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Abstract  
 
 
 
 
 
Introduction  
 
This independent inquiry is an attempt to discover how designers from a product 
design discipline created deeper relationships between a users and the products. In 
todays design world there is a disconnect between users and products. There is no 
consistency between products. Some products offer just a function to users and 
some have massive influence and value towards users. This inquiry will aim to 
suggest whether this is something a designer can control or not but also exploring 
deeper into the ideology of certain things which can influence relationships. The idea 
of a relationship between a user and product is what makes user value a product.   
 
This inquiry will suggest and evaluate different methods, theories and ideas of how 
designers can create relationships. What makes a relationship? How are 
relationships formed? What influences that? Is it something a designer can control?  
 
This inquiry has lead me to research the idea of value within products and how value 
can create and influence deeper relationships. There are many areas which you can 
visit to discover the idea of ‘value’ however, due to the constrains of this inquiry there 
are three areas chosen to confine to, these are; value, affordances and relevancy. 
These will be the basis and layout of the independent inquiry.  
 
There are other ways of create deeper relationships and value within products such 
as co-design, product interactions and semiotics but due to the restricted length of 
this inquiry I have create three detailed chapters on value, affordances and 
relevancy. With in these chapters I have studied and discussed many sources of in 
formation some of which are well recognisable such as J.J Gibson, Donald Norman,  
and Karl Marx. In chapter 1 I have discussed value in relation to products and users. 
What value is in design and the different types, types which we may not think of at 
first but in the end are very much contributors to value. In chapter 2 I discuss 
affordances and their relation and contribution to value, but also how they can build 
on creating a relationship. Finally, in chapter 3 I have discussed how all of this is 
relevant today. In todays world trends, society and technology is constantly changing 
so we have to look at whether these old theories and ideas are still current and 
relevant.  
 
I have evaluated several sources and compared theorists beliefs in regards to their 
idea of value and affordances and how these create relationships. In the mix with 
this, I have visited many other sources some of more current ideas and beliefs which 
will enable me to get a better understanding of what is relevant now in todays design 
world. For example, looking at recent news articles enables you to realise how 
relationships are woven between users and products. This inquiry is important to try 
and understand what creates a relationship between a product and user, a deeper 
relationship, one which will make people value, appreciate understand, connect and 
create an experience.  



CHAPTER 1 – VALUE  
 
Value is a very important aspect / element in design ; 
 
Value defined by the oxford dictionary is, ‘the regard that something is held to 
deserve; the importance, worth, or usefulness of something.’ (Oxford English 
Dictionaries, 2019) This suggests when something has value it has a true meaning, it 
has a status or it has a deeper understanding to it. People will relate to these values 
individually. Values can also be defined as ‘Principles or standards of behaviour; 
one's judgement of what is important in life.’ (Oxford English Dictionaries, 2019) This 
in relation to product design, products have value, it can either have great 
significance to one individual but also no significance to another. Its how the person 
reacts to the sense of value and if that value or “standard” is something they believe 
in or something which is important to them in life, it's then when it has value to them. 
Values such as the affordability, comfort, how sustainable it is or even how well the 
product fits in your pocket, everyone has their own set of values. It suggests in the 
creation of a product, a designer would have to consider the different ‘standards’ of 
users and their level of importance. How these values are measured up against one 
another is a key part to design.  

As stated by Karl Marx ‘The value of a commodity can be objectively 
measured by the average number of labour hours required to produce that 
commodity.’ (Marx, 1865, p. **) in relation to design, Marx’s theory can be used to 
understand par of the idea of value within a design, when applying this it would give 
the notion that the more time it takes to produce a product from start to finish, the 
more valuable the product would be. Therefore arguing that the more labour hours 
worked on a product, overall the quality of the product will be better which to the 
customer would bring more value. A book on ‘Creating Value by Design : 
Thoughts’ suggests, ‘We need to abandon our obsession with adding extra functions 
and fancy gadgets to products. Instead, we must enhance the quality of the 
consumer experience by making products easier to use. (Marzano and Philips 
Design, 1999, p. 15) 

Quality is a key factor when it comes to buying products. Quality can come 
under many things but one example is consumer experience. Consumer experience 
is the interaction between the user and the product. Good user experience would be 
one that leaves a good impression on the user, wanting them to keep coming back to 
use the product. The quality of user experience can influence the value of a product, 
as a designer embedding quality in a product, from the quality of finish to the quality 
of user experience can enhance that sense of value. A better experience would 
suggest that they have found the product useful, enjoyed using it, satisfied with its 
function. This idea of better quality can evoke more appreciation toward a product.  

