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Innovation?




There are several definitions.
This loose definition fits well with
design activities:

Innovation is an adoption of

something that changes user
behaviour.

ictivity Level Defined by Steps per Day
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* Innovation can be“Sustaining”, 2

an improvement of an existing
product or service.

e Some innovations are
“Distruptive”. New product
changes market radically.

Look for writings by Clayton M. Christensen.
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Behaviour of an individual.
Behaviour of a community.
Behaviour of the majority.




The Apple Empire

It's 2050. Some people are still
remembering Apple. Those old-
timers tell stories about how Apple
was admired and copied and how
it drove commerce and well-being.
It was a time when life was digital.




Rapala Imperium

In 2050 life is different.
Rapala, a Finnish lure
company, is dominating
markets and mind sets like
Apple used to.

What would this mean?




How novelties become innovations?



PRODUCTS & SERVICES

DESIGN TRENDS
24 4 44

LIFESTYLES

4 4 4
MEGA TRENDS




DESIGNERS VS TRENDS

> Designers typically
aggressive or uncomfortable
about trends (eg. Conran &
Fraser, 2004, Designers on
Design).

> In layman speech “following
trends” means copying the
latest fashions.

> Professional trend workers
“follow trends” by observing
and studying emerging
trends sometimes several
years before the trend peaks.




B 3-8
& ‘A-K

At R

=

r‘f.‘; s '-’;«

ega trends
Mega trends are PESTE*-sized developments. Reports
are used to build big pictures in f.ex. organisational

strategic decision making.

*Political, Economic, Societal, Technology, Ecology/Ethical




Figure SP3: Summary of 2040 Scenario Attributes

Scenario Population Employment Distribution
. Population from 2010 Regional employment The figure shows the
Baseline Census. Labor Force was 112,612 in 2010 baseline for the
calculated from Quarterly and is based on data distribution of future
Employment and Wages frorm NH Employment 112 612 land use
data as well as age and Security 2010-2020 Jo,bs
gender 5 year cohorts RPC employment
from the Census. projections
The OEP/RPC population Employment reduced The small population
Slow Growth projection is utilized in to levels supported growth is distributed
this scenario leading to a by population according to existing
small increase in projected by patterns and shows no
population. Demographic OEP/Planning real change in intensity
changes lead to a slight Commissions. or distribution of
shrinking of the labor growth.
force.
Population is increased to 2010-2020 The substantial
Stfrong, levels that support NH Employment population and
Dispersed Department of projections from NH employment are
Growth Employment Security Employment Security ’)Jobs distributed according to
based Employment are extended to 2040 39,149 existing patterns.
Projection. This adds increasing the Jobs
about 57,000 people to mber of jobs in the +34.5%
the region by 2040 and region by 39,000.
almost 18,000 to the
labor force.
— Population is increased to 2010-2020 80% of new population
9, levels that support NH Employment and 90% of new
Sogfoexgate Department of projections from NH employment growth is

Employment Security
based Employment
Projection. This adds
about 57,000 people to
the region by 2040 and
almost 18,000 to the
labor force

Employment Security
are extended to 2040
increasing the
number of jobs in the

region by 39,000

distributed to 5 largest
Jobs egional employment

39,937 centers. Remaining
Jobs growth is distributed to |,
+35.2% the other 20 '

communities.

Population trends scenario for New Hampshire region, Rockingham planning commission (link)



Jesign trends
Design trend reports are used in getting the details right.

Reports are about anything sensorial but most often about
visual details. Designers interpret and apply this information.




