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DATA AND INFORMATION STORAGE

APPENDIX A

Important data and information acquired in this study classified and stored in the research

archive created in OneNote. Below are the screenshots of the archive’s three main sections.
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The interrelationships between thie core principles of the project

24 January 2013 12:10

To achieve human-centric innovation, it is important to understand people in the context of everyday life and anticipate this when developing and creating solutions. It is necessary t
involve people in the design and creation processes; not solely at the end, as often happens, but already during the ‘fuzzy front’ of innovation as well as during various steps in the
process. This paper discusses the steps that need to be taken to actively involve people in a co-creative way. This includes a different way of researching to collect in-depth insights
into people’s lives, a different way of applying these insights, and the collaboration

of people from different disciplines.

This paper presents a new model/tool/approach that puts people rather than technology in the centre of the design and creation process. Instead of conducting research solely
during the later process stages — usually to evaluate prototypes amongst the target groups, this new approach focuses on collecting and integrating people's insights from the very
start as well as throughout a company’s innovation process. It focuses on a thorough understanding of people and considers people behaviour in its broader social context. It makes
distinction between several different phases where research can provide input.

understanding people's everyday life without letting technological roadmaps solely dictate future developments, which is often the case in large corporations.

People insights in the design and creation process
"People insights at the fuzzy front of innovation" By Lucile Rameckers and Stefanie

Phase one — inspiration

People insights provide a specific understanding of people’s values, needs and
experiences in an everyday life context.

Phase two — ideation and integration

End phase People insights are integrated and translated to generate initial ideas. Often
& underestimated, this phase is the creative heart of the process.
kﬁ%«”«. Phase three — conceptualization and validation
a%.a%/e Prior to actual validation and idea initiation, solutions are evaluated to see the ext
.%o 5 to which they trigger the intended experiences, needs and values, and how they fi
& everyday life.

The interrelationships betw i

People/User driven
Stakeholder centred design
The Fuzzy Front End
Establishing early requirem
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conventional prototype or technical demonstrator, both which are more product and technology-focussed rather than user and experience-focussed. 2 () FFnR

The user experience that the concept is supposed to trigger is tested — not the actual concept or product.

Build a database of company master data with a search engine

The enterprise master data shall be categorized into several groups

Level 1

Abstracted information Rich information

Level 2

Functions, departments, ~<Umm..._

e.g., lelecare Telehealth Marketing options  End users Customers Interaction design Ul design culture........
Level 3

tactic information  fluid information

Search: by categories by key words by categories + key words

tactic information  fluid information

A weighting tool

"A tool can be used to weight information based on people's feedback can be handy." (field trial, considerations to differences on culture and territories )
To select the most viable product solution from trade-offs

Process Ma PPINE (at the outset of the product or service development process)

The purpose of mapping and illustrating the key elements of the NPD process and their frame of relations onto project timelines in the front end is to strengthen the overall plan and
to build a solid base of subsequent research, design and production activities. Process mapping helps players of diverse functions review the key elements of a project, and manage s
expectations and relations as a whole. It aids in mﬁ_‘cn"c::m NPD activities, managing cooperative work and making participation less elusive (Mongiat & Snook 2007). To be more spe
mapping is a process of : 1)visualizing and customizing the pre-designed NPD process to make it comply with the requirements and features of specific projects; 2) interpreting abstre
more detailed plan of activities; 3) defining why, when and how people participant; 4) outlining the relationships between these participants; and 5) clarifying the responsi sof g
tasks or phases. The key elements need to be addressed in this process include at least: a project’s context; available resources; stakeholders and their individual roles and functions
responsibilities, and level of involvement in each of the project phases; and the estimated output of each phase. Through mapping, the NPD participants are provided with further in:
context, the characteristics , the boundary and the process of a project as well as their own roles and responsibilities.

Ideas in creating the brief cr
Requirements & Estimated f
Explore

Process checklist

Writing

The infrastructure

New key points

New meetings
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APPENDIX B: THE PROJECT BRIEF OF THE WORKPLACE STUDY

A project brief which incorporates context, objectives, time frame, responsibility, expected
output, quality control approaches, and resources of the workplace research were drafted
upfront, and was signed by the company and myself. This document is attached below:
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With the aim of exploring opportunities to improve the development processes of home
health care products (HHCPs) and its applications, Fan Yang, who is a doctoral research
student at University College Falmouth, is proposing this collaborative project with m
Healthcare Group. This aim of this project brief is to provide a full and firm foundation for

the initiation of the project.

2.1, To support the needs of I

¢ To analysis the process through which Jiiji§f develops its products and services and
to explore a new approach of increased time and cost efficiency
« To construct a brief creation toolkit for Jiiifi#fto manage their innovation activities in

the front-end process of product/service innovation

2.2, To further Fan Yang's doctoral research:

¢ To carry out necessary field research to test and to improve its hypothesis, ideas and
concepts

s To study the product/services development approaches currently applied by sample
companies in the field, such as mand its business partners to identify strengths,
weaknesses and opportunities

¢ To analyse the interrelationship between the success of home health care solutions and
product/service development techniques applied by the companies in the sector

s  To explore how to effectively involve a wide range of stakeholders into HHCPs/HHCSs
development

s+ To review the interactions of the project cutcome and to see if it is "fit for purpose”

1. Documented conclusions from analysis on JUJi#'s product/service development

precess as an input to point 2.

Project Narna: Developing a New Approach that Supports SMEs in Improving HHCPs and lts Applications
Author: Fan Yang
Version: 4, 26/04/2012
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2. A new innovation management technique focused on the front-end phase of
product/service development that Supports SMEs in improving HHCPs and its

appiications.

4. How the success of the project will be measured?

The outcome of the project is assumed to be a front-end innovation toolkit, With the aim of
producing this toolkit, research will be carried out with reference to two of m's
products/projects, 1) a Monitering device and 2) a Telecare IT solution. The Monitoring
device will be used as a 'Reference Product'(benchmark). Fan Yang will redesign the concept
of this device following the stakeholder-centred design principle. Through this process, ideas
of the toolkit components will be generated. Their performance in design development
terms will be evaluated by assessing the redesign concepts of the maonitering device against

their predecessor,

The ideas of the toolkit compeonents will be developed and assembled into the model of the
final project outcome. This model will be applied in the innovation of the Telecare IT project
to evaluate strengths and weaknesses against traditional development approaches used by
P, 1t leads to the next step in which the model will be revised and further developed

into one interactive innovation toolkit.

5. Quality Control

Throughout the development of the project output, Richard Sharp from ” Fan Yang
and his supervisors Dr Yorick Benjamin and Prof Colin Roberts wiil organise a meeting to
review Fan Yang's work every 2-3 weeks, In the review meetings, the team will discuss
research progress, and make recommendations for any revisions to the project plan. If Fan
Yang is based at “meetings will be primarily conducted by Skype or similar means. Dr
Yorick Benjamin, and possibly Professor Roberts intend to attend one meeting at”.

6. Resources

UMM shall provide Fan Yang with access to their project teams and product user groups. It
will incorporate approaches such as interviews, observation and workshop. During the
project, Fan Yang will work in Jiifi#f s office in Yorkshire for approximately three to four
months to conduct research. This duration needs be agreed by Fan and “befcre the

Project Name: Developing a New Approach that Supports SMEs in Improving HHCPs and Its Applications

Author: Fan Yang
Version: 4, 26/04/2012
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start of the project. During this period, the tuition fee for Fan’s doctoral studentship wiil be
covered by Fan Yang's research funding. mwill provide financial support to cover Fan

Yang’s living and transport cost.

7. Reporting Requirements

+ To carry out doctoral research, there is an obligation to contribute to human knowledge
in the health care area,

¢ The project must fit the time frame of Fan Yang's doctoral research studentship.

* The conclusions of Fan Yang's research may be used in any conference abstract or

publication.

8. Project Planning

Project Name: Developing a Mew Approach that Supports SMEs in Improving HHCPs and Its Applications
Author: Fan Yang
Version: 4, 26/04/2012
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STAGE 1

Stage 1.2 Reviewing the context

Exploring the in-house procedures and development processes used by mfor their
previous projects through 1) interviews with the main acters including those fromm

who manage projects and product development process, and ms innovation partners;
2) analysis ol roducts’ technical menus.

Stage 1.3 Revising the project plan

1. Meeting with key people involved in this project to discuss in details about 1} the
scope and scale, and the time plan of the projects on which the research will be
conducted; 2} the setting up of the milestones; 3) the approach to control the
quality and to measure the project success.

2. Revising the project plan considering also the conclusions from stage 1.1

Stage 1.4 Analysing wproducts’ performance on the market
Interviewing the manager of sales and marketing to learn 1) hov«msell their products
2} and the general performance ofms preducts on the market and trends.

Stage 1.6 Analysing wproducts with users

¢ Analysing the documents from mon user study and testing

¢ Undertaking the approaches of observation, face to face interviews and group
discussions to research on the performance of”s Telecare Service with users

* Interviewing the product providers

STAGE 2 (Carrying out research with reference to the Monitoring device)

Stage 2.1 Testing and evaluating UCD methods for their application in the FFE

A key aim of this stage will be to narrow down the range of UCD methods that Fan Ya ng has
explored in his previous research to identify those fit for purpose and cost effective; for use
in the final toolkit.

* Testing and evaluating UCD approaches such as Inclusion of a Lead User, Participatory
Design, and Observation in Project 1 1) to explore their applications in the context of
home health care; 2} to explore how to manage frent-end activities in HHCPs innovation
in a time and cost effective way; 3) to explore how to properly involve stakeholders into
the innovation process to improve the outcome; 4} to determine how to identify users’
real needs.

»  Exploring how and when to involve stakeholders into the innovation process to improve
innovation outcomes.

Project Name: Developing a New Approach that Supports SMEs in Improving HHCPs and s Applications
Author: Fan Yang
Version: 4, 26/04/2012
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Stage 2.3 Exploring the best approach to convert FFE information into design specifications

Undertaking approaches such as Affinity Diagram, House of Quality and Contextual Design o
explore an effective method 1) to convert user information and opportunities identifiad in
the FFE into design specifications and requirements; 2) and to weight the identified
requirements to create a proper design brief.

Stage 2.4 Review

Comparing the cutcome of Project 1 with”’s existing solution

STAGE 3 (Carrying out research with reference to the Telecare IT project)

Stage 3.1 Developing the outcome model

Developing a model of the design brief creation approach / innovation management process
based on conclusions of Stage 2

Stage 3.3 Testing and improving the outcome model

* Applying the model generated in Stage 3.1 in Project 2 to test its effectiveness
* |mproving the model in the project

STAGE 4

Stage 4.1 Drawing conclusions

» Analysing results from previous stages to further developing the outcome model.

¢ Determining how will the outcome model will be packed into an interactive toolkit
together withm for example, a platform on web.

* Determining the strategy to develop the final toolkit

¢ Documenting results conclusions and reporting it tcm.

Project Name: Developing a New Approach that Supparts SMEs in Improving HHCPs and Ms Applications
Author: Fan Yang
Wearsion: 4, 260442012
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APPENDIX C: THE COMPANY’S PRODUCT LINE (IN THE
RECENT 20 YEARS)
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APPENDIX D: MEETINGS WITH KEY STAKEHOLDERS

MEETING DATES

Participants Responsibilities Date

Interviewee 1 | Global innovation director (Company supervisor | 31-10-13
of this workplace study) 10-10-13
11-09-13
12-09-13
23-08-13
09-08-13
27-06-13
09-06-13
03-06-13
22-05-13
17-05-13
10-05-13
10-05-13
06-05-13
03-05-13
17-04-13

Interviewee 2 | Product manager of the focused project 1 30-10-13
10-09-13
17-07-13
28-06-13
09-06-13
12-06-13
31-05-13
22-05-13

Interviewee 3 | Product manager of the focused project 2 09-10-13
23-08-13
26-07-13
25-07-13
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02-07-13

28-06-13
27-06-13
22-05-13
Interviewee 4 | Product manager 31-07-13
31-05-13
Interviewee 5 | Product manager 12-09-13
09-08-13
27-06-13
31-05-13
Interviewee 6 | Project manager 18-07-13
Interviewee 7 | Project manager 19-07-13
Interviewee 8 | Senior engineer 01-08-13
09-15-13
Interviewee 9 | Chief engineer 19-07-13
27-06-13
Interviewee Territorial manager 26-07-13
10
Interviewee Sales director 26-07-13
11
Interviewee Marketer 26-07-13
12
Interviewee Marketer 26-07-13
13
Interviewee Service manager 03-06-13
14 11-06-13
Interviewee Service engineer 13-06-13
15
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Interviewee Service engineer 15-07-13
16 05-07-13
Interviewee Innovation consultant 09-09-13
17 16-07-13
15-07-13
13-07-13
Interviewee Quality manager 18-07-13
18 10-09-13
Interviewee Representative of one of the company’s design | 17-04-13
19 partner 1
Interviewee Representative of one of the company’s design | 27-06-13
20 partner 2
Interviewee Representatives of one of the company’s design | 17-07-13
21 & 22 partner 2 27-06-13
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KEY POINTS FROM THE MEETINGS:

The brief creation tool

Aim:

1. Coaching

2. Inquisitiveness

To ask questions rather than to be a passive platform

To quality decisions

Preferred form of the tool:
A web-based (HTML)
Advantages:

Standard format

Easily hacked/customized

Representation is flexible

The format of the tool for presentation in PhD:

Web page application layout (To mock up in other programs)

Comments

1. Using different platforms

50% of time was consumed by transferring the format of documents across platforms

The current platforms used for documenting and presentation in The company partner are:
Word(print out), Excel(Primary program. It is not a print-out program) and PowerPoint

Recording and presenting data in a format which is distributable across platforms will
significantly increase working efficiency

2. The synchronization of documents

The current fashion of data management is storing independent instances in the central drive
which is confusing and difficult to exploit in daily works. There is a lack of master data.

These comments are related to the conclusions made in the thesis: increasing the consistency
of information

Identified Problems & Wishes
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To lengthen products’ life span
To speed the NPD cycle

The product development teams from the company partner are under pressure to speed
product development cycle. The pressure is coming from 1) the political change and 2) the

competition in the market.
To improve product change management

A project manager pointed out it is difficult to add new features to existing products which

is, however, often required to meet new requirements from diverse customers and to keep
the existing product competitive. Thus, a NPD approach which properly considers the need

of revising and improving products after launch is what the company partner requires.

Another project manager pointed out business requirements change often during the NPD.

As a result, designs of products have to be revised frequently while The company partner’
product development teams are under-resourced to do the design revisions properly in
some cases.

The need for constant change and renewal

This must be addressed as part of the organizational decision making approach

The desire to create long term competitive advantage enabling a sustainable business.

Sustainability of Innovation

Marketing

The marketing department does not have a proper understanding of their own products \.
They do not understand :

1) What are the products for?

2) What the customer requirements are?

3) And why will customers buy the company partner's systems instead of those from The
company partner's competitors?

The company is weak at capturing micro level market knowledge.
Market size, market share, market trend, the potential of new technologies for NPD

The marketing department does not have a proper understanding the functionality of their
own products and systems.
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To form an effective group to gain customer insights (interviews to 5 project managers)
Sales + Product Manager

(Facilitating meetings) (Asking questions, interpreting data, and presenting data back
to the team)

Not addressing the competition

As one leading supplier in the area of telecare and telehealth, the company partner shall also
lead the development of new generations of products and to make The company partner's
competitors respond to what it claims. In contrast, the company partner tends to passively
respond to the market competition. One example is the XXX product. In order to maintain its
leading position on the market and to further expand its market share, the company partner
may need to have an increased awareness of the market changes and to foresee the
performance of its competitors in a better way. In NPD, these knowledge has been proved to
be critical in supporting product mangers to set tactics and to address clearer project
boundaries. It also helps to avoid requirements for design changes in later phases of projects
which however happens often in the company partner. The way which the company currently
used to gain customer and competitor insight need to be assessed.

Market research related functions are usually realised by the marketing department. The
majority of market and customer information is provided by the Sales department instead.
The marketing department here traditionally focused only on promotions. Sales team can
indeed provide valuable customer information and some of these information also reflect the
changes of the market, however, this channel cannot provide enough information to ensure
a full understanding of the market individually. Further, market and customer information
through this channel is prone to bias and can hardly be controlled with regard to the main
purpose of interactions between the Sales team and customers as well as the expertise of the
people from the Sales team.

The company partner shall review and integrate the methods and approaches it employed in
collecting and transferring market, competitor and user information.

When carrying out activities with the purpose of gaining insight into customers, market trends
and users, people shall think more from the design perspective.

The marketing department shall have the ability to assess the saleability of a new
product/service concept.

Ideas on revising the company partner's product delivery process
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The product development process
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The product development process
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To lower the cost

Functionality——————— R&D

The company partner’s product delivery process has not been updated in around five years.
Main criticisms from Mark Jennings:

1) People ignore the in-house process.

2) The current gate process does not suit projects of various type and size.

(A faster process for some less complex projects is required. But key activities shall never be
ignored.)

3) Poor information from Service/Field engineers fit into the current process.

4) More time shall be spent on the feasibility and planning stage to avoid major changes
happen later.

(A better resource and capacity plan shall be made (Quality plan template)
5) The company partner are trying to do too many projects at the same time.

6) How to store the information? The project data shall be stored in a consistent way that
people can easily access.

The company partner needs a full understanding of
1) their own products and their capacities in NPD;
2) the marketplace that they are operating;

3) the drive affecting that marketplace;4) who are the main players in the marketplace and
their shares.

These information shall be accessible by whoever need them in the company and be
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presented in a common format.

CletoaT Product
Lbtomer Management

Customer Info.

Competitor Info.

Market Trend

Group Board Directions
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|
3 frf’!iu_ct_listlis_ i Service Engineers Service >—>< management Management

R )
Technical issues : Quality R&D
(EEPR T T

"The market is desperate for new products" —per an interviewed project manager

The Sales of The company partner is made up of two groups in terms of functions, the external
sales team and the internal | sales team. The external sales team, as described by The company
partner's UK sales manager Toney walker, plays the role of "hunter", they are responsible for
searching business opportunities and building up relationships with potential customers. The
internal sales team plays the role of "farmer". Its team members continue developing and
enhancing the initially established relationships and interacting with identified customers
daily.

Email; Dialogue
|

Means
|
: ; .| Screen & Classify S| ; ;
Collect information P ek » Convey information
[ I T
Execution Execution Execution
Support
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Gathering market and customer information

Approach: only dialogue and not regularly

Hitting the target (primary) and gathering market and customer information (secondary) are
the two functions of the Sales department in the company partner. These two functions shall
be realised on the premise that people who carry out these functions understand the current
situation of their own company and the functions and performances of their own products as
well as those from competitors. This is achieved in the company partner by providing the sales
teams the document "Sales support". It is a blue print created by the Sales together with the
Marketing and the R&D. It has been proved as a very helpful tool in supporting the Sales teams.
This document, like all other tools, need to be kept fresh to ensure a satisfied performance.
However, it has not been updated in three years as pointed out by Tony Walker.

Collecting market and customers information is carried out via dialogues with customers by
the Sales. However, these dialogues are usually carried out with the priority of hitting the
target. Few activities are organised exclusively for understanding market, customers and
competitors, or considering these as main tasks. Further, there is no identified support or
guide on carrying our market and customer research to ensure the dialogues will reveal
information of high quality.

Senior level

T
Manning

——{ External sales team ) k. Marketing

Primary functions
1

“Hunters”
Building relationship with customers
—
(  sales —
“Farmers” ‘//Custom? T e Local authorities
Interactions with customers N YPES™ e Housing associations

T
Primary functions

- Message of different levels
Internal sales team

i

Chief executive: 1. Benefits of investment
e Head of housing: 1+2

; |  Control centre manager: 2. Oprations
Junior level L

Manning

Screening information

Market and customers information collected by the sales are screened and classified initially
in the Sales before delivering to other departments. There is no formal approach applied in
screening information.
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Transferring information

Approach: Dialogue and it is not in a controlled fashion Emails
Overview

The Information Transfer | refer to in this report/thesis is a more complex process than moving
message from a source to a receiver via a communicational channel. It is a more collaborative
process which involve several sections, and may involve several people or several groups of
people. A complete information transfer shall include four stages: translating, recording and
storing, conveying, and presenting/receiving.

The transfer of market and customer information inside the Sales department as well as from

the Sales to other departments is not very well structured and managed. As pointed out by
Tony Walker, finding a solution for the loss of information during transfer is an urgent need.
Dialogue is the main approach applied to transfer the information currently. Email is the other
method used for the same purpose. Dialogue is a direct way of communication and it helps to
avoid misunderstandings. However, these dialogues are conventionally not regular and are
not in a controlled fashion. As a result, there is no guarantee that the information will reaches
people who require them in time, and valuable information can be lost or neglected before
conveying happens.

(Face-to-face conversation is the best form of communication)

Recording and Storing

Through the information transfer, there is no structured way of recording and storing the
information. This status raises several problems:

First, information can be easily lost in the process of transfer. It will be difficult to recover the
lost information when transfer is via dialogues from person to person and from department
to department without recording and storing.

Second, it increases the difficulties of ensuring the richness of the information when they
reach people who require these information to forge business strategies or to design new
products and services. In the product design area, for example, it is not a common practice
that designers have direct contact with users and customers though it benefits understanding
them as addressed widely in literature. In practice, designers are little involved in research
activities, receive rather abstract outcomes and conclusions from other departments such as
the Sales, the Marketing and the Consumer research. These outcomes and conclusions often
lack necessary details that can inspire designers with new ideas or to be used to create an
analytic benchmark. Misinterpretation and misunderstanding can also happen in the process
without being noticed. Thus, people performing market and customers study need to record
and convey data following a structured fashion. Easy tools such as a template will support
them address all basic but necessary details. Adopting an unified format also simplifies the
management of information.

Third, it makes it difficult to trace back to the information source. Even when research
findings are well conveyed to people carrying out work in the following stages, they will not
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include all details that may be required for various purposes. Thus, the need of tracing back
to the information source often present. Without recording and storing the information in the
process, it is often complex and sometime is even impossible achieve this goal.

Fourth, it is difficult to keep the old information alive. A large percentage of information
discovered in research for one specific aim will also be valued in other scenarios. The primary
research in this project shows that when streamlined communication processes are adopted,
it is particularly difficult to keep the information alive. Building a data base which has
information stored in an easy to understand manner and can be easily accessed by people of
different functions in the company increases research efficiency substantially and may create
opportunities in the future.

Conveying and Receiving (lacks of presenting)

The Sales department is the "sender" of information and the direct "recipients" are the
Product development department and the Marketing department. The sender first screen and
process the information they have identified through dialogues with customers. The valued
information will then be classified into two types according to their functions. The type of
information which is considered to be useful for NPD is conveyed to the product development
department. Those information which is likely to feed the forging of marketing strategies and
product promotions is delivered to the Marketing department. Throughout the information
delivery, dialogue and email are the main approaches currently employed. Interviews to key
people from both of the information sender and the recipients show that the delivery of
customer and market information is carried out neither regularly nor in a controlled fashion.

The information recipients in the process of transferring market and customer information
can be classified into two levels. The Product management group and the Marketing group
are at the primary level. They receive information from the Sales groups directly. The Product
management team weight the value of the information received, and then feed those which
they think are most appropriate in NPD into the formulation of new products proposals. The
proposals are evaluated at the Strategic filter by the Group board afterwards.

The Marketing department further process the information they received and then pass the
information up the business hierarchy.