Prasad Boradkar, author of ‘Designing Things , A critical Introduction to the 
culture of objects’. States ‘Value is therefore perceived as the capability of things to 
satisfy the physiological, cognitive and emotional expectations of people’(Boradkar, 
2010, p. 64). From this perspective of Boradkar, he demonstrates that people who 
can relate to a product on an emotional, physiological and cognitive level will value a 
design much more. This makes the design process much harder as a designer, you 
have to spend time to understand your user and truly immerse yourself into what 
they would want. If you can do this, it's only then when someone will see the 
‘usefulness, worth and importance’(Oxford English Dictionaries, 2019) of a product. 



In comparison, all these ideas go hand in hand and have several links to how 
designers create that sense of value. With the use of Marx’s theory of more labour 
hours which would result in a better quality product. Marzano Philips idea of 
abandoning ‘extra functions and enhancing consumer experience’ and the idea of 
satisfying users expectations from Broadkar. As a designer, these ideas would 
enable you to have a better understanding of how to add this sense of value in a 
product. If you can use the ‘more labour hours’ to your advantage and focus on a 
better experience, interaction, user needs then ultimately you can create a sense of 
value. Value in a product can highlight the design, not just the overall product, the 
details in the design, how its made, the materials and the bigger picture the things 
around the product, not just this tangible object.  

Although these ideas are well-evaluated theories behind value, value today is 
changing and will always be changing, Marx’s theory of value was the forefront at his 
time but not necessary at the forefront today. ‘The challenge for designers, and 
indeed for everyone in societies is that they are entering the third wave, is to 
discover the new relevant benefits and qualities – the qualities that products and 
services will need to have if they are to discover the aspirations and dreams of those 
who use them’ (Marzano and Philips Design, 1999, p. 5) 
What people want and truly value is massively influenced by changing trends, 
society and new technology which means peoples values will change. Will they still 
be the same 50 years on? For designers to be able to have their design values 
recognised they need to keep up with changing times and understand their users. 
Your designs will not be seen, they will not stand out and the characteristics will not 
be valued. For example, there is a huge push for sustainable design in today’s 
society, if you have a product which is single-use in a market which is massively 
sustainability-driven customers will not value your product, it simply will not even be 
thought twice of. So creating value in a product, so the user can relate to it would 
enable them to think deeper about the design and form deeper connections towards 
the product and ultimately buy the product. They will understand why they are buying 
the product instead of ‘I need this’ or buying something just because it’s the next big 
thing.  

Design shouldn’t be a second thought, ‘It is sometimes said that there is no 
such thing as good or bad design, that it has no real measurable standards, this it is, 
in fact, just a matter of personal taste. But it is readily accepted that there is a 
standard of, say honesty, or driving, or housing, so why not design?’ (Heskett et al, 
2017, p. 185) This suggests that people don’t have the same thinking process or 
decision making process as they do when buying houses for example. We do have 
some standards in design but away from the cliché “ is it good quality” “is it a good 
price” why don’t people raise the questions, “why have they used that material” “why 
is it this size” the questions in which the producers of the products are asking 
themselves? This could be because there isn’t a deeper relationship between the 
user and the product. Or the relationship stops at a certain point between the two. 
The user does not make a link between a product and its material for example, there 
is nothing there to give the user a signal to make that link. Or is it just how it should 
be, the designer designs and the user uses.  

As a designer myself, I think designers should be getting their users to value 
their products, make them understand the product right down to the details. It’s a 
designers job to add value to the product and to make those standards be seen.  

