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DAB200: Design Innovation Methods

Executive
Summary
As part of their bachelor’s program at the faculty
Industrial Design at the Technical University of
Eindhoven, five students have followed the course
DAB200: Design Innovation Methods. The course
uses the book “VIP - Vision in design: A guidebook
for innovators,” written by Paul Hekkert and Matthijs
van Dijk, to enrich the students with a new approach
to the design process. The ViP method was used
during the design process documented in this report,
in order for the students to explore the method.
In 2030, we will live in a world full with
personalization, where we will be able to extend
our presence via the digital world, live in the city,
use technology as a mediator and where we will
co-live (Schwab, 2018) (PSFK, 2017). These are
predictions from trend forecasters trying to find out
in what context we will live by 2030. Institute for
the Future’s only focus is to forecast our future, while
PSFK’s employees full time profession is to watch
new things happening in business. More recently,
Ikea has started investing the future of shared living
at Space10 (Space10, 2018), and these are definitely
not the only companies trying to foresee the future.
Trend forecasting helps us, designers, to develop
relevant designs for the future. For example, what
will our home environment look like and how can
we design for this new home environment? In this
report, we have explored the home environment
of the future and came up with a design that might
solve the challenges we will face in our future homes.
3
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As part of the exploration of the smart home,
multiple brainstorm sessions took place to figure
out what factors would influence our behaviour
and what we would face in 2030. Plenty of factors
were generated, which were afterwards clustered to
the five overriding context factors. We believed the
connected individual would play an important role in
the smart home, which goes hand in hand with the
becoming more and more important digital identity
of the individual. Moreover, rising IoT products will
result in a disappearing interface by 2030. We also
came up with urbanization as an important factor in
the future, since the trend forecast studies we have
conducted showed us we will all move to the city,
which is something we did take into account while
designing. Lastly, when it comes to product qualities
we will value in the future, we think we will appreciate
little details in products and demand a seamless outof-the-box-experience*.
From this context, we generated our vision to take
as a starting point for design. We wanted to enable
people to have a moment for themselves when
coming home from work or school, in the ever more
connected future. We found disconnection quite
important to stay mindful and self-conscious. To
achieve this goal, we figured people should have
a captivating, fulfilling and smoothly disengaging
relationship with our to-be-designed product.

make your tea, you have to put your phone aside and
focus on choosing your personal tea herbs and fold
them into a teabag. The designed tea box suggests
combinations of flavours to you depending on your
mood. Through the disconnected process, we aimed
to disconnect you for a while.
After the concepting and detailing, we have evaluated
the design through letting people interact with
the prototype. Participants were asked how they
experienced the product, especially whether they
felt disengaged with their phone. More than half of
the participants claimed the product to be calming
and focussed, which matches our human-product
relationships. However, after interacting with the Tea
Station, no participant reported on a change in their
urge to reach for their phones. Perhaps this aspect of
the Tea Station should be revised in the future.
* out-of-the-box experience: the impression that a
customer gets of something they have bought when
they first take it out of its packaging and start to use it
(Camebridge Dictionary, 2018)

While starting to get more towards designing the
product, the process suggests to define the product
qualities first. Through brainstorming and discussion
sessions, we decided the use of the product should
be linear, the product should have a luxurious feel
and a natural appearance. The concepting phase
originated from the context factors, the vision, the
human-product relationships and the products
qualities.
Finally, we came up with the ‘Tea Station’, which is a
linear process to make your personal tea. In order to
April 11, 2018

