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Pedro M. Alfonso, IDSA, a native of Cuba, graduated from Ohio State University with a degree in industrial design. He joined Dell Inc.
in 1997 as lead industrial designer for the corporate desktop and workstation lines of business and is currently one of the ID leads han-
dling printers. Prior to joining Dell, he worked as a designer at IBM for more than 13 years. The recipient of more than three dozen design
and utility patents, Alfonso has served on industrial design advisory boards at the Georgia Institute of Technology and the University of
Louisiana. His work has received national and international awards, including Japan’s Good Design and Germany’s iF. 



1. Has the recent surge in design popularity made 
a difference in your world? If so, how?
Having been involved at IDSA as a student mentor for

some time, I have noticed an increase over the last two
years in calls and e-mails inquiring about the profession.
The questions are also coming from individuals who are
better informed about the profession than they were in
the past.

2. If you weren’t a designer, what would you be? Why? 
I think I would be a bird. This way, I could fly in many

different directions, have a great deal of freedom and
know no geographical boundaries. All kidding aside, I like
my profession and would not want to be anything else. 

3. Forget good design; what is great design? 
Great design carries beauty that goes way beyond

appearance. It is timeless, nearly flawlessly solving the
needs of its intended problem; it is environmentally
appropriate and does not inhibit use by the physically
challenged. 

4. What new or different technique have you used 
recently to solve a problem? 
We hired multi-continent design consultancies to

address the needs of an international customer base. It
was a very rewarding experience to deal with different
cultures and understand and appreciate how different
and alike we all are. 

5. What’s on your iPod? 
Who needs an iPod? I have a sleek Dell Pocket DJ.

6. How did you come to be an industrial designer? 
Growing up tinkering with cars and having a love for

mechanical things and how they work, I thought I wanted to
be a car designer. After starting down the track of mechan-
ical engineering (thinking they were the ones who designed
cars) and having difficulties with Avogadro’s number
6.0221420 x 1023 in chemistry, it was time to rethink my
schooling. Coincidentally, about that time I watched a 60
Minutes special on Raymond Loewy and was sold on the
profession that I have enjoyed for over 22 years. 

7. How would you use design to address the after-
math of an earthquake or hurricane? 
First, understand and analyze the problems. Then,

brainstorm and develop possible solutions based on
materials and processes available in the immediate area. 

8. How would you compare yourself to an architect,
engineer or interior designer? 
I often compare industrial design to architecture when

trying to explain what I do for a living. Most people under-
stand what an architect does to a building’s appear-
ance—just transfer the aesthetic influence of a building to
a product and you have an industrial designer. 

9. What’s your biggest “designer” pet peeve? 
Designers who dress in black. 

10.Make a prediction about the future of design.
Design awareness and importance are only going to

get stronger as time goes by. As consumers, we in the US
traditionally have not been particularly sensitive to or con-
sciously aware of the value and importance of a product’s
appearance. As the world continues to get smaller and
commoditizing takes a bigger hold, one of the few prod-
uct differentiators left will be appearance, which by
default will increase awareness and demand for better-
designed products.
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Peter Bressler, FIDSA, is the leader of the product planning and development group at Bresslergroup. A graduate of Rhode Island
School of Design, he has authored or co-authored more than 100 design and utility patents, and he has received more than 70 nation-
al and international awards for product design, design engineering, packaging design and graphics. 



1. Has the recent surge in design popularity made 
a difference in your world? If so, how?
It has had multiple effects: More competition and

more opportunities for professional and financial growth.
There are fewer blank stares when I tell people what I do.
Unfortunately, media attention has focused on populariz-
ing the styling content so much that it has created greater
confusion about industrial design’s role in the product
development process. Our more substantial contributions
get less attention.

2. If you weren’t a designer, what would you be? Why? 
Probably dead.

3. Forget good design; what is great design? 
Great design works well, is easy to use, is easy to

understand, is beautiful to behold, fulfills a real user need
and creates desire. It is also design that does so for a
very long time, delaying its arrival at the landfill.

4. What new or different technique have you used 
recently to solve a problem? 
no answer

5. What’s on your iPod? 
no answer

6. How did you come to be an industrial designer? 
When I was 15 years old, my parents carted me and

the “stuff” that I had been doing since I was four into the
office of architect Louis Kahn to ask him whether I should
be an architect or an engineer. “Neither,” he replied. “You
want to be an industrial designer, and you want to go to
the Rhode Island School of Design.” So I did.

7. How would you use design to address the after-
math of an earthquake or hurricane? 
I would prefer to use design to prepare for the disas-

ter, using past victims’ experiences to anticipate issues
and create new solutions. In the aftermath of a disaster,
helping on the ground is more important. Long term, we
really should design something that can be made from
the rubble. Humans do such a great job of causing
destruction that there should be an unending source of
raw materials.

8. How would you compare yourself to an architect,
engineer or interior designer? 
This question is too broad to be answered briefly, and

perhaps the answer is not important. An industrial
designer does much of what an architect and interior
designer does, but on a different scale, with different pri-
orities, using a different tool selection and for a different
customer. ID does some of what an engineer does,
depending upon the kind of engineer, but from the adja-
cent side of the art/science continuum with different train-
ing, a different process, a more user-centric focus and
slightly different priorities.  

9. What’s your biggest “designer” pet peeve? 
New stuff for stuff’s sake and our disposable culture.

10.Make a prediction about the future of design.
My optimistic expectation is that industrial design as

a profession will become ever more aware of its and its
clients’ responsibility to the global user society. It will rec-
ognize and be able to articulate and execute its contri-
bution to defining and designing product solutions that
satisfy unmet user needs and make people’s lives health-
ier, safer, more productive and more enjoyable. And I
hope we will learn how to do this with less waste, more
sustainability and more timeless design expression.
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Adrian Caroen is one of the five directors at Seymourpowell in London. Caroen joined the firm shortly after graduating in 1989. In the
17 years since, he has designed products for many of Seymourpowell’s prestigious clients, including Casio, Minolta, Tefal, American
Standard, Nokia and Unilever.



1. Has the recent surge in design popularity made 
a difference in your world? If so, how?
Design popularity seems to have had many peaks

over the years. It’s often great pieces of work, like the
iPod, that bring the value of design into the public and
commercial eye. In recent years, “innovation” seems to
be the buzzword in business. Suddenly everyone wants
some, but not I’m not sure everyone understands the true
meaning of the word. This has certainly made a big dif-
ference in my world. It means that the inherent abilities of
a designer are seen to make a real difference to business
success—often in types of businesses that until recently
would never have considered employing product design.
This has exciting implications for the design business
and for designers, working our magic in a whole host of
new worlds.

2. If you weren’t a designer, what would you be? Why? 
It’s hard to imagine doing anything else. As long as I

could use my abilities to solve problems and be creative,
I’d be fine. Although being a racecar driver has it’s attrac-
tions.

3. Forget good design; what is great design? 
Really making a difference in people’s lives.

4. What new or different technique have you used 
recently to solve a problem? 
Watch. Don’t just listen. We can’t expect people to be

able to tell us what they want. Learning what people want
in the future is our job as designers, however, and many
“truths” lie hidden in emergent behavior. By watching
what people do rather than what they say, we often can
uncover the latent needs and desires to help us solve
problems and create great new products.