 



Value can be added to a product by ‘Restoring the traditional sense of 
friendship between consumer and product’ (Marzano, Stefano., and Philips Design 
(1999). p. 15). A sense of friendship can create a connection between a consumer 
and a product like it does between 2 friends. People can understand better when 
they can make a connection, there’s something there they can relate to. Just like two 
friends have things in common, that’s usually why they’re friends. When having the 
ability as a designer to create a connection between a product and the user you’re 
creating much more than just an object for the user to use. A designer can embed 
this connection very early on in the design process, it sometimes takes a designer to 
spot this connection which most of the time is a user need. Users will not even know 
they need the product until it's presented to them. Suggesting, a designer can 
embed a connection in a product would also suggest that they can embed value to 
the product. If researching and sketching is part of the design process then why isn’t 
deep creative thinking such as creating value not part of the process? 

Some designers may disagree with the idea of creating value as it is ‘Only 
when an idea is embodied in a design – encapsulated into forms that are relevant, 
comprehensive, useful, accessible, affordable or pleasurable in the lives of users – 
can we truly speak of innovation, of creating new value’ (Heskett et al, 2017, p. 159). 
A key point in this passage is ‘Only when an idea is embodied in a design’. It 
suggests that it is the idea the has the value. It's not a matter of a designer adding 
value during the design process or halfway through sketching they think how can I 
add value. It’s the initial idea which carries the value. When the idea is then 
embedded into that end product, full of usefulness, affordability, pleasurable 
interactions like the above characteristics it is then when the product is valued. We 
can't forget the link between the idea and that idea being used in peoples lives. It 
cannot go unnoticed that a user will only commit to buying a product if they can fully 
see themselves using it to perform whatever function the product is intended on 
doing. Value, therefore, I believe it is not something which is to be added to a 
product, it is something that is in the product from the start from that first initial idea.  
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1 
 
 

 



 
Referring to Figure 1, Value can be created is other means than what we 

have discussed already. Value can be created after a product has been, 
manufactured and sold. Most products are put into product markets of similar 
products. So when products are made there is no idea that value can be added to 
them after they are released and purchased. Users who buy the products will 
interpret a product how they think best fits, they will sometimes use a product in a 
way in which it's not supposed to be. They will see it differently, use it differently, 
hold it differently and interact with it differently. When this happens it may create new 
value, or as Marx’s describes it as use-values.  

This type of value is an unseen value or most commonly know as ‘Use-values 
are to do with the quality of objects and are only realised in use or consumption 
whereas exchange values are quantifiable in terms of other commodities (Marx, 
1976, pp.126-128)’ (Dant and Tim, 1996, p. 7). Only when the commodity (product) 
is in the user's hand is when the true value is recognised. As a designer, you can 
communicate this underlaying connection between user and product so when a user 
just looks at a product they relate to it but that can all change when the user holds, 
interacts or uses the product for the first time. This type of interaction is described by 
J.J Gibson as Affordances. Being able to touch, feel and interact with a product 
generates much more value or emotion or the opposite and generates nothing. 
Objects (products) all have their own language and when in the hands of the user 
this is when a whole new level of value can be created.  
 
 
 
 
 
 
 
 
CHAPTER 2 – Affordances 
 

Affordance is defined by the Cambridge dictionary as ‘a use or purpose that a 
thing can have, that people notice as part of the way they see or experience it’ 
(Cambridge English Dictionaries, 2019). It is that signal that the user gets when they 
look at an object, and a good signal would be able to tell users how to then interact 
with that object. In design, products are full of affordances some may be so obvious 
but we don t actually note them in our head as they are easy to understand, its just 
part of the product.  