(e / Territorial (T S
/r/\ Marketing )—»—{ management )—»—{ Group board )
o= e ——— \ / \ N
- = P e X 7 N K
( / N~ Market & Customer ™, :
( Customers )<—>\ Sales ‘/(\\ information. :

e '/\/"/ R&D/Product \)‘ Proposalsofnew |

management

( Marketing )
—_—

The above situation started to change in a recent project the goal of which is to develop a new
generation of telecare system. In this case, project meetings are organised around every two
weeks, and to have people from the Product development, the R&D, the Marketing and the
Sales present. The project meetings are planned to involve managers of the four groups in the
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early stage of the project and to absorb their input in the project progress. The interviews to
the meeting participants and the studies to the meetings progress were undertaken in this
project and the results prove that this change in the process helps in promoting ideas
generation, opportunities identification, and communications and collaborations between
departments and groups. As described by Tony Walker, it is a quick and efficient way
compared with non-regular and non- controlled dialogues. However, this change happens in
this specific project only, and some people inside the company doubt if it can be considered
as a revision to the company's NPD process.

Decision making
The company is not good at decision making.
It was traditionally a manufacturing led company

Conflict between Product Management Groups and the Options

Group Board

/
{

\Product development

Disagreement

!

Group Board

Manufacturing >

(  cmo )—» Decision Making <~ CFO )

A A A
i . / PR
\Product development Disagreement Manufacturing )
| :

!
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Some important notes taken form meetings with the company partner’s team members:

/}7,4”[.6 w,'&_AM
‘Q"j tawﬁ[' dd b «»A%L/f&?éww&
mur; /V%/ju%

Pm/awt ?P&iﬂ%‘fn : d),,,,[,, Bl T (ehd ie)

'%Lw @Fguf O sk Mhoyont Bhell |
@"ﬁ?«twtmﬁvﬁ éj MMOM [

- JM%W

34 /275



M«t‘%ﬂ sl A A el
VVJMC [WO& W«ﬂ &;/W/Cm)‘b&wé

N Lk o diob Ayl 14

Cm%mw‘premw% (HQCLLPLA
Cwatvmmf Awﬁéz« fiﬁ (Ryiwéim )lﬁ)
Lawt Pl

Cmt’erwz .A%m Taﬁg (CAT)
éwzmn&%m _
ﬂw T odd /ser d@"fmﬁ’zg (VAT
Jes e»~1=<-u
Be T%B’A%@é%»{#mﬁ

“ﬂ

LJC/H
e

35/275



The briefing process in the front end

A product design brief is mostly required when an independent designer or a design agency
executes a design on behalf of a client. The decision of creating this document or not shall be
made based on the considerations of the size and the type of a project when the product
design work is executed is in-house. This decision shall be made as part of the quality plan at
the very front end of the product delivery process in order to keep consistency in a project's
progress.

Who is a new product designed for?

To know the target:

Who will be the direct users of a new product?

Who will be the customers/buyers of a new product?

To understand the target:

What are the characteristics of these two target groups?

What are the direct and latent requirements and wishes of the two groups?

What are the similarities and differences in the identified wishes and requirements of buyers
and users?

To properly set up design boundaries:

Boundaries of design shall be identified and presented in a clear manner at the early stage of
a project. (Product functions; user experiences; criteria for and areas of application; etc.) It is
essential to ensure that all key stakeholders of NPD understand aware the design scope and
the scope evolvement at the same level. Once the design boundaries of a project have been
agreed and confirmed by the whole team, major changes regarding to shall be avoided. If such
changes must happen, feedbacks must be taken from all key stakeholders, and impact of these
changes on the related activities in the process, for example, resource restraint assessment
must be carefully considered before progressing. To ensure that the design boundaries are
properly set up, a company may consider developing its own benchmark for all projects and
building it a section of one gate meetings in the front end.

Quality control in the brief creation:

e Control the quality of the process

e Control the quality of collaborations
Quality of in-house collaborations
Quality of collaborations with third parties

e Control the quality of inputs

e Control the quality of outputs
In order to ensure that the final solution meet the requirements defined at the beginning
well, outcomes produced in each stage of the whole project cycle shall be supervised in
anideal scenario. In order to speed up a project cycle, SEMs which usually under pressure
of resources often perform poorly in translating and documenting stage outcomes in the
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process, even those stages which can bring about vital impact on a project progress.
Cases studies on suppliers in the area show that in some projects, product specifications
were documented after the working prototype had been built and a product design brief
was neglected when a third party was hired to carry out the design work. These activities
always produce problems and sometimes even lead to the failure of a project. To control
the quality of stage outputs, the NPD process shall clearly indicate what outcomes need
to be produced in which stage, and what are those outcomes considered to be necessities
of project progress. The process shall also state who is going to be responsible to review
individual stage outcomes and by which method. When looking for an approach to
manage quality of outputs, considerations must be given to the approach's applicability
to project size and types, a company's organization and other related issues.

e Control the quality of communications

e Ensure the consistency of projects (documentation, requirements evolvement, etc.)
All key stakeholders of a project must be informed of the vital decisions made in the
progress.

The quality of business data directly influences the effectiveness of business processes
and the quality of the business decisions made. Yet it's typical for data about important
customers, suppliers and products to be housed in multiple information silos, with no
consistency among them. In fact, according to the Tower Group, 50% of enterprises
separately maintain master data in 11 or more systems.

Other influencing factors:

¢ |dentify primary roles and responsibilities of the project staff

¢ Identify those monitoring and controlling actions that will be conducted to control quality
throughout the project’s life. Quality policies, procedures, criteria for and areas of
application, and roles, responsibilities and authorities.

¢ Indicate responsibilities for activities such as mentoring or coaching, auditing processes,
participating in project reviews, etc.

e A consistent process to manage the creation and development of product, project and
design briefs and product specifications;

e An approach to oversee the project progress

e An approach to track the progress in the front end of projects , to ensure that business
strategies and high level requirements are properly interrelated and transferred into
detailed product or service innovation requirements and finally into solutions which fit
for purpose.

e Ensure key players aware of their responsibilities

e Use single trusted views to improve the effectiveness of strategic decisions (Improve
Strategic Decision Making & Business Agility)
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APPENDIX E: THE COMPANY’S NPD PROCESS
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mic Filter

dates based on market requirements

Product spec and
—_— project planning.

Minimum requirements
Signed Product Specification
Quality Plan
Resourced Dev Plan
Confirmed Business Case

Development Contract

Project Quality Plan will identify all required development

stages and the documents and activities required.

plan will identify the validation required in each
development stage and the specific risks associated with all disciplines
which must be eliminated for progression to the next phase

Risk Register - Minimum risks must be those identified in the
Validation Plan by phase.

Development

S
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lan agreed’

\ 4
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A ISO 9001:2000

7.3 Design and development

7.3.1 Design and development planning
The organization shall plan and control the design and development of product.

During the design and development planning, the organization shall determine

a) the design and development stages,

b) the review, verification and validation that are appropriate to each design and development stage, and
c) the responsibilities and authorities for design and development.

The organization shall manage the interfaces between different groups involved in design and development to ensure
effective communication and clear assignment of responsibility.

Planning output shall be updated, as appropriate, as the design and development progresses.

7.3.2 Design and development inputs

Inputs relating to product requirements shall be determined and records maintained (see 4.2.4). These inputs shall
include

a) functional and performance requirements,

b) applicable statutory and regulatory requirements,

¢) where applicable, information derived from previous similar designs, and

d) other requirements essential for design and development.

These inputs shall be reviewed for adequacy. Requirements shall be complete, unambiguous and not in conflict with
each other.

7.3.3 Design and development outputs

The outputs of design and development shall be provided in a form that enables verification against the design and
development input and shali be approved prior to release.

Design and development outputs shall

a) meet the input requirements for design and development,

b) provide appropriate information for purchasing, production and for service provision,

c) contain or reference product acceptance criteria, and

d) specify the characteristics of the product that are essential for its safe and proper use.

7.3.4 Design and development review

At suitable stages, systematic reviews of design and development shall be performed in accordance with planned
arrangements (see 7.3.1)

a) to evaluate the ability of the results of design and development to meet requirements, and

b) to identify any problems and propose necessary actions.

Participants in such reviews shall include representatives of functions concerned with the design and development

stage(s) being reviewed. Records of the results of the reviews and any necessary actions shall be maintained (see
4.2.4).
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EN ISO 9001:2000

7.3.5 Design and development verification

Verification shall be performed in accordance with planned arrangements (see 7.3.1) to ensure that the design and
development outputs have met the design and development input requirements. Records of the results of the
verification and any necessary actions shall be maintained (see 4.2.4).

7.3.6 Design and development validation

Design and development validation shall be performed in accordance with planned arrangements (see 7.3.1) to
ensure that the resulting product is capable of meeting the requirements for the specified application or intended use,
where known. Wherever practicable, validation shall be compieted prior to the delivery or implementation of the
product. Records of the results of validation and any necessary actions shall be maintained (see 4.2 4).

7.3.7 Control of design and development changes

Design and development changes shall be identified and records maintained. The changes shall be reviewed,
verified and validated, as appropriate, and approved before implementation. The review of design and development
changes shali include evaluation of the effect of the changes on constituent parts and product already delivered.

Records of the resulits of the review of changes and any necessary actions shall be maintained (see 4.2.4).
7.4 Purchasing y

7.4.1 Purchasing process

The organization shall ensure that purchased product conforms to specified purchase requirements. The type and
extent of control applied to the supplier and the purchased product shail be dependent upon the effect of the
purchased product on subsequent product realization or the final product

The organization shall evaluate and select suppliers based on their ability to supply product in accordance with the

organization's requirements. Criteria for selection, evaluation and re-evaluation shall be established. Records of the
results of evaluations and any necessary actions arising from the evaluation shall be maintained (see 4.2 4).

7.4.2 Purchasing information

Purchasing information shail describe the product to be purchased, including where appropriate
a) requirements for approval of product, procedures, processes and equipment,
b) requirements for qualification of personnel, and

¢) quality management system requirements.

The organization shall ensure the adequacy of specified purchase requirements prior to their communication to the
supplier.

7.4.3 Verification of purchased product

The organization shall establish and implement the inspection or other activities necessary for ensuring that
purchased product meets specified purchase requirements.

Where the organization or its customer intends to perform verification at the supplier's premises, the organization
shall state the intended verification arrangements and method of product release in the purchasing information.
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Notes taken form meetings with project managers
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THE COMPANY’S ORGANIZATIONAL STRUCTURE
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ISSUES POINTED OUT BY TEAM MEMBERS
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APPENDIX F: TESTING PRODUCTS WITH USERS

SAMPLE PHOTOS TAKEN DURING THE USER VISITS
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COMPLETED QUESTION SHEETS (1°" ROUND USER VISITS)
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. Equipment
Yes | o . .
Digital cquipment within 3m [ Twindow st
| Twindow sitl
| Door
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Installation of theWAMSEF . nit for the field trial
14/06£2012 - 15/08/21137
Unit 12 _%2_ Phote numbear Lz_'ﬂ;

User Context

Age Band _Jan- _'apas | _sass [ sose [ rovs [ soes !V{ s+ G2
Gender |: Male /V(Female

Otcupation [ ] ealitime work [ part-time wark E(Retirec Other

Hausehold Mumber . I

Accamimaodatlon Types

r_ Burnalome DTerrace |: Cetached house |: Semi-rirtached house |:|F!at _ |Flat[5heltered Scheme)
installation Position ' W r'nﬁ{z, ﬁ / )
1998 — Q012

How many times and how often did the users

activate Lhe SN

SWWUM%% wpél(znfj £imad. mﬂl Window Sil
1o T&M@KUM& WMEZJFZ

Honwe maty Lrnes and how often did the users | :|Door
uge the pendant? eater
e Electronic
o Equipment
. | Window Sl
whether the installation position of the unit is the - Li | window sil
repregcnzative of the hause temperatere? '.’ Bedroom il
' ; Heater
ves | ¥ No ;
TV -
Lower than the hoyse's ; ot @ l__| E[m:_tromc
gveragn temperatie . [ Fauipmert
L
1
Highor than tho bowse's |
Averagn temperature % Hallway |: Window Sl Docr
h - =
hy
Ay 0
N :| Heater
Is therc any other dig: lal eguipment . Zm gl
withia 3 melers? . '/ :| Eq-;Jiprne:it
Yeo __l WO e : o
Digltal eguipment within 3m  __ |_| Wincaw Sill
[ |window sl

_| Door

59 /275



Installation of them’unit for the field trial

" ¥ 1 14/06/2012 - 15/06/2012
Unit 12 l@ . Fholo number . —

User Context

Age Band _Jan T Janae [ osoms [ opso W[?ws [ aoas | ]as
zender :‘ hlale E Female

Occupation l:l Full-time work :l Part thmg wrk \Eﬁ'{etirec Olher

Houszehold Number #

AC hodation Types
ﬂgaluw I |Ter race | Drtached house |: Semi-detached house Flat |:|Flat [Sholterad Schermes)

lhistallation Position

a/ﬁimﬁ Gl .
d ho ten did the usoes

Howe many times!

activate the SR

/% ) ﬁ;m@ a M@é | Jwindew sill

How many mes and haw often did the users oz ffiwﬁzﬁ, JBrjnr
use e pendant? l:l_i-leater
. L __.--"'—-d-' ¥
: ﬁ,f T [ Electranlc
‘3 m L Equlpment
. S - | Window il - _
Wielher tae installation position of the unit is the » :[,W'i‘nduw.Slll

-opresentative of therhouse temperalure? K V Bedraom 71/'
] J A | Raater
|:| Wes | “No R

1 - -
Lower zhan the hoyso's p u E? ’_\[‘/Efec_tronlc
avcrage toemparature 7_ g Ei vl . Equigtnent:
V

Figher then the houses !

mrrAge tRmperature Y
Al

Hallway [ windew sil [ Insar

% | |Heater
Is there any other digilal equipmert " im . )
within 3 melers? N / = Elcﬁf;;mﬁt
! T
o5 J K] |_| Window Siil

Digital equiprmeant within 3m
" |window sl

I_] Boor
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Installation of thafi$f8 unit for the field trial
'14,(06;(20-12 - 15/06f X002

unicin “fotf Photo number _05_

Uiser Context
Age Band _tag [ a0y | jsoss [ Jeo6s [ w03 [ soes E/am
Fender |: Male @émale

COccupation j Full-time work |:| Fart-time work @/Retirecl Other

/

Housghold Number

Ao pdation Types
\/\)B::galuw [_|Terrace __] vetached house ;| Somidetached house | |Flat [ Flat {Sheltered Schome)

Installation Position %M;WEM
Hivw maéﬁﬁhnw often fid the users

activate £aa 7
[ | wWindow Sill
Aewor
¥
How many times and bow al'ten oid the wzers : jﬂﬂﬂr
use the pendant? [ ‘Hoater
W s | 7 Electronic
- - Lt T Equipment
L
ar ) ) o o K Dwindowﬂill = ‘
Whether the installation posilicn of Lhe anitis the # | Jw_m_quw.sm
reprezenls Lve of e house cemperature? ¢
:r.- Sedroom :l L aster
Yes _l Mo ]
r
1 [ -
Levver LEian Lhe house's , ;Mng EIE‘.E.tI'QI'IIC
average temnpersture : Vi oom Equiptment
L
1
Righet than the house’s |
averags lemperature i . . ] t . o)
. Hallway -~ |Window Sl * [ ] neor
"
\ [ Heater
Iz thers any other digital cquipmort " am | .
within 3 moters? T / E er:.lmmct
.. quipmen
j Yoy [ Mo e - !
I Digital equipment within 3m __ Dwmdnws'”
| Windaw ill

|:| Door
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Installation of theANAMSMF unit for the field trial

14/CBS 2077 - 1506/ 2012
Linit 1T ﬁ’l.g . Phota number _Qé_

User Context

Age Band __ao [ aoss | lsose  [Jevee [ oo [ Jeoes |Z/85-I-
Gender I_ MWale I_T/émaie

Qecupation |: Full-lime work I:I ParL-time waork \/{Hecirﬁd Ollier

Household Number —

Accammodation Types

-
|‘/J/Bu:1ga|ow jTt‘HHL'E.' ] Detached house \:l Seral-detachad house | :' Flat E;Flat {skeltered Schema)

Installation Position 47:2 (‘j%"j /M‘?'WL m W

Huw mary th1gs and how often did tho Lsars @L{é M 'T_';Lz_:a—&
activate thedNYP?

/V | window sill
How many thnes and 0w oiten dic the users F#1 L é W'é _!:[I_:lcr_:r

use the pendant? _ |:| Heator
1ié oy i __| Flectroniz
v — — - Equipment
[ Jwindaw sil .
Whether the Tnstallatizn positian of the unil is the,* L |\_/f'_ﬂ((;1dqw sill

reprasan lakive of

|: Yrs

' H .
Lewer than the house's [9 L/Q ;lwr:ﬁ | Elec.rromc
average tomperature aa Fijliptment

-
Highor than the house's . B T 8rﬁj M
average te nporature v e T Hallway window Sill | | peor

. | |Aeater
Is there any ot+er digital equipmen: - im

i . El&ctrani
within J-metars? - / I:I Eq:ir;:nne:::-t
o5 - J Mo -

Digital egquipment within 3m __ T Jwindow sil

& hause terrperalure?

Mo

r‘,,’ ”(— l/ Bedraorm L\]’Fl/; ot

| Iwindow sill

|: Doar
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Installation of thefl@8Hf unit for the field trial

14/CBS 2077 - 1506/ 2012
Linit 1T ﬁ’l.g . Phota number _Qé_

User Context

Age Band __ao [ aoss | lsose  [Jevee [ oo [ Jeoes |Z/85-I-
Gender I_ MWale I_T/émaie

Qecupation |: Full-lime work I:I ParL-time waork \/{Hecirﬁd Ollier

Household Number —

Accammodation Types

-
|‘/J/Bu:1ga|ow jTt‘HHL'E.' ] Detached house \:l Seral-detachad house | :' Flat E;Flat {skeltered Schema)

Installation Position 47:2 (‘j%"j /M‘?'WL m W

Huw marry th1es and how often did tho Lsars @L{é M 'T_';Lz_:a—&
activatr thegiiiR?

/V | window sill
How many thnes and 0w oiten dic the users F#1 L é W'é _!:[I_:lcr_:r

use the pendant? _ |:| Heator
1ié oy i __| Flectroniz
v — — - Equipment
[ Jwindaw sil .
Whether the Tnstallatizn positian of the unil is the,* L |\_/f'_ﬂ((;1dqw sill

reprasan lakive of

|: Yrs

' H .
Lewer than the house's [9 L/Q ;lwr:ﬁ | Elec.rromc
average tomperature aa Fijliptment

-
Highor than the house's \ B T 8rﬁj
average te nporature v e T Hallway window Sill | | peor

. | |Aeater
Is there any ot+er digital equipmen: - im

i . El&ctrani
within J-metars? - / I:I Eq:ir;:nne:::-t
o5 - J Mo -

Digital egquipment within 3m __ T Jwindow sil

& hause terrperalure?

Mo

r‘,,’ ”(— l/ Bedraorm L\]’Fl/; ot

| Iwindow sill

|: Doar
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Installation of the S¥AMMuNIt for the field trial
14406,2012 - 15f08/2017
dnlt o % Fhoto number _GL

User Context

) - i %
Age Band " Jao | faoss [Csose [ joeosa [ rora [ soes y{ BE+
Fs

Gender ] Alale | —| Female
ccupation — | fulHtime war art-Lrme wor alire Other
Dceupati L] zul ko eartn K ired |

Household Number £ —

Accompiodatlon Types
Bungalow | |Tﬂrracc D[)etached hiouse E Semi-detached house |:|F|at ’jFIat[Sheltered Scharme)

installation Paosition

How many times and how often did the vsars r{i‘b‘ﬁ Q,.ém m‘?

actlvata Lhe

/M [ Window il
(2
How many times and 10w oftan dic the users PNy AL ) Dnnpr

use the pendant? “g - | |Heater
L i e o -
ey . oo | Elecurenic
—h R o Equigrmert
‘Window sill !
Whether the installation position of the unit is [hef:’ E I:_l-thrJW Sill
refresentative of the house temperalure? P '
B 1
;; || . I/ sdroom |: Heater
E'Yes | Mo K
1
L} o N
Loweer than the house’s ‘ T ;Ivlng tler:.trnnm
average termperature ; vi oom Equipment
1
L
Higher than the house's L
average lemperature ! Hallway :Iwindgw sill I:I Eoor
N
L]
Al 0 .
'\ [ Healer
I5 thoie any other digilal equipment s I .
within 3 melzrs? e I__ ilec_tromct
/ |_ ) . a quipmen
E 5 o . e ]
Digital equipment within3m [ window sil
| windove sill

[: Daor
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installation of thefWAMH unit for the field trial

unit I f?D 7

User Context

AgFe Band
Gender

Oecupation

Accompiodation Types
’_, Oumgalow

Installation Position

@ o é{f«?m

How many ti

activate tholiiiiie?

Phoko namboer C:’_Q

|:i Terrace |: Detached house

How many times and how ofen did theu

usethe achdanl?

yualys

14/06/2012 - 15/06/2012

| a0. [Jacas _Jsoss —leoss _ |7o72  _ |soss P/sm-

|:| Male EZ Fomale

1 Full-tirme work D Part-timea wark Eétircd Othier
Household Number _L

| Semi-detachad house D Flat |:||-[at ISheltaren Scheme)

s ang how ol len did Lhe usars é/m ﬂ"gl(

[ | Window sill

| 'boor

ot ) Led
o i |Heater

. |_ Electronic

whelher the installadion position of the unit is the -
represeiative of the house Lermporaturae? .
L

1o

|: Yes

Lower than the houses
average tomperaturea

Higher than the house's
average tomperature

Iz there any other dig tal equipment
within 3 meters?

,_Q"’fes

L

- Equipment

. [ Jwindow sil .
: [ Window sill

Bodroom 1
i eatar

T Electranlc
@ D Equiptnert

[ wWindowsill

Hallway

:' Pagr

[ | Heater

Ll

. Sm |'_| Electronic
N Egquipment
[ [windaw sil

| Windowsill

Digital cqulpmeant within 3m

D_ Daor
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installation of thm unit for the field trial

Unitlo iﬂ—%”—

User Context

Age Bang :‘ 44-

Gender

Docupation

Fra

Installation Position

Photo number _&L

[ a0-as
|: Malc m’érrale

D Full-time wark | | Fart-time work Mﬁetired Other
Hausehold Mumbear _’_

Accogrmodation Types
ﬁungalnw :|Terrace —J Detached hause

1400672012 - 15/06/205.2

[ lsess | |eoaa [ 7079 [ Janes

Bhe ?Z

_ | semi-detached house | JFlat [ Flat {Shettaran Schemel

ow many 1imes and how often did the users

3«%M in § gears

How many tirmes and haw aften cid the users Wj fl@(ﬁ

uso the pendant?

|~2

Whether the installati
reprasentative of ¢

:I Yes

Lower than the house's
average ternparature

Righer than the howse's
AVErAEe Tpmperature

Is there any other digilal equipmert

posillen of the unit 's thc s
huse iemperaturc?

