Dear IAUD members

Here is a short newsletter to introduce some important recent developments in
Universal Design, as seen from a European perspective. | hope to update this on
a regular basis in future, and will also seek opportunities to promote the work of

IAUD to my European colleagues.

Universal Design gains momentum
Universal Design is undergoing an important
transformation, from an aspiration for disabled
people, to a reality in the way companies are
adopting the idea, and in new products and
services in the market place.

There is also good evidence that we are enter-
ing a new phase, where Universal Design will
deliver profitability, increased market share,
and real competitive advantage in local and glo-
bal markets.

In support of this | want to share with IAUD
membership some stories from the UK, Europe
and the US. But in no sense do | wish to imply
that Japan might be trailing behind. Quite the
reverse, the establishment of IAUD has sent
a message to the rest of the world about the
importance of universal design, and the IAUD
presentations at the December 2004 confer-
ence in Rio de Janeiro demonstrated that sig-
nificant and rapid progress is taking place in
Japan, and that there is real commitment and
leadership, especially in implementation, com-
ing from Japanese companies.

In my view we are moving towards a synthe-
sis of ability-friendly design, with emotional and
aesthetic qualities. The result will be what |
would call ‘design for delight': design that seeks
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to deliver a high quality of user experience and
satisfaction to people of all ages and abilities.
The goal is a combination of intuitive usability
with aesthetics and other qualities that delight
and engage the user, offering enhanced life
quality and fulfilment. Social and technological
developments are continually raising consumer
expectations, but companies that stay focused
on that goal will build strong bonds with their
customers and reap the benefit. Those that do
not will be punished in the marketplace.

The Internet is giving consumers greater ac-
cess to information about products and serv-
ices and the companies behind them. We are
able to compare and contrast, not just price and
features, but also the opinions of other con-
sumers, in the form of reviews on websites
like Amazon.com, and comments on bulletin
boards, blogs and newsgroups.

In the future, it will be networks of satisfied
and informed customers that determine the
success or failure of products and brands in the
marketplace. This trend will favour companies
that have adopted universal design and work to
ensure that their consumer offer includes and
embraces the maximum number of people,
and brings delight to all its users.



Usability a major factor in IT products

In 2003 and 2004, Software giant Microsoft com-
missioned a representative survey of the range
of abilities across the working age population
and its likely impact on computer technology
and usage. The goal was to identify the range
of physical and cognitive abilities among work-
ing age adults and current computer users in the
US, and also to identify the types of difficulties
and impairments that limit computer use, their
range and degree of severity, and the number of
people who could benefit from accessible tech-
nology.

The survey was carried out in 2003, by respected
consultancy Forrester Research Inc., and when
the results were analysed the 15,000 people
sampled delivered a clear and very powerful
message: 57% of them could benefit from ac-
cessibility features that are often buried within
the operating system, rather than being made
evident to the mainstream user. In other words,
software developed for what Microsoft regarded
as a minority of the population — disabled and
older users — offers benefits to the majority.

The second phase of the research was a follow-
up study conducted in 2004, which examined
the use of computers and accessible technology
among those identified in phase 1 as being like-
ly or very likely to benefit from accessible tech-
nology. The report concludes with a forecast of
growth in the demand for accessible technology,
and an overview of the opportunities for the IT
industry, in particular by making this technology
easy to discover and use.

The impact of this research on Microsoft has
been significant, pushing accessibility high up
the agenda for management and software devel-
opers alike. What we see here is a potential win-
win coming from the convergence of usability
and delight. Enhanced usability not only means
that companies with legal obligations to employ
disabled people can provide computing equip-
ment that meets their needs, and at little or no
extra cost; it also means that as the same equip-
ment can be used by all, no stigma is attached,
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and disabled employees are not necessarily re-
stricted to a special, adapted environment. But
beyond that, it means that the majority of work-
ers are likely to find their tasks easier and more
enjoyable.