J.J Gibson states ‘The perceiving of an affordance is not a process of 
perceiving a value-free physical object to which meaning is somehow added in a way 
that no one had been able to agree upon; it is a process of perceiving a value-rich 
ecological object. Pp 140’ (Gibson, 1986, p. 140) This is suggesting that affordances 
are something which are enriched into objects from the moment of their conception, 
they have always been in the object from the start. It is down to the user to use the 
visual information that the object is communicating to them and react accordingly. It 
also suggests that affordances are only in objects that hold value. As discussed in 
the previous chapter, there is the idea that values are embedded in products from 
the beginning. If you are able to create a product which has value then affordances 
within the product are something which will be in the product no matter what. From a 

https://dictionary.cambridge.org/dictionary/english/purpose
https://dictionary.cambridge.org/dictionary/english/people
https://dictionary.cambridge.org/dictionary/english/notice
https://dictionary.cambridge.org/dictionary/english/part
https://dictionary.cambridge.org/dictionary/english/see
https://dictionary.cambridge.org/dictionary/english/experience


designers perspective, you don’t need to design affordances into a product as a well 
designed and valued product will automatically have these signals, communications 
and object language embed into it. It is in the design process when they are created 
by the designer's design thinking. Therefore, we can say affordances are visual 
languages in products they are created by the designer from the beginning. Well 
designed products are inclined to have affordances woven in the product. These 
affordances make a deeper relationship between the user and the product.  

Donald Norman shares very similar opinions on the topic of affordance, he 
suggests ‘An affordance is a relationship between the properties of an object and the 
capabilities of the agent that determine just how the object could possibly be used’ 
(Norman, 2013, p. 11). It suggests that the users will try to find a connection to 
objects. The connection may answer how they use an object, how the pick up an 
object or how they should hold an object. ‘Good design requires, among other things, 
good communication of the purpose, structure and operation of the device to the 
people who use it.’ (Norman, D 2013, p. 14) as a designer, you have to make sure 
that your design is clear. So easy to understand that the user can jump straight in 
and know what they’re doing without being confused. Good communication in a 
product is a good value to have. It enables the user to use little or no effort to 
operate it. Affordance is that little link from the user to the object. These links are 
very useful to the user, it gives the user better experiences. They create a smoother 
interaction and eliminates any mental barriers of confusion and uncertainty and 
ultimately leads to the users recognising a products worth. A sense of value is added 
towards a product when a user can recognise an affordance. Affordances, therefore, 
can create a deeper level of thinking between the user and object, a level which may 
not be obvious at first if at all, and the user may never notice the connection or link. 
But it adds another level of value, this type of value is a relationship.  

 
‘An affordance is a relationship’ (Norman, D 2013, p. 11) Norman describes 

an affordance as a relationship, although discussed above, focusing on the word 
relationship is key when talking about how designers embed deeper connection and 
values between products and users. The term relationship as described by the 
oxford dictionary is ‘the way in which two people, groups or countries behave 
towards each other or deal with each other’ (Oxford English Dictionaries, 2019). In 
relation to design, it suggests that the way a product and a user behave towards one 
another can vary, there are good and bad ways of behaving towards each other 
therefore there will be good and bad relationships between the two.  
 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2 

 
Figure 2 consists of two shapes that symbolise affordances and behaviours, 

respectively. For affordances to interact with behaviours, there needs to be a “fit” 
between the two.’ (Kannengiesser, 2012, p. 3). Figure 2 above suggests that the “fit” 
needed between the two, behaviour and affordances, can also be interpreted as a 
relationship. It’s the coming together of these two things that create a relationship. 
So a user and a product would need to find a fit or a sense of relationship for there to 
be a positive outcome and for users to recognise the affordance.  
The point being, as a designer, if you can create a good relationship between the 
two then the user would be able to have a better sense of connection towards a 
product. Connections are positive, they create a sense of bond, promise, a loyalty 
which will lead to the user understanding and valuing the product more. They would 
recognise the deeper characteristics of a product.  