Domain,
Context
& Statement
Domain
The domain chosen was the home environment,
specifically the smart home of the future, ten years
from now. Trend forecasting hints at big changes in
the way we live and interact with our living space.
Increasing numbers of connected devices, the growth
of the Internet of Things and the democratisation of
home automation will lead to increasing amounts
of technology embedded in our surroundings. At a
more fundamental level, continuing urbanization
and evolving living arrangements (e.g., co-living,
shared living) (Schwab, 2018) (PSFK, 2017) will also
greatly influence people’s relationships with their
home environment.
Context factor generation
Within this domain, we picked and examined five
products individually; the Amazon Echo (and by
extension Alexa), the induction plate, the Philips
OneBlade, the regular bed, and the home milk
frother. Deconstructing these products highlighted a
variety of different factors, from basic human needs
(e.g., sleeping, cooking) to trends tending towards
a more luxurious lifestyle (e.g., high-quality coffee
at home). Numerous factors were highlighted, with
three retained for the second iteration.
- People value their personal time more;
- People want to work more efficiently and more
effectively
- People enjoy “the little things” more, are more
discerning of quality
4
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These factors were chosen as they can be seen
as a recent development; the mass accessibility
of products gives more choice and power to the
consumer; as a result, standards are evolving to
account for this new choice.
Context factor generation, second iteration
Based on these context factors, we iterated on our
excellent design choice and selected Splashlease; an
online service for renting essential home appliances
(i.e., washing machines, fridges, etc.). While we
do believe the previously stated factors to be
represented in current society and can be found in
the previous product choices, they do not capture
some of the more fundamental changes in the
home environment. By deconstructing it, the choice
of Splashlease brings with it two additional core
context factors;
- Short term thinking is more prevalent; people are
less willing to invest in long term solutions/products.
Cheap and disposable alternatives are preferred.
- Ownership is decreasing and services are becoming
more popular; as a result of short term thinking,
offering products as a service (i.e., renting high
quality products vs. owning lesser quality versions) is
becoming an increasingly common strategy.
Context factor clustering
The next step was to structure the context, by
clustering the factors. We wrote down all the context
factors on post-its and stacked them in one big pile.
The first post-it from this pile became a cluster.
For the second post-it we discussed if we saw any
common or emergent quality with the first one. If
so it would be added to the existing cluster, if not it
would become a new cluster. This process repeated
until all factors had been clustered. After discussion
and careful considerations, we discarded a few
factors and ended up with six clusters.
Connected Individual

The perception of freedom is shifting from being
able to do everything yourself towards having access
to worldwide communities and networks. People
begin to see that being part of a network in which
you share knowledge, skills, and goods is a better
approach than doing it all on your own. Owning
is becoming less important and “being part of” is
gaining popularity.
Appreciation of the little things
As technology is advancing and the quality of life
is rising, people will increasingly start to appreciate
the little things. With the basic human needs more
than covered standards will rise. It won’t be enough
for products to only provide functionality. Products
need to be durable and designed with an eye for
detail.
Urbanization
There is an ongoing population shift from rural to
urban areas. People want to live in or close to the
city. This has a lot of impact on the future image of
cities and living environments. More people in the
same area means smaller living environments and a
high variety of cultures. Concepts like co-living will
be a response to this changing city landscape.
Disappearing interface
More and more objects are capturing data to share
it locally with others or with distant ones over the
internet. We call this ubiquitous computing or “the
internet of things”. To avoid an overload of products
seeking the attention of its user, their presence
is shifting towards the background. Products and
systems start to control themselves and each other,
making the physical interface disappear.
Out-of-the-box experience
When people buy a product they want to use it
instantly. No difficult setup procedure or manual
should be needed to understand how to use or
operate a product. Interactions need to be intuitive
and familiar.
DAB200: Design Innovation Methods

Domain,
Context
& Statement
Digital identity
The more people interact and spend their time
online, the more they create a digital identity. You
upload pictures to your Facebook profile for others
to see. After an Airbnb stay you are evaluated as a
guest and a review will be added to your profile. Your
online shopping behavior is saved in a database. Data
is collected and forms characteristics of your ‘digital’
self. The integration of artificial and virtual reality will
strengthen the creation of a digital identity. People
will be able to attend dinner virtually or meet up
online with friends to watch a soccer match.

Image 1: Introducing Echo Plus – With built-in smart
home hub (Black) (Amazon, (n.d.))