° ,“\ ‘ ‘




Trend Checklist
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Trend Forum Zaber & Zubair Fabric
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Lars Dittrich

Trend Forum

Rich yellow continues as a key colour this
year across textiles and soft furnishings

Brick tones and terracotta-pigmented hues
increase prevalence, offering rich, warm earth
effects

Distorted iridescence explores digital colour
effects and lustre-like sheens

Metallic finishes celebrate shine and richness,
creating luxury and opulence

Velvet continues its momentum, applied in
varying colour tones and product types,
creating a sophisticated style for all markets

Ombré evolves with soft organic blends

Embellished details add a three-
dimensionality and striking character to
everyday furnishings

Soft tactility and comfort remain important,
with brands exploring plush exaggerated piles
and raised constructions

Mesh and grid linework explores optical
effects and new innovative materials

Source: Heimtextil 2019: Colour, material & finish report by Alexei Cowan / 16.1.19

> Search “wgsn” -database in Finna (Aalto has license).




Ank Exports

Trend Forum Saum & Viebahn Saum & Viebahn

Velvet Touch MATERIALS

, driven by its comfort, soft tactility and - Matte finishes, quilting, washed-out patterns, stitched detailing

lush qualities for all textile areas, including upholstery and pressed motifs are all techniques that have been adopted for

t was widely presented in an array of colourways, ranging interior products

from muted pinks to vibrant teal and sophisticated emerald green
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Ifes fa‘rends

Lifestyle trends are “between” mega and design trends. Reports
describe changes in consumer behaviour and values. Reports are used
to make strategic business moves, e.g. development of new product lines
and design of marketing campaigns.
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Lifestyle is the thing that gives people |dent|ty
Identity givers are the most important aspects of life.
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Vejlgaard H (201 0) The I|festyle puzzle Who we are in the 21 st century. New York: Prometheus Books




WOMAN, 32

“The 32 years old woman gets her identity from ten distinct
identity givers, but they are not equally important to her. Her
identification with California is not strong. she could easily live in
another state -- as long as she can surf. She is part of the
peace movement and goes to different rallies -- though she
would not let this interfere with her surfing. She is very happy
with her work as a dentist, especially because it gives her time
and money to pursue her all-encompassing passion: surfing.
Surfing is her lifestyle, it is what dominates her life. She would
like to go surfing every day, but that is not always possible.
When it is not, she will be reading surfing magazines and
chatting with surfer friends on the internet. The destinations of
her vacations will almost always be determined by the
possibility to surf and meet other surfers.”

(ibid.: 64-65)




MAN, 43

“The 43 year old man has different organizing principles. Being
married and a father is the most important thing to him. He
moved to Minnesota because of his wife, who is from there, but
Minnesota is not a big part of his identity. He could live in many
different places, as long as he is with his family. He is Catholic
but not churchgoing. Moving to Minnesota has made him
appreciate his Hispanic ethnicity more than when he lived in Los
Angeles. Being a hotel receptionist is mostly about making a
living. Hiking, trekking, and being outdoors are his hobbies.”

(ibid.: 66)
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WOMAN, 58

“The 58 year old woman is a mother and a grandmother. Her only
daughter lives in Paris, along with her two grandchildren. This
means that they get together only about once a year. She has for
many years organized her life around two great passions:
reading and writing. She has worked in publishing for a couple
of decades, and she has written three books herself that also . | D
have been published by her own small press. She has not other ) ' ‘ { bll (1
really great passions in her life. What mattered in her life is that ‘
she finally realized that she is a lesbian, and at the age of 45 she
came out to her family, friends, and co-workers. Now most of her
social life revolves around her lesbian friends. Her reading is
focused on lesbian literature, and the three books she has
written all have a lesbian theme. When she goes on vacation, it
matters to her to be around other lesbians, so she goes to resort
towns with many lesbians or on an Olivia cruise, the cruise line
that caters to lesbians. Being a lesbian and a novelist have
simply become her lifestyle.”

114

-l »

2]
V1§
R

» d|
3
<

NN NS -

s

(ibid: 67)

13

Nl
|
1111 ! \



People organize life with
lifestyle choices. When
people form g’rod%; they
start to negotiate about
whose choices are
organising their life.
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LIFESTYLE TRENDS

> Lifestyle trends describe how
consumers prioritise certain
themes in their lives to an extent
that everything else is organised
to facilitate the lifestyle.