Research initiated by electronics giant Philips
in 2004 very much confirms the Microsoft view.
Philips is active in three interlocking business
sectors: healthcare, lifestyle and enabling tech-
nology. The research was intended to calibrate
the convergence of these three sectors through
a web-based on-line survey of a smaller, but
representative sample [of the US population] of
1,501 US Internet users aged from 18 to 75+, un-
dertaken in July 2004. Though primarily examin-
ing attitudes towards healthcare and well being,
the research is also revealing about attitudes
towards technology. For example, two out of
three respondents [74% of females and 53% of
males] reported having lost interest in a technol-
ogy product because it seemed “too complex to
set up or operate”. While only 13% [8% females
males and 19% males] believed that in general,
“technology products are easy to use”.

Clearly usability is a major factor in purchase de-
cisions regarding technology products, but the
importance for universal design is that under-
standing and designing for the more marginal
or difficult cases not only drives innovation, it
also leads to significant benefits for the majority
of users. Furthermore, technology products that
prove difficult to use after purchase can only
result in dissatisfied customers, who will share
that dissatisfaction with other consumers over
the Internet and cause real damage to brands.

References & links:
www.microsoft.com/enable/research/phase2
www.microsoft.com/enable/research/phase1

The Philips Index: calibrating the convergence of
healthcare, lifestyle and technology. www.usa.
philips.com/Assets/Downloadablefile/603043_USin-
dex_FINAL-13091.pdf



Sky TV

UK satellite broadcaster Sky has worked hard to
make its services accessible to all, and is deep-
ly committed to inclusive or universal design.
Driven initially by legislation, in the form of the
UK 1995 Disability Discrimination Act — key ele-
ments of which became fully enforceable in Oc-
tober 2004 — Sky realised that by actively cater-
ing for disabled users it could attract additional
subscribers. Enough to make the provision of
enhanced content cost-neutral and eventually
profitable.

Sky offers the one, inclusively designed set-top
box, suitable for all subscribers, along with a
range of integrated accessibility services, and
consultation with disabled people. Its disability
strategy is directed at linking the needs of busi-
ness to the needs of disabled people, and de-
livering social and economic benefits through
an inclusive offer in terms of services and pro-
gramming. Feedback from disabled consumers
helped shape this agenda by identifying seven
points for change. As a result, Sky was the first
UK broadcaster to make audio description avail-
able and is setting a lead that others must follow
if they are to keep market share.

Not only is this building the Sky brand in terms
of social inclusiveness and innovation, it is also
creating networks of delighted users among the
disabled community who are promoting Sky to
their friends and family. In these ways, Sky is
turning what was originally seen as a legal obli-
gation and a cost on the business into an income
stream that is directly and indirectly growing its
consumer base and market share, and strength-
ening the Sky brand.

A central and winning plank is to embed usabil-
ity features in its core programming. Disabled
users do not need special equipment to access
these services, and so wherever they are, at
friends, in a hotel, at home, they can enjoy the
same accessibility. This adds delight and com-
pletes a virtuous circle that is driving up Sky's
subscriber base.

DTI-funded awareness programme

Another connection is the link between Sky and
leading UK charity Scope. Scope has worked
with Sky on developing accessible remote con-
trols that will work better for everybody. Most
people find current designs difficult to use, in
particular older people, and by developing a
truly inclusive remote, Sky looks to improve the
viewer experience for all its subscribers. Again,
the intention is to have just one, universal, re-
mote control that all Sky subscribers can use,
wherever they are.

Being involved in this project is important to
Scope. As a it is committed to working for the
integration of disabled people and in particular,
those with Cerebral Palsy, into mainstream life.
At a ‘Disability Summit of UK charities and vol-
untary sector bodies, organisations organised
by Scope, there was agreement that Universal
or Inclusive Design is key to the integration of
disabled people into the mainstream of life and
work in the UK. This convinced Scope to place
Universal Design at the heart of its activities, and
to strive to interest major companies and en-
courage them to develop universal products and
services. Initially Scope was thinking in terms of
establishing a ‘Centre for Inclusive Technology
and Design’, but this soon became a network
of interested organisations, including the Helen
Hamlyn Research Centre, with the skills and ex-
pertise to support a Scope initiative.