Image 2: Daily Collection Induction cooker (Philips, (n.d.) )

Image 4: Aeroccino 3 White Milk Frother (Nespresso,
(n.d.) )

Image 5: OneBlade. The new way to trim, edge, and shave
(Philips Norelco, (n.d.))

Image 3: NORDLI Bed frame with storage White 140x200
cm (Ikea, (n.d.) )
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HumanProduct
Relationships
Our mission statement originated from two analogies.
The first was that we want people to be able to have
a “spa moment”, whereas the second was that we
want to trigger the same feeling as while reading a
book. We chose these two analogies because of
their moments of disconnection from the ever more
connected world. The spa moment has a sense of
luxuriousness and connection to nature, because of
the materials used in spas and the purpose is to truly
relax your mind and body. Reading a book has other,
yet interesting features: it lets you completely focus
on reading and you will be lost in the story most of
the time. For the elaborate moodboards we used for
inspiration, please see Appendix B.
From the analogies we had, desired human product
interactions could be derived. First, we came up
with four relationships (earthy, luxurious, slow and
focussed) we thought would fit best. However, while
moving on to the product qualities and with help
of the feedback session we had with lecturer Yaliang Chuang, we decided to do an iteration over
the relationships we had defined. The previous ones
could be deepened and some suited better as product
qualities. For example, luxurious sounded more like a
product quality. A relationship is seldom Luxurious.
We felt that we could deepen the relationship
focussed. Why should the user focus and what should
be the result of this focus? Therefore, we took those
with us to that section and the interactions could
be better defined and described. We also took this
step to think one more time about the interactions
6
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we want to stimulate and what our purpose of the
to be designed product is. The final human product
interactions are described below.
Calming
From both analogies we found that a calming
experience is one of the main experiences the user
has with the activity at hand. It also suited with
our statement that describes having a moment
for yourself in the ever more connected future.
Therefore, we decided that the interactions with
the product we will design should be calming and
relaxing to the user.
Fulfilling
Next to that, we thought the outcome of using the
product should be fulfilling.. The user needs to be
intrinsically motivated to interact with the product,
otherwise they might not use it in the way it was
designed or don’t use it at all. The product could have
a purpose in the home and should be easy to learn.
The interactions with the product should be like
reading and finishing a book: fulfilling.

Image 6: Young Blond Girl Reading (Moldovan via Dream Stock Photos)

Smoothly Disengaging
From the statement it follows that users should take
a moment for themselves and disconnect in the
ever more connected world. The interaction should
smoothly disengage the user from his/her connected
devices, without them consciously noticing. This
human-product relationship emphasizes the user
should focus on the here and now.
Captivating
The product should captivate the attention of the
user until (s)he is disengaged from his/her connected
devices.. You should not have to put too much effort
in disconnecting, since this is the job of the product
and the process that is associated with it. Our product
will captivate the user and take their attention off the
things they have been doing all day.
Image 7: Spa Photo (Chiriliuc via Dream Stock Photos)
DAB200: Design Innovation Methods

Product
Qualities

Lastly, the product should be Luxurious in some way.
This is partly related to having a natural appearance,
since this already gives the product a sense of
luxuriousness. This should be included to make the
user feel rewarded for interacting with the product
and makes it worthwhile to use it. This also makes
the user feel privileged to have and use this product.
This ties into our factor cluster: Appreciation of the
little things.