» Downshifting, LOHAS and
Cocooning are examples of
kindred lifestyle trends that have
been around already for over a
decade.

» Example: Kinfolk print magazine.
http://www.kinfolk.com
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FORECASTING TRENDS

» Observing and forecasting
future trends is based on
the fact that the history of
the industry (of cars,
clothes, food, service...) is
so well known that the
future can be extrapolated.

» This works since in
principle human taste
follows certain patterns.

> Basic patters: pendulum,
wave and cycle.




Vejlgaard, H. (2008). Anatomy of a Trend. New York: McGraw-Hill.
Simplicity Decoration

Art Nouveau 1900

Art Deco 1910
1920
1930
World War |l 1940
New Look
1950
1950s style

1960s 1960
simplicity

Flower power 1970
glamour

Minimalism < -
Retro style

\. 2000
/

\

Figure 1.1 Oscillating trends in women'’s clothing styles in the
twentieth century
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Figure 3.1 The skirt length indicator, 1920-2000.

Casti, J.L., 2010. Mood Matters. From Rising Skirt Lengths to the Collapse of World Powers, Springer.
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Top Trailers

AMAZON PRIME MEMBER EXCLUSHVE

Lore Friend Request Mark Felt: The Man
Who Brought Down
the White House

Browse all trailers

Trending Movies This Week

ANNABELLE




SOCIAL MOOD >> SOCIAL BEHAVIOUR

e Social mood is rising: Hope, family themes, good
guy heroes, healthy hobbies, marriage, peace

* Mood peak: Hubris, upbeat, unrealistic designs

* Social mood is declining: Fear, anti-heroes,
destructive actions, divorce, war

* Mood bottom: Despair, depressing

Casti, J.L., 2010. Mood Matters. From Rising Skirt Lengths to the Collapse of World Powers, Springer.



COLLECT AND EDIT

» When one is an expert of
particular area, foreseeing
trends in that area is, in
principle, straightforward: you
actively monitor environment
and collect anything
interesting, odd and exciting.

> Observations are grouped and
thematised, preferably as
teamwork.

» The outcome is a collection of
initial trends, which are refined
based on further information.




Innovators Early Early Late adopters Laggards

2 5% adopters, adopters 34% 16%
opinion 34%
leaders

13,5%

The adopter model from Rogers, E. M. (2003). Diffusion of innovations. New York: Free Press.



sold also huge amounts of then novel CD-players



Trendsetters

Trend followers

Innovators Early Early Late adopters Laggards
2,5% adopters, adopters 34% 16%
\  Early mainstreamers opinion 34%
R leaders

Mainstreamers

Late mainstreamers

Conservatives

Anti-innovators

13,5%

Low risk adoption

Anyone with enough exposure.

High risk adoption

Wealthy, mentally stable, well-connected

Vejlgaard, H. (2013). Style eruptions. How 6 different groups of trendsetters

make trends happen. Denmark: Confetti Publishing. Rogers, E. M. (1962). Diffusion of innovations. New York: Free Press.



“Hype cycle” by technology research company Gartner

expectations Internet of Things
E Natural-Language Question Answering
@ Wearable User Interfaces

Speech-to-Speech Translation Q Consumer 3D Printing

Autonomous Vehicles : Crvptocurrencies
Smart Advisors @ Complex-Event Processing
Data Science O . Big Data
Prescriptive‘AnaIytics g O In-Memory Database Management Systems
Neurobusiness Q Content Analytics
iochips
|
Affective Computing . %ngmﬁc'?l"d e {E p————
Smart Robots . ® Aau’;n:nl:g Reality I Speech Recognition
3D Bioprinting Systems . | Machine:to-Maching (a Consumer Telematics
Volumetric and Holographic Displays 4 Communication 7 ~~ L.3D Scanners
Software-Defined Anything \ Services (K
Quantum Computing
Human Augmentation ~/@~ quantified Self - mg::'tﬁrﬁ‘za'th i Enterprise 3D Printing
Brain-Computer Interface —) N\ Activity Streams
Connected Home Cloud Computing —— In-Memory Analytics
NFC Gesture Control
Virtual Personal Assistants ._ Smart Workspace Virtual Reality
Digital Secunty
Bioacoustic SensmgA
As of July 2014
v Peak of
Innovation Trough of : Plateau of
. Inflated Petbods Slope of Enlightenment tvi
Trigger Expectations Disillusionment Productivity
: |
time
Plateau will be reached in: obsoloia

