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INTERNAL  SW

Personal
Development
& Planning

(REFLECTIVE PRACTICE + CPD)

ENTERPRISE

iagnostic reflective
practice to balance intent with
capability against opportunity

( BENCH MARKING )

BRAND COLLATERAL
NETWORKING

COLLABORATION

mapping & evaluating
personal abilities against
‘external bench mar

( ROUTE MAPPING \

v personal intent
x{ aspiration &

vision
( VISION BUILDING \

personal discourse on
design agenda

career opportunities
& design futures

design-graduate e
efficacy- expertise- ente



INTERNAL  sw

Personal CPD plan
Spring 2020

IED-BIDA Standards
‘referenced’
reflection of current
+ projected career
assets+offer

career
destination
route-finding

career assets
2 minute voice-over
. a personal-advocacy

Personal
Development
& Planning

( REFLECTIVE PRACTICE)

diagnostic reflective
practice to balance intent with
capability against opportunity

ase
( BENCH MARKING) o A
‘mapping & evaluating

design-graduate e
efficacy- expertise- ente

EXTERNAL

PORTFOLIO BUILDING

BROADCASTING

NETWORKING

interactive media-
rich media
brand-touchpoints

key projects
voice-over

dialogues- 9 x 2minute
(= total 18 minutes )

single web page
broadcast
portfolio presentation

graduate-year 2020
web-site community
‘New-Year’ Online
Portfolio Exhibition

+ showreel of the most
compelling project
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2050 efficacy agenda
ethical purposefulness
real-time PRESTEL
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OPTIMISM SEEING IS
BELIEVING

Circular Economy
Wellbeing + Care

LIKE YOU RISE ABOVE
THE NOISE

Happiness
Tt Water
poverty — Food/Energy/IT
ok overty — Frood/energy

Data Driven Automation
BRUCE MAU MC:24 Carbon Currency



BUSINESS
MODEL-DRIVEN

OPEN INVITATION

PLATFORM-
DRIVEN

FRANCHISE

You, whether they're individual
Experts or strangers in the crowd.

COLLABORATIVE CONSUMPTION

e connectivity 10 uper
tracitonai forms of ownershup and
change the way astomers relate to
your goods and services.

FREE-BASEQ

Give away basic offerings for free to
attract many users and then make
money off of them in mUltiple ways.
RADICAL OPTIMIZATION
Move beyond standard operational
efficiencies 1o make it pamlul for omet
firms to compete with

PREDICTIVE BUSINESS ‘

experiences that you -and
others-use

CUSTOMER
EXPERIENCE-
DRIVEN

of extensions.

EXCHANGE

Establish hubs of activity and
commerce for any given resource,

Interest. market, o industry.

COLLABORATIVE CREATION

Connect communities with canvases

and 1oolkits that éncourage them to

create offerings for you.

consvzn(v DRIVEN PLATFORM

Use subtle or explicit cues ln confer
status o your customers-creating
elite lvm:rs that engage rab»ﬂ'v with
Your products and servic

IMMERSION

Create environments th

and mesmerize customers, hsl!rm(
new levels o engagement an

m

CONNECTED COMMUNITY
Leverage the power of socialtes to

and et others use th mm 10 power
heir own busine:

EXPERIENCE ECOSYSTEM

breakdowns, allowing you to ma
amept b Tl
drive efficiencies for customers.

Frodum services, and extersions”
that interoperate and connect

i (emmemry elegantand
beguilin

consumers to share common inter
55, acities, aod o the offerings that
support ther

VALUES-BASED

Make your products stand for some-
thing and foster a movement focusing
0n 3 paricular consttuency, cause,or
reason for existing.
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Product Customer
Profit Model Network Structure Process Performance Product System Service Channel Brand Engagement
Premium User-Defined MergerfAcquisition Organizational Design Process Standardization Superior Product Complements Try Before You Buy Diversification Co-Branding Process Automation

Price at a higher margin
than competitars, usualky
for a superor product,
offering. experience, senice
or brand.