[ windaw sill

i _-| Doar
L Heater -

e ~ | Electronic
L i Equipment

. [ |window sl
.JPJHEatE‘F

mff/lectrunic
Equiptnent

_Iwindaw sit
p om
seatlil

I
:r Room
L E ]
L P nieyr
\\\ Hallway DWindﬂw Sil| I:lngm‘
n, [ |Heater
\\
‘\ 3m Electronic
\‘\ / Equipment

Digital equipment within 3m [ Twindow sl

[ 'Window sl

Dl:lmr
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Installation of the \gigijig#ggmit for the field trial

14/66/2012 - 15/06,2012
Unft 12 M Phota nurnber ‘,Z@;
i/
User Context ( W,«ﬁ?a{ (A ]

Age Band i Jao- | anas [ sess 1] eoes h/l?a-m [ |soes [ |es+
Gander |: bdale ’\(/Female
Oecipation j Full-time work |: Part-lime wark wetired Other

Household Number _L

EPMGdatmn Types
Bunaalow l__|T:=.rrace U Delached hayse j semi-detached fiouse DFIaL | —_|Flat {Shellerec Scheme}

Installation Position /{/’QAM 9@ o ﬂéé

(VHDW marny times and heiw ollen cid the wsars
ctivate tl1e z
g %Q% 2 ?D'EIMWWHO*—? st ﬁ%iu

b
- ]
How rany times a:d how often did the users_* ety ’Cﬁb  |peer

avirage tempera lure

use the pendani? |: Heatar
- ! g C'&M fﬁb, Electronic
. 7/;%{:&"'#” Oc?'% R na Equiprnent
N o [ windaw sill .
Whether the installation position of the unit is Lthe - [ Window Sill
represettative of the house temperalure? ‘x' Eedraom @4
. ' eatar
|_—| Yes o ."
Lower than lhe house's ." ’T-.. [/ /Rﬁ:;%; |_— E:Ifli::::‘t

Highor than the house's L
dWErdgE IR peraty e B

Haulway %ﬂﬂw sil © [ Jnaor

:| Heatar
Is chere amy other digital cquipmant s B0
within3 meters? . L] Eléctrg 2

! .. / EQuigment
: |- .
VA ves e o . h | |swindew sin

Digital equipment withln 3nt
[ | window sil

[ :Dcar
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Installation of the Jlggrunit for the field trial

Unit [ EL Phote number _';L
User Context %ﬁrwﬁé ﬁﬁé M@wﬁ W%mo KWW@

10/06/2012 - 15/06/2M 7

~|snso _l7a7s  Jeoes

| so-0

@85&

Apge Band D A0- D 403-44
Gender :| Ml e .| }?emale
Occupation |:| Full-tirme work

Hausehold Number _If_

Accommodation Types
Eﬁ:galw | |Terracc jDetachedt:nusc

Installation Position

Qw?;ﬁe%.

:l Fart-time work Meti.‘ed Other

[ ] setni-detached house Flat [_]Riet {Shelered Scheme}

How enary thnos and how often did the users

activate the dEF

D T

[ |Mindow sill

How many thmes and how cften did the Lsers ——

Lsnthe pendanl?

Wihether the installation position of the unil is the <
representative of tha hause temperature? I

|:| Wos Mo

Lower Lhan the holss’s
JAverage temperature

Higher thon the housc's
auerage lemperatarn

15 :here any othar digital equiprment
within 3 metors?

:| Yes |_ Ng

M-SDH g _ooor

- Eloctromnic
-7 Equiprent

e |: ‘Window Sill

| lwindow sil

. Bedroom U B
Living
Room

]l

( Electronic

' Y Feui

,‘ | quipment

L

L
Hallway [ Windowsill * [~ |poor

1
' " |Heater
D Electronic

Equipment

Digital equigment within 3m __ [ Jwindaw sin

[ I window sill

:l (F1]E] ¢
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Installation_ of thm unit for the field trial

(?{I Photo numnber —.L

Unit 1

User Context

[ a0 | laoas Jsose

Age Band
Gender E}\M’eje |_| Femele
Occupation I_ Full-time wark l:l Part-tirme ware E Fetired

Househald Number _/

Accommodation Types

| | Terrace |:| Delached hause :| seri-detachad hause

ungialow

Installation Pasition

epr]

Howwr sty times and how often did the uoers

actlvate thgliiilg?

3.3 tines por il Gy ¥l

;_M/so-es _ | 7oe

19/05/2013 - 15/06/2017

_Jeoes | ane

Other

Flat [ |lat {shettered Scheme)

Wlnd@w Sill

How many Limesaqd how afren Md ghe users
use Lae pendant? f i et .

Ny

Wirether the installation pasition of the unit s the
“epresentative of the house ternperature?

[_| ey m

Lowor than the house's
averago temperature

kigher than tho howse's
average omperature

Is thers any other digital equipment
withi[}é melars?

|\_/r‘r'es \_—I W]

wﬁ E%z’:ém s) | [Ger

- Eh:l:tronlc
EqulpmenL

| weindome sl : _
| Window sill

H eatar

mgﬁ )

metronic
Pr.r,uﬂﬁ" @ Equigrnant
Hallway | Jwindow sii
[ |Heater

. :I Electranle

S l:m.IIpm:-'n'r
| Window sil

D Door

T
'».

DHgital equipment within 3m
[ Jwindow sl

| |Door
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Installation of the4figggpgrunit for the field trial

Lnit (D _? f Yj

1
Bhole nurmber E

| ]anas

14/06/2012 - 15/06/2012

[ 7279 M ]85

G0-G9

UAoss |

_BOER

Uiser Context

Age Band [ |ao

Gender | | WES %ale
Cecupation |: Full timg warls

Householo Number _;

Accommodation Types

Y Oungalow

Installation Position

ks o

D Terrace |:| Celached house

!_'_| Parl-ame wark Mtired Other

_Iserii-detached house [ Flat | |Flat {Shefterad Schame)

y Limes and how often did the users

activate the JENNF
101747 4

Haw mzny times and how often did the users

use the pendant?

YUY,

whether the installalion pusition of the usit is the <"
laLlive of the housc temparatura?

repres
S a5 ;:I ka

Lawer Lhan Lhe house's
Avarage termperature

Higher than the house's
AvRrAgZe temperature

Is there any other digital cenipment
wthinA maters?

es [T

| window sill
: [_Dosr
e —— !___| Heater
e =777
P Electranic
L Equipment
. [ Window sill |
; [ |window sill
Bedroom

|: Heatar

- Electronic
Equipment

Jwindow st

N [ IHesler
D Electronic

Equiprment

Ij Dioor

Bigital equipment within 3m I_l Window Sill

| _! Window Sill

l:l Door
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Installation of the J4fffgpunit for the field trial
Unit IE ?/5 Phato number }f{ —

1406/ 2013 - 15006/ 2012

User Context

Age Band | as | laoas  |sosa | Jeo-ee | 707¢ o |so-s \E{Eh
Gender Malz |_| Female

Occupation :l Fubl-tirng work |: Part-time work \_;A/Retired Other

Household Number /

Accommodation Types
%galow :|Ten’ace |:| Detachead hiodse |: Semi-detacned house |:| Fat :lFIai [Eheltered Schema)

/
Installation Position ',{/lg,.'m Galon S W

-~ e
Heowe many times and®low atten did the users

activate thegiiii?

}’LW | window sill
Wf fé

Hew mamy times and how alles did Lhe users / YL . _I Doar
use the perdant? I: Healer

WM /'"P :l Eleetronic

o EQuipmert
, , N o [ Iwindaw sil

Whether the installation position of the unit is the + I:l Window Silk

represeptative of the hause tomperaty o

J,“ Bedroom [ e
Yes [ No ! 7 [/
y U’ p Electronle

Lower than the holse's [
— kqulpment

Jvarage temperature

Highar than the house's
avorage temporature L

_ |window sin [ ooer
[ Heater

Hallway

I3 there any ather digital equipment - am ) !
within metears? ‘: E_Iec_trom-:
A Equipment
ey __|No .

Digital equipment within 3m Ll Wingiow Sif

J Window Sill

[ ]poor
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Installation of the SRS unit for the field trial

- 14062012 - 13067012
13t 11 e A Phate nurnber 2’ _(_

User Context

Age Band [Jao- [jacas  |soss  —Jeosa  Jrove _ soss Wrn ?2
Gender gf\ﬂale |_J Fema'e
Cocupation l__| Full-time work D Part time wark Q/R.eﬂrcd CilLbeeer

Househald Number —P

Accamnmgdation Typas
-

@{ﬁmgslow DTerrar.c |: Detached house Somi-datached house |JFIat DFiat{SheItered Scheme]

Installation Fosition

Hawr rmarty titmas and how aften did tho users

activate Lhe“‘
XV@M%/ | | Window sil

Hew rrany tines and how often dic the users Q’W&’jm% D[Jcmr

use Lhe pendant? l:IHeater
, IR
/r ffm T | Eleetrenic
o Equipment
_ , . » o [ |window sill ;
Whether the inslallalicn position of the unit is the:;’ l_ |.Windt:lw sill
repregehlative of the house temperature? . B
g edre
om i | Heater

j Yos | Ve ;a

1 3 .
Lower than the housc's ! IF_{I\."mg i E|EC.EFDI"|IC
averdge temperatu o ! omn Equipmerm
1
1
Higtie- chan the fouse's i gy
average lemperaturc | ' (ﬁallway [ Window il [ Jodor
s
B — [ |Heater
Is there any other digital couipment " Im :
within 3 metors? . / | Elec'tmmtt
e QUIEImen
Llves  Dylfuo - TS,
Digital eguipment within 3m |_Jwirciow s
[ |window Sil

u,ﬂﬁﬂr
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Installation of thm unit for the field trial Vi

. 14/06/2012F 15/08/2012
Unit o . {f J'T e rhato number _& /

User Context

Age Band | lac-  _Japas [ sosa [ eoe9 @é}fg [ :zoas ] sse
Gender l Male Wma[e

Cucupalion u Full-time weork |: Part-tirre wark Mf‘;ﬂ?d Crhor
Household Number .._;

s
_/

\E‘y’ﬁdmlﬂn Types
Burgalow | |Terrace _ | Detached howse | Semi-detached house | |Flat _ |Flat (Shelterd Scheme}
Mo consecun added
Installation Ppsition/ V- ‘ ﬁ{t
ﬁj {M f’@fbﬁi ety <t I )

Hesy many EIn"IE"i ane o
activale Lhe

| | window si
B o 4/4,%}#%? ﬁ’ﬁéﬁ&ﬁ%ﬂagf__

Howy revamy Limes ang how o'ten did the uaers [5’
usc the pendant? J,'Iq ’é:‘f I:Heater
—_ L

{an did t|19 LISErs

Pl e l:l Elcctronic

- Equipement
o - ~ |\window Sl
wWhether the inslallation position of the unit s the - | A Windove Sill

represemiative of the hoose temperature? 5
edroam l:l
Heater

|: Yes |: Mo
Ivin
Losver Lhan Lhe hause's E Cironic
averapge temperalures . qu}ﬁment
H.ghzt than the house's WA
averape emperslure i Hallway indow Sil |_ Laoar
" T ]Heater
Is there any ether digital equipment . Im

. Electranic
wizhin; £ motors? - / [] Equipment

i ,‘5&3 |: Me i -
Digital equipment withn 3m  _ I:Wlmdﬂw il

|: Windew 5ill

[ Jooor
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Installation of thafdMA8I unit for the field trial
ST L kit 15 /0111 7

Unit IC M% Faota number #@ W{,{.

User Context

Age Band [ ao- [ Jaoas _Jsose  AJeoss "~ oz~ Jeoss | mse

Gender {_LMQE ’_] Female
Qecupation \:’ Full-time waork D Patt-time wark l u’@ed J:her

Househeld Number ‘/—

Accompodatlon Types
%gmnw | !=er2ee [ metached house I__ Semi dotached house  |__|Flat | Flat (Sheltered Schemel

faéatfuf
Installation Positian
| Jear- —‘ﬁﬁ%er ,m? ??,érgﬁ
B

Hew tany Zimes and how often did the users

activate the Y b

Leuils.
i:‘: 2—3 Miﬂ L}W éj(‘j@*" éwmﬂwsul

How many tismes and how oftzn did o bersﬂ,d’ﬁ bﬁj | |Peor
use the pendant? |:|Heater
% f LT I:I Electronic

7 Equipment
) ) - Win dow Sill
Whothor the installztign positicn of the unit is thc‘,f’ i J | |Wiﬂdﬂw 5ill
rearcsentative of the'house temperature? .
: ; roaom
_— ; :| Heoater
o ves | ; g ﬂ y
Ll
Lewrer than the house's f Iénrmg | _! Flec.trnmc
AVOrago termporature: | Vi oom - Frjuiptmert
1
Higher tha the hodse’s '
average temperat irg 1 -
E P 1 wa\,' |—_|W trdow Sill :l Door
N
ea’rer
\‘\\ Electronic
s / = EQuipment
: ,__jwmugwsm

Digital equipment within 3m

| |Window sl

:l Loor
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Installation of the JiiAgunit for the field trial
I ' THEBIELZ - 14/00/70H 2
Unit [ ﬁﬁ Phato wumber gfi

User Context

Age Band |_lao- [ Janae Tsoss  _ leoss 7070 :E‘én-as | a5+
Gender Maiz _| Fernale

Ocrupation I_A Full-Eime wark :\ Parl-time work L%tired Uther
Household Number _2— —

Accommmaodation Types

-__|, ]-‘P.-ungalw | |Terracn:! \:| Detached house |:| Semi-detachod hoyse |__|Fiat DFIaLiSheltcrcsd Scherms!

Installation Position . lP f‘hﬁ?j&?‘fﬂmwému&egf
i&zm (fuwad ene ) b vers CWM) .

Hao any timos and how often did the vse
activato th

Aﬂ !FQ ﬁm@ - Mouﬂ% [ windaw Sil

Tl
How mamy thnes and how often dic the users MJ hﬁ'&é :‘Donr
use the pendant? f d/& [ |Meater
;] :2 {_ﬁw e JW J,f"'—r :l Elcezroric
. e Equipment
.’ [ window sil

Whether LI windove sill

represantative of the house temparature? Badroorm |:
Heatar
far :l Mo

TV D
‘
S V. p
! T - A
Laweer Lhan the house’s ’ T :il""lng I:IEL:_tt‘Drllr_
Averags temperiture H b aam Eqerpment
1
L

Higher than the house's L

R installalion position of the unit is the

v

average temperdture | Hallway | jwmdowf.ilr ’__|Door
N
. |:| Hesior
Iz there any other digital eqaiprent ", 2 : |
within 3 mitars? L / |' J El]elj:;t;ﬂmr::t

T . .
L/é Digital equiprmient within 3m __ |:W|r|dow Sill

. |Window sil)

|__ ] Door
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Installation of thefWgMABF unit for the field trial
Unit D ﬁ[{i—"lr Phate mumber /:_7 (?_

i

10542082 15/06/2012

User Context

Age Band | ] ag a4y [ sose [ Seose | 7072 [ _moms [ ]ase
Gender I le _| Female
Occupation I:l Tull-time work I:l Part--ime work jé"lrcd Qther

Household Mumber 2

.
&

A odation Types
Bun@alow |:|Terrace |: Detached house |:| Semi-detached house |:| Hal ) |F|;tt [sholtored scherrs)

okl o
installation Position Magf?u oﬁ- ‘fye},é_z - W. /

yeers p.

Haw many timas and how ofton did the users

actwate the JENIRIF
- v || wirdow il
%- /W /i 7/‘;}6243 =
-t 1
How many lires and how often did the users 747 I:El'tmr
use the pendanl? ::lHeatE
Pr” = [ ] Electranic
} ’ . —_— - -7 Equipmeant
L
) ) - N [ Iwindowsil 0 —
Whelher the installatian pasition of the unit is the ¢ | TWInuaw Sill
representative of the-howse temperature? A Bedroam
' [ ]Heater

Clves T

Lower than the house's Jlil:on;ﬁ ISiieliiie

avoragn temperature Equfpment

Higher than the hause's -

averagc temperature @way Wirrchowr Sill :l Docit

cater
|z there ary other cigital cguipment I L
wfthip& reters? s / |:| i
IV S - .
4 Digital equiprment within 3m  __ Ewmdaw sill
; | window sl

IJZ/Duur
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Installation of the iifgiglgpganit for the field trial
tnit 1o . ?,_Z; Phcta number . :1‘__.{3;_

TS - 15/06/2012

User Context

Age Band a7 Jaoas [ _sose [ epee | zu7m Dées s

e Ve
Gender ale u Female o

Cccupation | o Full-tirne work '_I Fart=ime work \:l =tires] Qther

P
Househald Number ‘L

%{yﬁodatlon Types
- r T
Burgalaw |_|Tr-'.rracr-1 | , Dotachad houss El Semi-detached houze |Flat - Flat {3heltered Schame)

Installation Position {Vm—{) @&W W /
72 e /
How many times znd how oller did the users

activate thegiiiiie

/]/ [ windew Sill
How mairy times and kow often did the users J &1 %j Mggﬁ‘)‘% |: Door

use the pendant? :IHEdter
W. ,.—“'P [ ] Electronic
L Equipment
-
[ lwindow il
Whetaer the installation pesition of the unit is the - I:lwmdnw il
5 i aturz? !
reproscntative of the house temperatur ; Bedroom I:I
:l _ |:| i Heater
e o ;
k . . :
Lowar than tha house's . Ién.:lng Hec.tmn =
averege tempeoratu e ! mom Rrjuipmeni
1
1 -
Higher than the hause's 1 755 L —
Averige temperature "\1 @) Window Sill | | G553m07
L“
. Heatar
Is thera any other digital equipment Y 2

within 3 meters? :| I:Iec}-mmc
. Equiprment

| abbes [ no L |windaw sil

Digital aquipment within 2m
[ windeow sill
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Installation of the SN unit for the field trial

Lnit 1D 4? ”’F

Tl ST 15,116,/ 201 2

Photo nunber _2._7_
L

User Context
Age Band e Janee [ soss [Hoes [ mos _8pas | s+
Gander |: hdale |VermaIE
e | “rorttmevot e
Decupation — FuBl-lirne worle . Part timo work Redired Giher

Household Kumber 2

Accommadation Types
\J/ﬁgalnw " rerrace | Detached Fouse

Installation Position

JZ‘Zj S

Howr many tirres and hesw often did she users

cctivate thof i

Howr many times and how often did the usors

Lz the p;‘-??

] Semi-detached ho,se |:‘ Flat JFIat [Shelteren Schemet

P W%ﬁ%%é@%ﬁg

Whelher the installation pesiticn 63 the unit is thEl .

represantative of the ho temperdturc’-’ f,
'hi I
| tes d

Lesirer that (ke house's
avorage ternperature

Highor than the hovse's
dvel dge Temperature

I= there any other digital equipment
within 3 meters?

! |‘rcs o

W
| | windowesill
|: Doar
|jHeater
P Elcetroale
e Equipmert
- [ windaw Sl |y
L IWindow il
Bedraom | j Mg
'r' Living - Elactranic
! Roqm Equipment

@Q|  wincew sill [ Joeer

mer

1\‘\ m ] Eleettanic
S / Equipmenit
Digital equipmant within 3m | Jwindow il
" | windoyesil
=
Boor
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Installation of thef4ffidpgunit for the field trial -

-
SAOETFI0LZ - 1500642012
Unit iU ?}‘? Photo number . ZQ

User Context

Age Band | an- 4046 | soss Aoee [ 7o7e [soes | ese

Gender —|l 1] —| Famale
Occupation |: Full time wark I:I Part time wark Relired Other

Househaold Kumbear ——

Accampiodation Types
<1 Bungalow DTerrace |: Getached house |: semi-detached house D Flat :|Hal [Sheltered 5cheme)

Installation Position /
Wu

#/Eﬁ/)"ﬁ

Hizw m n{rtimcs and haow often did the users =

activate the "_:)__3 A Fur ffJ 27 ﬁ%ﬁ% ;
jh{indu ]

“
Howe many tmes and how often did the usors E Do

use the pendant? | |:Healer
/ ',H”dd ] Electronic
/{W‘ /,* Equipment
.- U window sil

r the inslellalion posilion of the unit is the |windaw Sil
reprfsentative of the houst termperaturc? ; E <
2room :I
Hegler

r
r
Lower than the house's i p Electronic ;
average temperature H - ( — Equlpment
L
lligher than the house's H
awverage temperaturs i Hallwary Dwindgw 5ill :l Dot
bl
1]
N [ Heate
s tiere any other digital equipmeni N ;
- Y = auip ! " Am Electronlc
wilhue 3 melers? .
. Equipment
L T
s ma [ |window sur

Digital equipment within 3m
| | window sil

|:: Doar
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Installation of theg¥fMA8F unit for the field trial

=

el
Phata numbet &§_

Unit ID 4@;
[z
User Context

Age Band

[ Jac- " Janas Jsoss [ Jeo-

140G 51162012

69 1A7070 " Jages

I:I 85+

Gender :l Male ' =1 Fernale
— g
Oecupation :I Full-lime work J Part-time werl; Dr{etired Other
Housshold Number _,Z -
Accormmadatian Types
|L/, Gungalow | ITE'ra-:r_! D Delached hguss |:| Serni-detached house DF[at Flal {Sheltered Schemn)
N .
(e ‘L’j 75,}1}3,# . ¥ . i/ m‘;ﬁl it Bt Ll
Installation Pcsition F -
| /
f/;v?’-"ﬁ’ arp :

Here r‘ﬂdn\,'tn'lFS A dJ [EVL{=T g i
activate the SR Lo Cl#’ﬂﬂe?)

{-fwé A ‘7&24”’ [ Jwinciow sil

Jef =,
How many Lismes and haow gften cid the users JDnnr
ese the pendang’ Heater
fﬁﬂzm Jasr -
tho1s f mm ' Elec‘ln::nic
Equipment
»’ |~ Window sil L

Whelher the mstailatmn positiaon of the unil is the,»” [ Window-Sil
reprosent e of Lhe/bnusr temperaturas J;‘ Bodroom

g

Lowar than the houseo's
averaze temperature

Highar than the house's L
averggs temperature :

I5 there any other digital cquipment . 4m
within 3 meters?

2

Digital equipment within 3m

80/ 275

D Heater

Living Electronic
' Room qumpm@.m
e
g - X 1
ﬂaL[w;Lv [ |Wincow sill [ Doar

L&Zﬁealer

[ - Electranlc
" Equipment

:lwmduw S

[ Windaw Sill



installation of themunit _for the field trial

Unit 1B ‘%’;’?5; Fholo numher/r{:fé—

User Context

RIS 15/06,201.1

Ape Band | 48 _ lanaa  ]sass | VB0 _l7ora | |moes [ ] ase
Gender w[e |:| Fermale

Occupation |: Full tiano weork |:| Part-tirme waork Qﬁrcd Other
Household Number _2_

Accommadation Types

s

g!/ﬁurgalow |:Terrace ' Deleched house :| Semi-detached house |:|Flat |:!|-'Iat [Shritrred Scherme)
ML,/. /J{xj"

Installation Position ﬁ //

/ Year

Huw many lme‘- and how oftan did the users ﬁ%
or Loty gﬁf’ o é@,}

activate thc

%W ,&WMW@/) J [ ] window sil

How rany times and how often did the users &/75'%””? V oty :l[lﬂ_m'
Heazter

s the poW
W - |:| Electrenic

- Equiptment

: L |window Sill .
wWhethar thedfstallation positicn of the unit is the ﬂ%ﬁ Ij medgwsjn

repreie t‘ﬁu’e ol the house temperature? #
' Reraam .| Heater

es [ ]wo Jénﬁﬁ _
’ . Livinv :lElectronic

1
Laower than the house's : ;
AvRraEe temparattie H 7:,:?, Room Equipmant
1
1
Higher than the house's |
awerage temperature " Hallway |:Wind|:|w Sill D oo
L
.
‘\._ _| Heatar
I3 there any* cther digital equipment 3m

Electronic
Melers? . |
. Equipment

J No . h. DW]HduW Sil

DHzltal equipment within 3m

withir

[ |window sill

|__ Door
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Installation of theg4fiffgpgrunit for the field trial

SRS - 15/06/2012
Unit I f’g Phota Aumber %

User Cantext

Age Band [ ao- | Capm [Janse 7enss l;/ﬂ/?g _'soss | | ess

Gender |_— Male MHIE e
Dreupation | Full-time werle El Part-titne wark géed Other

Househeld Number - Z -
Ac:o/;uﬂdatmn Types
rr{Bungatow DTEJruLe | Detached house :| Semi-cerachad house |_ _|FI:|t EFIatESheltered Sonems)

F :
Installation Position W /

[ Triaty Lr&ﬁ@uw aften did the users C;) 1 /

aeliva le H‘1E"

W 2 |:| Window Sill

How mary s and how citen did the Lsars Gﬁ@’l’%bé |: Dosr

vse the pendant? __|Hpater
/%ﬂ:f}}*/ ’,»" [ Electronic

P - Eqeripment
o " | . R -
s Windaow Sill
Whetharfhe installation posilion of the unit i the - _] |:|Wii1d' ow Sill
represhatative af Lhe house tempeoratura? ’ Bectasm
- . ’ El =agter
|
a ro
l.ower than Lhe house's i ;“”“H il Efectranic
AVArARS TMpEeralure : aam Efpuipment
\
L
lHighar than twe house's L ey b
dverage tomparature 4 Hallway I_lWim:!nw Sill :l Doer
:
Ll
. 1
'\ [ Heater
Is there any ather digital equipment . im _
within 3 meters? "\, | E'D?fﬂnfﬁl
. . quipre
|vlves o N (G,
Digital equipment within 3m | Hindow St
[ window sill

D Door
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Installation of thegfffgFunit for the field trial

Jnit ID %_.