From the moodboard, analogies and human product
interactions, the product qualities were derived. The
product qualities helped shape the final design that
was going to be made. We started out with writing
down all words we could think of when looking at
the previous steps we took. From there we started
deciding what words best described our vision of the
product.
First of all, we would like the product to have a
Natural Appearance. We believe that a natural
appearance perfectly suits with having a calming
human product Interaction, since being in the nature
is usually associated with relaxing and enjoying what
you are doing. We also think there needs to be a
connection to natural materials. We believe it might
also help to smoothly disengage for a moment from
your daily social life, since you are captivated by the
product and its appearance.
Secondly, we think the product and the interactions
with it should be a Linear Process. With this we
mean that there are several logical steps to take
when interacting with the product, that are always
performed in the same order. We think this will
become a ritual for the user, which makes it effortless
to interact with the product and stick to it every day
when coming home. The linear process also ensures
that the user spends some time interacting with the
device, which helps to be captivated by the product.
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Concepting

When we were satisfied with the human product
relationships and the product qualities we started
generating concepts. We did so by brainstorming as a
group and doodle out early ideas and form these into
concepts. The process felt very fluent and eventually
there were two concepts we found most valuable
and suited best to our mission statement.
One would be a landing pad when one would
enter their home. It would help ritualize the entry
experience and hopefully temporarily disconnect the
user. Different ideas emerged from these concepts.
For example,perhaps a “washtub” for one’s phone,
where the liquid would block signals to the device
until it would dry. Another was a table or coat rack
that only accepted the users item in a particular order
(Image 10). When done right, an art piece would
form. This way the user is stimulated to use the
correct order, take the time and “nurture” and then
enjoy an art piece, in a way created by themselves.
The idea discussed in the next paragraph suited our
human product relationships best and had potential
for some of our product qualities. Therefore, the
landing pad was discarded.
Another concept was a tea making station. This
concept took different shapes and we decided on
one as following. One idea was to create a tower
of petri dish-like compartments (Image 9). These
could be opened and filled with prefered fresh
tea and then staked in a tower. Water would be
supplied at the top and tea would come out at the
bottom. However, we did not feel it matched the
requirements we set previously regarding product
8
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qualities and interaction. A second idea for this concept was
a station where one would lay fresh tea herbs on a sheet of
paper and fold this into a container that could be submerged
in warm tea water (Image 8). We felt this matched our human
product relationships best, as well as the required product
qualities.

Image 9: Tea Tower Sketch

Image 8: Tea Station Sketch

Image 10: Landing Pad Sketch
DAB200: Design Innovation Methods

Final
Concept

compartiment will give suggestions for how to mix the herbs
depending on your mood, by lighting up underneath a certain
herb. This would make it an item to be proud of and display
in one’s kitchen.

Image 11: Cocobolo Wood
(Meier)

Tea making naturally asks for a linear process, since
water has to be cooked before one could make tea,
and the tea container has to be prepared before
putting it in the water, which fulfills one of our
product qualities. Holding the tea in your hand and
using natural materials appealed to another product
quality: natural appearance. The result, a good cup
of tea can be fulfilling and calming. These features,
together with the necessity of having to put away
your phone because you need both your hands to
fold the tea bag, is what convinced us to choose this
concept. It helps to really create a moment for one’s
self and disconnect from devices, as was our aim in
our mission statement.
To give the concept details as shown in (Image 8)
we looked at the product requirements we made
and tried to see how we could emphasize these into
the design of the product. To emphasize the linear
process, we horizontally aligned all the sections in
process. The start, cooking water, is placed at the
back end. The compartiment where one stores and
selects the prefered tea is in the center and the last
step, filling and folding the teabag is in the front.
We wanted to create a luxurious feeling, but keep a
natural appearance. We decided to subtly blend this
into the materials. The wooden case would be from
cocobolo wood (Image 11) and the folding platform
would be made of shale. Other materials could be
used such as marble or different types of wood. Lights
would be installed in the storing compartiment and
lights would be installed under the water cooker to
show that the water is ready. The lights in the storing
9
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Image 12: Slate (Xeromatics,
2015)

Image 13: Close-up photo from the interaction with Tea Station
April 11, 2018

Detailing &
Video
For the purpose of making the interaction clear to
the audience, we made a video where you can see
how the Tea Station is used in the following link:
https://vimeo.com/262958370
Detailed description of the interaction

With the following details we tried to strengthen
the product qualities to fulfill the desired humanproduct relationship. The main emphasis lays
on creating a slow linear process that the user
is engaged in.
The layout of the Tea Station is the first detail.
Making tea is on itself a linear process. You first
boil the water, make the tea bag, put it in a cup
and finally pour the hot water. The process can
vary slightly when you for instance use loose tea
instead of bags, but overall the order of steps
are similar. To emphasize this we put the water
boiler at the top of the station, the tea box in the
middle and the folding area at the bottom.