This idea was taken to the UK Department of
Trade and Industry (DTI), which has funded a
£150,000 in-depth questionnaire study into lev-
els of awareness in UK companies which seeks
to prioritise future action to ensure the uptake of
Universal / Inclusive Design in the UK. Through
additional pilot workshops, a further goal is to
develop a trial training package for industry and
refine that into an effective programme that can
be spearheaded by Scope, along with other age
and disability organisations.

The response from industry has been impres-
sive, and | will ensure that IAUD has access to
the findings as soon as they are available.



Case study: B&Q

The B&Q story has many similarities with the
Sky story. Not surprising, as Kay Allen, current-
ly Head of Diversity at Sky, previously held the
same post at B&Q. As major UK home improve-
ment retailer, and number three worldwide,
B&Q dominates what is known in the UK as the
do-it-yourself or DIY market. The company had
an early interest in the older consumer, and also
found benefits in employing older people who
it found to be more flexible, reliable and loyal
than its younger work force. Older sales staff
were also welcomed by older customers and
B&Q found this helped build bonds with local
communities. From this base of awareness, the
company was quick to respond to the Disability
Discrimination Act, and put in place a diversity
strategy that aimed to make stores accessible
to both older and disabled customers and older
and disabled employees.

Some years ago | approached B&Q to discuss
the results of some research that revealed a

significant and continuing interest in DIY among
the 50+ population, compared with younger
people, but one that tailed off after 65. My sug-
gestion was that there could be significant com-
mercial opportunities for ease-of-use DIY tools
and equipment, and that these could open up
further possibilities in terms of bathroom and
kitchen products that would appeal to all but
work well for older people. This resulted in a
now long-standing collaboration between B&Q
and the Helen Hamlyn Research Centre.

B&Q had not really used design or employed de-
signers before, in particular not for the design
of products. Its business model was based on
sourcing products, largely from Asia, and in par-
ticular China, that could be sold on price advan-
tage. An initial audit of power tools identified
significant usability problems, and resulted in a
guide for product buyers to help them identify
and ask for ease-of-use features. This was fol-
lowed by research with older users, including




Case study:

older women and retired tradesmen with long
experience of using hand and power tools, and
also with young women.

Matt White, the Helen Hamlyn Research Associ-
ate went on to develop designs for four new or
improved products, on which five patents were
secured. Two of these — a lightweight palm sand-
erwith a hand-strap for easy use, and lightweight
electric screwdriver — were chosen for full devel-
opment, and launched on the market in time for
Xmas 2002. Matt White paid particular attention
to the styling and packaging of the products to
ensure that they were perceived as having real
design value as well as being lightweight and
easy to use. The products have sold well, and
been twice voted as in the top ten power tools
on the UK market.

B&Q

Matt White continues to work as a designer for
B&Q, and a second Research Associate project
investigated garden power tools, a big potential
market, especially for older people, who are of-
ten keen gardeners. Research Associate Robert
Brown recruited a group of older gardeners to
test products, which they took home, assembled
and used in their gardens. Again, many prob-
lems emerged, from assembly instructions and
manuals to usability. The end result was a fur-
ther series of innovative designs, two of which
were taken forward to production.

The important factor in this story is that B&Q
came to appreciate the power and importance
of design through these two universal design
collaborations. As a result, the company could
see very clearly the link between more inclusive
design, real innovation, bigger profits and brand
strength through customer satisfaction. This
was a significant journey for the company, but
did not stop here. First, the Helen Hamlyn Re-
search Centre hosted an innovation day for B&Q
senior managers, which has led to a better un-
derstanding of design within the company, and
second. Research Associate Robert Brown was
commissioned to produce guidelines on Univer-
sal / Inclusive Design and Sustainable Design,
not just for B&Q, but for the whole of the King-
fisher Group, which owns B&Q.



New British Standard

The DTI-funded initiative (page 3) is timely be-
cause it coincides with the publication of a new
British Standard within the BS7000 Design Man-
agement series. BS7000-6 is a comprehensive
guide to managing Inclusive or Universal De-
sign within all enterprises, public sector and
not-for-profit organisations. The standard pro-
vides a framework by which executives — owner-
managers, board directors and principal officers
down to junior executives — as well as design
practitioners can understand and respond to the
needs of diverse users without stigma.