Olessthan2years O2to5years @ 5to10years A morethan 10 years ® before plateau



Ways of innovative design thinking




How to design a change of
collective behaviour?




Innovative designer

|
R
‘CHLY SCENTED CANDLE

LAVENDER

Verganti, R. (2016). Overcrowded. Designing meaningful products in a world awash with ideas. . HA ND POURED
Cambridge MA: MIT Press. BURN 7y ME-

33 HOURS APPROX:
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Home  Patients Professionals Research  About HUS HUS Careers

Home » Medical care » Hospitals » New Children's Hospital » When you are a patient in the hospital » Entertainment for kids and adolescents

> Wards

> Outpatient clinics, day activities, and
other units

> Specialist staff

> Other facilities

> When you are a patient in the hospital
Accessibility
Children's Rights in Hospital
Daily hospital fees

Entertainment for kids and
adolescents

Food at the Hospital

Information and registering
In-Hospital Schooling

Inpatient treatment

Parking

What should I bring to the hospital?

> About us

MORE
INFORMATION

Play Area and Music Room

Play and Activity Unit

_— —— i 3 i e s = —l Ny

Entertainment for kids and adolescents

To make our patients feel at home, every inpatient ward is equipped with a playroom, where
patients and their siblings can enjoy playtime, games, drawing, and reading. The playroom has
an adjacent coffee/break room for the parents. A wide range of toys, arts and crafts supplies,
musical instruments, and games are also available for children to take into their own room.

Wards Tahti, Avaruus, and Vuori have their own nooks for teenagers, and Ward Taika offers
teenagers an entire separate room. Adjacent to the play area on the 4th floor is also a separate
room for adolescents / a music room with instruments, a pool table, and table soccer.

Personnel in the play area organises activities for children and adolescents every week.
Aquarium

The New Children's Hospital’s marine aquarium can be visited on the 1st floor in the laboratory
hallway. The vividly colorful aquarium houses sea urchins, coral, and various species of fish.

Color in your own colorful fish or sea creature on the media wall

The entrance lobby on the first floor has an interactive media wall. Children can color in or scan
their own fish or another sea creature to be added on the media wall. Pictures for coloring and



* Not all changes are equal.

* F.ex. if someone starts to cross street in different place
or starts to use different bus, that’s not significant. The
change should have volume in its context.

* [f majority of a community starts to use a different
mode of transportation, that is significant. It has
consequences.
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“Innovator’s dilemma”: Established companies tend to
focus on their core business/market, and don’t have
initiative to be interested in marginal nonsense.
However, sometimes the marginal nonsense becomes the
new dominator.

Christensen, Clayton M. () The Innovator’s dilemma. When new technologies cause great firms to fail




Skill of possibilities, design of change



Users as innovators




Designers as users

Tanja Kot.'ro.
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Case: Gas station
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See Chipchase, J. (2013). Hidden in plain sight. How to create extraordinary
products for tomorrow’s customers. New York: Harper Business.
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* |f we strip things back to the bare essentials, we can build or
rebuild our understanding of services from the ground up.

® We can also take the same essence and use it as a starting
point for designing variations of the same service for different
markets.

® Or consider how a product or service would fundamentally
change if something else were at the core. What would happen
if the essence of a gas station was some currently peripheral
aspect of the experience?
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Thank you
Tusen tack

heidi.paavilainen@aalto.fi