5. What’s on your iPod? 
Lots. Using my iPod has allowed me to rediscover

music that until recently was lost on cassettes in a shoe-
box somewhere! Recently, Beastie Boys and Red Hot
Chili Peppers.

6. How did you come to be an industrial designer? 
The career officer at my school balanced out my skills

in art, technical drawing, physics and technology and
then told me that engineering was the way forward. In my
heart, this did not seem right. When I was approached by
my technical drawing teacher, who had just heard about
a new course called 3D Design, everything changed. I
visited the college, and the display of marker renderins
captured my imagination. I knew that this was what I was
looking for.

7. How would you use design to address the after-
math of an earthquake or hurricane? 
If we could harness the minds of designers to think

laterally about the issue, I’m sure that everything, from the
design of aid packages to rebuilding, could be stream-
lined. 

8. How would you compare yourself to an architect,
engineer or interior designer? 
There is much crossover in what we do, we just use

different tools. I’d love to design a building some day.

9. What’s your biggest “designer” pet peeve? 
Short timeframes.

10.Make a prediction about the future of design.
I believe it will be necessary for designers to become

even more multifaceted and flexible and to become busi-
ness leaders. Design and creativity will no longer be
optional; they’ll be board-level business necessities. 
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Monique Chatterjee, IDSA, is an industrial designer in the Hardware User Experience group at Microsoft, where her current focus is on
developing peripherals that enable intuitive software experiences. After graduating in 1997 from the Rochester Institute of Technology,
she began her career as a designer at Altitude in Boston and spent a number of years at HLB before joining Microsoft. Chatterjee is
inspired by nature, truth, travel, the arts and passionate people. 



1. Has the recent surge in design popularity made 
a difference in your world? If so, how?
I have always surrounded myself with creative peo-

ple, so I’ve felt a lot of energy around design, art and
expression. Things feel different to me in a few ways. As
business publications increase their focus on design and
user experience, I’ve gone from flipping through these
magazines only when there is a story on design to read-
ing them fairly regularly. Some of it is just personal
growth, but I would say that the surge in design’s popu-
larity has helped me broaden my interests.  

Also, promoting awareness is great, but too much
hype can water anything down. There are too many
empty attempts at product in the name of design. It’s
become more important to me to differentiate from that—
and feel sure that what I am contributing is meaningful.  

2. If you weren’t a designer, what would you be? Why? 
I had originally wanted to paint. Looking back, I wasn’t

that good. I’d probably have starved to death by now. 

3. Forget good design; what is great design? 
Great design has a ripple effect far beyond what it

was originally intended to do. It can create new behaviors
and affect the way people live and experience life. 

4. What new or different technique have you used 
recently to solve a problem? 
Last weekend I used the technique of “too lazy”—not

one I typically use to solve problems. Too lazy to look
through the garage for a rake, I quickly scanned my yard
and found a fallen branch (from the same tree that
dropped the leaves on my driveway) to use instead. 

5. What’s on your iPod? 
Bjork and a lot of hip-hop. Good not evil, none of that

trashy radio crap. Most recent download: Danger Doom. 

6. How did you come to be an industrial designer? 
I was taking a tour of the Rochester Institute of

Technology. I was heading to the painting studios and
had to walk through the ID studio to get there. The ID stu-
dents were designing power tools, and their process
models were on display. I had never heard of ID before.
It was love at first sight. 

7. How would you use design to address the after-
math of an earthquake or hurricane? 
no answer

8. How would you compare yourself to an architect,
engineer or interior designer? 
We are connected through our abilities to visualize,

think creatively and bring beauty to people through new
solutions. The power of visualization is a huge connec-
tion. Imagine going through life only seeing what is
spelled out in front of you. 

9. What’s your biggest “designer” pet peeve? 
When people say, Oh, your job is to make things look

good. I guess this gets back to the first question: A lot of
people are misinformed about what design should be
about.

10.Make a prediction about the future of design.
In the future, design will be much more dynamic and

personal. Designers will breathe more intuitive and inter-
active life into their products. There will be a better con-
nection between individuals, their lifestyles and the way
their products work specifically for them. 
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Jonathan Dalton, IDSA, is the director of design at Altitude. He assists companies in creating breakthrough products that personify their
brand and in redefining markets through user-centered product and strategic brand design. Dalton has received numerous awards for
his work and has been published in magazines such as ID, Design Week, Appliance Manufacturer, BusinessWeek, T3 and GQ. He holds
a bachelor’s degree in industrial design from the University of Northumbria, England.



1. Has the recent surge in design popularity made 
a difference in your world? If so, how?
Within business there certainly has been a shift in cred-

ibility toward the use of design as a strategic tool. We have
seen increased interest in design services from companies
competing in industries that are reaching parity and have
not traditionally invested heavily in design. Saturated mar-
kets are often where most revenues still reside, and we are
seeing more and more companies engaging our consumer
insights and strategy practice to gain a deeper under-
standing of the attitudes and values of their customers and
what constitutes new value to them.

2. If you weren’t a designer, what would you be? Why? 
I would still need to be challenged on a daily basis

with problems—never the same problem twice. Perhaps
nursing. You have multiple clients: the patient, the doctor
and the patient’s family. Mix in a complex prognosis to
manage and you have a situation that is never the same
twice. I’m incredibly squeamish, so I would probably
spend more time on the deck than actually helping any-
one, though. To be honest, I can’t really see myself doing
anything else well.

3. Forget good design; what is great design? 
Great design is a moment in time when the physical

and emotional collide to create a product so innately sim-
ple that it leaves people thinking, Why didn’t someone
think of this before?

4. What new or different technique have you used 
recently to solve a problem?  
Consumers are time pressured and increasingly buying

products based on emotional responses rather than a care-
ful consideration of the benefits they offer. Understanding
the emotions that products trigger in people helps us to
design more relevant products. We are using emotion cards
in our ethnographies to understand what constitutes a
rewarding product experience for consumers. 

5. What’s on your iPod? 
The Stereophonics, Snow Patrol, Franz Ferdinand, Buddy
Guy, the Arcade Fire and one kickin’ Al Green track
called, “I’m a Ram.” 

6. How did you come to be an industrial designer? 
I wanted to be an aerodynamicist, but calculus failed

me. Then I discovered a copy of Dick Powell’s book
Presentation Techniques and realized you could make a
living designing products. My grandfather taught me to
draw rudimentary architectural plans at a young age. It
seemed a natural step to become an industrial designer. 

7. How would you use design to address the after-
math of an earthquake or hurricane? 
I would look at how design could have the greatest

impact—designing the response rather than a specific
product. Design is a tool for improving the quality of daily life,
an adaptable, dynamic process that can be applied to orga-
nizations and their processes as much as it can be applied
to the creation of physical objects. Bringing a group of
design leaders together to brainstorm response scenarios
would certainly lead to some level of operational innovation.

8. How would you compare yourself to an architect,
engineer or interior designer? 
Industrial designers embody a bit of each profession

on some level. We break problems down to the point of
abstraction as architects do and solve them in a detailed
manner with the rigor some associate with an engineer.
Throw in the knack to create an emotional response, like
a well-designed interior can evoke, and you have the
essence of a good industrial designer.