After the water is set the lid of the tea box is
released and can be opened (see step 7 of
the storyboard). The compartments are filled
with different flavors of tea. Light in the tea
box suggest what kind of tea you might like by
lighting up the corresponding compartments.
Having the actual tea in your hands instead of
using pre made tea bags gives you a sense of
nature which satisfies the natural appearance
product quality.
Next up you take a tea bag and continue to the
folding area. Folding a tea bag takes some effort,
so you will have to get it right (see step 8 of the
storyboard). The folding plate is made out of
slate which again helps to give the product a
natural appearance.
In the meanwhile the water will be finished
boiling. You put your tea bag in a cup and take
out the kettle. Put it bag in its place and your tea
making ritual is finished. Now comes the best
part; sitting down and enjoying your tea.

Image 14: Story Board for Concept Video

To boil the water the kettle has to be filled with
water and inserted back into the hole. To finish
this step you have to turn the kettle until you
hear and feel a distinctive ‘click’ (see step 6 of
the storyboard). The two steps of inserting and
turning makes sure that you are focused on
what you are doing and the ‘click’ indicates that
the current step is finished.
10
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User
Evaluation
Description and Outcome of User Evaluation
In order to validate the Tea Station concept, we
carried out a small-scale user test. Participants were
asked to watch the concept video and interact with
the prototype. Various questions relating to their
level of relaxation, their focus on the product and
their urge to check their phone. A complete list of
questions can be found in appendix C.
Seven participants took part in the user tests, all
students in the age group of 18-25. Questions were
asked about their relation to technology (how often
they check their phone, how they self-evaluated
their ability to disconnect from technology, urge to
check phone in the moment). Results indicated that
all participants check their phones multiple times an
hour, but two groups are visible in the self-reported
ability to disconnect from technology. Half the
participants reported difficulty in disengaging from
technology, while the other reported no such issue.

Questions relating to the product specifically were
also asked. When asked to pick out words best
describing the product in their minds out of a list, the
most commonly selected descriptors were “calming”,
“aesthetically pleasing”, “focused”, “straightforward”
and “fragile”, with more than half of participants
selecting these. Similarly, when asked to describe
the product with three words of their own, “calming”,
“simple” and “clear” were repeated multiple times.
The “fragile” qualifier may be understood due to the
quality of the prototype, which could be improved.
Participants mentioned the device captivated their
focus in its entirety, and some reported feeling calmer
after the interaction. Participants also reported
seeing value in using the product as a helpful ritual
when come home, that helps you take your mind off
things.
Overall, this initial user test mostly validates the
concept; a product that helps users get calmer, focus
and take their mind off things. While the technologyspecific disconnection did not seem quite effective,
the effect was similar as the user’s focus was
temporarily shifted away from their devices. This
result may also be due to the scale and time span of
the test. In a future concept validation test, a higher
quality prototype would be required, as well as a
revised methodology; a diary study may be more
appropriate to evaluate the effect of the Tea Station
in the home environment.

Summary of Results
7 tests were conducted with students in the age group of 1825
- Everybody checks their phone multiple times an hour (4
agree, 3 strongly agree)
- There are two groups of people, one that has trouble
with disengaging from technology and one that has not
- Nobody went extreme here and filled out 1 or 5 on the
scale
- The urge for checking your phone right now was
the same before and after the test. This device has no
influence on that.
- The level of relaxedness stayed the same throughout
the test as well. One person felt a little bit more relaxed
after the test, but this isn’t significant.
Product describing words according to participants:
Straightforward (4x), Focussed (4x), Fulfilling (3x),
Aesthetically pleasing (5x), Demanding (1x), Hard to use (1x),
Unobtrusive (0x), Luxurious (3x), Captivating (1x), Frustrating
(1x), High quality (2x), Fragile (4x), Natural appearance (1x)
Stressful (0x), Cheap looking (0x), Calming (5x)
For a summary of the open questions, please see
Appendix C.