Cost Leadership
Keep variable costs low
are s2ll high velumes at
I prices,

Scaled Transactions
Maximize margins by
pursuing high volume, large
scale transactions when unit
costs are relatively fixed.

Microtransactions

Sell many items for as lite
as a dollar—or even only
ofe cen—to drive impulse
purchases at volurme.

Forced Scarcity

Limit the supply of offerings
avallable, by quantity, time
frame or access, bo drive up
dermand andfor prices.

Subscription

Create predictable cash
flows by charging customers
up freal {8 ere lime o
recurring lee) o have
access o the product!
senice over time,

Membership

Charge a time-based
paymant to parmit access
to locations, offerings, or
services hat non-members
dan't have.

Installed Base

Offier a “core” product for
slirn margins {or even a
lzes) to drive demand and
Ieatty; then realize profit
on addifional products
and services.

Switchboard

Connect multiple sellers with
multiple buyers; the maore
buyars and sellers who

join, the more valuable the
sai frhboard.

Auction

Allow a market—and its
users—in set the price for
goods and services,

Invite customers to set a
price they wish o pay.

Freemium

Dller basic sarvices lor Tree,
while charging a premium
for advanced or special

festures.

Flexible Pricing
Wary prices for an offering
bazed on demand.

Float

Receive payment price to
Luilding the affering—and
use the cash to earn interest
prior to making margins.

Financing

Capture revenue nat directly
from the sale of & product,
bt fram structured payment
plans and after-sale interest,

Ad-Supported
Provide contentservices
lar free o ore parly while
selling listeners, viewers or
“eyeballs” o another party,

Licensing

Granl permission 1o some
other group or indwidual
to use your offering in a
defined way for a specified
payment.

Metered Use
Allow customers to pay far
only what they use,

Bundled Pricing

Sellin a single ransachion
b or more ilerms that
could be sold as standalone
offerings.

Disaggregate Pricing
Allow customers to buy
exacty—and onh—uwhat
they want.

Risk Sharing

Walve standard feesicosts

if certain mefrics aren't
achigved, but receive outsire
Rains when thay are,

Cormbine two or maore
enfities tn gain access to
capabilities and assets,

Consolidation

Acguire mulliple companies
in the same market or
complementary markets.

Open Innovation

Ohbtain access o processes
or patenis from other
companies fo leverage,
extend, and build on expertise
andfor do the same with
internal IP and processes.

Secondary Markets
Connect waste streams,
by-products, or other
alternative offerings to
those who want them.

Supply Chain
Integration

Coordinate and integrate
informabion ardfor processes
SEI0SS & COMpary or
functions of the supoly chain,

Complementary
Partnering

Leviragn assols by sharing
I with companies that
sene similar markets but offer
different procucts and semices.,

Alliances

Share risks and revenues
Io jointly improve individual
compeiitive advantzge

Franchising

Licenss business principlas,
processes, and brand to
paying partners,

Coopetition
Jein forces with scmeone
who would normally be
your compatitor to achieva
acommaon goal.

Collaboration
Partrer with athers for
mutual henefit.

Make form follow function
and align infrastructure with
care gualities and business
Processes,

Incentive Systems
Qffer rewards (inancial or
nen-inancial) to provide
mntivation for a particular
caurse of action.

IT Integration
Integrale echhology
resources and apolcations.

Competency Center
Cluster resources,
practices and experlise
inlo supporl cenlers thal
increase afficiency and
effectiveness across the
broader arganizaticn.

Outsourcing

Assign responsibility for
developing or maintaining
a system 1o a vendor,

Corporate University
Provide job-specific or
company-specific fraining
for managers.

Decentralized
Management

Distribute decizion-making
governance closer to the
customer ar other key
business interfaces.