9. What’s your biggest “designer” pet peeve? 
Design initiatives that do not have a clearly defined

goal or an envisioned outcome. Without this, design just
becomes decoration—a waste of good gray matter.

10.Make a prediction about the future of design.
Design will see more boardroom and less blobjects.
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Bob Domenz is president of Avenue, a Chicago-based marketing and communications firm that focuses on launching new companies
and brands and helping established companies rethink strategies for their existing brands. Prior to founding Avenue, Domenz led the
brand strategy practice for iXL, an agency with 23 offices worldwide, and was a director at VSA Partners. He has worked with IBM, Weber
Grill, Interface, Canyon Ranch, Harley-Davidson, US West, Ameritrade and Coca-Cola, among others. His work has been recognized
widely in creative and business publications and awards. 



1. Has the recent surge in design popularity made 
a difference in your world? If so, how?
More than ever, clients are “experts” on all things

design. This opens up opportunities and at the same time
creates more challenges. Many clients now understand
the importance of intimately knowing their customers,
which makes research budgets more readily approved.

2. If you weren’t a designer, what would you be? Why? 
Not a designer? (Gasp!)

3. Forget good design; what is great design? 
Good design = Satisfied. 
Great design = Original. Unexpected. Delight.

4. What new or different technique have you used 
recently to solve a problem?  
We always stress that you have to experience “the

experience” firsthand to fully understand the challenge
and opportunity. One of our clients is a leading wellness
resort and spa company. It was the first time we had to
have massage therapy as part of a project.

5. What’s on your iPod? 
NPR. Beastie Boys. Nick Drake. Johnny Lee Hooker.

Astrud Gilberto. Charlie Parker. I like variety.

6. How did you come to be an industrial designer? 
(Note: I’m not an industrial designer.) 
In high school I worked at McDonald’s: I quit after

three hours. It was a moment of realization. I knew I had
to build a life where discovery and original thinking was
highly valued versus following established precedent.

7. How would you use design to address the after-
math of an earthquake or hurricane? 
I believe design (technology, information, visuals,

environments, etc.) could create clearer and more timely
communication systems to better inform, update and
direct those affected by the disasters—and those who
are working to restore the communities.

8. How would you compare yourself to an architect,
engineer or interior designer? 
Very similar. Most creative disciplines use similar

cognitive processes in problem solving and creation.

9. What’s your biggest “designer” pet peeve? 
When designers only provide visual decoration

instead of strategically contributing to a client’s business.
It reinforces the stereotype of designer as decorator.

10.Make a prediction about the future of design.
In short, mass personalization. Design will increas-

ingly become less about physical artifacts and more
about dynamic interactions between processes, systems,
technologies, objects and information that deliver custom
experiences tailored to an individual’s needs and wants.
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As a user-experience pathfinder, Uday Gajendar, IDSA, works on cross-product initiatives (life cycles, color/print workflows, etc.) with-
in the Common UI team at Adobe. He earned design degrees at the University of Michigan and Carnegie Mellon University. His experi-
ence includes designing Web-based financial systems, healthcare software and enterprise integration tools at various Silicon Valley
firms. He has also spoken at conferences for IDSA and DMI and at the annual Information Architecture Summit. Gajendar’s latest diver-
sion is reading the classic Dune novels while trying to plow through his Netflix queue.



1. Has the recent surge in design popularity made 
a difference in your world? If so, how?
Personally, it’s made it easier for me to describe to

non-designers what I do and why it’s important. Target,
Apple and Nike have nice examples that ordinary folks
can relate to. Professionally, it has raised the bar in terms
of the priority of design as a total success factor and the
level of design quality expected in products, services
and experiences that we increasingly demand. 

2. If you weren’t a designer, what would you be? Why? 
Design is my fundamental mode of being and

thought. Sure, I aspire to be a comic book artist, philoso-
pher or gadget guru, but no matter what, my internal
design sense would be on and active.

3. Forget good design; what is great design? 
Forget great. Let’s talk about creating the supreme

masterpiece: fulfilling your inventive, empathic, creative
potential to produce something that resonates with the
soul and trembles in the mind long after you’ve interacted
with it, taking on mythical qualities. 

4. What new or different technique have you used 
recently to solve a problem?  
Coming from e-business software, I’m accustomed to

a user-centered design methodology, which is systematic
and rigorous, sometimes to a fault. At Adobe, I’ve used
vision-inspired design, based upon imagination and intuit-
ing what would be best for a user, to anticipate new ideas.
Design axioms, manifestoes and painterly sketches can
inspire a product team and uncover missed problems.

5. What’s on your iPod? 
Which model? For my Nano, I just loaded up an eclec-

tic mix from Godsmack to Sarah McLachlan to Public
Enemy. But mainly electronica and vocal trance, like BT
and Delerium. Whatever helps me achieve simulflow.

6. How did you come to be an industrial designer? 
It was pure serendipity. I was getting bored with engi-

neering at UT Austin when a friend told me about product
design. Meanwhile, I got a catalog for RISD’s summer pro-

gram, so I signed up for a short course in ID. I loved it right
away: it blended high-tech and artistic skills and dealt with
lifestyles, and you could make cool stuff. I then went to the
University of Michigan to earn my BFA in ID. As the
Internet boomed, I migrated from industrial design to
interaction design. 

7. How would you use design to address the after-
math of an earthquake or hurricane? 
Strategic design planning could alleviate arcane lev-

els of bureaucracy toward a more human-centric path of
responsiveness: lines of communication, degrees of con-
trol and power, avenues of funding, etc. Next, post-
disaster scenes are a huge opportunity to apply smart,
efficient, sustainable/renewable designs for temporary
housing, backup phones, ad hoc water treatment, etc.

8. How would you compare yourself to an architect,
engineer or interior designer? 
It’s easy to say that I deal with products, architects

make buildings, engineers do machinery and interior
designers arrange furniture and lighting. But fundamen-
tally these professions all deal with design and facets of
the human experience of the artificial world. Each is
informed by a differing focus. We can learn much from
each other; there needs to be more cross-pollination.

9. What’s your biggest “designer” pet peeve? 
“Tom Kelly this, Tim Brown that.” But seriously what gets

me is how everyone thinks that interaction design is limited
to digital media when in reality its principles and methods
can be used for anything from toothpicks to logos. There’s
also the false belief that simply knowing Flash or Photoshop
makes you a designer. 

10.Make a prediction about the future of design.
This is a trick question because design inherently is

the future. But I do anticipate a few trends, such a shift
from design skills to design sense. Mythology may
empower methodology. And lifestyle will be augmented
by life cycles. These terms suggest that design will
become a more hybridized activity.
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Peter Haythornthwaite, IDSA, studied fine arts and design at New Zealand’s University of Auckland and industrial design at the
University of Illinois, Champaign-Urbana. After graduation, he worked for the New York office of pioneer American designer Henry
Dreyfuss. Upon returning to New Zealand he became a senior lecturer, teaching industrial and graphic design at the University of
Auckland. Haythornthwaite is currently owner of the design consultancy creativelab and an adjunct professor of design at the University
of Victoria, Wellington in New Zealand. 