After interacting with the Tea Station, no participant
reported a change in their urge to check their phone.
Relaxation levels also stayed constant during the
test (with one outlier, showing minor improvement
in relaxation).
The method of the disconnecting from technology is
therefore to be re-evaluated, and may benefit from
more testing.
11
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Appendix A:

Individual
Contributions
Group Reflection
At the end of the ViP process, we sat together as a team
to reflect upon our process throughout the course. Our
group reflection was derived from this group discussion.
Teamwork
Overall the teamwork went quite smoothly. However,
at certain times our agendas failed to match and
contribution of individuals decreased temporarily. For
example, Daan was sick for two full weeks and both
Cyril and Daan also had extracurricular obligations.
Good communication of all parties prevented delay
in the process or irritations to escalate. We all agreed
presence is the best way to contribute, but when
time does not allow everybody to be present at all
times, we think we solved it in the most efficient way
possible.
Task divisions and keeping track of progress went
smoothly, because we used Trello. We created clear
overviews of what still had to be done and who was
responsible to complete the tasks. Next time, we
would use Trello again, especially if not everybody
can manage to be present at all times: it is an easy
way to keep everybody up to date on the progress.
Process
During the process we kept critical attitudes of what
we were doing and what we had produced so far,
which resulted in us spending a quarter of our time
reflecting on the process rather than executing the
process. It has both negative and positive effects:
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on the one hand, a team with a critical attitude towards
design processes tend to be more open minded than teams
who are not critical. On the other hand, it may be inefficient
for the progress of the project. We did not experience our
critical attitude as an obstacle, which is why we decided not
to change anything about it next time. Nonetheless, it did
resulted in several iterations on different parts of the process
as mentioned in the report. Partly, this was due to evaluating
the process again and again, but the other part was because
we did not know how to execute the process. We might have
been a bit to enthusiastic with wanting to keep overview: if
we would have let the process lead us through the project, it
might have been easier to explore the process.
The concepting phase felt rushed and unsupported by the
VIP process. Obviously this is the phase where designers
imply their own methods to come with ideas and concepts.
However, to us the VIP method felt very rigid and inflexible
for the most part and the last part felt too loose in comparison
to the earlier phases.
When the concept was defined we acted very effective and
efficient. In a short amount of time we created a prototype
and video.

Cotributions List per Person
Daan van Driel: Deconstruction excellent examples, Context
factors generation 1, Context factors generation 2, Context
factors clustering, Statement definition, Product qualities,
Feedback session 1, Storyboard, Writing report, Editing
Lucy Stuyfzand: Deconstruction excellent examples
Context factors generation, Context factors generation 2,
Context factors clustering, Statement definition, Humanproduct relationship, Product qualities, Feedback session
1, Midterm presentation, Final presentation, Report layout,
Writing report, Shooting footage, Concept sketches,
Writing feedback, Prototype
Seiji Bernabaela: Deconstruction excellent examples, Context
factors generation 1, Context factors generation 2, Context
factors clustering, Statement definition, Human-product
relationship, Product qualities, Feedback session 1, Midterm
presentation
Final presentation, Writing report, Shooting
footage, Writing feedback, Prototype
Cas: Verploegen Context factors generation 2, Context
factors clustering, Statement definition, Human-product
relationship, Product qualities, Feedback session 1, Feedback
session 2, Writing report, Moodboard, Writing feedback,
Prototype, User evaluation
Cyril Mengin: Deconstruction excellent examples, Context
factors generation 1, Context factors generation 2, Context
factors clustering, Statement definition, Product qualities,
Feedback session 2, Writing report, Writing feedback, User
evaluation
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Appendix B:

Mood Board
Tea Experience
From Left to Right: 7 adaptogen herbs to lower cortisol (Life ProviDR, (n.d.)), The History of Tea, viewed (Chinatown.co.uk, (n.d.)),
Fruit Infused Tea Recipe (NDTV Food & Kunal Kapur, (n.d.))

