internet of Things
The Internet of Things, IoT, looks at understanding how internet connected devices improve customer and business jobs and lifestyles. Understanding IoT is a key step into understanding the future of technology and how it can aid us. It applies relevant analytics to the data collected from certain devices to filter through the important information and then transmits this relevant data back to the business to be understood and possibly improved upon. IoT can be any mixture of communication methods between businesses and/or customers.
This topic is important because it allows for a more streamline interaction from the customer, whether they’re internal or external. IoT is a stepping stone to making Artificial Intelligence understand a customer.
USES
Basis of the study
Nelson and Metaxatos’ (2016) study focuses on the business to business IoT and sees it as a non-customer facing service, whereas this isn’t the popular opinion of IoT writers. They write that getting customers directly and consciously involved results in failure of IoT businesses, it shouldn’t be the end-product for the customers to purchase, but a hidden side product for the businesses use only.
Although this works for the majority of IoT uses, such as for diagnosing where a car broken or failed, the future of IoT is customer facing convenience. Products which sense when our home, though GPS tracking, and opens your garage, turns your lights on, turns your heating on and boils the kettle is where IoT needs to be. Nelson and Metaxatos (2016) disregard this opportunity entirely and actually states that ‘It can never serve as the rationale for the customer purchase’ (Nelson & Metaxatos, 2016, p. 1). Although this is seen to be proven false with products such as Google Home and Amazon Alexa devices hitting homes to combat this exact customer facing IoT situation.
Opposing Ideas
Weuchselbaum (2015) is one example of a IoT writer who published a journal article which focuses on the business to customer relationship as a crucial aspect of IoT. Similarly to Nelson and Metaxatos’ article, Weuchselbaum (2015) discusses how businesses need to adapt the way they see customers. Rather than them buying a product and that being the end, the IoT creates a long-term relationship between the customer and the company which results in long term benefits for both. You will no longer walk into a shop, buy something, and never need the business again, Weuchselbaum names this process ‘Fire and Forget’. The communication is constant and forever changing and growing to develop both the product the customer brought and new products coming to line. 
Another article looks at how people are actually using the IoT (Wilson, et al., 2015). This backs up Weuchselbaum’s (2015) idea between business and customers stating that the customers want smaller interactions, which is what the businesses should give them. This article actually states that the customers want to be involved, the direct opposite of that Nelson and Metaxatos (2016) decided in their article.
Conclusion of Review
In conclusion, Nelson and Metaxatos’ article does bring up a valuable point of including design in the forefront of designing products with the IoT. But they are evidently wrong in thinking customers don’t want to be directly involved in the process and benefits of the automated lifestyle. The reasoning behind this may be the date of the article as it was written four years ago, and the general understanding artificial intelligence has greatly increased and been seen as a positive thing we all want in our homes. 
They were correct in their thought that businesses can benefit from IoT, but greatly, it will be a customer-market lead product.
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