1. Has the recent surge in design popularity made 
a difference in your world? If so, how?
There is increased demand for design expertise as a

way to gain advantage. But there’s an issue: too few com-
panies engage with design at a cultural level where it
becomes authentic physical evidence of vision and values
and the natural outcome of a commitment to enable and
improve the well-being of both employees and the end user.  

2. If you weren’t a designer, what would you be? Why? 
I confess to musing about being a part-time cattle

farmer—fresh cut grass, sauntering wind, the animals. But
more seriously, a documentary film maker or a composer.
Reality? An object maker—there is great joy in the physical
translation of a concept into an object. I respect Alexander
Calder’s humor and as a counterpoint, Max Bill’s purity. 

3. Forget good design; what is great design? 
Great design can be as humble as a cup that nestles

in the hand—purpose, shape, materials and detail creat-
ing a sense of timelessness. Or, an evolving brand iden-
tity that fluently, simply translates a company’s future
aspirations. It goes beyond thing; it embodies intelli-
gence, a rationale that makes sense creating a special
emotional connection.

4. What new or different technique have you used 
recently to solve a problem? 
With two associates I have created a design audit

program for the New Zealand government. It identifies
the cultural receptivity, capabilities and opportunities for
companies to become design enabled. The audit causes
them to consider design as a core competency with
sponsorship at the highest level. Audited companies are
starting to leverage their capabilities through design, giv-
ing them the potential to become more successful niche
market exporters. 

5. What’s on your iPod? 
Absolutely nothing—I don’t have one. I greatly admire

Apple, however.

6. How did you come to be an industrial designer? 
At home my father talked about Cassandre’s  posters

and Henry Dreyfuss and human factors. Initially, at uni-

versity I was interested in sculpture and design; however,
in my second year I had a revelation—this is what you
have been created for. It caught me unexpected but
imbued me with fervor. 

7. How would you use design to address the after-
math of an earthquake or hurricane? 
Not only do people need clean water, food, shelter

and clothing, but they also need love, dignity, hope, pur-
posefulness and to know that other people genuinely
care. Design has a role to play in engendering these val-
ues. Before creating answers for these complex situa-
tions we must first observe and dialogue to understand
what should/could have been available. It is far better to
help them create shelter and equipment appropriate to
their needs than provide the answers

8. How would you compare yourself to an architect,
engineer or interior designer? 
These are titles that carry stereotyped perceptions.

There are industrial designers who are natural engineers
and engineers who are architects, and so forth. It’s not so
much about discipline as about creative approach, ways of
thinking and skill in identifying and understanding the issues
involved. Industrial designers, in a sense by mandate, must
think in global terms integrating other disciplines.  

9. What’s your biggest “designer” pet peeve? 
Styling—when it is blithely employed to create things

that fundamentally ignore human and ecological needs.
The US car industry can no longer play with fads, style
and indulgences—but with responsible ingenuity.

10.Make a prediction about the future of design.
The value of design, and therefore the future of

design, depends on its relevance. The world is crying out
for sense. We must grasp the significance of our respon-
sibility to guide people and companies to use materials,
resources, time and energy effectively. But are we
attuned to hear it or capable of responding? While design
must realize commercial opportunities, it now has a new
imperative—interpret the changing conditions of society
and create complete solutions that are sound, empa-
thetic and valued. 
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Elliott Hsu and Margaret Butler met at the University of Illinois and became good friends during late nights in the studio sniffing bondo
and breaking pencils. After graduating, Hsu worked at HLB Chicago and Butler worked at Teams Design Chicago. Since getting mar-
ried a year and a half ago, they moved to Raleigh, NC, where he works at Sony Ericsson Mobile Communications. She is currently free-
lancing for a Raleigh design consultancy. 



1. Has the recent surge in design popularity made 
a difference in your world? If so, how?

EH: Yes, all you hear is: We want to make the next iPod.

MB: People now get what we do, but now people all think
they can be designers. I heard Paris Hilton is coming out
with a medical product.

2. If you weren’t a designer, what would you be? Why? 
EH: I’m Asian, so I would have to be a doctor, living in a
big house, driving a BMW 7 Series...Wait, why am I a
designer?

MB: A chef, anthropologist, philanthropist, fashion design-
er or rock star...probably not, but it’s fun to dream.

3. Forget good design; what is great design? 
EH: Creating desire.   

MB: Taking risks and then having the cahones to stand up
for them all the way through. 

4. What new or different technique have you used 
recently to solve a problem? 

EH: Sky Mall catalog. 

MB: Google 

5. What’s on your iPod? 
EH: That’s confidential.   

MB: I don’t have one.

6. How did you come to be an industrial designer? 
EH: When I realized drawing funny shapes could get me
a paycheck. Well, the recent trend has been boxes, so
that’s even easier. 

MB: Creating art wasn’t fulfilling. I wanted to make some-
thing functional as well as expressive.

7. How would you use design to address the after-
math of an earthquake or hurricane? 

EH: During the aftermath of a natural disaster, it’s not a
matter of design. It’s helping where help is needed.   

MB: This question inherently makes me feel like a bad per-
son. Other than donating money, I haven’t helped out in
any of the recent natural disasters. So, coming up with an
answer and having not done it, what’s the point? We need
another questionnaire to address this issue alone.

8. How would you compare yourself to an architect,
engineer or interior designer? 

EH: We create objects to fill an architect’s space; we aes-
thetically house an engineer’s mechanics; we provide the
tangible palettes interior designers utilize. 

MB: Interior designers dress better than we do, and we
dress better than engineers do. Architects: We’re about
the same.

9. What’s your biggest “designer” pet peeve? 
EH: Designers overanalyzing a design problem. It’s just a
plastic part, not rocket science. 

MB: Elliott’s answers to these questions.

10.Make a prediction about the future of design.
EH: When asked where hip-hop is going, Mos Def
responded, “Hip-hop is going to go where we go.”
Design will be the same—where the latest and youngest
talents take it. 

MB: Design will get squishier, and everything will be made
out of corn. 
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Leif Isachsen worked as a design consultant in Norway, Italy and Portugal before founding KODE Design AS. As manager of KODE
Design he has worked to expand the role of industrial design in business beyond simply a means of increasing market value. KODE
Design has worked with environmental technology, infrastructure, de-mining and survival gear and is currently running a program on
behalf of the Norwegian Design Council to promote inclusive design as a competitive edge in the Norwegian industry.



1. Has the recent surge in design popularity made 
a difference in your world? If so, how?
It has made a huge difference to design. There is a lot

more academic work being done now, giving us new and
improved tools, especially in research. Also, highly intel-
ligent people that 15 years ago would go for medicine or
law now often end up as designers. They are lifting the
professionalism and quality of the whole field.

2. If you weren’t a designer, what would you be? Why? 
A chef. I love cooking complex meals.

3. Forget good design; what is great design? 
Good design is a moment of inspiration. Great design

involves collaboration, hard work, intelligence and a
moment of inspiration.

4. What new or different technique have you used 
recently to solve a problem? 
We have recently been working with disabled people

and senior citizens to gain new insight into everyday
products and product systems. People with varying
degrees of disability challenge the boundaries of a prod-
uct’s function, and small improvements made here are
usually beneficial for all users. Our latest product
research was with automated queuing systems.