Natural Materials

Top left to bottom (clockwise): Black Granite Natural Honed Stone Bathroom Sink ( LivingRoc,
(n.d.)), Picture of luxurious wooden bathtubs (Alegna & DigsDigs, (n.d.)), Picture of luxurious
wooden bathtubs (Alegna & DigsDigs, (n.d.)), Black Granite Kitchen Sinks ( Strattons farm, (n.d.))
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Relaxing Moment

Top left to bottom (clockwise): Hot water steaming in a Virginia based spa jacuzzi )
Stone Patios VA, (n.d.)), Houzz Tour: A Family-Friendly Home Keeps Its 1930s Charm
(Manning, L. & JWT Associates, (n.d.)), Hot Tub and Fitness Center (River Club
Telluride, (n.d.))
DAB200: Design Innovation Methods

Appendix C:

User Test
Set-Up

I have an urge to check my phone right now.
Strongly Agree/Agree/Neutral/Disagree/Strongly Disagree

I am feeling relaxed right now.
Strongly Agree/Agree/Neutral/Disagree/Strongly Disagree
Choose the five words that you see fit most with this product and
experience.
- Straightforward

Below, the questions of the user test are presented
as they were to participants. The results have been
discussed in the chapter ‘User Evaluation’, yet for clarity
it was decided to present the questions here below.

- Focussed

Before the test

- Hard to use

I check my phone multiple times an hour
Strongly Agree/Agree/Neutral/Disagree/Strongly Disagree

I have trouble with disengaging from technology
Strongly Agree/Agree/Neutral/Disagree/Strongly Disagree

- Fulfilling
- Aesthetically pleasing
- Demanding
- Unobtrusive
- Luxurious
- Captivating
- Frustrating
- High quality
- Fragile

I have an urge to check my phone right now.

- Natural appearance

Strongly Agree/Agree/Neutral/Disagree/Strongly Disagree

- Stressful
- Cheap looking

I am feeling relaxed right now.
Strongly Agree/Agree/Neutral/Disagree/Strongly Disagree

After the test

- Calming

Open Question Summary
All people mentioned that there focus was completely on
the device and the tea ritual while using it. Also afterwards
they felt more calm and were ready to work again. Due to
the attention demand, people were disconnecting from
technology for a moment, which is the initial idea.
All people feel the product has contributed to their calming
in a positive way. The feel less stressed and can image the
value it would give after coming home from a long day. Some
mentioned that it helps you to take your mind of the things
you have been doing all day and could see it become a very
helpful ritual when coming home from work.
The interaction with the product was qualified in different
ways:
Some said it was simple and straightforward, this could be
enhanced by including a spoon so you can more easily get
out the herbs you like.
Some said the tea box was a bit too small and the lid didn’t
open very well. Those aspects could be limitations of the
prototype and have to be developed a little further. The tea
box will be made bigger and a spoon will be included.
Three adjectives that link to the prototype (came up with by
themselves)
Calming was the most mentioned word (or similar words like
comforting and peaceful)
Simple and clear were also some hot words, one person said
ritualistic, which we think could be linked. Since the device
is so simple to use people can easily make it a ritual after
coming home.
The looks of the product were defined as good-looking and
aesthetically pleasing. Some also said it was a bit modern and
hipster-like.

In what way has this product changed your preoccupation?
Do you feel the product has contributed to your calming?
How would you qualify the interaction?
What three adjectives would you link to this prototype?

15

Final Report

April 11, 2018