If, however, there is no ‘fit’ an affordance may not be produced because a 
connection wasn’t able to be made. People make connections when buying, looking, 
touching and using products, they do so by ‘by grouping similar elements, 
recognizing patterns and simplifying complex images’ (Interaction Design Foundation 
(2019). This suggests the reason behind us not being able to make connections to 
products is due to the lack of knowledge. There is no previous knowledge of “similar 
elements” or “patterns” in this new product we are interacting with. Our brains are 
almost lazy and will only look for the things we already know before thinking any 
deeper into the product. A principle from the gestalt theory, ‘Meaningfulness 
(Familiarity): We group elements if they form a meaningful or personally relevant 
image.’ (Interaction Design Foundation (2019). This suggests that when we interact 
with a product and that initial link or relationship is formed, where the mind tries to 
take steps to understand the product. This is where the mind makes sense of 
anything relevant to their existing knowledge. Where users will only recognise the 
value a product has to them if the affordances are recognised. If the mind cant 
instantly makes any sense of it, this is when you become confused and the 
affordance and values are not recognised.  

The Gestalt theory also ‘recognised that the meaning or the value of a thing 
seems to be perceived just as immediately as its colour.’ (Gibson, 1986, p. 128) this 
statement suggests that users would be able to recognise the true value, what it 
offers to them and the deeper meaning of the thing just as quick as they recognise 
the colour of the object. In products, it means the users would recognise the function, 



the experience, the quality, manufacturing methods. All the deeper parts of the 
product which at first don’t seem apparent. Just as quick as they note the colour of a 
product. If users fail to do so the gestalt theory suggests that therefore the meaning 
and values aren’t in a product or they aren’t very well communicated.  

 
As a designer, this is a challenge. When you’re creating products, especially 

products which no one would have seen before, how are you going to get your user 
to create a relationship, understand, value and connect with the product? It comes 
down to the execution of the product idea, the research and how these are 
embedded or communicated into the product if you can get ‘ Our brains to combine 
information from our eyes with data from our other senses, synthesize it and drawn 
on our past experiences to give us a workable image of our world. This image orients 
us, allows us to comprehend our situation and helps us to recognise significant 
factors within it.’ (Barry, 1997 p. I) if the brain can make small but significant links 
from our knowledge, experience and senses then we can piece together the bigger 
picture or more specifically the affordance and values in a product.  

Overall, our brains are very clever at making links, creating relationships and 
creating connections. To be able to have affordances in a product it creates a deeper 
meaning and deeper connection between user and products, its another level 
between the user and product and not just a tangible object to the user. Affordances 
make the process easier for the user, it makes it easier for them to understand and 
overall bring a positive and better user experience.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
CHAPTER 3 – RELEVANCY  
 
Are values always in product even 50 years on? Do designers have to change the 
way they apply value and affordances in products?  

As briefly discussed earlier in this piece of writing, ‘The challenge for 
designers, and indeed for everyone in societies is that they are entering the third 
wave, is to discover the new relevant benefits and qualities – the qualities that 



products and services will need to have if they are to discover the aspirations and 
dreams of those who use them’ (Marzano and Philips Design, 1999, p. 5) this sense 
of the third wave is so relevant today. Technology, society, trends are changing, 
always will be changing. In order to write about how values and affordances can 
create deeper relationships based on old theorist and old ideas back then would be 
naive, we have to look at what is relevant today.  

D. Norman states, ‘A doorknob has the perceived affordance of graspability. 
But knowing that it is the doorknob that is used to open and close doors are learned: 
it is a cultural aspect of the design that knobs, handles, and bars, when placed on 
doors, are intended to enable the opening and shutting of those doors.’ 
(Norman, 2013, p. 11). 

This is one of Norman’s most common examples of affordance, if we were to 
deconstruct this and apply it to life today, we will see that this sort of affordance is 
different. We know that affordances are relationships, and how users interact with a 
particular thing, object or design. So with this theory in mind, it raises questions. 
What happens when you bring new technology, a new generation of people and a 
new type of doorknob?. How many doors do you walk through today where you use 
a doorknob or handle?. The perceived affordance of graspability does no longer 
exist. For example, figure 3 and 4 demonstrate the visual differences. 
 