5. What’s on your iPod? 
I don’t own one.

6. How did you come to be an industrial designer? 
I was studying fine art at the university when I met a guy

doing design for industry in the student union. I was fasci-
nated by the problem-solving aspect, the intellectual chal-
lenge and the really cool stuff they were doing with magic
markers and models. I changed my major a year later.

7. How would you use design to address the after-
math of an earthquake or hurricane? 
We currently work with a company that provides

emergency shelters for humanitarian disasters. I believe
the products can be made better and cheaper than they
are today. Another problem with temporary shelter is that
it very rarely is just temporary. There is a lot of potential
improvement in thinking longer term, laying the ground-
work for expanding the structures for more permanent
habitation.

8. How would you compare yourself to an architect,
engineer or interior designer? 
I believe we all share the same mindset and basic

problem-solving and aesthetic skills; however, I think the
industrial designer is usually the least specialized of
these professions. Or, alternatively, industrial design is
the profession that is most specialized in seeing the
whole picture clearly. An industrial designer’s job is bridg-
ing the gap between the specialists and the end user.

9. What’s your biggest “designer” pet peeve? 
That I do not understand architects and city planners.

We can do so much better than this.

10.Make a prediction about the future of design.
The industrial design profession will be divided

between a more influential managerial and visionary role
and a less influential craft/skills-based role. The future of
design is in effective collaboration between professionals
and specialists. Industrial design will become more and
more corporate. Design as a profession will fragment and
cover the gamut from fine art to lobbying.
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Chuck Jones, FIDSA, is currently the vice president of global design at Whirlpool Corporation, overseeing a staff across four continents.
He holds degrees from Purdue University in industrial design and human factors engineering. When not extracting cows from ditches,
Jones likes to fly airplanes and race vintage Indy cars for relaxation.



1. Has the recent surge in design popularity made 
a difference in your world? If so, how?
I am of the opinion that this is both the best of times

and the worst of times for design. Design is truly emerg-
ing among top companies as a strategic, core compe-
tency to enable leadership in an increasingly complex,
global economy. It is the worst of times because design
is a hot topic right now—there are frankly a lot of people
out there today doing it poorly. We need to do more to
educate those outside the field of design.

2. If you weren’t a designer, what would you be? Why? 
An orthopedic surgeon. I feel this is a fascinating

blend of mechanics (the human skeleton) and creative
problem solving (maybe this is why I got a human factors
engineering degree.) Those who know me are probably
surprised by this response—they probably expected me
to say race car driver or fighter pilot. At least this is bet-
ter than the worst (summer) job I ever had: a urine cake
salesperson for a restroom supply company.

3. Forget good design; what is great design? 
Great design is when people are affected without

knowing it. They smile, they enjoy and they are inspired
without having to think too much about it.  

4. What new or different technique have you used 
recently to solve a problem?  
I call this the Hoosier Analytical Analysis (HAA!) tool.

Let me digress: when a farmer finds that one of his cows
has wandered off and is in a ditch beside the road, the
farmer goes through a three-step, problem-solving tech-
nique. Step one: get the cow out of the ditch; step two:
understand how the cow got into the ditch in the first
place; and step three: ensure that the cow doesn’t get
back into the ditch again.

Recently we had an issue around color, finish, mater-
ial (CFM) strategy. Employing the HAA! technique, we
were able to determine that we were collectively in the
ditch, engage our process partners to understand how
we got into the ditch and put in place a series of actions
around a five-year vision of branded CFM strategy to
ensure that we would stay out of the ditch.

5. What’s on your iPod? 
Marshall Crenshaw, Jean Shepherd, Fat Boy Slim,

Esquivel and a book on tape about the discovery of
longitude.

6. How did you come to be an industrial designer? 
The summer between fourth and fifth grade I read a

book on automobile design and development. Nearly half
the book was devoted to industrial design, and I was
hooked. I had been looking for a career path where I
could link my love of technology and science with sketch-
ing and drawing. The book’s appendix listed sources,
one of which was the Art Center. I wrote a letter to the
school, explained my “discovery” and asked for addition-
al information. The rest, as they say, is history.

7. How would you use design to address the after-
math of an earthquake or hurricane? 
Leverage design’s inherent ability to do three things

really well: reduce complex problems down to their most
basic elements, attack problems from an innovative and
creative perspective and do these things always from the
point of view of the end user.

8. How would you compare yourself to an architect,
engineer or interior designer? 
Designers tend to leverage both lobes of their brain

better than most. The ability to look at problems both ana-
lytically and creatively—and by extension to go quite
deeply into problem solving—in many ways bridges the
disciplines listed above.

9. What’s your biggest “designer” pet peeve? 
Designer = “Deca-ringo”… designer as surface styl-

ist only. 

10.Make a prediction about the future of design.
I fully expect design to follow a path of evolution into the

business mainstream, much like that of marketing. In the
1930s, marketing was a new and not well understood field
of study; today it is a primary driver in international busi-
ness. If design can continue to articulate its potential, its rel-
evance and its impact, there is no reason it won’t be viewed
as a key driver of business architectures in the future.
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Stephen B. Leonard, IDSA, is a senior innovation leader for SC Johnson and Son. His current focus is in technology research and new
product development. After graduating from Syracuse University in 1985, he began his career as a consulting designer at IDC in
Connecticut. He also spent six years at AMSCO International designing surgical tables and infection control equipment. He received his
MS in product development from Northwestern University in 2004.



1. Has the recent surge in design popularity made 
a difference in your world? If so, how?
Design is now being recognized as the new frontier

for competitive product development. Consumer- or user-
centric design coupled with an efficient product develop-
ment process has become the gold standard in our
industry. The first organization that can take advantage of
this will reap great rewards. 

2. If you weren’t a designer, what would you be? Why? 
A firefighter or paramedic. I have several friends that

are firefighters, and a number of them volunteered to do
rescue and clean-up in Louisiana. Making a difference by
saving lives and helping others is the greatest opportuni-
ty one could have. 

3. Forget good design; what is great design? 
I think great design is one that can truly shift a soci-

ety and do it in a way that makes the experience positive,
profound and lasting. 

4. What new or different technique have you used 
recently to solve a problem?  
I like using mind-mapping techniques. It’s a great

way to organize and visualize your thoughts. Not only has
it helped me solve problems, it’s also enabled me to
explore new ideas and opportunities. 

5. What’s on your iPod? 
I might be the only designer in the world that doesn’t

have one. 

6. How did you come to be an industrial designer? 
I was on the verge of becoming an architect in col-

lege, but I liked tinkering too much with motors and gad-
gets. I liked what I saw in ID, so I applied for the program
at Syracuse University. The first five years of my ID career
were enjoyable, but I never really internalized design until
I saw a product that I designed have a direct impact on
improving people’s lives. It was an orthopedic surgical
table that vastly improved the procedure as well as the

comfort of the patient. The surgeons we worked with were
very grateful for the effort the design team put into the
product because it helped them do a better job and
improved patient recovery. At that point, I knew that this
was what I wanted to do. 

7. How would you use design to address the after-
math of an earthquake or hurricane? 
I would conduct a competition for which designers

are asked to design temporary, deployable shelters for
the displaced that can be set up quickly. Local, state or
federal government agencies could take the best solu-
tions and start preparing the shelters for future disasters. 