User Context

Age Bang :l 43-

Gender Waln |__
Occupation :I “ub-lime waork

Household Number —. 2‘

Accommadation Types

ungelow

7u3<»jem‘s

[ 1ag-ag

ETcrrace ’j' Crelached house

1% 88535 15/06/2012

Fhoto numhet{%

-

[ Jso5s | |soes 'Mm-?g [ Jaoss ] ese

[ parcime sork %d her

Fermigle

D Semi-detached house |F|af |:|F|al {Shclterad Scheme)

;?/

S

Instaliation Position
Jie e a2 At W, -

How many timeas and hew often did the y

activatc the gEIF

Ao

Ilaw masy Limes 4nd how often did the vsers Jr Vl ’6_4/

use the pandanl?

T

Lowar that Lhe house’s
averagze temperature

Higher than the house's
average temperatura

ls thare vy other digital cquipment
wizhins motars?

‘I/J/Tes [ o

&

s&:rs
3
g Mﬁ/‘f 5 é/g " | window Sill
}Qﬁ#j l:IDcor
Hroater
1,2 Towes (25 é -
5 0‘7'46 “ ??3':} Electronic
Equipment
- | windaw Sii
: |:.W1nduw sill
(/ Beddveecim
b . Heater

-
<
S

Liviing Electranle
@ ’—_ Equipment

[ Jwindow sil

\ Hallway | |peer

5 " |Heater
N 3m ! |Electranic
. Equipment

Digital acqulprmant within 3m | Windaw Sl

. | window siil

|:| Door
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Installation of the /MASMNit for the field trial

Leil I %{h

=] ﬂﬁ?'i‘aﬁ“'ﬁmﬁﬁﬂlz

Phota numbar %7

[ Jao |_Japas  [Jsase @/eo-eg [ l707s  [leoss [ ss+

User Context

Ago Band

Gender |_ alc El Female
Qerecupation I:I Full time warlk

Househcold Numbaear

K4
Installation Position
NEs 5%
Howw many £
activate the

Woor

2

ymndation Types
_| Bungalow E|Terrace _] Detached house |_

. - p .
Heow many times and how oflen did the users jﬂ;TéJ Mmﬂ/

use tie pendant?

| Part-tima weork Retirod Other

Semi-getached house |_. Flat |:|Hat {sheltered Schernc)
W "
L
i

= andl haw often did Lhe users

| Twindeow Sil

wikether tie installation position of Lhe unit s the +
L

rERresentative of the house temperature
\ ey g [ [a]

Lavwer than the house's
average temperature

Higher than thz hoyses
AVCTago emperature

Is there any other digital equipment
wilhind meters?

més | Ino

_ |oaer
i DHeater
a Electronic
o ~  Equipment
. [ |window sil
L|Windcw Sill

Badraam

D Heater

Living \:l Electrznic
Room Equiprient

[ |wincow st

7y

1
1

Fallway

l_\l |eater

|‘_ Electronic
© EQUipHTIent

l:l Door

Digital equipment within 3m __ :I Lt

D Window Sill

__ Duaor
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Installation of the Wit for the field trial

iy —
o safortaaTE - |6/06/2012
Unit 10 _”[:Z’-.?___.___ Fhate number %L

User Context

Age Ban _ e [Japas sosa [ 60469 M?g | _scas  []ass

Gender I:lMa|C ménale

Occupatlan | _| Full-Lirme wark I:l Part tivne wel l lired Other

Hausehold Numssr ) Cl%%m b Frﬂé@/ ;P,.-ﬁé ﬁjw

Accommodation Types
|_ riat {‘ihpltp?d Scheme)

||/|/Bmgdluw [—| Terrace __| [etached hause |__|£' |-:! ZE) hcd hio e
'Y f—wu{)

Installation Position f) mg,?itw% &
gorwed 8 vear) L T“f"’"ﬂ“‘:
‘i;lg'nl-:dr?fn;l;aLUW how effen did tho usors M-’{/
] W ﬁeﬁ,}p | Iwvindow sil

How mamy times and how often did the usersm‘t 'éz}‘ (’b ‘;E' ME |: Door

0 th pl:-:r--::i.smtj A M;. '__|Hosater
,i,{ ﬂat 5},‘{ |: Efectranic

Equipmant
) ) o [ |window sin :
Whather the insta lation pasition of the unit i Lhe,r EMMM'SIIJ
tative of the hauze temperatu e 4 :
C B Rasterr P Dt
No o
; :
l.owor than the housa’s e FWIHE el
Average tempearature : [ Vi nam Equlpment
Higher than the house's H
avernge temparature ',L Hallway™ DWindnw Sil: |: Dogr
Heater
‘\‘ sm ] Elactranic
. EQuipment
Dvigital equipment within 3m | |Window Sl
|| windew sill

:I Door
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Instailation of themunit for the field trial ‘
T o iapaerTrl8/06/2012
Uniz IG ‘HL Phote numbar _:L

User Context

Age Band [ Jao-  _Janas _Jsass [ Jeoss  _ J7o7e  Vieoss [ sse
Gender :l Ilale emale

Cceupation D Full-tima wa -k l:l Part-time wark l }Retired Other

Household Number ‘Q

Accomphadatian Types

ungalow : ITI—.‘["ECI—.‘ | |Detath_:.'c| house l_ ST detached house Flal ;l_l Flatlﬁhcltcreds cheme)

P ; Ei__f%;un‘ﬂ?-ﬁ é;;/z,

Installation Position W‘
HDL\'AdI‘I meEs dnd hov often did the use
activate the SEYIF (U /5 l’?\f L :] )
Windew Sill
{ fiwah

/~ fwu &,W -

How many times and how oftzn dd the user%vm_, I:l Doar

Average tereparatira

use the pendant? |: Heatcr
e | | Etectranic
I Eruipment:
o Jmncow Sl
3 [ |window sin
7 .-
represaptative of the hause temperat.are , Bedroon |__| 3
K Heater
s |: Mo T
.
Lower than the house's ! ting ) (ElsGitanic
' Room Equipment
1
1

Higher than the house's
average temperature ]

- Hﬁllwy | wingow Sill B
{ .-
| |Heater

= .
|z there any utherd"lél’equiprrent ‘-‘ am Elentran]
WILNIN o metzers » f .
ithin 3 met . | !Eec rorm:t
EN qUIpMen
[ Tves Mo T - -
;_"_' Digital cguipment within Im | |Wtr‘.-dow st

| windaw sii

E Door
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o
Installation of thagfggg unit for the field trial
” > { T aefeer2012A8)06/2012

Unlt Iz Lo 27 Phato number

User Context

Age Band Clap | lanas [Tsose [evss [ J7osa Eﬁl-% [ ] m5e

Gendar we _ Femalu

Occupation :| Full-time wark _ Park-time weark L_f Retired Crlher

Household Nurmhber 2_.—

Accommgdation Types
@Béalnw DTerrace J Deached house |_ Semi—defa:hed heuse '_| Flat :||-Ial [shelterad Scheme)

_,_r

nstallation Position 4/ iy (Mﬁg ,,‘: P
Installation Posit l E -ﬁﬁ JJ) (&A{ﬁffﬂ{{/

fo (5 Jears / 4
Haiw many ll[IlEb and how often did t1e users M// ﬂ-‘éﬂ ¢
dLlI'\.'dl.t‘ the SN

; W‘é/ hCadein .| windew sill

Hora many times and itow often did the psers DDnnr
usi ih ponda nt? j Heater
# }/&a@ﬂ, : L [ ] Electronlc
. - L Equipment
[ ‘window 5.
wheth/e:(&m installatinn position of the unil is Lhe, - I:l‘u\&indmu,sul
reprosgptative nf the house termperalure? .
B _d H
. [ # ] ,’I raream |:= Heater
(-5 Mo !
i B
Lower than the house's ! E|EL7‘|.FI:II'II|:
averagn tomparatura . 1 v Equipmant
1 .
! :
Higher than he house’s H -2:2,1 e
. -l .
aveErAgE inmperature LY = Hallway _window it [ | paar
1y
[}
@ AN . 'Heater
15 thare any cther digital equipment m
wilhir. 3 neters? ., I:] EE'-“'C'”'C
i - ruipment
vk |y - il
/ Digital equipment within 3m [ ] windew st
| window sl

Door
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COMPLETED QUESTION SHEETS (2ND ROUND USERS VISITS)

Information Collection from the Field Trial of S¢ApF Unit

Unit ID The current Lfeline unil fz@a_ _ | f4joz/aonz | ] afpr/a012 | 6/07/2012

70|

Housechold temperature

1. What iz the lenperature in the home {thermomeler)?
2. What is the lemperature of tha I“'I plastics?
3. What is the Lemperature reading on the YR Lsing the installer keypad?

25

NN

L. D o like the logk of the e S

1 Z 3 4 5
oonotikeit [ ] of _ 1 [ [ vikeitvery much

2. How easy is It ta pross the buttans cr: Lh-gRYNR
1 z 3 4 5

21 Home/away (Velow)  very difficult |~ [0 [ T wery easy
1 Z 3 4 5

7.7 Cancol outtoriGreeny Verydifficult [ [ 1 [ [y [ Wery easy
1 1 3 4 L

2.3 Help Button {Red) very difficut [ | 0 [ ||,/j/ [] Wery zasy

Otaer

3. Can you read the words undernaath the bulte s on the unit?

Yes Mo /
C GV

&, Ueryou ihink havipl words underneath the kuttons is a good idca?

Yes Mo Other

O A



5, Can \.rqu tee tho LEDs ui?
Yay

EP

€. Is Lhe help button MED bright encugh?

8 s Wl

7. Now wuuld wour rate the snc«:!j(aualltv when soeaking 1o Ehf‘ ml:rnrtf.'r ha cenirc?
3 A 4

Poar |: |:| L [ { wery good

8. Fawr is the speech quality campared to your curre i

1 2 V 4 Y
worse | ¥ ] | | Befter
Ww useful was Lhe pencant test reminder feature?
1 2 3 A 5

gl

Natwsefi [ |V ] [ [ 1 veryuseful

10 How 225y was the pendant tost reminder jeature to use?
3 a7 %

1 2
vergaiTioult [0 ] A4 [0 [ Veryessy

11. Did you have ey problems with the pendant reminder fzature?

/I/M Wﬁ/ﬁéﬁf -z

12_ Are Lhe woice an un“ements clear LG Llndprstand?
1 7 3 ) 5

Mot clear azal [ | | (] |_—| Wery dear

User guide

1. Hawe you read Lhe user guide?

Yes Mo

Ty

%Wasthe user auide casy to understaed?
4 5

3 z 3
very difficatt [0 ] | [ [ Wery easy
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Information Collection from the Field Trial of MY it

Lnit 1D % The current Lfeline unit Lm_

Household temperature

1. What is the tesnperature in the home {thermameter)

Z3

2 what is the temperature of the (MM plastics?

24

4. What is the Lemperature reading on the UMM using the inslaer keypad?

26

1. Do yeu like the lock of tho e S
1 2

34 s
Domotlkeit — ] | [ _] ’j like it very much

2. How sasy is it Lo press the buttons on thedNNP

1 2 3 A
21 Homefaway (Yellow]  wery difficult | |: I ]

1 @ 3 £
27 Cencal butiomiGreeny  Very difficut [ [ [ ]

1 2 3 A
2.3 Help Butlon (Red) very difficatt [, [ [ ]

Olher

072012 | aforjeoiz T G/0zf2012

i
A very easy
4

|v{’ Wery easy

5
[V Vory easy

2. Can you read Lhe words undernesth the button on the unit?
Yas Mo

i~

4., 32 you think having words undemeath tae buttons 15 & gaod idna?

Yes Mo
W C

Other
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. Can yau sce the LEDS ol?

wn

as Mo
£. 15 the help button LRD brigh: encugh?
¥ag o Mo Dthar

L

7 Faw wauld vou rale the speech gualily when speakine to Lhe manitorine centra?
Vi

1 z 3 5
Ppoor [ |- 1 1 L] ‘g{ Very qood

oo

. How is the speech qual ty compared to your curren | SN
1, 2 3 4

worse [ | | 7 [ Betrer
8, How useful was he pendant test reminder feature?
1 Z 3 il 5
Mezwseful | (] [ E’/ ] Wery useful

10, How easy was the pendan: Lest reminder feature to uso?
1 Z 3 4 5

very difficult [ ] | [ |ﬂ/ [] Wery easy

11. Bid you 4ave amy problems with the pendant reminder foature?

_.f""/;

1.2 Ao the yoice annauncaments clear to understand?
1 2 3 4 5

Ma:rclearatal | | [ |_ [ ~|K Wery clear

User guide

1. Have you read the use: puide?

Yes Mo

2. Was the user cuide easy to undzraand?

1 7 3 4 &
varydifficut [ ][] 1 [ \L/( Wory easy
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Information Collection from the Field Trigl of 4t Unit

Uit 1P 7"’?{%&7 The currant Lifeline unit  _€=SX X2 W ajorjaoaz | ajozjzonz | 6/07/2012

Household temperature

1. What is the temperature in the home (thermameler]?

243 }

2. What is the Lemperature of Lhe SR plastics?

25

3. What is tho ternparature reading an the S sing Lk installer keypad?

wa

. 4

L o yoL lke Lhe loak of the nev AR

Do e Tike it D D | :| E/E Like: it wery much

2. low easy 15 1t to press the buttons or. th {7

1 2 3 4
21 llome/dway Vel owd  yery difficult [ L, | a/\r'ery easy
1 2 3 A

25 Cancel batior(Graery Verydifficat [, [ |5 ] ') veryeasy

1 Y 3 A 5
2.5 Heip Button (Red} very diffieult [ | | [ ] A Vary vasy

Ot aer

3. Can yofead the words undorneath The butta on the unity

Yios Mo

[

4. Do yau fhink having words urderneath the bullons is a good idea?

Y Mo Cither

.
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p(uttun LE® bright erough?

f. Is Lhe h
Yes/ Mer Cther
v

7. How would won rate the specch avallty when speakio: ta the moaftaring centre?
1 2 2 4 N
Poor 1 ] [, W [ veygood

8. Flow is Lhe specch guality comparsgdto your currc:nw
1 A

3. How useful was tae pendant test remindeifoature?
1 2 3
Not useiul || ™ [] Very useful

0. Howr easy was the pendant test reminder feature Lise T
IE ‘ 3 4 i)
very difficat T | ][] T wery easy

11. 0ld you have any problems with the pendant reminder feature?

12, Are e voice anncuncements clear o understand?
3

i 2
Mot dea- at all [] ] il

>
[, Veryclear

User guide

1. Hewe you yead the user guide?

2. Was the user suide easy Lo understand?
1 4 g

2 3
verpdifficalt [] ] ] I [ Very easy
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Information Collection from the Field Trial of MM Unit

Unitip . é%:{l . Thecurrent Lifaline unie _&ﬂﬂ 1\7/’4@:12 T ajozi2e12 | sfoTsR012

Household temperature

1. What is the tepnporotura in the home (thermaometer)?
L2
.
1
2. What ks the ternperature of the (I plastics?

Zo.

3. Whal is the trmperature reading an the “’i using the instalier keypad?

2

4

*. Do you like the look of the nev @RI
1 2 3 4 ]
Donotlket [ |71 [ [ |Z[ Like it wery much:

2. How easy 1s it to press the buitons or thegiINRP

21 Home/away el owl Ve difficult |

a3 D Ind

3 4

2 Cancel sutten(Greeny  wery difficult [ L 1 [
1 2 E) 4
23 Help Bution (Red) verydificutt | 1 ] [ [

3 4 5/
] Wery gasy

Q{ Very aasy

WVory aasy

Other _f;éﬂﬂﬂj/“ﬁ’b ﬁﬁ’f) %«(’Z g s -:-/éw
u’ o /

3, C:an vau read the worgs undernedih the button en the unit?

Yao
] V’

4. Do yod thinl aving words underneath the butlons is a good idea?

|‘(ef NI:OI Dtheﬁ ] 4'*//{;6 €t z[el RIZEE S

[

N\
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5. £an you see the LEDs ak?
=3 MO

A
&, |5 the halp butkon LED bright erough?

I\‘(\E/ (V] Other

9. Hew would vau rate the speech quallty when speaking to the menitoring rentra?

1 2 3 4 E
poor [ ] 1 L1 ! Mry gacd

3. How is the speech quality compared to your currcnw
1 3 4

Wosse | |3_| L] | s@a@ettcr nﬁﬁtw

L

. Hew useful was the pendant sest reminder faature?

1 3 4 g

3 !
Mot useful ] T T ] O wveryussful

0. Faw easy was the pendant tesl reminder feature Lo usec?
3 4 5 -

1 2
verydifeut ] T LT [ P A very cony

11. Did you have rny prablems with the pendant reminder feature?

j,_e;;ri:' ng/m }%@ S A
12. Are tho voice announcements clear to understand? \/

1 2 3 45
Motclkearatal —_ | [ |1 _] ;i\'ﬁry clear

User guide

1. Have you read the user gulder
s Mo

—1

2. \Wes the uscr guide sasv o Lnde-stand?

1 2 3 4 5
verydifficurt | | ] | [ A Very easy
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Information Collection from the Field Trial of WNAMMPUNIt

Urit 1D @ﬁ_’?g? Tae current Lifsling unil fgﬁﬂ; L\Aj?muiz | ¢joraonz [ sfoTse012

Household temperature

1, Whzt is Lhe temperature in the bome (thermorneter)?

22.77C

2. Whal Is the tomperalure of the wi plastics?
2200

3 ishat is the temperature reading on the YEMIIR using Lhe ins aller keypar?

;gz,,f; p(

1. Do you like ke ack of the new MNP -

1 7 3 4 s /
Cernotliker [ ] 1 [ [ E Like it wery much

2. How sasy is il to pross the bultons an th=gR
1

2 3 4 ) -
A1 IOI'I'IC;(}:‘.'\.I"J'H}" Mellow) \.i.:_![}r dirficuly |__ | I:l __| I: L_‘L‘,a/\jer\!l,r casy
1 2 ES 4 3 -
22 Carcal hullon(Gree)  Wery difficuli | ] L ..V,_/ﬁery easy
1 2 3 4 s ’
2.3 Help Butten (Red) very diffies 7 T T | A ey sasy
Cthar

4. Do you think having words underncath the buttans s a apct ices?

Yes Ml Other

M ]
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5. Gaayou see the LEDs ak?
Yes M

[

&. |5 Lhe halp button LED bright erough?
Cther

7. How would vou rate the speech gugtity when speakine to the monitorne cantra?
L

1 2 3 A
Saar |:| ] V ’: L Vary good

. How 15 Lhie speech quality eompared 1o your curvent S
1 Z P

4 4
Warse || Tk i ] | Betrer

oo

=]

_ How uselu! was the pendan: tost remingder feature?
1 2

2 4 5
Necuseful [ ] T | [ I—U/D Vary usefy

10, How easy was Lhe pendant tesl temindcr featare 1o use?
4 5

1 z :
very d'fficult | I I
\

Wory nasy

11. Did you have ary problems with the pencant remingder foaturer (f

/{/4“ Wwf;éwﬁm 6’?2&’; @é%_f @é/ﬁ
12, fire the veice announcoments clear 1o Llnderstaﬂd’ (\% f é:é
E'H
Mot clear at all D :| |:| | 1 wery clear

User guide

1. Have you read the user gulde?

Yos 2

[ ]

2. witas the user guide easw to understard?
i 2

3 4
vere diffciit [ ] | [ Vary casy
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Information Collection from the Field Trial of WM Unit

Linit I _w&' the current Lifeline unlt _%T}ll— D@ﬁl?ﬁ@lz |_ 4/07/2012 jﬁf{:?ﬁmg

Household temperature

-
a

1. What is the temperalure in the home {thermemetery?

2. What iz the temperature of the (YN plastics?
3. What is the Llemperatuie roading on Lhe (IR using the installer keypar?

ZZ

ANy

1. Ja you like the look o° the naw G

1 2 3 4 a
porctlkei: [ ] [ [ [ i< it very much
2. How easy s 1t to prass the buttons on Ihl?“‘
1 Z 3 4 =
21 Homefbway (Yellow)  very difficult [ ] ] || i V‘J{:ry easy

1 7 2 1 5
2.2 Cancel buttan(Greem  Very diffaulz ] 1 1 = I_E/ Very easy

1 3 4

2 5
23 Heip Button [Redy very dfiicun | ] [ [ ] . Mcry Basy

= ) Aiats

3. Canyou read Lhe wores undermeath the buslon on tho unit?

Yas N

o

4, Dayau think having words undernealh the buttans is a good idea?

Moy (] Other

4 L
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5. Can you see the LEDSs ok?

Mog 0
. 15 the he'p butten LLD Erigal enongh?

L] Crther
1

_How would wau rate the seeech nuallty whon speaking Lo the imonitarinz centre?

] 2 3 :
Poor [ [ [ |1 Jl Hery goad

. Faovir is the speech guality Cﬂmpdr“d Lo yer currnn

1 2
warse | [ \{/J Better

9. How useful was the pendant test reminder feature?
i Z 3 4 5
Mozwsefl ] T | ] [ | wery useful

10, | low easy was the pordant tesk reminder foature o use?

]

L=

I
]

1 7 3 4
veryditficall [ ] [ [_ [ Wery easy

1.1. Did you have any problems with the pencant -eminder fealure?

12 Aro the volce arnouncemeris clear to undarstand?

1 Z 3 4 5

Mot ciearatal | [1 [ 1 | W cnar

User guide

1. Have you read the user guide?

XYes Mo

=
7. Was the user guide easv to understand?

1 2 3 4 5
vey dftiea | [ [ ] 0N //\iﬁ’r}r pasy
N
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I_nformation Collection from the Field Tr_ial

| gAY Unit

Unit 172 7’2{% The cuerent Lifeline unt %ﬁ_ A amrrzonz [ ajevreo1z © | efovf2012

Household temperature

1. What is the termperzture i1 the homa [tharmometer]?

2ol
2. What is the Lernperatu o of the LYW plastics?
3 what s the tomperalure reading on the LEEIPY using the installer keypad?