 
 
 
 
 
 
 
 
 

Figure 3            Figure 4  
 
 Many doors in this day and age do not require a doorknob, as seen in 
figure 3. The doors are automatic, using technology to sense when a person is close 
and wants to enter or exit the door. When the individual is close enough, the door will 
open for them. The new and younger generation of people don’t have any previous 
knowledge of doorknobs and handles so their perceived affordance is a sense of 
walkability, can they walk up to a door and walk through it. This is where designers 
have a challenge if they designing a product for the new generation.  
The point made here is that; are affordances still relevant in today's design world? 
Chemero suggests that the “affordances do not disappear when there is no local 
animal to perceive and take advantage of them.” (Chemero, 2003, p .181) He 
suggests that affordances will always be in objects even for example when there is 
no user to use a product that affordance is still embedded into the product. It is 
always ready to be used and interoperated by the user. So with regards to future 
generations and changing times, it's not a matter of affordances not existing, there 
will always be affordances just a new set of them, different types which we wouldn’t 
have thought of before. The doorknob could well be a forgotten affordance, Normans 
example, although a very clear and understandable, today can be seen as outdated.  
 



 Value is an important way to embed relationships and connections 
between users and products. Does the sense of value in products change with time? 
Or is this something we can always expect in the product after all. Values are ‘the 
regard that something is held to deserve; the importance, worth, or usefulness of 
something.’ (Oxford English Dictionaries, 2019) the definition will never change, but 
what users value will. A great example of this is the Facebook data scandal. Not 
even within 50 years, but 4 years has seen how users can change their values 
towards a certain product. (Figure 5) Although this is a digital product it is still very 
relevant. When Facebook started, users loved the app, loved the idea of sharing 
their day to day life, they found it rather ‘useful’ and some would even go as far to 
say that it was an ‘important’ part of their life. 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 5 
 

When the news hit that Facebook was selling personal data to third party 
companies people values changed. Users valued their personal data more than 
posting a silly picture of their dog or what they had for dinner the night before. The 
realisation of what’s important in this digital product is no longer the same.  
           Its most likely that relationships will not last forever, as time goes on, peoples 
values change and the original values go out of date. A Book by Jonathan Chapman 
and Nick Gant, Designers, Visionaries + other stories, discuss the idea that over time 
‘both functionality and aesthetic attributes become outdated, relative to later models, 
and so the value of those attributes becomes diminished. (Chapman and Gant, 
2007, p .69) these attributes are seen by users as the most important attributes 
when buying a product. But also these attributes are the first to be redesigned and 
reworked when creating a new product. So naturally, these are the first to be 
recognised as ‘outdated’ or valueless.  

When we discuss value in products in a sense of relevance, 50 years on from 
when a product was first created. Value goes on a trip of evolution and the type of 
value or the meaning of the value changes. ‘Value can be restored’(Chapman and 
Gant, 2007, p .69) discussed by Chapman and Gant the idea of restoring value 
comes in different types, artistic value, use value, sentimental value, exchange 
value. The idea of a product value changing over 50 years steers me towards the 
example of museums.  

Museums are an example of how objects and products gain a sense of artistic 
and sentimental value. They are displayed in a place of safety due to the cultural and 
social values they have gained over the years of their existence. Not forgetting their 



original value, Chapman and Gant state that the ‘original value would have been 
primarily their use-value, coupled with their ‘newness’(Chapman and Gant, 2007, p 
.70) objects and items that have landed a place in museums at one point of time 
would have held that sense of ‘newness’ and original value. It concludes me to think 
that value is something which is not lost in a product but it is something which 
changes.  
            
 
 
 
 
 
Conclusion  

It's clear that both value and affordances have major influences on how a 
designer can embed deeper connections and relationships between a user and a 
product. The ultimate goal from doing this will be in hope to create better 
experiences, these experiences can make a product more than just a tangible object. 
There is a clear link between value and affordances. They go hand in hand. Value on 
its own creates connections between the user and the product. As discussed, value 
is something which holds the sense of importance, worth and usefulness. Having 
these attributes in a product creates meaning, meaning in which users can relate to, 
its this sort of thing which starts to form a relationship between the user and product.  