8. How would you compare yourself to an architect,
engineer or interior designer? 
By height (architect), weight (engineer), color of my

eyes (interior designer)....Seriously, I don’t like compar-
isons. Each of these professions has the same goal: to
make the world a better more enjoyable place to live,
work and play. 

9. What’s your biggest “designer” pet peeve? 
Who’s hot and who’s not. It’s not the all-star that

makes the positive difference—it’s the team. The 2004
Red Sox weren’t all-stars, but they still won the World
Series. Same goes for the 2005 White Sox. Go Sox! 

10.Make a prediction about the future of design.
Design must morph. Designers will need to become

more business savvy and build solid acumen around
business issues, such as financial matters, product plan-
ning strategy, project management and marketing. This
trend has started already at major universities such as
Northwestern, Stanford and Harvard, which are educat-
ing a new breed of product designers and developers
from a business perspective. 

Most importantly, designers need to become more
entrepreneurial: take risks, stretch themselves and dare
to dream big.  
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Patricia Moore, FIDSA, is an internationally renowned gerontologist and designer, serving as a leading authority on consumer lifespan
behaviors and requirements. From 1979 to 1982, Moore traveled throughout the US and Canada disguised as women over 80 years of
age, responding to people, products and environments as an elder. Her experience includes research, product development and
design, environmental design, package design, transportation design, market analysis and product positioning.



1. Has the recent surge in design popularity made 
a difference in your world? If so, how?
I don’t have to explain to the guy sitting next to me in

2B what an industrial designer does. Of course, if I want
to know about him, I’ll simply tell him, I’m a designer. And
if he replies, Fashion?, it could be a bumpy ride.

2. If you weren’t a designer, what would you be? Why? 
A physician specializing in geriatric medicine. The

best thing after making people comfortable and happy in
their nest would be to make them healthy and secure in
their body.

3. Forget good design; what is great design? 
Personal. If any and every consumer feels that a

place or a product was created just for him or her as an
individual—a person—then that is great design.

4. What new or different technique have you used 
recently to solve a problem?  
An earnest group of marketing managers asked me

to describe the 50-plus female consumer. Noting that
they were all in their 20s and 30s, I asked them the age
of their own mothers. Every one of them had a 50-plus
female for a mommy. We turned the ideation session into
an opportunity to address the women they knew best.
The answers in design are often like happiness in life—
right in your own backyard.

5. What’s on your iPod? 
I don’t own one, but to date I’ve purchased seven as

presents. The digital audio player I am using is a com-
petitor’s prototype. I can’t share more detail than that. You
know the line, If I told you, I’d have to kill you.

6. How did you come to be an industrial designer? 
I was minding my own business, working on a first-

semester freshman assignment, Wire Sculpture 101,
when Leland Smith, the head of the industrial design
department at the Rochester Institute of Technology
politely interrupted me and asked if I knew anything
about ID and what was involved. Of course I didn’t
because I was a painting major. When I admitted my
ignorance, he explained that he had been watching my
work and thought I would do well in the field. He put a pile
of ID magazines on the table and asked me to look at
them over the weekend and check in with him if I was
interested in learning more. I was camped outside his
office door on Monday morning and promptly changed
my major. My father still tells anyone who will listen that I
should have been a painter.

7. How would you use design to address the after-
math of an earthquake or hurricane? 
Carefully and deliberately. The major tragedies we

have experienced and witnessed serve as a blank can-
vas and encourage us to act with care and wisdom.

8. How would you compare yourself to an architect,
engineer or interior designer? 
Favorably. We are all kindred forces driven by a cre-

ative spirit.

9. What’s your biggest “designer” pet peeve? 
Fragile egos and the arrogance of some design gate-

keepers who assume that designers don’t understand
consumers and their behaviors and desires, and there-
fore fail to function as a team member with us and for us.

10.Make a prediction about the future of design.
Industrial design will become a licensed profession.
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Beth Mosher, IDSA, received her BA in anthropology at the University of Chicago and worked in Bahrain and Egypt on archaeological
digs and at the Smithsonian in forensic anthropology. She received her MFA in industrial design at the University of Illinois, Champaign-
Urbana. She has worked at frog design, Smart Design and Nike’s Advanced Product Group. She is an assistant professor of industrial
design at the Rhode island School of Design and runs her own practice for clients in the footwear, toy, medical and high-tech industries.
Her work has been published in ID, Ottagono, Wired and Adbusters.



1. Has the recent surge in design popularity made 
a difference in your world? If so, how?
Design’s popularity has definitely affected the number

of students who are interested in studying industrial
design. Before, many of them would have gone into a
related profession, since they didn’t know that ID existed.
Today, they come to ID; although they don’t always really
understand what design is about. It is sometimes hard for
students to adjust their pre-college picture of ID (creating
cool products for themselves) to what ID actually involves:
solving people’s problems through material means.

2. If you weren’t a designer, what would you be? Why? 
An archaeologist or a linguist, essentially something

that would involve tracing our human history (how we
have interacted with each other and how we have viewed
and coped with the world).

3. Forget good design; what is great design? 
Great design is something that truly benefits people

and actually is produced and sold. (eg: The designers
were able to convince their clients that it was worth their
while to make and distribute the product and the design
was compelling enough for people to buy and use it).

4. What new or different technique have you used 
recently to solve a problem? 
Parsing French cookbooks with my French/English

dictionary in hand, as well as an anatomy book, given the
cuts of meat, to try to understand the French conception
of good food. It is a difficult subject for people to express
directly because it is ingrained within us from such an
early age.

5. What’s on your iPod? 
Being the Luddite that I am, I don’t have an iPod. I

prefer to listen to original sources—like birds, traffic and
the people around me—and synthesize the sounds
myself. 

6. How did you come to be an industrial designer? 
Industrial design was more of an evolving revelation

for me that coalesced from a childhood of making things,
growing up an American in West Africa and Asia, and
denting my shins on my family’s assortment of modern
furniture.  

7. How would you use design to address the after-
math of an earthquake or hurricane? 
I would not use design because I think individual

actions solve the social and political problems that hinder
our response to catastrophes more effectively when joined
with collective efforts. Sometimes design is not the best
way to solve a problem, and this is one such situation.

8. How would you compare yourself to an architect,
engineer or interior designer? 
I think engineers help us stay grounded, despite our

ridiculously optimistic designs, and we help them keep
their minds open and push creative solutions. And unlike
many famous architects, we usually can’t have our moth-
ers commission our first project out of school.

9. What’s your biggest “designer” pet peeve? 
That we often mistakenly think design is ultimately

about objects. It is about people.

10.Make a prediction about the future of design.
What we do for a living is an essential part of human

nature: creating objects to solve problems. So the activi-
ty of design will continue to exist as long as there are peo-
ple with problems to solve, just as it existed before our
profession gave a name to the activity. The profession
itself, though, will probably morph and change, going
through cycles of expanding and contracting its bound-
aries with other related design professions. 
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Stephanie Munson, IDSA, teaches at the University of Illinois, Chicago, in its undergraduate and graduate industrial design program.
She is also an independent designer with interests in innovation and interdisciplinary design—in particular, the relationship between
industrial and interaction design. She holds an MID from the Rhode Island School of Design and a BS in mechanical engineering from
the University of Michigan.