20.0C

WK

L Do vou like the lonk of the new IR
L 2 £ 4 5
Gonatlket ][] [w ] ] Lise il very much

2, How ezsy is it to press taa battons on the SN

1 2 3
21 Heomelfdway {Yellow) Very difficult | | - |:|

4 5

] J/ Vary casy
1 Z 3 4 5

72 Cancel builon(Greery Merydifficult [ [ [~ [ S| Wery easy

a

L

7
| wery essy

z 2 3
23 Help Button (Red) very ditficul. | ] ] ]

Ll clio

Other ﬁ&

3. Zanyon read the words underncath the button on Lhe unit?
g

YRS M

3 L

4, Do you think having words underneath the buttans s a good idea !

Wz M Other
|

1
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5. Zan you o0 the LEDS ak?
Ya / Mo
T

o0

.15 the help button |ED 2right enowgh?
i Mo Crthar

[

7. How wauld vou rzle the speedh aualitewken speaking ta the monitoring cenlre?
3 4 )

1 7
Poat :l U [ - | | wery good

#. How Is the speech quality compared toyour -:urrenm
Kt

1 @ 4 5
Worse | ] |1¥; "1 1] Betwr

7410\-; usetul was the pendant test reminder foaturs?
4 5

1 7 3
Notuseul | 7] ] ] ][] Veryuseful

%\i lowr easy was the pandant tost reminder festure Lo use?
2 3 4 5

1
vorydificull [ [ [ | [ ] Wery=asy

%\Eiid vou have any proslems with the pendar:L reminder featurq?

12 Are the voice announcemants clear (o underctandy
1

2 3 4
Notclsaratal [ | [ [ [ V] Veryceer

3

User guide

1. Hawe you read the user guide?
v‘? No

2. Wasthe user rulde easy 1o understand?
P 3 4 5

1
very difficiit [ ] ] [ L Wary aasy

106 / 275



L
(s %E ;Df?nf éﬂf /m/ 2 ﬁfm@ “ /4
Jor e el ot of ff 660 Mo fasTt
it o th g/’f pll as7 e v gooid i 1
4 doze m157 /4@/{ o/%»’/ Lo s fe

A"rf /if!.t’{/f{’ %ﬁ/ fﬂw%ﬁﬂ’*?f 4 %‘{ﬁ’/ %ﬂtf"%’;?
YA ﬂenﬁé ﬁ—f %‘H/ %rﬁ%é % (,(; ﬁ&z

%ﬁ%’ﬂf( %YU

107 / 275



G-@

Information Collection from the Field Trial oMY Unit

Unit o - ?@j/ _ Ihecurrent Lifeling unit %;wi AAf7iao1z [ acrfoz T eforian

Household temperature

1. What iz the le-nperatare in the home {therrmometer}?
2. what is the termperature of the: GEMIR plastics?
7%

3. what is the terrperature reading on the LA using the installer <eypad?

2t

o

1, Bo you lke the ook of the acw (TG

. ? 3 L8 a

Lonmotlxeit = | [] Izcl — 1 | Lkeitvery much

2, How easy is it to press the buttons an the “
1 2 3 4 5

21 Homesfdway Vel owl  very difficott [ [ [ [] ﬂ Wery easy
- Z B 4 5L

2.2 Carce huiten(Green] “ery diTicull [ ] [ | E Very easy
1 2 R

2.3 Help Button (Red) Very diffiect © | [ ] ] [ @ ey aasy

- -gé L) ot T %;2% epver Lo -

ity —elier, ho BT of T
i3 Uenll
2 Can you read Lhe waords undeimeath the button o Lhe writ? f/"lﬂ%

fas Mo

4, Do wou Lhink having words underneath the sultons is 2 good idea?
Yoy M1 Other
i
IRV

f/&fd‘f«vﬂﬂuﬂ’ ] é
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b, Canyou see the LLDs ok?
A. 15 the help button LED bright encugh?

o
Yoy Mo ko

[]

7. Hevwe wou d vou rane the soeech auality when secakine to the monitoring cantre?
1 2 .‘!r_ 4 B

Poor | (1 M1 |1 [ veryyeod
B. How is the speech guality campared Lo your current iy
Z 2 3 4 5
Worse | [ \E( [ [ Beter

9. Howw usefal was the pendant test rerminder feature?

1 2 af a4 s
Notsefl ] [] N/ T T ery eefu.

How easy was ihe pendant test reminder [ealure to usc?
M 3 4

1 z
vory difficuls ] ] ] [ [ Weyocasy

\)Qd youd have any problems with the pendant remingdar featurs?

12. Arg the woize announdemeants cloar Lo urderstand?
1

7 / 3 4 3
Motcearatall [ ] [/ [ [ T[] verydeer

User guide

1. Have you read the user guide?

KS/;\ED
I/

2. Was the user auide casy tao understasd? ;
Z A A J,.'

1 5
very difficult [ ] 1 | U [ wery easy
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Information Collection from the Field Trial of JA@MAPP Unit

L 1D #}% The carront Lifeline unil _%D’D_ wmz | scrizonz || efovfza12

Household temperature

1. What is the termprrature i Lthe home (Thormometer ] ?
— o

25.2C

2, What is the tomperature of the LGN lastics?

26

3, Whial is the temperature reading on the GESMJK using the installer leypa?

23 C

T

1. Do you like Lhe look of the e S
1 2 3 4 5
Penotlkeit [ " | [] ﬁ [] Likeil very much
2. How ezsy is it to press the battans on the"
2 3
21 HomefAwiay (ellow)  very difSoult :l |‘_| || ] E Very easy

z ! o
2.2 Cancel buttor(Greeny  Very difficult [ [ [ [ ] |3/| Wary oasy

1 2 3 4 5
23 Eelp Button (Red) verpdific: | ] ] ] [ B verycasy

,.M,gm o et %wz/édﬁw

éo \/ %ﬁ
3. Tan you read the wards undermealh the buiten on the umt"
Yu: M é ra«:rwefn,/

]

iher

4. oy think having words underneath the buttons is a good idea?
Yes Mo Other
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5. Can you gée the _EDs ok?

Yas [

]

&, Is the help pustan LED bright enough?
Cithear

7. How wornld wou rate the speech ouality when soeak] &'t the maniiortne centre?
’ a 5

1 2 3
Poor [ | I e I Very goad

B, How is the speech quality compared o your rrent“
3 4 a

: 2
Werse [ ] ] | | Better

9. Mo usel] was the pendant tost remindsar featere?

-

1 =z 3 4
Nat uzeful [] [ [ [

a
Very usa il

1.3 Hone easy was Lae pendant test reminder fealure to use? 25
' 5

' 1 ; 3 4
very ditfiet ] T [ ] 1] ery easy

“1

11. 0id yau have any problems with the pendant rermnd=e foaturs?

o

12. Are the voice annnunorments clear to understand ?

1 Z 3 4 1
Matrearatal | | [ _ [ ﬁ | Y very dear

User guide

1. Hawe you read the user guide?

Yes Mo

‘as the usar gaide casy to understand?

1 2 3 4 5
verydifficulr [ [ ] | | [ [ Veryeasy
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. Information Collection from the Field Trial of 448 UNI
Unit 1D __'7 '(H — Ihecurrent Lifelite unit é@) ~ T sfazpzon [ ajeifsotz | ef07/z012

Household temperature

1. what is the temperatura v the home [thermamoter)?
21°C
2. What is the temperature of te QNI plastics?
/8. C

3. what Is the temperalure reading on the GRNIMIK using the instal.or keypad?

_ i,

SNy

1. Do you like the look of the new SR

: 2 3 4 5
Do nat ke i M'P‘w 1 [ [T Lice it veey inuch il

2. How egsy is it to press the battons an thediiE
1 2 3 . &
21 Hamefdway (Yel ow)  very difficult — | | ] II‘V/VEI"_-( easy

4 3 4 5
22 Cange button(Greeny  very disicalt | ] ] 1 [ [y /Very easy

1 7 3 4 S
23 Folp Button (Red) very diffeuls ] T I L o} Very easy

Ciher

3. 2an you read Lhe words underneath the buiten on the unit?
Yes Ml
Eln
4, Do you think having words undernaath the buttons is a goed icea?

iy Mo Jther

3
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5. Lanyou sz Lhe LEDs ok?

Yes

ND
AL TZ

o

.15 tho help buttan LED kright ciough?
Yas [0 Clhar

IR

7. How wiould vau rate the soeech auality when socakine Lo e maniraring centre®
1 2 3 a

4
poor [ ] | . [ [ | ~"Very gucd

2, Howw s Lhe speach qualily compared to yaur curren":‘
E_|

12 3 2 5
wosze [ ]| | 1 . o} Better

&, |low useful was the pendant tost reminder foature?
1 2 3 4 5
Notuseful [ ] | 1 || F-very usefu;

10, How easy was the pendant test rermindzy fed Lra to use?
1 2

3 £ 5 -
very diffcue [ | T [ ] < wery easy

11, Did you have any probkems with the pendant rerninder featura?

12, dre the vaice announcements clear to understand?
1 z 3 4 5
Mol clear at all ] | ! [ — [ Vary clear

User guide

1. Hawve yau read the user guide?
Yes

Na
o [

2. was the user eLide sasy te anderstand?
1 2 3 4 5

verygifficalt | ] [ ] ] T ﬁery easy
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Information Collection from the Field Trial of KA Unit

Unit D % — The coment Lifeline unil lﬁﬂﬂL Lﬂ/m?fzolz [ ajor/zo1z |_] 6/07/2012

Household temperature

1. Wt is the Lempo-zture in the home (thormareter]?
255
2. What is the torrperature of the GRMIN plastics?
270 ¢
3, What ts the temperature reading on the I“ using the installer leypad?

219.2(

1. Cc vou like the wak of the new 4

1 K 3 4 )
Do nol fke it | ] Clo1 O Lika it very much
2, How easy i5 it to press the buttons on thﬂm

1 Z 3 A 5
21 Hume/desay (Yellow!  verpdifficalt [, | [ ] [A] Very easy

1 2 3 £ )
22 Cancel buton(Greer) Very difficatt [, [ |1 T[] LA very aasy

1 z 3 4 5
2.3 Help Button (Red) very difficuit [ [ | © ] |1 Veryeasy

ather

3. Can yoyreed tho werds underneath the by tion an the unit?

Mo

4. Do youthink having words uncerneath 1he butions isa good itea?

Ye dls) Cihey

L]
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5. Canynu see the LERS o<?

Wag

M0
| [

B. is the help butten LED brght enough?

Yy Mo Citaer
1 T

7. o would vou rate the speech nuslity when seeaking ta the monitoting centre?
1 Z 3 . 5
poor [ 1 1 11 very good

. How is the speech quality cornpared ta your current“
Z 3 4

1 5
worse | [ A | ] Betier

X

o

. How useful was the pendant best rerninder featura?
L

1 2 3 A
Notuseful — ] ] |T{( 1t ] wveryusclul

100, Hows casy was tho pendant test reminder foature Lo used!
1

2 3 4 5
vary difficc (] 1] [ " ] Weryeasy

11. DId yau hawe any prozlemns with the pendart reminder featura?

12. Are the vaice announcements clear to uncerstand?
1 2 3 4 5
Motcearatal | | 1 ] Yery Clear

User guide

1. Have you read the Jser guide?

Yos ittal

[

2. Was tho user fulde easy to understand?
1 2 3 4
Very difficult [ | _ [ Vary gasy
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Information Collection from the Field Trial of YAy Init

unitio L ﬁ' ~ihe cuirent Lifzling unit é{_@f} — [ Motz || gjorsaonz [ ] efor/2012

Household temperature

1. ¥What is the temperalure in the hame (thermametar?
21.5%¢
2. What is the temperaturc of the QI plastics?
4 J
23.0¢
3, What is the Lemparature reading oo Lhe ”’i usng the installer keypady

Zonl

KNIy

1. Da you like the look of the new (¥

1 2 3 4 5
Donmotliceit = 7] [ [ 3 ] Like it very much

2, How easy is it to press the buttons on thegU»
1

] 2 3 Z 5
21 Hormefdweay (Yellow}  very difficult | (' ] [ \L/l Very casy

1 2 3 4 3

77 Cancel butten(Greeny veryditfical [ ] [ | | i) veryessy
1 2 3 4 5 y

23 Help Butten (Red) very difficalt [ || | ] Very easy

Olher

3. Can vou read the words underneats the button on ke unil?

Vag M
a, o you think hawing wards underneath the buttors is a good ideas

F’S}/-ND Oy
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&, Can yay ser the LEDS ok?

Yios Mo
|1

o

15 thi r}el'p button LED bright cnaugh?

e Mo Other
ol J i /
7. How wonld you rale the socech ouality

1 3

poor 13 1]

———

oo

e ;
. How is thé speech qualityumpared fa your curren. g
3 4 5

1 2
Wrse l__| T A L] |—_| BotLar

@, How useful was the pendant test reminder [eatura?
1 2 ES 4 b
woteselul [0 [ 1] V [ wery useiul

1.0. Hlaw =asy was the aendant test rominder feature Lo used
1 i 3

4 5
verydifficull | ] [0 [ M [ Wery easy

1L, Diel your have any problems with the pendant remondar feature?

12, pre Lhie voice announcamerds clear to uncerstand?

1 2 3 4 5
Notclearatal || ] | ] [] wery clear

User guide

1. Have you read the user gaide?

Yas Mo

=
{

2, was tho user guide ezsy Lo understand ¥
1 2 o 4 5

wery ditficull [ 1 ] _ ] m_‘ Very eisy
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Information Collection from the Field Trial of SNMMMY: Unit

Ui ID _?;/‘@ __ The current Lifuline unit %ﬁ;ﬂ]_ \_ﬁmz [ | arorizcaz [ 1 6/07/2012

Household ternperature

1. Whal is the temperature in the home [thermometer}?
g qr"
=510
2. What is the lemperature of Lie LU plastivs?
A #
2401
2, What is tha temperature reading o the I_n‘ using the installer keypad?

270°C

Ny

1. Do vau iike the loak of the nzw CRN:
1

7 3
Dorctlkeiz | | [ [ |:| L Like it wery rurh

2. How easy is it to press the buttons on thm

1 2 3 !
21 Home/sway iYellow)  wery difficor [ |, _] ’Ju/\/cry By

1 z 3 £ 5
2.2 Cancel puttor(Greery  very dilficulr [ [ [ I‘E V wery pacy

7 3 4

. )
2.3 Help Button {Red) very difficult [ [l L1 [ |VVCFY Casy

Other

3. Can you read the wards undemeath the butlen on the snit?

Yes Ma

4, D you Lhink having words undztnoath the buttons is a good idea?

es MNa Siher

S
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E. Can you see the LEDs ol

Yes M

r

&, I5 the Pelp bultor LED bright cnaugh?
Yes M Other

7 -

7. How wakld vau rate Lhe soeech gJaality when sueaking to the mon'taring centre?
p L

1 s 3 4
Foor || | - [T [ . Wy good

&. Powe s the speech quality compared to your currnigiiiige
3 4 5

1 2
Worse | [ L knV, T etter

o, How useful was the pandant test reminder feature?
1 Z 3 4 =
Nerusefiul | | ][] N /‘Gery usedul

1), How easy was the pendan. lesl reminder featu-e to use?

5

3 4
O T N ey

Z

il
Yory difficalt [ [

1%. bid you have eny probloms wilh tae pandant reminder lealure?

S

12, are the voice announcements siear 3o undorstand?

1 2 3 4 5
Mol cearatal T | [ ] [ ] | \z(‘u'ery c.aar

User guide

1. Hawve you read the vser guide?
Yes Mo
2, Was the user zuide =asv 12 undorsiand?
2 3

.' 4 B
very ditficulz [ ] T O i\"/( Wory easy
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Information Collection from the Field Trial of SEAMSPHF Unit
Unit 1D _iLL The current Liteling unit i‘érL mwzun ] 4po7/2ca2 [ 6/07/2012

Household temperature

1. What is Lhe temperature in the home [tharmometer)?
255 ¢
2. wWsat is the termpe-zture of the (WINIY, plastics?

24 0C

3. Wwhat is the te nperatare reading on the I“i using thee installer keypad?

2300

NNy

1. Do vau lixe the loot of he new @M

1 Z 3 “ 5
poretlikeit [, [1 [ |, i Like it wary much

2, How easy is 1t to gress Lhe bustons e theg Y

L 2 3 4 b

2.1 Homefdway (Yellow]  yepy difficult [ | ] 1 |\/‘VCF!! casy
1 2 2 4 5

27 Carcal buttoniGreent  Verydiffcult T [ ] [ 1] Very sasy
1 4 3 4 h

23 Help Button (Red) very difficult | | L ] Vary casy

Qther

3, Can you read tho words underneath the button on the unil?
fes Mo

4, Do you think having words undernaath the buttons s a good idea?

Eﬁl{ MNao CiLher
1
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. Canyou see Lhe LED: ok?
A Mo

[

(]

m

. Is the halp bution LED Eright enowgh?
i Mo Cther

]

How would Vol Fate the soeech ouality when sveaking to the manitorire eentre?
Z 3 4 L

1 :
Poor | ] | [ Ve good

-]

&. How is the speech quality comparad Lo your cJ rr:n”?

I 2 3 4 >
Worse 1 1 [ Beiter

}fv uselul was the pondant Les: reminrey fealure?
1 2 3 4 =

notuseful || [ ] ] :| Yary useful

\%\How easy was tho perdanl lest reminder frature to wge?
- 1

Z = 4 5
] -
very dilicalt [ ] [0 [0 [ [ ] veryeasy

i
EE-Oid you have any problems with the sendant aminder feature?

12, Are the voice arnouncemer.ts clzar to undarstand?

1 Z 3 4 5
Mot clear at all | | ﬁ [ | [ [ verycdea

User guide

1. Have vou read the user gulda?
Ye M

1

2. 'Was the user auide easy to undorstand?
1 2 3 4
Very dificul. | ] o [ ] Wery easy

ol
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Information Collection from the Field Trial of WAMMFUnit

Unit I . % The current Lifekine unit _,_i];pw_ D/fo:ffznlz [ aso7r2012 | sfavsz002

Household temperature

1, What is tha temperature in the home {thermometer)?
223C

2. what is the temperature of U1 LYGIIR plastics?

24°C

3 What is Lhe temperature reading on Lhe LIS wsing the installer keypad?

74

SNMYy

1. Ge you lie the look of Ihe new (NNNE

)

1 i 4 5
onotlikeit [ | 7] [ [] E]"’Eike it very much

2, How easy is L 5o press the buttons on e iR

5

Ei'/‘u‘;:ry easy

4
0
3 4 L
1 [ [Cvey sy
4
O

3

[

7. Hometamay (Yellow)  very dificult [ ||
1 3
2.2 Carcel button(Green)  Weary Gifficult L]

&
1
1 2 a 5
23 Help Bulton (Red) yery clisficult | ] 1 e | Mory easy

Tthe-

3, Can you read the wards urderneath the button on the unit?

Yas

4, Davcou think having words urderneath the buttans is a good idea?

YEs Mo Other

S—
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{Othar

peaking 1o Lhe ronitorine centre?
5
| | Wery gond

=l
I
=)
=
=
=]
=
o
=
o
=
-
a
=
T
=
=
e
[m )
T
I
o
=
=]
=
-8
=
=
=
=
m

3

1 2
Poor [ | L

e

. Hon s the speech quality compared o your currenigiyE
£ 5

1 2 L
Worse [ [ T I ] geter

0. Bow useful was the peadant tesl remindar feature?
1 3 4 h

Netuscfll [ [ [ [] wery useiul

10, How easy was the pendant test remindar feature Lo Uge?
1 y E! 4 '
verydilficalt ] [~ [] [] Wery sasy

11. Did you have any prablems witk the pendant reminder fealure?

17, Arz the voice announcemants clear to undersiand?
il 7

3 4 5
Notdeeratall [ | ] '] [] Y- Tery clear

User guide

1. Have you reat the user guide?

Yes “en

I

Mﬂs thie user puide @asy o0 undersiand?

1 2 3

4 3
Very difficus | | [ ] ] _ | Ve casy
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Information Collection from the Field Trial of M it

Unit I3 _5’;% — hecurrent Lifeline unit “,—D%Q:D; \_W:z [ ] adozfzonz | gjo7/2012

Household temperature

1, What is the tomperalure in te home {thermometer|?
234°C
2. What is the lemperatura of the |GRIIA plastics?
02°C. .
220°C
2. what is the Femperature read‘ng an the OO wising the installer keypad?

L 270 C»

NNy

i De you like Le loak of the nev: S

2

1 3 4 1
Do nat like it [ ] L1 [ Mike iz very much

2. Hew easy is it to press the buttons on e 4
1 2
22 Homefiway (Yellow) Very difficuli | :I

1 2
32 Cancel huttoréGreen)  Very difficelt ][]

3 4 )
:| |: LV Wary casy
3 4 5
| m/ Ve eany
1 Z L

3 N
2.3 Help 3utton (Red) very difficult | || [ ] T Veryeusy

Olher

3. Canyou read the words underreath the buttan an the unit?
Yes 4 .FO
4, Do yau thin < having words underneath the burtons is a good idea?

Yes 9] Cllwer

</ 0
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5§, £an you see the LEDs ok?
Yes Mo

[]

&, 15 the Relg bution |ED Bright encugh?

M Diher

_

7 3 4 E

]
Poar [ ] ] |

Very good

2. How is the speect quality comparad zoyaur currr:n"?
1 2 & 4 ]
Warse | 1 T [[] Betier

. Hew usetul weas the peidant tost reminder Tezlurg?
2 3

1
Not useful | | [

L

5
— ] Very useful

10, How casy was the pendant test reminder feature to use?

A 3 k]

! : 4
L] [] Very easy

1
very difficult ||

11, Did you kave any prablems with M8 pendant remincer feature?

12, &re the yvoice Aannouncements cear to understand?
1 2

3 4
Notdearatell [ | | I Vary claar

User guide

1. Hawve you read the usor guids?
Yo M

]

2.Was the vser puide casy to urderstand?

1 2 3
very diffiect [ [] [

Wary easy
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Information Collection from the Field Trial of W8 Unit

Unlt 1D #g% Tre current Lifeline unit m Mﬁzulz w;mu | sfaz/z012

Household tempearature

L. \What is the temperature in the homn thormometor)?
23.8C.
2, What is the temperatyre of the ‘G plastics?

27 0C-

3. What is the temperature reading on the "’i using the installer keypad?

220°C

SRy

1. Do you like the look of the now RN
1 z 3 4
Domatlike | | [ ] 1 [] "4 Like tvery muck

2. How masy is it to press the buttors an the“

5

B ]’ Wery sasy
5

1 I very easy

>
i M‘cry‘ easy

1 2 3
21 Fomeshvay Velow)  very diffieat [ (] []
3

1 2
22 Camcol buttoniGroen) Wy difficuit | | 0 |

J- Ue 0=

L 2
23 Halp Buiton (Red) very diffieult — ] [ ][]

Other /

3. Can you read the words underneath the butten or: the unit?

YEs [ils)

[

4. Bo you think having words underneath the buttons is a good idea?

Yeas ] Dther

_
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5 Can you see the LEDS ok?
Yes e

||

.ls the help autton LED brighl enough?