Knowledge
Managament

Share relevant information
internally to reduce
redundancy and improve
jobr perfarmanee,

Asset Standardization
Reduce operating costs and
increase connectvity and
modularity by stancardizing
your assels,

Use comiman products,
processes, procedures,

and policies Lo reducs
complexity, costs, and ermors,

Localization

Adapt an offering, process,
or erperience o larget a
culturs ar regian,

Process Efficiency

Create or produce mare while
Lisifg Teier fesolrces—
measured in malerials,
energy consumption ar time.

Flexible Manufacturing
Use a production system hat
can rapadly react o changes
and slill operate afficiently.

Process Automation
Apply tools and infrastructure
Lo manage rouline actvitios m
arder to free up employesas.

Crowdsourcing
Outsource repetitive or
challergirg work to a large
group of semi-organized
individuals,

On-Demand Production
Produces items after an order
has been received to avaid
carrying costs of irventary,

Lean Production

Reduce waste and cost in your
manufactiring process and
ather operations.

Logistics Systems
Manzge the flow of goods,
information and other
resources between the paint
al eeigin and the paint of use.

Strategic Design

Employ a purpeseful
approach that manifests itsell
consislenlly across ollerings,
brands, and axperiencss.

Intellectual Property
Pratect an idez that has
commercial value—such as a
recipe or industral process—
with legal toals ke patents.

User Generated

Put wour users to wark in
creating and curating content
that powers your cfferings.

Predictive Analytics
Model past performarnce data
and predict future cutcomes
o design and price offerings
accordingly.

Develop an olfering af
exceptional design, quality,
andior experience.

Ease of Use

Make your product simple,
infuitive and comfortable
1o use,

Engaging Functionality
Provide an unexpected or
newsworthy experiential
componant that elevates
the customer interaction.

Safety
Increase the custormen's level
of confidence and security.

Feature Aggregation
Cambine exsting features
found across offerings into
a single offering.

Added Functionality
Add new functonality to an
existing offering.

Performance
Simplification

Omit superfluous details,
features, and interactions
e roduce com plaxi by

Environmental
Sensitivity

Provide offerings that do
o harm—or relatively hess
Farm—io the environmaenl,

Conservation

Design your product so that
cUStOMmErs can reducs their
s of energy or maternals,

Customization

Erable altering of the
product or sendice to suit
Indivicual reguirerments
or specifications.

Focus

Design an offering specifically
for a particular audience at
the expense of athers.

Styling
Impart a style, fashion
of Image.

Sell additional related
or ancillary products or
services to a customer,

Extensions/Plug-ins
Allow tirst- or third-
party additions that add
functionality

Product Bundling
Offer several products
for sake as ane
combined product

Modular Systems
Pravide a set af individual
components that can be
wzad independenthy, Dot
gain utility when combined.

Product/Service
Platforms

Develop systems that
connect with other, partiner
products and services to
create a holistic affering.

Integrated Offering
Combine otherwise
discrete companents into
a complete experience,

Let custormers test and
experience an offering
before investing in it.

Guarantee

Remaove customer risk of
lost money or time
stemming from preduct
failure or purchase ernor.

Loyalty Programs
Provide benefits and/or
discounts to frequent and
high-value customers.,

Added Value

Include an additional
sarvinefunction as part of
the base price,

Concierge

Provide premium servdce by
taking on tasks far which
customers don't have time,

Total Experience
Management

Provide Moughtiul, hatisbe
managemant of the
COMSUMEr eXperience acrnss
an offering's lifecycle.

Supplementary Service
Offer ancillary services
that fit with your offering,

Superior Service
Frovide service]s) al higher
guality, ellicacy, or wilh a
better experience than ary
competitor,

Personalized Service
Use the cuslomer's own
information to provide
perfecily calibrated service.

User Comimunities/
Support Systems
Provide a communal
resource for productfservice
support, use and extension.

Lease or Loan
Let customers pay over time
fo lower upfront costs,

Self-Service

Provide users with control
over aclivities that would
ciherwise require an
infermediary to complets,

Add and expand into new or
different channels,

Flagship Store

Croale a store lo showcase
guinfeszential brand and
product atinbutes.