1. Has the recent surge in design popularity made 
a difference in your world? If so, how?
Not really. It seems that many people still have no

idea what industrial design is or what an industrial
designer does. Awareness of design has been raised,
but, despite all the attention, I think the general American
public still does not really get—or value—good design.

2. If you weren’t a designer, what would you be? Why? 
Money aside, I would love to be a travel photograph-

er. I enjoy traveling, meeting and learning about people
and the broader perspective these experiences provide.

3. Forget good design; what is great design? 
I think that great design (object-wise) asks if an

object is worth the space it consumes here on Earth. This
includes consideration for many things—from the beauty
of the product, to the resources utilized in creating the
object, to emotional connections created (between
object and person, between people through the object),
to the social influence and impact the object has on oth-
ers, and to its endurance over time. It is really difficult for
a product to do all of these things; I can’t think off-hand
of many that do.

4. What new or different technique have you used 
recently to solve a problem? 
This is not exactly a new technique but one borrowed

from interaction design that is becoming more and more
prevalent in the product realm: the use of user types, per-
sonas and scenarios.

5. What’s on your iPod? 
I’m an educator—what iPod?

6. How did you come to be an industrial designer? 
If I had to select a defining moment, I would say it

happened in the process of fighting my way into my very
first industrial design class while at the University of
Michigan. I was an engineer, but had somehow learned
of industrial design and desperately wanted to take a
class to learn more. Since I didn’t have the proper pre-
requisites, I couldn’t get past the administrative hurdles.
After weeks of trying, I finally looked pathetic enough for
the professor, Allen Samuels, to walk me to the office so I
could register for the class. I have always been very
grateful for his efforts that introduced me to the field.

7. How would you use design to address the after-
math of an earthquake or hurricane? 
I am at the beginning stages of a project now that will

assess emergency first responders’ tools, technologies
and training to understand how we can make them better.

8. How would you compare yourself to an architect,
engineer or interior designer? 
I wouldn’t.

9. What’s your biggest “designer” pet peeve? 
Shallow media attention. I see a lot of young design-

ers influenced by the media, and it would be nice to have
some design heroes driven by global humanistic con-
cerns.

10.Make a prediction about the future of design.
Perhaps this is not really a prediction as it is happen-

ing right now, but the China influence will change
Western design. Design in the US will shift upstream and
toward global design teams. I also think that there is a
shift happening where products will become more inter-
active with—and within—their environments. 
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Helen Maria Nugent is a designer and design educator. She designs under the name Haelo Design and is an associate professor at
the School of the Art Institute of Chicago, where she coordinates the new Designed Objects graduate and undergraduate programs.
She has a BFA in environmental art and an MA in interdisciplinary design from the Glasgow School of Art in Scotland.



1. Has the recent surge in design popularity made 
a difference in your world? If so, how?
As a designer teaching design at a large art school, I

have noticed a marked interest in design from the fine art
community. I just co-curated a design exhibition that
included two British artists (Martin Boyce and Simon
Starling) who both make work that uses the process or
products of design as a starting point. There are also
many artists whose practice is much closer to that of a
designer. Two examples are Andrea Zittel, who makes all
of her own clothes and works directly with clients, and
Jorge Pardo, who has created architecture, furniture and
lighting. I am encouraged by the fact that the larger pop-
ulation is now taking an interest in what designers do and
what design can offer.

2. If you weren’t a designer, what would you be? Why? 
I’d like to think that I have enough smarts be in the

sciences—preferably physics or mathematics. I am
especially drawn to the more theoretical, less applied
aspects of these fields (string theory, cosmology)
because they require a great deal of imagination, specu-
lation and willingness to step into the unknown.  

3. Forget good design; what is great design? 
Great design is unforgettable. It sticks in your mind. It

is the manifestation of crystal-clear thinking around a
subject, united with vivid imagination and refined by
deep insight into the complexity of human behavior and
the material world. 

4. What new or different technique have you used 
recently to solve a problem?  
no answer

5. What’s on your iPod? 
I don’t have one. I really like to be present when I’m

out in the world, and an iPod would cut me off from that. 

6. How did you come to be an industrial designer? 
I prefer to think of myself simply as a designer. My first

degree is a BFA in environmental art (public art) from the
Glasgow School of Art in Scotland. We were required to
make a significant public work in our final year. I negotiat-
ed with the city planning department to replace all the
drain covers in a high-traffic pedestrian shopping street
with my own, which were made to look like bars of gold. All
my thesis advisers said that it was more like a design pro-
ject that an art project. Shortly after this, I started to talk
with design faculty and students, and I knew my thesis crit-
ics were dead-on: they had sent me in the right direction. 

7. How would you use design to address the after-
math of an earthquake or hurricane? 
In the short term, I would want to provide some sense

of comfort and stability to survivors. The real goal is to
find out how our work can develop alternatives to the
unsustainable living practices that are destroying the
ecology and amplifying the impact of natural disasters. 

8. How would you compare yourself to an architect,
engineer or interior designer? 
This is a hard question. I teach in a school that focus-

es on design as an activity rather than an outcome, so the
comparison doesn’t really interest me. 

9. What’s your biggest “designer” pet peeve? 
Obvious Photoshop filter effects and super-slick digi-

tal rendering techniques used to camouflage bad design. 

10.Make a prediction about the future of design.
The future of design will be thick. One-dimensional

design is dead.
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Jeff Salazar is a California native from the San Francisco Bay Area. In 1994, he graduated with honors from the Art Center College of
Design with a BS in industrial design. Salazar joined Lunar Design directly following graduation and has since received numerous
awards for his work, including Gold, Silver and Bronze IDEAs; a Chicago Athenaeum’s Good Design Award; and iF Hanover awards. He
is currently Lunar’s director of design.



1. Has the recent surge in design popularity made 
a difference in your world? If so, how?
The surge in design popularity has made a difference

in a number of ways, one of which is the impact on rela-
tionships with clients. In general, clients have become
more savvy about the value of having ID involved earlier
in the development process. This has led to projects that
are inherently more gratifying to be a part of because the
original design intent has a greater chance of finding its
way to the consumers. 

Now that more boutique and progressive brands and
products have begun to permeate mainstream consumer
channels (or in Apple’s case, have become the main-
stream), the general public is becoming exposed to more
unique and higher-quality offerings. As a result, con-
sumers too are able to begin to speak to design as an
aspect of their decision-making process when purchas-
ing products.

On the other hand, when companies seek to differen-
tiate themselves and their products solely through prod-
uct ID style, they are often missing opportunities to
improve the quality of experiences and connections with
their markets. 

2. If you weren’t a designer, what would you be? Why? 
I’d probably be a chef of some sort. There is a certain

intimacy that co-exists between those who create dining
experiences and those who partake of them; and I’m a
huge fan of both. In many ways, cooking has some obvi-
ous parallels to what we do in the ID world: planning,
preparing and presenting are among the general similar-
ities. There’s also an opportunity to learn about and fuse
together a variety of cultural palettes and to inject a bit of
your own personal “spice” to create unique meals. 

3. Forget good design; what is great design? 
Great design has a point of view and makes a state-

ment. It connects on an emotional level with users and
continues to deliver at every level of interaction. It
rethinks or reframes scenarios to reveal new and unex-
pected insights that elevate and enhance experiences.
These discoveries often lead to more authentic, mean-
ingful, influential and purpose-driven outcomes. 