Mo Cither

]

7. How would vou raze the spooch aualite when speakine Lo Lhe mebitoring certre?

1 2 2 4 2
Poor |, j |: |:| D | Wery gacd

1]

8. Elow is the speech quality comparad to yaur current@ P

] 2 2 4 a
Winrse ] 1 [ [] Better

aw ekl was the pendant Lest reminder featura? W

- ‘ 5

1 = 3 z !
Noetuseul [ [ ] [] |_] veryusafil

v

fHow easy wis Lhe pendant test -eminder feature to uze?
2 2 4 5

1 5
Very difficult [ ] [ | Very casy

%Did vou have any proklems with the pendant remninder foature?

12, Are the voite aneouncerments clear ta undorstard?

1 I 2 3 4 5
Mot sear ar all 1 1 1 [ weryclear

User guide

L. Hawer you read lhe L.!\S’e[’ guideh?}
-
des Mo

| ]

2. Was the user auide easy to understand?
2 3

1
Vary diffieait [ ] ]

| = Wey oasy
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Information Collection from the Field Trial of WH/AMF Unit
Unit ID jf_/_j;f The curreat Lileline urit ‘&ﬂ?:l: [ a/or72012 M:;/mwzu:l.a [ 1 6/m7/2012

Household temperature

1. wWhat is the temperatura in the home {ihermameasar)?
235°C
2, What s the tomperature of e (I plastics?

=L 9700

i wWheLis the temperatire reading ot the “Ii using the installer keypad?

2=zl QA0

NIy

1 Do you lilke Lhe look o7 the new

5

Do nel like |:| |: |_| [[] Lke i voy much

2. lMow easyis il to pross the buttans on 4

1 2 3 & 5

21 Homefdway (Yellow)  very difficut |~ [ 1 [ [] Wary easy
1 2 2 4

2.2 Cancel bullon(Green)  very difficult | " ] ][] WVory casy
1 7 3 A

2.3 Help Bullan {Red) very difficalt [~ | [ [] Wery easy

ﬂ/ﬁbﬂ W
2 )
3. Canyo. read Lhe mﬁzndemeath the bution an the unit?

e Mo

1

4. Da you think having words underneath the buttons is a good idea?

Ves " Me Tither
v O
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5. Canyou see lhe LEDs ok?
Ve Mo
DE. , |_|

&, 15 the belg butkon LED brighs encugh?
Yes Mo Other

[]

7. Howe wan ld o rate the soeech auality when speak ne to the moniterine ceontre?
3 4 5

z P
poor [ [ N ] ] ey good

&, Faw is Lhe speech quality comparegric your currengiipe?
1 2
wase ) [

a, Hew uscful was the pendant tost reminder faature? y
1 2 3 4 5
Mocwseful | ] ] [ | Wary usetul

10, How casy was the perdant tost reminder feaiure to use?

1 37 4 s
Very difficult | ] [ [ ’B/D Very casy

1. Did you hawe any probloms with the sendant reminder foature?

Ao fows volons.

12, Arethe woice annou cements clear to understand?

1 2 3 3 B
Mot dearatall [ ] | E//T: [ Wery clear

User guide

1. Hapees vt reac: the user guide?

Yes Mo

2
7@35 the user guide sasy to understand?

1 2 3

4 ]
very diffieutt [ | ] ] [ [ Wery casy
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Information Collection from the Field Trial of Wi/ UNit
Unit I _?é; The current Lifeline unit ? .7{;19_-;{-_ L ajorzorz | \dfovsaonz [ 6/0772002

Household temperature

1, Wha is the ternperature in the horna (thermomeer)?
247°C

2. What 15 the tarmperalure of the: YR o astics?
Z40°C

3. What iz the lemperature reading on tha OO | Lisins o inslalier keypad?

298

L

= Do you liks the look of (e rew (N

1 2 3 & o
oonatlikeit [ ] | [ * Like it vary much

2. How easy is it to press the buttans on (hegiieF

1 4 3 4 5
21 domafhway (Yollowd vy difficult | | o ary eus
¥ . R ¥

1 p E) 4 4
2.7 Cancel button(Green]  vary aifficul: || ] 1 L [&f wery easy

1 2 3 A l
2.3 Help Buiton (Red) verydiffedt — | [ | | _] D Very casy

Cther

1. Can you rezd the words underneath the button on the unit?

Yes Mo

v, O

4, Do you think having werds undorneath the buttens is 2 good idear

e Mo her

C
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. Can you see the LEDs ok

LA

G. 15 the help butlon LET bright cnough™

‘:'h;s/ Mo Other

¥. How would vou rate the sbeech oua ity whon soeaking Lo tha moniloring centre?
1 2 ] A g5

Paor ] | ] [] Werygood

8. How is the speech quality compared to your currers S
1 2 3 4 5
Worsea | E/ 1 1| | ] Better
9. How u'serul was the pendant test reminder fegturs?

1 z 3 4 =
MNetusefdd [0 | | [ [ very useful

10, How easy was the pendant tesl remingdes leature to use?
A 5

1 £ 3
very dhett [ ] [ || E/ ] wery easy

11. Did you have any prablons with the pendant reminder feature?

12. Are the volce announcements ¢.2ar to understand?

1. 2 3 4 >
Noteearatal [ | | ] [] E/‘u‘cry clear

User guide

1. Hawe yoU read the user guids?
Yes No
|

4
4 a5 the nser puide easv (o Lnderstand?
! 1 2

3 4 5
h\-"er“_\,f diticvlt | [ [] 1 Veryessy
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D, R
Information Collection from the Field Trial of ifjipsepg Unit
Unit 15 _ (iij)_ The current Lifeline unit 41[9'90_'"; [] afze012 (¥ ao7rzoma [ sfo7/2012

1

Household teh*nper.ature

1. What in the temperalure in the Fomeo [thermomeler)?

2. wihal is the temaorature of the (Y plastics?
25¢C |
3. What is the termperatura reacing an tho SEINIPET using the Installer keynad?

ANy

1. Do you ke the ook of the newn?
3

1 i . 4 5
Cenotlikeit | [ 5 [ [] [\ —LHe"it very much

2, How nasy is it to press Lke buttons on th”?
3 4 4

Ftfery easy

1 Z
21 Homeftwey (Yellow)  very difficalt [ [

1 > 3 4 5

2.2 Cancel buttoniGreen)  Veryditfieutt * | | ] [] E/Very easy
1 ? 3 4 5

2.3 Help Button (Ked) very difficat [ | 0 [ [] @,‘u‘ery Easy

Cther

3. Can you read the words undermeath the Button on Lhe unil?

Yeg Fe)

4. Da you lhink having words urdorncath the buttons is a good idea?

i M Cter

=
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5. Ganyau see Lhe LEDS ok?
v
Yes Mo

|

. is tae help button LED bright enough?
Meg @ Qe

—

7. |ow would vou rate the seooch gualily wher speaking to-the maonizaring centre?
1 2 4

N e

Vory good

& Horw i3 the sporch guality compared

yaur currenigiififige
A 5
_ "] Better

9, How useful was the pendant Lest remninder faature?
3 2 3 5

L ; L
Mol usefal | ] ] 11 Vary usaful

10, How easy was Lhe pendant test reminder feature to use?
= 1 £ 5

2 2
wery difficule | ] 1 1 [ ery easy

11, Nid wou have any problems with the pendant reminder fealure?

/

12, Arc the voice & wnouncermests clear to undeorstand?

1 Z 3 4 £
Notdearatall [ ][] ] [ Very clear

User guide

1. Hawve you readthe user guido?

Z.Was tho user guide casy to understand?
3 4 5

1 2 1
Very difficutt | | [ 1] Very easy
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Information Collection from the Field Trial afW Unit

g .
Uril 1D %ﬁ‘ “¥The current Lifeline urit %E‘;ﬁ; | 71 ajorsza12 449772012 || 6/07/2012

Household termperature

1. What is the tormperatura ir. the home (Ehermameter]
L2
M R

2. WheLis the temperature of the ORI plastics?

G5 ol

3, What is Lhe temaorature reading on the l“‘l using Lhe installer keypad?!

PE£291

WYY

~. Do you like the look of the new SR

Do 1a: like it |: |:| |:| E " Lke it very much

2. How easy is ‘tto press the hurtans on thegSYNPP

1 2 4

21 HCmE_,;rﬂ'.\"."ﬂ}' |IYCI||DWJ 1\f"3|'}r difﬁ[‘u“ I:I _ | | | |_! ﬁ Very eas).'
1 2 4

77 Cancel buttoniGreen)  Very diffizut — | T |:| [] i;‘"\w‘c-r}t Eesy

1 7’ A 5
23 kelp Buttan [Red) wvery difficult [ [ | ] Dr‘v”ery gasy

Other ) B

3. Can you reac the words underneath the buotkon on the unil?

Wi [l

L

4. Do wou Lhick having words underneath the buttons 15 o good idea?

\FE!—ST’II M Other
.
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5. Cart ydu see tha LEDs ald?

Ye Mo

[

G. |5 1he bed button LED bright encuph?
Mo Dthar

=

7. Flpw wauld vow rale Lhe speech guality when speaking te the monitaring ceatre?
1 k| A4 5 :
Poor L] 1 [ [ Wery good z;_a C . : .,.‘"

rgarad zo your curten GNP

9. How is the specch quality

4 5
worse | W | ][] Better

% Mew useful was the pendant test reminder fegpare?

2 3 5

L !
Notuseful ][] [] ] very useful
10. How easy was the pendant tast reminder foatu re to Lse?

1 2 30 4 5
very diffzult ] [ [ [[] Wery casy

11, Did you have any prablems with the pendant romincer featurc?
et o

12, &re 1the voics announcements clear to o rderstand
1 £ 3 & E:
Motclearat sl [ ] [ | | | Vory clear

User guide

1. Have you read the user guidd=?
Yos Mo

1

}Q‘he user guide sasy to understand?
i z 3 4 5

werydifficult [ ] T ] ][] [ Veryeasy
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Information Collection from the Field Trial of ¥e88g% Unit

Unit 1D .. 75# The current lifeline unit {%ﬁﬂ_‘"ﬁ | asu7iamz ’_J 4/07{ 2012 MEJIE

Household temperature

1. What is. the temperature in the home [thermometer}?
- el R -
2L1°C
2.what is Lhe Lemperature of the L“ plastics?
2ot
3. Winak is the tempessturo reading an the L“ 135ing the installer keypad?

22.0C

MY

L Dz you ke the wok of the new Ay

1 2 4 s 7

3 2
Cenotlikeit [ ]~ | [ [ _&f likeirvery much

2, How easy 15 05 te press the buttens on the~

1 3
21 Home/tway (Yellowd  veqy difficult | ] _ Iy S very easy

1
7 Cancal button(Grees;  Very cifficulr |

1
23 Help Button {Recd) wery difficult [

Olher /

Cd

|_|r~.1 I:I\- Dm
7,
g
el
z

3 5
|: :| y |/ Wery easy

3. Can you read tho wards underaealh the bullon on the uni?

Yes M

4. Do yoy think having weords underneats the buttans is 2 good idea?

Yeg Mo Othor

L
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5. Can you see the LEDs ok?
Yes Mo

L

B. Iz the help button LED bright enaugh?
Yeg Mo Cither
7. How weould vou rate the speech ouaiily when speaking Lo the manilosine centre?
3 'y

1 Z : 4
T N e I e Yery good

8, How is thi speech guality earnpared to your currenw
Z 1 3 4 b
wierse [ [ ] ] N [ Beiter

9, How useful was the pradant tost reminder feature?

1 2

3 %
Netuwsehl [ 7| | L[ 'ery Lisaful

I:‘

10. Haw =asy was the sendant test reminder feature te use?
1 4 3 A 5
very difficult | | ] ] ] Wery easy

11. Did you Reee any problems with the pendant rerinder Teature?

12, Are Lthe waice arnauncemerts clsar t undarstand?

1 2 3 4
Motcearatal [ ] ] | [] Very clear

User guide

1. Have yau read the user guide?
'E/ No

£, Was the user puide casy te understand?

1 é 3 4 5
Wery difficalt [ ] [ [ M | 1 wery pasy
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Infm:mation Collection from the Field Trial of Lifeline Vi Uni}‘/

Unit 10 qz’% Ihe current Lifeline unit 4@1:1511;_ _ 40772012 | 4/cif012 W;;zmz

Household temperature

1. Wt is the termparztura in the home [thermometor)?

21

=

2. wnat is the temperature of the LGNNI plastics?

ZloC

3. What is the ternpesture reading on tho I“i wsing the installer ksypad?

22 00

SN

L. Do wou like the ook of the nowv "

1 P 3 \f'- a
Do nat e 1t 7 I | | 1Tk T very muck

2. How oasy is it to press the buttons on the“

) 1 2 3 4 5
21 Homedbway Yellow)  vareaitficot ] ][] [] =JAery zasy
1 2 3

4 5
2.2 Cancel bulten(@reeny  Very diflicuit |- | | | 0 ] ml'}’ easy
y
1 2 4 )
23 Help Bukton (Red) Very diffeult | ] [ ] [ [ LZI'/Very easy

Cther /

3. Can you read the words underneath the button or the unit?

4, Co yau Lhink having words underneath the kuttons is 2 gaod idea?

Yoy o7 N Oikar
& 7
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5. Car you sec the LECs ck?
Yes i

-

&, Is the lf{Tp huLlurL;L_'_ED Bright enough?
Cthar

Yes o INO
‘IQ/ 1]

7. How would vou rate thespeech aualily when specking 0 the manitoring Lonte?
. 2 I-\_ _ﬁ/’l '\_-‘: 4 Y
reor |1 [ O _J very good

o

o is the speech quality compared 48 your currentGENNY
1 2 3 ~

4
Worse || T [ [ 3etter

-

. Howr usetul was Lhe pendant test -eminder fraturef
1 7 3 4 ]

Mot useful [ [] ] | wery useful

10, Hew casy was the pendant test reminder feature to use?

-
]

1 5 5 = a _7 1
vary cifficult. [ ] [] ] [ Wery casy

11, Bid you have any problems with the pendan: remindoer feature?

v s et Lotk .

13. Are the voice announcements clear to understand?

T2 £ A5
hotclearatal | | 0 ][] [] weny clear

User guide

1. Have you read Lhe user guide?

ez ha o

I

M‘Jas Lhe user puide ezsv Lo understand?

z 3 2 b

1 L
verg difficut [ [ ][] [ | 1 Wery essy

154 /275






Informatlon Collection from the Fleld Trial of

Unig ICr ?1{6 The eurrent Lifeline unit 4359‘{; [ #/o7f2012 || &07/2012

Household temperature

1. whal is the temparature in the heme (thermometes}?

2o

2. wihat is the temperaiure of the QNI plast cs?
ZoC

3. what is the lemperzature rzading on the @R using Lhe insLaller keypad?

2

P 4 ..

1. Do you like the lock of the new JENRY: %

1 Z 3 4 5 ’/
boncilikeit [ [ 1 [] [iA tike mvery mock

2. How easy is it to press the buttars an thofiiiiee

3 4 5
21 Homeffway Yellow) ey o Ficult [ [ | | L wery sasy
1 p 3 4 5 /
2.2 Cancel buitaniGreany  Very difficul; || | L [ very easy
1 P 3 4 5 4
23 Help Button (Red) Very difficult [ [ | || et very easy

Other

3. Can you read Lhe words underaczth the buttor on the unit?

’

Yes Ko

1

4. Do wau think having werds uncerneath the butons is 2 gocd idea?

Yaz A0 Cthar

L ' : -
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5. Can you see e LEDs ok?
. Ne

[

& |5 the help sulton LED bright anough?
Yes 7 Mo Dther

1

7. How would vou rae Lhe speech auality when speaking to the monito-ing centre?
A 4 4 g

1
roor [ [ L || ‘ery good

8, How iz the spccch quality cumpared Lo your curren”?
Werse m :| :| \E/ [_ Beiter

3, How useful was the poadant test rennder feaitre?

5

1 3 4 5
Mot usedul L] ] [ [ veryusewul

“Howe easy was the peacant Lest reminder feaiure to usa?

-

1 2 - A 5

rpaifficut | | | ] [ [ vary easy

11. Did you aave amy problems with the peadant reminder featura?

s e /f%

12, Are Lhe voice announcemeants slear ta unrlarstand?

1 s 3 4
Wotclearatal [ ] [ ] | | '] A weryosar

\_q, 'r}ﬂ'é Sure —(‘64\/,@ émum
User guide “’5 m '-’6 ﬁlwﬁué

3 E n‘gm #
1.H = dt pe
ave 15|'|:|t.t:l’EE EESET gt.t: i?

e Mo

] Y

2. Was the vsar ouide easy to uaderstand?

1 Z 3 04 5
wery difficult |: D E/ |:' |:| Wory casy
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)

Information Collection from the Field Trial of $if#68§8% Unit

LIt 113 4% The cur-ent Lifeline unit %ﬁg% [ ajorfzoiz | a/o7/zo12 %{2012

Household temperature

1. What is Lhe lemperatura in the home (thermomotor)?

D e

2. 'What is the temperature of the I.“I' p astics?

Z240°C.

3, what Is the temperature reazing on the (RN 1sing the installer kevpad?

2530C

_1. Do vou like the lock of the I"IE.ﬂ.-’

Do ret like i l_\ |_ [‘_ KD Lice it wery murh

2. How easy is il (o press Lhe bullons on lhem

2 3 il 5
b‘B\T'Homcwaav vivel m-.) Wery difficult :| :| ] [ ] Veryessy

i 5

: 5 4
2%‘ Carcel L]ul.l.d[hurt.‘t‘m Wery diTicult J |_| 1 [ [ wvervessy

1 P, 3 4 5
23 Helg BLb.on (Red) Very ditfiealt | © ] [ [ Vary casy

e

Other

3. Csn you read the words underneath the buteon an tke unit?

4. Do yau think hav'ng werds underneath Lhe bultons is & good idaa?

es/'ﬁo Cther
S
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T, Canvyou see the LEDs ok?

¥ Ma

L]
6 1z tha:-_g_élgz Button LED! Egllt:c'n_ng.gﬁ?

L

Yee NG Otaer
gl

7. Honw wauld you rate the soeech ouaile when sozaking to the monitariag centie?

1 w 3 & L
oo 71 00 [ [rTay e

8, How is the spoech quality compared to your currenl:”

1 2 ] L
Werse [ [ [D/ri: [ Beter

9, How usetylwas the pradant test rem ndzr foature?

1 Z 3 A 5
Mol uselul [ L] ] [ m;r}' syl
1D0. How =asy was the pencant lest reminder Fealure Lo use?
1 d E! 4l 5
Veryaifficult | | | ][] M ey easy

11 Did you ave any problems w_!th the pendant reminder feature?

= = = —

12, Are the vaice announcemaents clear to rnderstand?
; E

1 Iy 3 4
Motcleararal [ ] ] ] [ Veary clear

User guide

1. Have you read tl1e\|fser guid@

2. Was lhe user guide easv to anderstand?
2 3 a 5 £

1 2z
verydifficalc [ [ | || M\-‘er\f pasy
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&
Information Collection from the Field Trial of WiAMASMFUNIt

Unit 1 M__ The current Leline unit &ﬁ!lﬂﬂf.’i |_| 407201z _| 440742012 Wﬁ’zﬂlz

Household temperature

4. What s the emperatura in the hame (therrmameter)?
24 L

2. What is the temperature of the "‘i plastics?

2900C.

3, What is the tempcrature reading on the m’i asing the installer koypad?

080°C

RN

1. Do vou like the ook of the newu?

1 2 3 4 U
corctlikeiz [ ] [ [+ [ ] |'_4/L|l(;|l wery much

2. How easy is it to pressthe botbons an 1hr~?

E! 4 5
21 Homeftway (elow)  very difficut [ [ [] 'Q’r\fcw easy
5

4
2.2 Cercel butlaniGreen)  Verydifficut — | | | ] [ @»’Very BELy

1 a 3 & ]
43 Help Button (Red) Very aifficult [ ) {~"Vary easy

Olher /"f_

A.Canyou faad the words underealh the buttonr on the unit?

4, Bo yoL thirk having warrds undernesth the Buttors it 4 good idea?

Yo Mo Other

Q1
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5. Con yau s :;hr.' LED: ok?
i MNo

|

G. 12 the halp buttan LED bright enaugh?
-
‘(evg,;’/ Ma Cther

7. How wiould vou rate the speech aualit when szeaking to the monitcring contro?

5

Ii 2 3 4
Poor [ ] ] 1 ary good

B. How is the :peech |:|u.;|||'h5.r compared tio your ._L|rr9n
4

Worse |: |: [] |:| Seiter

4, Howr uselul was Lhe pendant test reminder featuro?
5

1 2 3 4
hotussful T ] 1 [ \ ey usoful

10, How easy was the pendanl Lesi reminder feature to use?
Z 3 4 5

1
Very difficult ] [ [ || Very sasy

11, Did yor hawe any problems with the pendant reminder featura?

P

12, Are the voite announcaments clear to undersland?
1 Z 3 4 5 :

Melcearatal L 1 ] [] Wery clear

User guide

1 Have vou read Lhe user guide?

oy s

L

LoWwas the usor pride sasy 1o anderstand?
2 3

1 4 5
Very difficult [ (1 L] T " Very sasy
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Information Collection from the Field Trial of i¥Jsgfg Unit)

Unit ID % The current I ifeling unit ﬁéfggg_—f; [ amziniz | ajoz/aciz m;zmz

Household temperature

1. What is the tamperatura in the home [thermomaler)?
&
; . +
28 [ 1E
2. what is the termperature of the LRYIIF plastics?

2357

3. What is the tamperature reading on the QNI using the insaller keypad?

2407,

NI

1. Do you like the look of the new SN

1 £ 3 4 3
Lo actlike it [ 1 [0 [ ‘[2 ke it wery much

2. How easy is il Lo press tha brtions on thegliF

1 2 3
\75\5315,’.5\1;.@}; WEIEOW} very difficult [] [ |:

4l
1
.- 1 2 2 4 L

(2.2 Cancel button(Green)  Very difZcult ] ] 1 [ E/Vpry easy

-\ju - —_——

o 10z 3 4 5

2.3 Helo Button {Red) very difficalt [ ] ] ] [ E(;_,liery sasy

Other

3. Canyou read the words urderneath the buttan on the unit?

fasg fa]

||

£, Da you Lhink having words underneath the buttons is 2 good ides?

ves No Cither
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5. CapAfoL seethe J[Ds ok?
Mo

=

B. It the hifpbutkon LED bright eacugh?
Yag Mo Ciher

]

7. How would vou rate the speec guality when speakice to the mronitoring centre?

1 2

3 4 )
or | [ O E&Very good

“to your currer:”?
4 K
[ [[] Better

8. 1low i5 the speech qualily compar

1 2
Werse || |

9. Howe Lseiul was the pradant test reminder feature?
1 2 3 4 5

)
Mot useful [ ] bl ] [ ary useful

10, Howr easy was the pendan: Lest rermivder featu-o tousa?
2 3 5

z 2z q
Wery <iTioull l:l :l :I l:l JETy 225y

11, Did you have any praklems with the pencant reminder Teature?

12, Are the voice announcaments clear to undersand?
1

7 3 £
Moickaratal | | ] [] Py clea

User guide

1. Hzve you read the user guide?
\XEIS/NG
2. Was the user guido casy to understand?

1 2 3 4 5
Veydiffcult [ ] [ [ E/D Yoy Gasy
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)

Information Collection from the Field Trial of SIS Unit

M -
Unit IG: % The eurent Lifeline unit —%ﬁu—'fi || afosf2012 || aja7s2012 Mzmz

Houschold temperature

L What is the lemperatuse in the heme {thermometer)?
22°C
3, what is the temoerature of the G plastics?