Go Direct

Skip traditional retall
channeds and connect
directhy with customers.

Non-Traditional
Channels

Empley novel and relevart
avenues to reach customers.,

Pop-up Prasence
Create a notewerthy but
temporany environmert
to showcase andior

=l offerings.

Indirect Distribution
Use others as resellers

wha take ownership over
delivering the oflering Lo the
final user,

Multi-Level Marketing
Sell bulk or packaged
poods o an allilialed bul
independent sales lorce
that turns around and sells
it for you,

Cross-selling

Flace producls, services, ar
information that will enharce
an experience in situations
where customers are likely
to want to access them.

On-Demand

Deliver goods in real-time
whenever of whereves they
are desired.

Context Specific

Offer timaly access o goods
that are appropriate for a
specific lpcation, cccasicn,
or situation.

Experience Center
Create a space that
ENCOUREES YOUr CLISMEns
to interact with your
offerirgs—out purchase
them through a different (and
often Iower-cost) channel.

Combine brands o mutually
reinforce key attributes or
enhance the credibility of
an affering.

Brand Leverage

“Lend” your credibility and
allow cthers to use your
name-—thus extending
your brand's reach.

Private Label
Provide goods made by
others uncer yaur
company's brand.

Brand Extension
Offera new product or
sarvice under the umbrelia
of an exsting brand.

Component Branding
Brand an integral
component to make

a final offering appear
more valuable.

Transparency

Let customers seainto
your operations and
participate with your
brand and offerings,

Values Alignment
Make your brand stand for
a big idea or a set of
values and express them
conzistently in all aspects
ol your company.

Certification

Develop a brand ar mark
that signifies and ensures
cerlain characlaristics in
third-party afferings.

Remeove the burden of
repetitve tasks from the
user Lo simphify lile and
make new expericnces
seam magical,

Experience
Simplification
Reduce complexity
and focus cn delivering
specific experiences
excaptionaly well.

Curation

Use a distinct point of view
o separate the proverbial
‘wheat from the chaff—and
in the process create a
sirong identity for yoursell
arvd yaur follewers.

Experience Enabling
Extend the realm of what's
possible to offer a previously
improbabie expenence,

Mastery

Help customers ta

obtain great skill or deep
krowledge of some activity
or suhject.

Autonomy and Authority
Grant users the power to

1=e your offerings fo shape
their own experience,

Community and
Belonging

Facililale visceral
connections lo make people
feel they are part of a group
ar mavement,

Persenalization

Alter a standard offering to
allow the projection of the
customer’s identity.

Whimsy and
Personality
Humanize your offering
with small flaurishes of
or-brand, on-rmessage
ways of seeming alive.

Status and
Recognition

Offer cues that infer
meaning, allowing users—
and those whao interact
with them—lo develop
ard nuriure aspoecls ol
their idertity.

CONFIGURATION

OFFERING

EXPERIENCE

ferpsd | B 2003 Dokl
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climate demographics
change

oceans urbanisation




2050 expertise

agenda

continual professional nascence
UX - Ul - CX — XR
business / technology / people

shareable-measurab
urban metabo

e process
1SM



Business Model Innovation BMI
Product Inventory Management PIM
Market Positioning MP