4. What new or different technique have you used 
recently to solve a problem? 
no answer

5. What’s on your iPod? 
Lots of yoga and meditation tunes, e-book of Lance

Armstrong’s It’s Not About the Bike—My Journey Back to
Life.

6. How did you come to be an industrial designer? 
I’ve known for as far back as I can remember. At first,

I aspired to be an automotive designer. My father used to
take me to the yearly car shows, and I remember being
drawn to the beauty of the classic sports cars (Mercedes
190sl, 1950s T-Birds and Corvettes). I was hooked from
that point on. After spending far too many years at a state
college design program, I was fortunate enough to attend
the Art Center. After about a year, I realized that my true
passion lay more within the world of industrial design than
solely with transportation design. 

7. How would you use design to address the after-
math of an earthquake or hurricane? 
no answer

8. How would you compare yourself to an architect,
engineer or interior designer? 
Engineers (and I’m making a sweeping generaliza-

tion here) live in a world driven mostly by function.
Industrial designers have a responsibility to transcend
convention while at the same time understand and
respond to unmet needs and desires of consumers. We
connect products and technologies to the people that
use them.

9. What’s your biggest “designer” pet peeve? 
A major pet peeve is when great ideas are poorly

implemented. It’s disappointing to see innovative ideas
become diluted by a flawed process and/or the lack of
conviction and commitment by industry. 

10.Make a prediction about the future of design.
The demise of planned obsolescence.
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Michael Young, IDSA, is the director of design, Asia operations for Ignition, Inc. Young sets design strategies and collaborates on a wide
range of design projects with his counterparts in the US. The Michael Young brand has appeared on everything from watches and con-
sumer electronics to bicycles and interior spaces. His works have appeared in shows and galleries all over the world, including
renowned institutions such as Centre Pompidou, the Louvre Museum, Die Neue Sammlung Museum Germany, Design Museum London,
and the Phillips Collection in New York. Prior to launching his career in design, he studied furniture and product design at Kingston
University in London.



1. Has the recent surge in design popularity made 
a difference in your world? If so, how?
It means I always have plenty of things to do these

days. Ten years ago, design was not understood by the
public and considered too small a market; now, it’s on the
coffee table, merged with the powerful arena of music, art
and fashion. I never dreamed of designing an MP3 play-
er then, but I have now. That is the difference.

2. If you weren’t a designer, what would you be? Why? 
I really could not be anything else. It is all I know. I

have never had a job before. I have only designed to live,
but I guess I could paint sail boats in the sun.

3. Forget good design; what is great design? 
Anyone or anything can be famous these days with

the mass media as it is, but great things are that of leg-
end—things you know about 20 years later.

4. What new or different technique have you used 
recently to solve a problem? 
Three years ago, I started designing interior concepts

for Mandarina Duck. I really wanted to make a painting on
the floor, but one that would last forever. This led me to
use PVB laminate in glass to make an amazing floor with
Dupont (the same technique used in the car windshield
industry). This year, I made an interior with the first PVB
glass floor in the world.

5. What’s on your iPod? 
Motorhead and Clinic, but I don’t use my iPod often

because I don’t like having things in my ears.

6. How did you come to be an industrial designer? 
I saw artists in London stealing things from the street

to make furniture with, and it seemed like a nice way to
live. That was a long time ago, but it lit a flame.

7. How would you use design to address the after-
math of an earthquake or hurricane? 
I really do not know. But perhaps we could have

helped Michael Brown.

8. How would you compare yourself to an architect,
engineer or interior designer? 
We are all the same, we should all merge. It would

make the world a nicer place.

9. What’s your biggest “designer” pet peeve? 
Low royalties. Also, since living in Asia, I have seen a

lot of work copied from Italian companies that I work for.
That hurts because I know they suffer for it.

10.Make a prediction about the future of design.
It’s coming back on itself. And girls are taking over. 
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Jan Zwierstra is an industrial designer influenced by life experience and fueled by the passion to create. After graduating in 2002 from
the Art Center College of Design, he jumped head first into consulting for a colorful list of clients before taking a full-time position.
Zwierstra is currently an innovations manager in the global car care group of Royal Dutch Shell. 



1. Has the recent surge in design popularity made 
a difference in your world? If so, how?
Absolutely. The surge really became evident when I

started noticing design articles in the Wall Street Journal.
Never has the title industrial designer been so readily
accepted by Fortune 500 companies. The recent focus
on design has opened up a completely new world of
opportunity in a variety of markets that would have never
considered design services let alone started internal cre-
ative groups. This is a positive change that is positioning
designers to evolve in nontraditional positions and push-
ing them to become well versed with marketing, tech-
nologies and consumer insights.

2. If you weren’t a designer, what would you be? Why? 
I would most likely be in another position that requires

a creative problem solver or possibly an old world crafts-
man. Oddly enough, I was pursuing medicine before
attending Art Center.

3. Forget good design; what is great design? 
A great design is something that becomes distin-

guishable beyond all others. It fulfills the end user’s
needs and desires while often offering the opportunity to
change an antiquated ceremony of use or even break a
paradigm or two.    

4. What new or different technique have you used 
recently to solve a problem?  
Brainstorming with the average Joe. After a recent

focus group, I persuaded roughly a dozen attendees to
stay a while longer to brainstorm and sketch. The session
was brilliant. Never have I been so overwhelmed by the
energy and creativity of a group willing to change the
world with design. The spur-of-the-moment session with
not a single designer turned out to be the most exciting
and insightful two hours of my career. 

5. What’s on your iPod? 
Actually, I don’t have any music on my iPod right now,

just a whole lot of data files. I just cleared it out and have
been messing around with iPod Linux.

6. How did you come to be an industrial designer? 
It was Uncle Rinus, the proverbial jack-of-all-trades.

While on vacation I helped him out with a Motorola project,
and from that point on, I was smitten. Industrial design
appealed to me by offering the perfect fusion of art,
mechanical engineering and the opportunity to tinker.

7. How would you use design to address the after-
math of an earthquake or hurricane? 
I would use it as an opportunity to address the short-

comings of the location. In the case of Hurricane Katrina,
I would try to turn New Orleans into a more progressive
city, less dependent on tourism and entertainment. Even
if New Orleans could be rebuilt as a playground for the
young and wealthy, would that be the best choice for the
residents? Of course not, because the working class
would still be impoverished.

8. How would you compare yourself to an architect,
engineer or interior designer? 
We are all on the same playing field joined by similar

skill sets and a passion to create.

9. What’s your biggest “designer” pet peeve? 
That people in general still do not understand my job.

People think I sit around and draw pretty things, but in
reality, I spend the majority of my time dealing with the
real-world issues and complexities that come with bring-
ing a product to market—10 times the red tape in the cor-
porate environment.  

10.Make a prediction about the future of design.
More and more products will be available to con-

sumers though mass customization. The product offering
will expand exponentially and evolve with the rapidly
changing consumer tastes and needs. Not only will the
product change, but also the global infrastructure to sup-
port and distribute it will evolve to provide the consumer
instant gratification. In turn, this will spawn increasingly
more creative ways to manage the ever-shrinking product
life cycle and shorter lead time. I think we are all going to
be really busy in the future.
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