The standard concentrates on the management,
not the practice of Universal / Inclusive Design.
The two main sections contain guidance at the
organisation and project levels respectively. The
standard highlights the importance of conferring
with target customers to ensure approaches and
solutions are appropriate, emphasis is placed on
ensuring close coordination during the develop-
ment process so all disciplines contribute effec-
tively at all stages, before and after introduction
to market.

The section on managing Universal / Inclusive
Design at the project level is taken up largely by
figures and diagrams on all prime stages of Uni-
versal / Inclusive Design projects. Each includes
details of the stage aims, Universal Design tasks
to be undertaken, tools and techniques that facil-
itate work, key outputs, and the basis on which a
project might progress to the next stage.

Two extensive annexes include further evidence
to reinforce the case for adopting a professional
approach to Universal / Inclusive Design. One
summarises trends in population, society and
legislation, providing some insights into the di-
versity of society, different kinds of impairments
and the implications for work and public envi-
ronments. The other outlines the tools and tech-
niques that facilitate work at different project
stages, some developed exclusively for Univer-
sal / Inclusive Design work.

| was a member of the drafting panel, and have
put much effort into ensuring that supporting
Internet resources are available to support in-
dustry, design and education in implementing
Universal / Inclusive Design.

My own ‘knowledge cell’ on Universal / Inclusive
Design can be found on the UK Design Council’s
website, and contains an extensive bibliogra-
phy and list of websites. On the first page there
are links to the key resources mentioned above,
and on the UK Design Council home page there
is a story about the standard, which contains
a link to the homepage of the Scope CITD sur-
vey. There are also links and much information
on the Helen Hamlyn Research Centre website.
Through these URLs you can access a significant
amount of information and find links to other
key sites around the world. There is even a short
article on IAUD in my knowledge cell, which |
hope to expand on shortly.

References & links:

My knowledge cell is at
www.designcouncil.org.uk/inclusivedesign
The Helen Hamlyn Research Centre URL is
www.hhrc.rca.ac.uk

www.bsi-global.com



Research agenda

My colleague, Professor John Clarkson, Director
of the Engineering Design Centre at the Univer-
sity of Cambridge, has done significant work on
developing the statistical basis for the concept of
‘design exclusion’, while my team at the Helen
Hamlyn Research Centre has worked on dem-
onstration projects to show that we can counter
design exclusion through Universal / Inclusive
Design strategies and practices. In my view de-
sign exclusion is a crucial concept. It describes
how people are excluded by specific design fea-
tures.

Understanding, addressing and correcting this
exclusion can lead to far more accessible prod-
ucts and services, and of course, bigger markets.
What Professor Clarkson and his team have done
is to begin to attach numbers — proportions of
the population — to design factors. In this way
we can determine accurately, how many people
might be excluded from using or accessing a
product or service as a result of poor design fea-
tures. The power in this concept is that it can be
expressed numerically, and can thus be related
to potential market share.

In this way we can articulate what the Microsoft
study pointed to: that increasing accessibility for
users increases accessibility to market sectors
previously excluded. In other words, accessibil-
ity for end users equals market access for man-
ufacturers and service providers. Accessibility
makes good market sense, just as inclusivity
makes good design sense.

The problem Professor Clarkson and his team
have had to grapple with is that existing data
sets are incomplete, not fully compatible and do
not quantify some important factors. What we
need are more representative surveys, like the

Microsoft and Philips data, that specifically al-
low us to measure functional capability across
the population and relate this to the ability to
perform a range of tasks and activities. Given
that data set, we would be far more able to de-
termine numerically the impact of design deci-
sions with regard to the included and exclude
population. In other words, the market relation-
ship between potential sales and actual acces-
sibility would become transparent. At that point
we can stop campaigning and get on with imple-
mentation.

Professor Clarkson is working on the design of
an appropriate, representative survey for the
UK. That methodology will be fully transferable
to other populations The cost of a fully repre-
sentative survey would be in the region of £1-2
million, and at present no UK research funding
body is in a position to support such a study,
but Professor Clarkson and myself have made
representation to the UK House of Lords Inquiry
into Ageing Research on the need for data re-
lating capability to activity and representative of
whole UK population. Hopefully, a way will be
found to conduct such a survey in the UK.