Blue Ocean

Purple Ocean

Red Ocean

Design for Product Performance DPP
Design for Sustainablity DFS

Life Cycle Analysis LCA

Finite Element Analysis FEA
Computational Fluid Dynamics CFD

Design for Assembly DFA

Design for Dis-Assembly DFDA

Design for Manufacture DFM

Service Design Innovation SDI

Design for Dispersed Manufacture DFDM

design
thinking
visualisation

MD Market Differential
MTA Market Trends Analysis
ED Emotional Design

Bl Brand Innovation

DS Design Semantics

CB Co-Branding

ID Interaction Design

DU Design for Usability
UX User Experience Design
Ul User Interface Design

HCD Human Centred Design
DFE Design for Ergonomics
UD Universal Design

CD Co-Design

generation development proposal

o 52

L
AR nsios
4 ==
&

rendering

technical
lustration

DESIGN
INTEGRATION

specification

discursive expertise
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Phase 1 Project Framing & Interpretation Phase 2 Primary Form Ideation + Development of Concept Proposals Phase 3 Design Proposal Development Phase 4 Development of Product Specification
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2050 enterprise agenda
systemised collaboration
olausible + relevant ‘truths’



“It is not enough that we build products that
fi h d bl d bl
main e msemstenivete  Donald Norman
joy and excitement, pleasure and joy, and yes
beauty, topeople’s lves” — creating pleasurable interfaces
progressing from prodduct tasks to product experiences

focused on
expenences

can b used without difficuty

03:

secure & consistent interaction

fulflls practical needs.

Concept

Maslow’s Heirarchy of Needs focused on tasks Generation
features, facilities, functions

Project Project Proposal Product
Scanning Framing Development Specification

ﬁnn

cordl AGiivities scoping for scanning prototyping evaluation of

focus user behaviours user interactions proposals

Define and find the best Uses a trained eye to Leads the analysis by Tells the story in a way
types of people to study. probe, ask questions and grounding fieldwork that helps people embrace
observe small details and in research training and recommendations and
why you nuances. outside experience. create a shared vision.

do it ? Verify that the ‘people” Makes observations of what'’s Transform observations and Creates a visual narrative
meet the criteria of the brief. taking place. data into a coherent and to accelerate knowledge
compelling story. transfer and buy-in within
an organization.

O R I I R i)
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six key
strategies for
design driven
sustainabillity

Durabllity, modularity

with repair services Personalisation, made to

order and lock-in

oO—
Al MSah,
b e 5 L7
3 *
Recovery and collection Product service systems &
Including Industrial symbloss dematarialised services

Qreular value chain

FEASIBLE VIABLE

DESIRABLE

slower consumption

LIVING

DD HHOEDH VD OO DOO

BUSINESS FACTORS

MARKET FACTORS

PRODUCTION FACTORS

1000 cooneyg peth.

s saree b

USABILITY FACTORS

PRODUCT

PROPOSITION

18 guiding principles of the circular economy

Principle 1: Design with a purpose

Principle 2: Design for longevity

Principle 3: Design for resource efficiency

Principle 4: Commit to transparancy and ‘labelling’
Principle 5: Design for biodegradability

Principle 6: Design for recyclability

Principle 7: Source and produce more locally

Principle 8: Source and produce without toxicity
Principle 9: Source and produce with efficiency

Principle 10: Source and produce with renewables
Principle 11: Source and produce with good ethics
Principle 12 Provide services to support long life
Principle 13: Sustain ownership through product services.
Principle 14: Reuse, recycle or compost all remains
Principle 15: Collaborate well and widely

Principle 16: Use, wash and repair with care

Principle 17; Consider multiple use, secondhand or redesign versus new
Principle 18: Buy quality as opposed to quantity
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Wearables
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Personal loT
Devices

smart Fashion (¥
Hearables (@Y

Cloud & Data
Analytics
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Bl Hubs & Controllers

®

Home Appliances

Smart Plugs, Meters
& Charging

Lighting & Climate

Entertainment Devices

Applied Al &
INTELLIGENT Advanced Intelligent Intelligent
Machine Apps Things
Learning
Virtual & ’ Blockchains
DIGITAL Augmented Digal @ and Distributed
Reality Ledgers
" Mesh App Digital Adaptive
MESH gant\;er;ssauonal and Service Technology Security
i Architecture Platforms Architecture

Fourth Industrial Revolution (Industry 4.0)