How do designers create this sense of value? As explored in the main body of 
this inquiry, there are many ways and different approaches as to how value is 
created. A strong argument which we touched upon was the idea of value is natural 
and is something which is part of the product from the start, its part of the original 
idea that the designer has. I agree with this statement as the original idea is the 
creativity which designer has and there must be some sort of value which the 
designer notices for the idea to be taken forward and developed into a product. 
Creativity is important part of designers it what allows them to create products, as 
defined by Sir Ken Robinson ‘creativity as I define is the process of having original 
ideas that have value more often than not comes about through the interaction of 
different disciplinary ways of seeing things.’ Do schools kill creativity (TED, 2007) 
Ideas that carry value is what users can relate to when interacting with the product. 
Although this is true, value can be interpreted differently by different users. All users 
are going to have different values and are going to appreciate things different, what 
they believe a certain product should be able to do will be different from the person 
next to them. Whether it be the quality of a product which generates a good 
impression about a product and experiences or excellent function which makes the 
process of interaction much easier for the user. These are all values in a product but 
it comes down to how the user measures that value. Value can not only provoke an 
emotional, physiological and cognitive response but it can also highlight the design, 
not just the overall product, the details in the design, how its made, the materials, the 
bigger picture.  
 

Values can be interoperated in many different ways, the function, the 
experience, the relationship but one which we don’t necessarily notice is the 
affordances. Well thought of and well-designed products have affordances in them. 
These products will have links, these links are what the user uses to interact and 
form a connection with a product. Affordances make it easier for users to interact 



with products its almost like a language of signals which the user will receive. This is 
where value links with affordance, value is added between the user and product 
when the user can recognise its affordance.  

These affordances as discussed in the main body are something which is 
always in the objects and products, from the start and not necessarily added to the 
product. As a designer, you don’t need to concentrate on how you ‘add affordances’ 
to a product. If you have a well designed and valued product affordances will be 
embedded in products as signals, communications and it’s visual language. But also 
it’s the communications, signals and values which create this deeper level of thinking 
between the user and product, it is this which is creating the relationships or building 
on the current relationships between a user and product. 

Most people understand how relationships work, a good relationship would 
amount to positive things, such as In terms of products, it’s the product experiences, 
product interactions and product connections which product have with users. As a 
designer, if you can create a positive experience or interaction between the two then 
the user would be able to have a better relationship towards a product. However, a 
bad relationship can cause a negative outcome. Value and affordances may not be 
recognised. It's your job as a designer to avoid the later of these outcomes. The 
human's brain can become lazy, we will not think deeper about things unless we 
really have to. We will only look for the things we already know. Users today want it 
all on the plate ready for them they don’t want to have to think about how to open or 
close a water bottle.  

These relationships which a designer create comes down to the execution of 
a product, the idea, the research, the whole process of design. If you can enable 
your users to make small but significant links from our knowledge, experience and 
senses then you can allow the user to see the bigger picture or more specifically, 
allow them to see the true value in products.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
So how do designers embed deeper relations between users and products? A 
simple hierarchy demonstrates the process of creating deeper relationships.  
 
VALUE  
           creates  
           WORTH, FUNCTION, EXPERIENCE, 
           to be able to acknowledge these  



           AFFORDANCES  
           are used and create 
           CONNECTIONS, SIGNALS, INTERACTIONS  
           these then create a  
           RELATIONSHIP  
           this allows you to  
           UNDERSTAND  
           CONNECT  
           ENJOY  
           EXPERIENCE  
           BOND 
           and ultimately  
           MAKES YOU VALUE  
           and  
           ADDS A DEEPER LAYER BETWEEN USER AND PRODUCT 
 
 
 

I think what we can gather from this inquiry about how designers creating 
deeper relationships between the user and product is that a lot of things stem off 
from the idea of value. The idea of relevancy in a constantly moving world of design 
trends and technology, value is something which goes on a journey, something 
which will always be in products, something which we will always be able to relate to 
but most importantly something which will always create a deeper relationship 
between the user and a product.  
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