If we had the data much could be generalised
from it, but other studies using the same meth-
odology and generating genuinely comparable
data would begin to give us the whole world pic-
ture, which is essential in the context of global
markets. There is an opportunity here for Japan
to take a lead if such a study could be initiat-
ed. The country that takes the first step will be
ahead of and, | hope, set the standard for others
to follow. | know Professor Clarkson would be
very happy to support an initiative in Japan, as
would I, because any such study would advance
knowledge in an important and timely way.



In Europe

Universal Design is moving up the agenda in
Scandinavia in the context of the Scandinavian
Year of Design 2005. In Scandinavia the term
‘Design for All" is use rather than Universal De-
sign, but the intention is very similar. The open-
ing event of the year was a conference on De-
sign for All held in Stockholm, on January 26,
at the new premises of Konstfack, the Swedish
design university. | was asked to make a keynote
presentation about collaboration with indus-
try, which | did, along with Maria Benktzon of
Ergonomi Design Gruppen, who gave a superb
presentation on the development of Design for
All in Sweden and the work of Ergonomi, which
she has led over the years.

| was impressed by the quality of the delegates
and the speakers. The conference was opened
and closed by Swedish Government ministers,
one with specific responsibility for health and
disability, the other for consumer affairs. Other
speakers included leading representatives of the
design and design management community.

What was clear from Maria Benktzon's pres-
entation, was that Sweden made very early
progress in this field, due to the social security
and welfare system in place in the 60s and 70s,
and of course the very talented group of peo-
ple at Ergonomi. As a result, it was Maria’s work
that defined the early potential of Design for All,
and demonstrated that the quality of assistive
products could be very significantly enhanced
through good design. Not only that, Maria’'s
work with disabled and arthritic people inspired
her to develop new methods of researching and
understanding ergonomic and design factors
that could be transferred to mainstream design
for professional and consumer markets. This
mapped out the potential of Universal Design to
drive innovation in design methods and main-
stream markets.

For a variety of reasons, Sweden as a nation
failed to capitalise on this early lead, and so now
feels it has to catch up with other countries. The
very clear message from the conference was
that this is now the intention. | think there is an
awareness of a lost opportunity and the need to
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catch up is now high on the agenda for govern-
ment, and for the disability organisations. Not
just in Sweden, but in the other Scandinavian
countries. This is demonstrated by other events
planned for later in the year.

A major design event, the World Design Con-
gress (ERA 05), will take place between 21-29
September, organised by Scandinavian de-
sign bodies in collaboration with ICSID, IFI and
Icograda. Copenhagen will be the main venue,
with pre-congresses in Oslo, Malmg, and Helsin-
ki. The pre-congress in Oslo, 22-24 September,
will be on the theme ‘Design without Borders’,
and will include a one-day seminar on Design
for All, at which | have been asked to give a key-
note. The event will target the business and de-
sign communities and is intended, according to
Jannicke Hgllen of the Norwegian Design Coun-
cil, ‘to create awareness among business lead-
ers and designers in regard to design for all as a
necessary tool for an inclusive society and also
commercial success in the future.’

I am also invited to speak at the main conference
in Copenhagen, September 27, in the session
on ‘Shifts in Society: design and demograph-
ic trends’, where the focus will be on ageing
populations and Universal Design. All the signs
are that Universal Design is becoming an im-
portant issue in Scandinavia, and | know from
long-standing collaborations with colleagues in
Finland that this has been an important subject
there. My feeling is that we are approaching a
critical mass in Scandinavia and that we will
soon start to see major companies buying in to
Universal Design.

I should remind IAUD members, that Ergonomi
—where Maria Benktzon is a senior designer and
researcher — has set up a small office in Tokyo
and is looking to work with Japanese compa-
nies.