229¢C

3.%What is the temperature resding on the “fi using Lhe inslaller keypad?

2300
Sy

~ Lo you like te look of the new GRS

-
L £

3 4
Donctlikeit ] | 7 [ [] Like it wery much

2. Haw azsy is 11 1o press the battons on the g

1 Z 3 4 5

21 Homefaway (Yellow) wory difficuc [] ] ] Ez | T Wery easy
1 Z 3 4 L

72 Carcal buttoniGreen)  Verydiffeuk | ] | kS [, Veryeasy
2 2 3 4 5

4.3 Help Buttan (Red) Very diffeate — ] | |, ] | ] very easy

Other /

3. Can you read the words undernesth the butter an the unit?

Yis Mo

[

4. Doyou think having words underneath the bultons is a good idea?

Yag Mo~ Olher

0 ¥
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5. Cangou see the LED: k¥
Ye Mo

A

8. |s the hep button LER aright cnough?
Yeos Mo Cthar

L]

/. Howr wauld veu rawe the speech auallty when speaking 10 the monitoring cont-e?
. 3

1 2 =
Poor [] [ L || | very goad

8, Hevw is tho speech guality carmpared to your currenm?
i P 3 4 5
Warse [ ]| | | | Boule

3, Howr useful was the pendant tost reminder feat) &7
4 5

1 z 3
Mot ugeful 1| 1 [ very ussul

M@aw was Lhe pondant iost reminder faature o use?
1

2 3 4 z
Very dificult ] [ ][] ] T ] Weweasy

%d you have any problems with the pendant remindar feature?

12, Arz the voice anooancemenLs clear to understand?
2 3 4 !

1
Mot clear arall ] L1 [ M| Vory clear

User guide

1. Hzve you read the user guice?

%ﬁ Lhe ugser puide casy ko understand?
1 2 =)

3 4
verydificn [ | [ ] ] wery casy
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Information Collection from the Field Trial of WMEF Unit

Unit D % The current Lifeling unit Zi:g;ﬂ_'{-_ [ ajorizoiz | | ajo7izoi2 9/41?12012

Household temperature

1. What 15 the tomperature in the home {Lhermameter)?
[}
2.60¢C

2, Whal is the lemperature of the Mi lastics?

20p¢

3 What is the temperature reading on the "& using the nslallzr keypad?

Lot

SNy

1. Do you like tho look of <he new AN

1 £z 3 4 5
porctlikeit [ [ [] | ITAH wery much

2. How easy s it to press the buttons on th~r‘

1 2 2 4 5
21 Hemejhway Yellowd  vare difficck ] ] ] [ Wery sasy

b

1 2 J £
2.2 Cancel button{Groeny  Wery difficylt [ [ [ ] Z Vary casy

1 2 E 4 =
23 Halp Buttor. (Rod) verydifficut | ] ] [ Very easy

Otker

3. Can you readl the weords underneath Lhe button an the unit?

¥es + No

s LU

4, e ywou think hiaving wards undarneath the buttons is a good ideay

Yes o Mo Oiker

[
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5. Canyou see the LEDs ok?
Yz o

[

. |5 the help buttan LED bright cnough?
Yes . MNo Othor

L]

. How wor ld vou rate the speach auality when soeaking Lo the maonitafne centre?

.

- - I

L 2 )

! 4
Maar l—_l | | ’_] Cl I ey good

8. law is the speech quality comparee to your curren Y
1 Z 4 5

3
worze | || [ [] [ A Betier

9. How vseful was ke pendant test reminder fealure?
-

1 2 5

3 4 :
Notuwseful [ |1 [] ] ey ugelul

10, How casy was the pendact ksl reminder featura to use?
2 3 A 5

1
very dificult — ] [ | § Bry easy

11. Did you have any problerms with the pendant reminder foaturc?

\\)Q?\_)L:;-

12. Are the voice annolncaments clear 1o undarstand?

1 Z 3 4 a
Mordearanal ] [ [ || wory cloar

User guide

1. Have you read the user guide?

Yes Mo

]

2. Wag the gzer puide easv to understand?

1 2 2 4
very difficut [ ] ] [ Very gasy
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O~
Information Collection from the Field Trial of JgPg Unit
Unit I+ . {z 35 I'he current Lifelinz UHW,{_—— "] aforrannz [ aters2012 mmz

Household temperature

1. What is the lemperatu-e in the home (thermomeler}?

21.7°C

. What is the temperature of the (@ENIIF plastics?

740t

3, What is the temperatu-e reading on the O iz the installor koypad?

24.0C

KA

1. Do you ke the ‘ook of the ew SN

z 4 3 4 i
Donotlikeit — | [ [ ] || LUkeilvesy much
7. Howr easy is it ta pross the buttons on thtm
) 1 2 4 5
2.1 Home/Away (Yellow)  viery difficult ] ] 1 [ Very easy

4 s
[ ] Wary easy

3
3
1 /A 3 4 5
23 Help Button (Red) very difficult [ [ 1 E/\!ery 2agy

1 2
22 Cancel buitoniGreen;  Very difficult [} ] [

Other

3. Can you read the words underneaih the button oo the Lty
4. Noyod think kaving wards anderneath the botlons is 4 good idea?

Yeg 1s} Cihes

[]

174 /275



. Canvyou see the LE 25 ok?
Yez » Mo

&. Is th halp button LED bright enough?

Yes Mo Othor
v -

LA

7. How would vou rate the specch guality wher soeakine Lo the rooniloring centie?

1 z 3 ! 5
Poor | ] DZ/ ] ] WVery guod

B, How {5 Lhe speech quality cempares foyou - Eurmu?

1 2 3 1 )
Worse | | | [ [ Getter
9, How useful was the pendant test raminder fratura
1 2 3 4 =)
Woluseful [ ] o L lfA" very useful
10. How easy was the pendent test reminder feature to use?

1 2 3 4 B
veydiffiewh || [ | | A Werycasy

11, Did yau have any proalems with the pendacL reminder feature?

12. Are tae voboe anncuncorments clear o nndesstand?
1 2 3 4 5
Moo clkaratal | | |7 [ [[] wery clear

User guide

1. Have you read the user guide?
ey Mo

T

s the Lsar guide aasy to uadarsland?
1

Z 3 4
Vary difficalt [ ] T [ |7 Very easy

|l'._,'|
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SUMMARY OF RESULTS

Features users like

1. The "Away" button (923,917

2. The smaller size; the compact style

3. The information gets through quicker (937, 942
4. The pendant is easier to press (937

5. The temperature measuring function (933)

6. The button of the new pendant is less likely to be pressed accidently (942

Issues indicated by participants

1. The material of the string irritates the skin

2. The distance between the buttons is too small, especially the top two buttons (908, 912)
3. Took longer time to get through than the old one (939, 943, 916,914

4. Less loud and clear (902)

5. Too low volume (913

6. Too high volume (943

6. To improve the user tutorial/installation service (many users are not aware of the wrist
strap, no users fully understand the range of the pendant)

7. Difficult to find the pendant at night (913

6. Voice quality varies / different voice of different people (916

Wishes for improvement

1. When calling the monitoring centre, the information can get through faster. (around 5
minutes in the current situation)

2. The xxx product can help residents deal with medical appointments. S.1 making and
appointment S.2a Medical institutes tell the residents appointment details through xxx
product. S.2b Xxx product records the appointment details. S.3 Xxx product units remind
users of their appointments before the visits.

After booking an appointment with the hospital,
3. Easier to clean

4. To blend in the environment; Not intrusive
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5. Smaller size

6. Adjustable volume

7. The call can get through quicker (934)

8. clearer voice (935

9. better material of the string and the wrist strap
10. Prefer what they are familiar with (908, 914
11. No one can see she/he wears a pendant (908)
12. take less room

13 The reminder function (939, 940, 942, 935
14. adjustable volume (912, 916

15. extra functions of the pedant

16. To make the pendant easier to find at night

178 / 275




APPENDIX G: METHODS APPLIED IN CASE STUDIES

The features of these techniques and their applications in the workplace study are set out in
the table below:

1. Methods for exploration:

EXPERIMENTAL INTERVIEW

Experimental Interview is for creating evolutionary designs targeted at an existing or
familiar customer base. This method requires exploring target audiences’ needs and
desires through one-on-one interviews in which the interviewee describes his/her
experience with the product class. This method highlights probing deeply into the
underlying long-term problems that target audiences are having with a product or service.
It was employed in user interviews to explore the opportunities for improving the current
NPD approaches.

CONTEXTUAL INQUIRY

Contextual Inquiry is both a field data collection technique and an ethnographic research
method, part of the Contextual Design methodology (Refer to Section 5.3). Compared
with traditional inquiry techniques, it highlights capturing the detailed information of how
users interact with a product in its application environment. Partnering with the target
audience and the method’s open-ended nature assisted in revealing tacit knowledge of
which interviewees may not be consciously aware:

By staying in the context, the course of a meeting is controllable - | could adjust the time
and approaches during the process, add/delete questions, or open a new topic as
required. It also enabled me to gather on-going experience and reliable data. It was used
in combination with Observation to probe hidden information and unarticulated needs
from interviewees’ emotional reactions.

EXPERT INTERVIEW

Expert Interview is an efficient tool for acquiring and validating a large amount of
information, for example, when | confronted issues beyond my own knowledge, such as
those in business administration; wanted to learn the general status of the company’s
own NPD process which had been well observed by the Quality Control department; and
to confirm the changes in group strategy which many employees were not aware of.

FOCUS GROUP
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Focus Group is a qualitative research approach in which research participants are asked
in group about their perceptions, opinions, beliefs and attitudes towards a product,
service, concept, advertisement, idea, or packaging (Henderson 2009). It is a staged face-
to-face discussion typically involving 6-12 people and chaired by an impartial moderator.
It was used to explore the general user performance of the company’s existing products,
giving me first-hand experience of user reaction. It was also adopted to solicit focused
feedback from employees of the company partner on specific design issues/ideas from
various divisions of the company during the design of a new fuzzy front end tool to
support product innovations.

INCLUSION OF LEAD USERS

A leader user is someone who has articulated her needs ahead of the general user
community (Von Hippel 1989). He/she may even have cobbled together solutions from
existing equipment and thereby gives a much bigger contribution to the average users.
Therefore, it is helpful to engage bright and cooperative lead users in product/service
innovation (Moore 2000). This method was deployed in this research to assess product
performance and to explore the potential of the target users to influence innovation
outcomes.

CONJOINT ANALYSIS

Conjoint Analysis is a statistical marketing research technique for analysing the factors
that influence customers’ purchasing decisions. The output can be used to improve
designs, optimize them for value, and predict market share and product success (Dahan
& Hauser 2001).

This method was applied in the user study, to determine the strengths of users’
preferences on product design attributes. Specifically, | presented a controlled set of
product attributes to research participants, then ask them to make a series of trade-offs
from least to most appealing. By analysing the results, the implicit value of individual
attributes could be revealed, which could further determine what combination of
features would make up the most successful product concept.

STORYTELLING

Storytelling is an interview technique which let interviewees decide what is relevant, not
the interviewer. The interviewer does not try to control the story. Instead, he/she focuses
on exploring the ‘what’, the ‘why’, the ‘when’, the ‘how’, the ‘when’ and the ‘who’ (Kipling
1999), and on steering the interview mode. Storytelling aids in capturing the richness and
broadness of how people experience their world, and integrating on-going experiences
with memories from the past and aspirations for the future (Atkinson 1998).

An interview using Storytelling is more like a normal conversation - | formulated a range

of potential topics without traditional questionnaires, while questions were asked in more
detail.
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OBSERVATION

Usually, the data/information delivered by verbally have already been processed, and as
result, the accuracy, completeness, authenticity and validity can be corrupted by, such as
inadvertent input, an individual’s knowledge background, and a company’s departmental
barriers. This explained why information acquired from different interviewees sometimes
conflicted, especially when the interviewees were from various divisions. In the workplace
study, Interview/discussion had been proven to be effective in collecting large quantity of
data/information about a complicated topic in a relatively short time. However,
conducting only interviews could not provide all of the raw material needed for designing
an effective and feasible NPD approach.

Addressing the above concern, | adopted the observation method to supplement
interview techniques in exploring the project management issues. For example, | took
part in a project meeting between the company and the external design consultancy,
during which | observed the two parities’ communication and argument on the design
output, took notes of the points that they were in disagreement as well as any other
inspiring details they spoke of, and thought about the potential causes and solutions of
the observed issues (Refer to Appendix G). Observation let me remain relatively
unobtrusive, to capture the information that cannot be elicited by a set of predetermined
lines of questioning or other techniques.

2. Methods for knowledge generation

Persona, Affinity Diagram and Process Mapping were the three research techniques | adopted
in data processing for generating problem resolutions:

PERSONA

A persona is a behaviour-based user archetype developed to understand user lifestyles,
behaviour patterns, aspirations and needs. It is presented as an imaginary person with an
assigned name, face, goals, attributes and some other basic information about life, who
represents a group of people sharing similar attributes. It is often used in creating a
scenario as a fictional player (designingwithpeople.org 2011). It can be expressed in
various media and forms: textual, narratives, storyboards, video mock-ups, or scripted
prototypes (Go and Carroll 2004).

Creating a persona has been proven in this study to be an effective tool in sorting out
complex user information; transforming the information into design attributes and
requirements; and presenting the information in a simple and graphic format which can
be well understood by innovation stakeholders from diverse background. Besides, it is an
efficient tool for screening out highest priority needs/requirements, thus can facilitate
decision making in the fuzzy front end (FFE) of an NPD project. Persona was prompted as
part of my research output, to improve NPD in the target companies.

AFFINITY DIAGRAM
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An Affinity Diagram requires structuring ideas or data gradually from the bottom up into
meaningful groups which demonstrate valuable information for decision making or
subsequent research, as illustrated in Figure 5.12.

An Affinity Diagram was used to organize large range of ideas or data by defining their
interrelations.

Random |deas Affinity Diagram

Theme 1 Theme 2 Theme 3

Figure 5.12 An illustration of how to use affinity Diagram to organize data

PROCESS MAPPING

The key elements to be addressed in an NPD project comprise: project context, aim,
resources, stakeholder information including their roles, functions, aspirations,
responsibilities, level of involvement in a project cycle; and the estimated output of
individual tasks/project stages. lllustrating and mapping the various elements onto a
project timeline aided me in understanding both their relational frame and respective
influence on project success or failure, which was a critical step in discovering the best
opportunity for improving NPD outcomes.

For managing an NPD project, the technique is a process of: 1) visualizing and customizing
a pre-designed new NPD process, to comply with specific projects; 2) transferring abstract
requirements into a plan of detailed NPD activities; 3) outlining why, when and how the
stakeholders participant in specific stages/activities of a project cycle; 4) and defining
stakeholders’ responsibilities. It aids in structuring NPD activities, managing cooperative
work and making participation less elusive (Mongiat & Snook 2007).

Like Persona and Contextual Design, Process Mapping is also part of the solution
produced in this research.
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APPENDIX H: THE TWO FOCUSED PROJECTS

PROJECT 1

Project plan

Responsibility Project manager

Product/Project Name “Petitstiggggset” (In-house); ‘tlF (on market)
Context of the dlbroject

Project manager | gt/iegigen

Visual communication Rghtngetitiiiggs-

Partners

mions Ltd. (Programing, Coding)
oVnsleegpss Ltd. (User experience; Icon)
WA . (Video and Real Time Text Calling over the Internet)

Project Aims

To remove isolation;

To increase social digital inclusion
Problems & wishes in NPD

1. To lengthen products’ life span

2. To speed the NPD cycle

The product development teams from the company partner are under pressure to speed

product development cycle. The pressure is coming from 1) the political change and 2) the

competition in the market.

3. To improve product change management

lan pointed out it is difficult to add new features to existing products which is, however, often

required to meet new requirements from diverse customers and to keep the existing product

competitive. Thus, a NPD approach which properly considers the need of revising and

improving products after launch is what the company partner requires.
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Issues pointed out by key stakeholders
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PROJECT 2

Project plan
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System structure
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APPENDIX I: TESTING THE BRIEFING PROCESS

A review of the 2" International Workshop on Modelling and Management
Engineering

Participants Background

Expert 1 Researcher/lecturer at Technical University of Munich (Innovation
management)

Expert 2 Professor at Cambridge University (Engineering Design)

Expert 3 Professor at University of Bradford (Automotive engineering & Quality
control)

Expert 4 Professor at Vestfold University College (Business development & Maritime

Control System for the Future)

Expert 5 Doctoral researcher at Kaisruhe Institute of Technology (Innovation
management)

Expert 6 Doctoral researcher at Technical university Delft (Innovation management)

Expert 7 Prof at Massachusetts Institute of Technology

Expert 8 Prof at Massachusetts Institute of Technology

It was a well organised and very helpful two days’ conference which gave me opportunities
and plenty of time to communicate with each participant. The disappointment was that | was
the last one to present, thus there was very short time left to collect feedback. The
guestionnaire did not work very well and does not provide as much valued comments as
expected. However the verbal comments from some of the experts were very instructive.
Some of the comments were recorded using a voice recorder. The valuable information were
summarised below:

1 Comments on the process model

1.1 What are the primary considerations in creating a design brief and a project brief?
1.1.1 Primary consideration for creating the design brief

Expert 1. To distinguish between “consideration for each”

E2. Success criteria

E6. Interesting project. Can be more focused on a specific section of innovation pocess. | get
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the impression “Healthcare tools” are not well designed, so how could you approach be
implemented to change the current situation?

E7. You have captured the primary considerations

1.2.2 Primary consideration for creating the project brief

El. user knowledge

E2. Addressed user needs; company’s; expected functionality; key dates; budget
E4. The task, target in the context of HHC was missing

There is too much information provided in the presentation. It is not easy to follow.

E8. You seem to have captured most relevant issues, but it is hard to judge “collective
exhaustiveness”

1.3.1 Do you agree with the brief creation model we proposed?

[] strongly disagree [ ] Disagree [ ] Neutral [ ] Agree [ ] strongly agree

El. Disagree
E2. Agree
E3. Disagree
E4. Neutral
E5. Neutral
E6. Agree
E7. Agree

E8. Neutral

1.3.2 The strength and weaknesses of the model
E1. not really clearly communicated; get it more focused

E2. The brief is a useful representation of the needed process. It is too complex, though, to be
useful for practitioners. You are asking them to make more changes that they will be ready to
make.

E3. too linear; consider iteration

E6. Look promising but how differs from the others? How did you come up with the process,
was not clear from the presentation.

E7.1do not have enough information for such an assessment. This assessment should be done
by practitioners, working with the model.

E8. The model appears comprehensive. It is hard to give a proper judgement based on just
listening to your presentation. What is not clear is how the model is implemented. How do
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you score all these contents?

2 Transforming the model into a tool that can be used in practice

2.1 What the key features of the brief creation tool should comprise? (Tick all that apply)

|:| Enquiring |:| Coaching |:| instructing |:| Referencing Other:

El. Enquiring + Referencing
E2. Coaching
E3. Coaching + Referencing
Checklist
E6. Enquiring
E7. Enquiring + Coaching + Instructing + Referencing
All these are important

E8. Referencing

2.2 What function do you expect from the tool we are developing? (Tick all that apply)

[] Collecting data [_| Screeningdata [ ] Coaching research and design approaches
[] Mapping players

[] Defining project requirements [] Defining design functions

[] Forgingthe innovation/development process

[] Planning for downstream applications Other:

E1l. Collecting data + Screening data + Mapping players + Defining design functions + Forging
the innovation/development process

Collecting and organising data;

Mapping data, Give it some semantic meaning

E2. Coaching research and design approaches

E3. Did you check if there are already tools available?
E6. Defining project requirements

E8. What is the purpose of the software tool?

What is the deliverable outcome?

Personally- not sure a software tool is needed

2.3 What is the best form of the brief creation tool?

L] web page application L]  software L] Toolkit [ Cards [ Excel templates
Other:

209 /275



E1l. Web page application + Software

Mobile application (SOS, Andriod, etc)

Direct feedback from users

Actually more like information on small easily “digestible” links
E2. Webpage application

E3. for SMEs should be as easy as possible

Iterative to use with customers/consumers (e.g. cards) / Check also NOVONO NORDISKS
innovation way

Check EDC inclusive design work & publications and tools (website)

E6. Toolkit

Other comments:
e E2: Considering narrowing down the focus of you PHD thesis
e Two scenario for future development pointed out by E2 & E8:

Scenario 1. Going back to businesses. Working with them as closely as possible. Presenting to
them the ideas (e.g. proposed process and approaches). Asking businesses which part of the
ideas attracts them most, and how they think the ideas can be applied in practice. Then
developing something based on the gained knowledge.

Scenario 2. Developing a tool based on the knowledge withdrew from research, which was
what | planned to do, then bringing the tool to companies. In this scenario, the developers can
expect to receive feedbacks on some of the ideas, but should be prepared that the
tool/approach “will never be applied” by companies in practice.

If there is no well-built business connections that can be exploited, or it will take too much
time to build new connections under the time constraint of a doctoral course, they suggest
me following the plan that | described in the presentation, but following the route of scenario
1 after the doctoral course, if | plan to continue to work in the same filed.

e E7 & E8: A software tool may not work

E7 and E8 said they like the models which | presented and appreciated some ideas inside.
However, a software tool developed based on my proposed process will be too complex to be
accepted by businesses, especially the SMEs. They also said | should not be ambitious to
change the current situation a lot. | think the key point from E2 on developing and applying
an innovation/management tool/model was carrying out comprehensive research but
presenting to customer “a simple picture”. He suggested me defining the most significant and
attractive ideas embedded in my research outputs, and developing something based on this
selected knowledge. He also suggested considering using more simple forms to bring the ideas
to customers, like cards, pencils, etc.

E2 &E8 highlighted that if a tool/approach is developed first before being taken to companies,
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the developer should be prepared that the tool/approach would never be applied by
customers in practice.
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APPENDIX J: A FICTITIOUS BRIEF FOR AN IMAGINARY
COMPANY

X

DESIGN BRIEF

Project name

Author(s)

David Green, Project manager at FLEX
davidgreen@flexhealthcare.ac.uk
Mike Feather, Chief designer at FLEX
mikefeather@flexhealthcare.ac.uk

Participants of
the brief
creation process

Roger Barnett, Director of R&D
RogerBarnett@flexhealthcare.ac.uk

Liz Brown, senior researcher from Marketing, Liz
Brown@flexhealthcare.ac.uk

Completion 2nd Feb 2013
Date

Date Edited 15 May 2013
Issue 1.0
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1. CONTEXT

1.1 Project summary

The X project aims at improving the quality of life for older people through the use of online
social networks combined with mobile technologies. FLEX Healthcare is developing a mobile
social networking platform customised to the needs of older people, supporting interactions
with their peers and families, as well as easy access to information.

Xisintended to provide solutions suitable for the range of segments and market environments
present across the territories in which FLEX Healthcare operates. This considers both
functional and connectivity requirements.

The X product is based on the existing Connect/Caresse processor/platform and firmware (X
old). At a future stage, the platform may be replaced by that which will be developed for the
other Next Generation products (beginning with X2). The introduction of "X new" will depend
primarily upon production and BOM cost considerations.

1.2 Overview of the design task

The Next Generation product range is intended to provide solutions suitable for the range of
segments and market environments present across the territories in which FLEX Healthcare
operates. This considers both functional and connectivity requirements.

