IDEA TO PRODUCGCT

BRAINSTORMING RESEARCH INSPIRATION SCENARIO







M .___.r"f-r - ﬁxh
Concept Design i .
Development Design
\.— Detail Design
NN ~——
j | ,| | |\ [ S\ ——— @ Manufacture
.-"'---/
-~
.-'"'.-.-.



WHY?

WHAT?

HOW?

FUNCTIONS

INSPIRATION

SEMANTICS

SEMANTICS

MATERIALS

PROCESSES

PRESENTATION
SIGN OFF




BRAINSTORMING

Brainstorming is a method for generating ideas to solve a design problem.

A brainstorming session should be used for generating new ideas and
solutions. It should not be used for analysis or for decision making.

A brainstorming session must be targeted to a specific topic. You must define
the problem area or the opportunity area you want to create ideas for.

You must draw up a specific problem/opportunity statement which describes
what you are trying to achieve.

This statement must not even suggest what a typical solution might be because this
will hinder the idea generation. Explore possibilities and opportunities that seemingly are
outside specific subject area.

For example: design a door with maximum opening aperture and minimum clearance.,

————m



BRAINSTORMING
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RESEARCH

“Systematic investigation towards increasing the sum of knowledge” — Chambers 20" Century Dictionary
“An endeavour to discover new or collate old facts etc. by the scientific study of a subject or by a course
of critical investigation” — The concise Oxford Dictionary

Types of research

Scientific — generating new knowledge base by staging experiments and observing results

Historical — establish facts by investigating historical documents

Journalistic investigation — collecting data through interviews, observations and other sources of information
R&D - generating new technological methods and task solutions through generating and testing new ideas

The journalist merely has to gather enough information to write the article
The industrial researcher must understand the information in order to apply it to a new situation, that is, the

product under development.
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RESEARCH

Research methods

Qualitative and Quantitative

Qualitative Research

Qualitative research is about understanding people. It's used to identify and interpret consumer attitudes and
behavior by focusing on the "typical" person or "typical" group.

Qualitative research tells you how people think, what people think about, how they evaluate or decide and why.
What motivates, drives and pleases them.

Qualitative research allows you to get inside people's experience, perceptions, attitudes and values, to identify
and understand what they see -- how they will react when they see it -- and what enables them to react.
Qualitative research techniques provide a completely different form of knowledge: an understanding of emotional,
non-rational processes involved in a topic.

Quantltatlve Research g '

_"'and figures that relate to a research problem. It focuses on markets
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Quantitative part identifies number of items carried in the

pickup driver and occupants in a given country — Thailand.
cabin.

Qualitative part of research analyses typical habits of a

Sample result of Research

" tesh 1ood, Idea Is hanging on the hooks (fokdabie) or In the net




SCENARIO

Scenario describes the stories and context behind why a specific user or user group requires a specific product
and the way he/they would or could us it.

Scenario starts with identifying the main user or user group.

Next, scenario identifies this user needs and goals.

Finally, scenario projects opportunities and possible means of achieving user’s goals.

setting Storyboard: Scenario

actions | Yy .
service

Urban Chinese Family: Snowed In No power, electricity out

N

persons objects/tools '

“BlizzyBody” taken out Blanket around user(s) Hand Power Foot Power Sharing as a Family




INSPIRATION/MOOD BOARD

Inspiration/Mood board IS NOT a collection of nice pictures you found on the net.
Inspiration/Mood board has a specific task of identifying and planning a finished product attributes.

Inspiration/Mood board is a visual road map to achieving specific goals of applying desired design
language and colours, finishes and tactile/imaginary sensations.

Inspiration/Mood board could have images, targeting specific areas or only one image, that reflects all desired
parametres of a finished product.

There could be 1 global Inspiration/Mood board setting the mood for the whole project, or dedicated
Inspiration/Mood board for individual parts of the project, e.g. Exterior, Interior, Wheels etc.
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Tough
Reliable
Honest
Not afraid of dirty WOrk .
Intelligent

Unsophisticated



INSPIRATION/MOOD BOARD

Sample Inspiration/Mood board used in aesthetics development
of 2009 Ford Ranger
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