Contact:

Dag Klingstedt, ErgonomiDesign Japan KK,
Shinmachi 2-36-6, Setagaya-ku, Tokyo
dag.klingstedt@ergonomiedesign.com



Into production

Work at the Helen hamlyn Research Centre,
based at the Royal College of Art, London, is
increasingly focused on taking good design
projects into production. As part of this process
we are developing a core of young, universal
or inclusive designers with the right skills and
expertise. For the past five years we have been
collaborating with businesses and professional
design companies and are now starting to see
some promising results. A further development
here is the establishment of InnovationRCA, a
sister organisation to the research centre, with
the capability to protect intellectual property
and enter into contracts with manufacturers and
other institutions. Some recent successes are
shown on this page.

-

landscaped tableware by RCA graduate Lisa-Dionne
Morris

www.landscapedtableware.com
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Read Regular, a font for dyslexics, by HHRC Research
Associate Natascha Frensch www.readregular.com

Easy grip frying pan by Factory Design, under devel-
opment for a UK company
www.factorydesign.co.uk

Pill Popper by RCA graduate Hugo Glover, helps peo-
ple access blister packs
www.innovation.rca.ac.uk/NE.html




Rio de Janeiro: Japan shows the way

| was deeply impressed by the progress made
by IAUD members, as demonstrated by the spe-
cial session at the conference in Rio de Janeiro.
In particular, the enthusiasm of young managers
and designers shone through, and their commit-
ment to integrating Universal Design within their
companies was uplifting. Whereas in Japan, it is
clear that a new generation of highly motivated
young people is coming through. That is a very
welcome sign, and represents a big step for-
ward.

| did feel that the American experience, as pre-
sented at the conference appeared to be run-
ning out of steam a little, although the research
undertaken by Microsoft and Philips presents a
very different picture. In the US, the emphasis
is still primarily on disability and access, rather
than new product development and innovation,
which is where | think the real challenges lie.

The UK experience has proved that working with
extreme users leads to innovation. But in the UK,
as the DTI-funded awareness programme dem-
onstrates, although there is real interest in Uni-
versal Design, there is still a low level of uptake.
We now have a British Standard, but we lack the
commercial awareness in industry and business
that is evident in Japan, and in that respect we
are trailing.

In Europe, although we have a history of ground-
breaking work in product design from people like
Maria Benktzon and companies like Ergonomi,
there is still a tendency to equate Universal De-
sign with disability, rather than good design and
innovation. We have much to learn from each
other, but | feel that with IAUD, Japan has taken
a remarkable lead in this new implementation
phase of Universal Design. So congratulations
to all my colleagues in IAUD. | look forward very
much to presenting your work at our INCLUDE
conference here at the RCA in early April and am
sure it will attract much interest.
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Future challenges

In my opinion, there are four key challenges that
we face. The first, is take Universal Design to the
level of design for delight. To do that we have
to learn more about our customers, more about
consumer aspirations and life-style goals.

The second, is to develop a more accurate un-
derstanding of user capabilities. That requires
undertaking some serious research that will al-
low us to measure the impact on users of specif-
ic product and service features and to quantify
the number of people excluded from using or
enjoying what we design. We must also use that
data to calculate the market impact of design im-
provements and innovations.

The third, is to learn how to promote and market
Universal Design products and services to the
consumer. This is a difficult challenge, as it will
require big changes in marketing approaches
and the development of new relationships with
consumers. But, as consumers change their be-
haviour in radical ways, and share their opin-
ions via the internet and mobile phones it will
become increasingly important to communicate
the real benefits and values of Universal Designs
to end users.

In order to achieve this | believe we have to face
the fourth challenge, which is to educate con-
sumers. For years, the goal of advertising has
been to bring brands to the attention of custom-
ers and maintain that brand presence. Now |
think we have to encourage consumers to make
informed decisions and make sure that they are
aware of the benefits and delights of Universal
Design.

There is a good example of this new shift on
Japanese soil. The TEPCO lifestyle laboratory in
Tokyo attracts over 250,000 visitors per year, and
has demonstrated that consumers are hungry
for unbiased information and the opportunity to
test products before they buy. | hope that IAUD
can build on this exemplar to develop new ways
of educating tomorrow’s ‘wired’ consumers