Y PRACTICE 02

INDUSTRY PRACTICE 01

data flow design

service design
MICRO-MESO-META
BLENDED LEARNING
context + strategies
methodologies
process
across 6 core design factors

QATEGIES

interface design

ENTERPRISE MARKET

experience design

interaction design

PR NN ®WS S

form design

product-design themes

400 hrs professional design-practice

augmented functions

multi-user functions

modal functions

behaviourial functions

feature functions

form functions

design focus

societal-corporate shift

relational-collaboration

understandability

emotional-experential

userability

pragmatism

design attributes

complex systems - behaviour change

XR

CX
uc

U X
Ul
UE

behaviour adoption / socialability

cognition / perception / learnability

emotion / semantics / ethnography

skills / learnability / ergnonomic

mechanic / semiotics / anthropometrics

design principles
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2050 entrepreneurship agenda
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CONCATENATION

- a group of things linked together or
occurring together in a way that produces a
particular result or effect

- the act of concatenating things or the state
of being concatenated : union in a linked
series
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opportunity project proposal product
scoping framing definition specification

¢e

scoping + specifying + generating developing + specifying + realising
framing futures resourcing opportunities contextualising propositions propostions + evaluating impact

PHASE 2 EEERE PHASE3 [FmmmEsm © PHASE4 o
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proccess
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Finite Element Analysis FEA
Computational Fluid Dynamics CFD

MANUFACTURING
Design for Assembly DFA FUTURES

ID Interaction Design
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FETUREY UX User Experience Design
Ul User Interface Design
SDI Service Design Innovation
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six key
strategies for
design driven
sustainabillity

DESIRABLE

FEASIBLE

VIABLE
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BUSINESS  product inventory / available R+D expertise / ROI

ENTREEREMEURTHID MARKET  enterprise future / viable differential / brand culture
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Year 2 2019 Jack Beken EE Ambient Calling



Phase 1 Project Framing & Interpretation

Phase 2 Primary Form Ideation + Development of Concept Proposals

Phase 3 Design Proposal Development Phase 4 Development of Product Specification

e

reverse englneering market competitor analysis
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concept generation
evaluation matrix

Product Life-Cycle-Analysis LCA
development of assembly fxings  ietermal features
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RSA 2016 Chris Doyle systematic project based enterprise
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experimenting with ambiguity



Nno energy use
post-prosperity-living lab: walking consumption flows
no-space living




grown resources
healthier-food-miles lab: dematerialised products
no-margins supply
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guantified-self
calmed technology lab: sentient objects
connected moments




much more with much less
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BLENDED LEARNING
nowledge
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across 6 core design fuctors

Fourth Industrial Revolution (Industry 4.0)

400 hrs professional design-practice

complex systems - behaviour change

product-design themes
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skills / learnability / ergnonomic

feature functions userability
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form functions pragmatism

design focus design attributes  design principles
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8 hours per week

‘STUDIO- PRACTICE’
12 hours per week- supervised
24 hours per week- independent



SIX PROJECTS

issues lenses

drivers climate demographics te chnn[agical economic
of change change
energy poverty

environmental political
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INTERNAL  SW

Personal
Development
& Planning

(REFLECTIVE PRACTICE + CPD)

ENTERPRISE

iagnostic reflective
practice to balance intent with
capability against opportunity

( BENCH MARKING )

BRAND COLLATERAL
NETWORKING

COLLABORATION

mapping & evaluating
personal abilities against
‘external bench mar

( ROUTE MAPPING \

v personal intent
x{ aspiration &

vision
( VISION BUILDING \

personal discourse on
design agenda

career opportunities
& design futures

design-graduate e
efficacy- expertise- ente
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2050 efficacy agenda
ethical purposefulness
real-time PRESTEL

2050 expertise agenda
continual professional nascence
Ux - Ul - CX — XR
business / technology / people

2050 enterprise agenda
systemised collaboration
plausible + relevant “truths’
urban metabolism

2050 entrepreneurship agenda
meaningful patterns

systemic progress