1.3 Design commissioner/Project owner

David Green, Project manager of FLEX Healthcare, davidgreen@flexhealthcare.ac.uk

1.4 Design executor

Mike Feather, Chief designer of FLEX Healthcare, mikefeather@flexhealthcare.ac.uk

2. BUSINESS FIT

2.1 Industry review

FLEX is one medium-sized healthcare company with over fifty years in product development.
Itis one of the leading health suppliers in the UK, and also has a presence in over ten countries.
It is traditionally a manufacturing focused company but is transferring into providing both
products and services. The design process of most FLEX products were outsourced to external
design companies, but FLEX is building up its own design team, to improve the product
performance across the entire product line.

2.2 Business objectives in terms of this design project

e Reduce social isolation & vulnerability
e Live independently longer

e Digital accessibility & social inclusion
e Support carers

e Creation of a care network
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2.3 Other factors

The design solution must deliver the functions:

e Data transfer: with this information we can evaluate if the requests/responses have
the format required

e C(Calls to third-party services: with this information we can evaluate the integration
with third-party services

e Android Platform

e Access to & from any PC

3. MARKET FIT

3.1 Competitor review

Mindings (spin off from University of Cambridge service currently in pilot)
http://www.mindings.com/

Memo Touch (USA based service launched in 2011) http://memotouch.com

Family members and care professionals log into the secure caregiver website remotely,
at any time, wherever they have internet access.

14day free trial of the service.

Pricing: 6months subscription $29, 12 month for $25 per month ex tablet. Technicolor -
icontrol

Media Touch, DECT phone G711/G722(HD),
WIFI, DSL, VOIP/Video calling H262, H264, MPEG 720p quality

Android 2.4, Q1 2012

Home automation

DORO Smart phone/Tablet (Android) support & services platform including device

management.

Other e.g. Connect video/messaging gateway

DIADEM

Delivering Inclusive Access for Disabled or Elderly Members of the community

DIADEM & Sheffield County Council http://www.project-diadem.eu

e Creates software components that can front-end existing services with an intelligent,
supportive, and personalised User Interface;

e Performs research to select the most effective technology features and strategies to
assist the target group;

e Produces a trial system and demonstrate proof of concept as an interface to existing
services;

e Identifies, and where necessary extend, relevant standards;
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e Develops hardware layouts for places where several users share one access point,
such as public libraries;

e Establishes guidelines and working practices for deploying the technology and
assisting disabled citizens.

Housing 21 has received EU funding to work on a technology project to develop 'MyLife', a
customisable touch screen application for people with dementia.

e reduce social isolation and boredom

e stimulate cognitive ability

e enable people with dementia to live at home for longer
e enhance participation and independence

e reduce the family caregiver's stress.

hOUSjIlg2 1 Go-myLife's architecture

Accesibble via both

= . Go-mylife Platform  __ __ __ __ __
mobile and computer | Interoperability

\
\ [ . . | || with mainstream
; Desktop Community Admin | social
. | Mobile web web Interface orks
rfaces | L J J || et
| I |
" .

|

User Interface API

External Social
Networks APl

Services
Integration
API

Core social engine
customised to the
needs of older people.
Safety and privacy
protection

Communities
Integration

Dashboard

4. DESIGN FIT

4.1 Design objectives

The design of X and its associated social inclusion service aims to help deliver an improved
level of care and quality of life for the active elderly, and residents with long term conditions.

Regarding the residents:

e Accessibility to multiple communication platforms

e Breaking isolation barrier. ‘Walled garden’ effect that iliness creates
e Reassurance, care & family are contactable

e Independence in accessing info & society

e Improved quality of life

e Remaining active & engaged helps target dementia and depression

Regarding care providers:
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e Increased Efficiency
e Accessibility to patients needs & care requirements
o Improved level of care
e Knowledge of patient wellbeing
e Improving social community success/uptake/accessibility
e Tighter supervision & control over contacts
e Simplifying broadcasting messages
Regarding friends & families:

e Comfort & Security of knowledge
e Accessibility to loved one
e Social Inclusion within neighbourhood/family network

4.2 Buyers

The main buyers are public sectors which purchase the products and then provide them to
people with low income. They are usually focused on product price and the reputation of
suppliers when making a purchase. They also consider the cost for installation, repair and
installation.

The other category of the buyers is individuals — the end users and their families. Compared
with the previous category, they tend to give more considerations to more expensive product
models which have higher performances in functionality, agronomics, user interaction, and
appearance.

Local Health Private Private Care

. . . . Individuals
Authorities Authorities Housing Providers

Customers purchasing X

4.3 User & application environment

X is designed for active elderly and other residents with long term conditions. Some of the
target users are dementia patients or have learning difficulties. Many of the target users live
in bungalow or extra care facility. The initial research shows that around 99% of these people
are from the 50 — 85 age group. 20%-30% of these people live on themselves. They are most
interested in: ease of use, durability, overall performance, cost, readily available repair
service, product appearance and functionality.

Another category of the target users is carers who support users in their lives. Most of them
are interested in ease of use.

The product will be designed to be used in house. Our initial research shows that most people
may use the product in living room. Some photos of the typical application environment have
been attached below:
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4.4 Product languages

The products from of FLEX were designed to be like white box, which is simple but may cause
audience confusion within the complicated and already cluttered distinguish the different
products. There is also a lack of visual cohesiveness and clarity.

The design solution is expected to consistently incorporate company branding elements, but
with stronger visual appearance across existing products from competitors. The visual design
must focus on the potential buyers of the product.

FLEX’s Product Portfolio
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4.5 Potential opportunities and requirements in post-sale environments

* Accessibility to multiple communication platforms

* Breaking isolation barrier. ‘Walled garden’ effect that illness creates
*Reassurance, care & family are contactable

*Independence in accessing info & society

T h e « Improved quality of life

5 * Remaining active & engaged helps target dementia and depression
Resident

* Increased Efficiency

* Accessibility to patients needs & care requirements

«Improved level of care

* Knowledge of patient wellbeing

C ar e * Improving social community success/uptake/accessibility
* Tighter supervision & control over contacts

1 « Simplifying broadcasting messages
Provider )

» Comfort & Security of knowledge
* Accessibility to loved one
* Social Inclusion within neighbourhood/family network

Friends &
Family )

220/ 275




4.6 Future development which could lead to design changes

The regulation XXXXX may be changed from XXXX. This needs to be further explored by the
marketing group. The Marketing must keep the whole team updated in the monthly group
meeting.

5. PLAN / DESIGN PROCESS

5.1 Design strategy

Develop design concepts that are uniquely different from all competitors’ while still
communicating “FLEX quality.”

Producing 6-8 design ideas in Phase 1 of the design process, these concepts should be
evaluated in house and with our software development partner XXX. In phase 2, 3 design ideas
will be developed into concepts. Prototypes must be produced and be tested with the target
audience. The result will define the features of the find design concept.

5.2 Time frame, Budget and Measures of success

e Phase 1-Comprehensive visual audit of existing company portfolio, as well as a visual
audit of the top three competitors’ portfolios. The total time frame for this phase shall
be seventeen business days (including the six business days for individual review by key
stakeholders).

The total cost for this phase will be £ xxx.

e Phase 2-Develop a maximum of six creative design concepts that meet business
objectives. Phase 2 will require six weeks of concept development time and one week for
design brief project team discussion and approval.

The total time for phase 2 is seven weeks. The total budget for phase 2 is £ xxx.

e Phase 3—Test all concepts with target audiences.

Six approved design concepts will be sent to David Green. The concepts will also be
presented in a group meeting with executives of marketing, sales, R&D, Opinions and
Installation and Services. When practical, the concepts will also be evaluated with at least
five users in each regions and geographies. No information shall be given to the members
of the target audience. They will only be asked, “Could you please give me your
immediate reaction to each of these design treatments?”

The total time allotted to phase 3 is four weeks: one week for distribution of materials
and three weeks for interviews. The budget for phase 3, including duplication and
distribution of the materials, is £ xxx.

o Phase 4-Select three concepts and further refine each. Retest all three with target users.
Based upon the testing of the initial six design concepts, the design brief project team, in
collaboration with the design team, will select three design concepts for further
refinement. The design team will require three weeks for this refinement process. The
cost of this further refinement process will be £ xxx. This budget will cover the same
categories of items as described in phase 2. Upon refining three of the original design
concepts, all three will be tested in an identical manner as described in phase 3 as well
as at least three target public sectors. Once again, the testing process will require four
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weeks and an expenditure of £ xxx of the total budget. These test result transcripts will
also be added to the appendix of this design brief. The total time for phase 4 will be seven
weeks, and the total budget for phase 4 will be £ xxx.

Phase 5-Select one concept, fully develop it, and perform final testing.

The results of the phase 4 design concept testing will be analysed and discussed by the
design brief project team and the design team. One concept will be approved for final
development and ultimate presentation to senior management for approval. The four
members of the design team shall collaborate producing comprehensives and models for
this design solution. Key stakeholders who will be involved in this phase 5 work other
than the design brief team include:

¢ The law department for final legal review

¢ A representative from marketing from each major geography worldwide

¢ A representative from procurement

¢ All external vendors who will manufacture or produce the components of the
project

¢ A representative from sales for all major geographies

¢ A representative from the corporate distribution function

¢ A representative from the finance function, who shall produce a final accounting
analysis for the project.

In addition to fully developing the selected design concept by the design team, each
key stakeholder will be accountable for producing a written plan for implementation
of the project from his or her functional perspective:

Sales and marketing will develop internal and external communication plans

* Procurement will begin the process of preparing vendor bids and awarding contracts
¢ The law department will prepare a written opinion concerning any legal issues

¢ Distribution will prepare a definitive plan for replacing existing materials in the
distribution system with the new materials once they are available.

* Finance will prepare a full financial report for the project, to be available at the time
of presentation to senior management for final approval Phase 5 will require eight
weeks to complete. The final design development process has been budgeted at £
XXX.

At the conclusion of the final development of a design solution, an external testing agency
will be engaged to professionally test the solution with the target audience worldwide.
The testing agency will be given four weeks for testing and preparing a report on the test
results. The budget for external testing has been set at £ 100,000. The total time frame
for phase 5 is twelve weeks. The total budget, including the cost of testing, has been set
at £ xxx. The external agency test result summaries will be added to the appendix of this
design brief. At the conclusion of phase 5, the design team, the external testing agency,
and the entire design brief project team shall meet to formally approve the design
solution. This meeting will be scheduled as a full-day meeting. One week prior to this
meeting, all members of the design brief project team shall be sent PDF files of the design
solution, the test results, and all formal written plans produced by additional key
stakeholders. This will allow the design brief project team to attend the final approval
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meeting with substantive knowledge of the entire plan, as well as the business rationale
for the approval of the final design solution that the team previously selected.

e Phase 6-Develop approval presentation. The co-owners of the project shall be
accountable for preparing a senior management approval presentation and for making
this presentation to (name) on (date and time). The design team shall prepare all visual
artefacts for this approval presentation. The final approver will be sent all materials,
including the design brief and all reports from key stakeholders, one week prior to the
final approval presentation.

The co-owners of the project will require two weeks for preparation of this approval
presentation. The budget for the development and production of the approval
presentation is £ xxx.

* Phase 7 — Implement approved design solution. In order to implement the approved
new design concept for the entire project line in a short period of time, a subcommittee
of the design brief project team shall be formed to develop an implementation plan.

This plan shall include specific instructions for rapid liquidation of current supplies of
printed collateral sales literature, catalogues, owners’ manuals, and packaging.
Additionally, this plan will include the consumer communications plan and a new sales
and marketing plan for the rollout, in addition to describing any variations required by
different geographies. The implementation plan shall become an integral part of the
senior management’s final approval presentation. This detailed implementation plan will
be developed during the same time period as the final approval presentation as described
in phase 6 (total time two weeks). Since each of the corporate functions will develop its
portion of the implementation plan individually, no budget has been assigned to this
activity. The goal is to achieve full worldwide implementation of the new company
portfolio design within one business quarter (three months). Manufacturing and
distribution of the new materials, as well as disposal of the current manifestations of all
artefacts, is estimated to cost £ xxx.
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APPENDIX K: EVALUATION OF THE TOOLKIT

EVALUATION WITH EXPERTS

Participants Background Format

Expert 1 Post — doctoral researcher in innovation management Via Skype

Expert 2 Senior Project Manager of a leading automotive Face-to-face
manufacturer

Expert 3 Professor of automotive reliability engineering; Via Skype

Director in quality improvement

Expert 4 Academic support advisor at a British university Face-to-face
Expert 5 Associate dean of research & enterprise at a British Face-to-face
university

Questions and Feedback

Q1. What are the strengths and weaknesses of the toolkit respectively (general impression)?

Strengths(S) and Weaknesses(W):

From Expert 1:

S: it’s a good brief toolkit for complex groups, design department with several interacting
groups.

Excellent design. Very handy tool to be used in design innovations. | like the page with “the
briefing thinking model very much.

W: Not really, just what | refer in question 6.
From Expert 2:

S: It is a nice tool. Looks smart. Likes the idea of checklist, which ensures that project
managers are aware of the considerations from different aspects in project planning.

W: It may need to adapt to individual companies to be functional. Some project managers
may still prefer the traditional paper format when writing a brief.

From Expert 4:
S: “...looks good but text heavy (background)...”
W: “...would need introduction before background?”

Q2. What do you think about the design briefing process introduced in the toolkit?
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Q2.1. The four-step briefing process:

From Expert 1: There is an emergent concern with improving the project brief, before
jumping to a design brief, so | think it's important to keep it as a corner stone of the toolkit.

From Expert 2: Agree. Easy to understand.
From Expert 4: Good image. Simple and clear.

Q2.2. The “triangle thinking framework”:

From Expert 1: It's a basic triangle, fundamental to design, always good to remember. The
toolkit shows the complexity behind the triangle in an interactive way.

From Expert 2: Agree with the model.
From Expert 4: Fine.

Q3. Do you think this toolkit can support in both writing up and applying design briefs?

From Expert 1: Yes, no doubt.
From Expert 2: Yes.
From Expert 4: Yes, | think so.

Q4. What do you think about the user-interaction design of the toolkit?

From Expert 1: Simple and straightforward.

It works for complex design groups; individuals would just get insights from it without filling
it. It’s quite simply, straightforward; the circle with the triangle and all the complex
connections allows you a more intuitive understanding between the parts, while the table
allows writing down what you’re thinking. It’s a very strong page of the framework that’s
where people will stop to use the toolkit.

From Expert 2: Clear and easy to follow, intuitive.
From Expert 4: Good, very detailed, but text heavy.

Q5 Do you think webtool is good format in realising the intended functions?

From Expert 1: Yes, it will complement the communication between team elements from
different departments inside complex companies.

Webtool is more suitable for big complies/more complex projects
From Expert 2: Agree but also pleased to see the “print” function.
From Expert 4: At first viewing, yes. | like the traffic light system.

Q6 Do you have any further suggestions on improving the toolkit?

From Expert 1: Users would benefit from jumping directly to the briefing part, without
having to go through the theory.

If you embed the methods bank in the process, the user might do not be aware of its
importance as a stream in researching the problem. So, | suggest improving the
connections, the links between the process and the methods bank, without a complete
integration of both. This way, people will set the methods bank part as a set supporting
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research, otherwise, this notion might get lost.
From Expert 2: Integrate the tool into a company’s current procedures.

From Expert 4: Include a home page which introduce what the toolkit is, and why it was
designed, and who is it for.
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APPENDIX L: EVALUATION WITH THE SMES IN THE

HOME HEALTHCARE SECTOR

L1 PARTICIPANTS

Participant

Responsibility

Participant 1

Senior project manager of a leading automotive manufacturer

Participant 2

Lead engineer in a healthcare supplier

Participant 3

Product development director in a healthcare supplier

Participant 4

Hydration nurse of peninsula community health (She participates in
product development for patients with long term conditions)

Participant 5

Business development manager
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L2 COMPANY OVERVIEW

L2.1 Question sheet

Evaluating the toolkit for creating strong product
design briefs

Project context:

It is known that a strong design brief is vital to successful product design while relatively few
companies engage in any structured approaches to the development of the design brief. This
inevitably leads to a multitude of (often very costly) design modifications as the product life
develops. SMEs often have poor briefing processes since they may not have separate divisions
to represent the many functions such as design, marketing, sales and services, which may be
involved in the development of briefing documents. However even in larger companies we have
found that communication (cr rather lack of it) between the various divisions adversely affects
the generation of adequate design briefs. Therefore, a web-based toolkit for creating design
briefs has been produced in this research to improve product innovations in SMEs.

* Required

1. Your name *
2. Responsibility *
3. Company / Organization *

4. How many employees does the company/orgnization have? *
Check alf that apply.
0-10
0-50
50 - 250
250+

Untitled Page

5. 1. Does your company/organization employ a formal process in new product
development (NPD)?

Check alf that apply.

Yes
No
OCther:
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6. Are youlfyour team engaged in creating a design brief in NPD projects?
Mark only one oval.

Never In all projects

7. 2. How do you value a strong design brief/briefing process in delivering successful
new products?

Mark only one oval.

Not relevant Very important

8. 3. Please describe the role of the design brief in new product innovations?

9. 4. How does your company/organization manage the briefs of completed projects?

10. 5. Can you still find the briefs written for the projects which had been completed before
20137

Check alf that apply.

Yes
No

Other:

11. 5.1 K yes, is it easy to find the brief, and why?
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12. 5.2 If not, what do you think are the causes?

13. 6. Have yvou ever used any tool which aids in creating a briefing document?
Check alf that apply.

Yes

No

14. 6.1 If yes, can you please tell me the name
of the tool?

Powered by

B Google
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L2.2 Responses from participants

5 responses

Fublish analytics

Summary

Your name

SNIIN
 ihdac ol
SNIIN

Responsibility

Innov ative health products
Lead Engineer

Hydration Lead Murse
Project Manager

Business Development Manager

Company ! Organization

e

SIEIN
Y i -
.

How many employees does the companyforgnization have?

0-10
0-50
50 - 250

2504+

=
-
M
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0-10 2 A0%
0-50 1 20%
a0-260 1 Z20%
250+ 1 20%

Untitled Page

1. Does your com panyforganization em ploy a formal process in new
product development (NPD)?
Yes
Mo

Cther

Yasg 2 dA0%
Mo 3 BO0%
Other 1 20%

Are youlyour team engaged in creating a design brief in NPD projects?

3 1 0 0%
2 3 B0%
2 3 1 20%
4 1 20%
’ I I 5 0 0%
0 1 2 3 4 5

2. How do you value a strong design briefibriefing process in
delivering successful new products?
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1 0 0%

2 1 20%

31 20%

1 42 40%
5 1 20%

3. Please describe the role of the design brief in new product
innovations?

The design brief needs to encapsulate the essence of the product offering so that
there is a clear understanding of: Who the customer is How is the customer/product
strategically important to the organisation Customer needs set in ranked priority
Competitive offerings =0 as to ensure differential advantage based on highly rated
customer needs Price point Target manufacturing cost and manufacturahility
Logistics issues For example an IKEA design brief always starts with a price point.
Froduct needs to fit with there operational processes ie Warehouse sales, self

assembly etc Actual design is low on the list

It usually starts with a client innovator either flagging a problem, or that and a
solution they have conceived. Then we investigate, research needs & market, scope
etc, experiment and shape the project teh design counil 'Double Diamond' is a good
mode| of how things happen The design brief is not as formal as poss it should be
because we are so close itis like briefing yourself - we agree with or understand
from the client the sort of Functional needs, and develop responses from there
agree that the design briefis an important step in ensuring success

| work for the MHS - albeit a newly formed community intere st company providing
MHS care to adult community care in Cornwall (not mental health - different trust)
The arganisation has 13 small community hospitals with approx. 20 beds per hosp.
It alzo provides ' district nursing care / community nursing care' to hundreds possibly
thousands of frail vulnerable people [ predominantly elderly) who live either in their
owh homes or in residential or nursing homes { care homes). Also acute care in the
community for end of life care, acute discharge, cancer patients, long term
conditions, tele health and more recently is starting to formerly merge with social
care provided by Cornwall council, This will include people who require a funded
‘carer'to come into the persons home 2-4 times a day to provide very basic care,
such as getting out of bed /toileting / continence care/washing and dressing/ basic
food and drinks. Often staff only have a 15 - 30 mins time slot and are employed by

an outside agency.

Whe are not familiar with the design process

4. How does your companyforganization managethe briefs of
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completed projects?
Mo

notwell is prob best answer asthere often is not ane document that is' The' design
brief and nathing else

As a company we are completely new to the concept of design or briefing - =0 |
would suggest that my 'Hydration Project ' should be viewed as a first'|

5. Can you still find the briefs written for the projects which had been
completed before 20137

—

0 1 2 3

Yes 1 20%
Mo 3 B0%
Other 1 20%

5.1Ifyes, is it easy to find the brief, and why?
Pl

Wwe have hard copy project folders of every project which contain all tehwork, notes
from client, samples of device s which are close but don't do this job, doodles, IP
searches, designs aswe have developed them Mk, ME2, MEZ ME4. . prototypes
etc, so although the single brief’ doc may never have existyed in that form, we can

re-trace allinfo, dialogue, and decisions etc relating to the develapment

5.2 If not, what do you think are the causes?

Where do | start!?!? Fundamentally - as an organisation as far as | am aware we
have never hadthis as part of our skill mix - cerainly not linked to frant line clinical
staff - which is where | am from. However | | have so many ideas /f problems that |
believe intelligent design could help overcome or transfarm - | may well be wrong,
but | know for a fact that front line staff have been struggling with so many prablems
( tothe best of their ability) and fundamentally need help from an outside source -
which | believe should originate from 'design’

Wwe do not have a formal system for transferring the briefing documentation. Wye
currently reply on emails and verbal communication

There is no formal briefing documents.



6. Have you ever used any tool which aids in creating a briefing
document?

Yes 0 0%

Yea No & 100%

6.1 If yes, can you please tell me the name of the tool?

Mo responses yet for this guestion.

L3 EVALUATION OF THE TOOLKIT

L3.1 The question sheet
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Evaluating the toolkit for creating efficient product design briefs

Mame of Interyi ewse Company/Organization:

Responsibility: Date:

| pleazetick the box which you agree

1. GEMNERAL IMPRESSION

1.1 Your General impression of the toolkit | 1 2 3 4 5

which part/feature of the toolkit you like most or find most useful? How can the toolkit be further improved?

Do you agree that this toolkit can supportin improving Strongly | Disagree | Meutral Agree | Strongly
new product development? Disagree Agree

Any why?

2. THE PRIMNCIPLES

2.1 The proposed four-step design briefing process

-:
‘

Strengths & Weaknesses:
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2.2 The “two triangle process model” for
Implementing the briefing process

Strengths & Weaknesses:

2.3 The “thinking model”

Strengths & Woeaknesses:

3. VIUSAL AND INTERACTION DESIGN

3.1 Overall impression

3.2 Structure (whether each stage is section in a logical order)

3.3 Interface

3.4 Colour

3.5 Easy to follow

Your comments and recommendations:
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4. FEASIBILITY

4.1 Do you think webtool is good format in realising the | Strongly : Strongly
D Meutral

intended functions? Disagree 1Sagres sutre Agrae Agree

And why:

4.2 Can this toolkit be easily adaptable to your current \.fier.y o ST o wary

company procedures? clifficult Ea5Y

And why:
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13.2 Filled-up question sheet —

e From participant 1

Evaluating the toolkit for creating efficient product design briefs

w

chgﬁ ” l’ 7

Responsibility: I Date:
P2oTect m&l ‘ 29 -2« 14
| please tick the box which you agree
1. GENERAL IMPRESSION
1.1 Your General impression of the toolkit 1 2 l 3 4 | (s )

Which part/feature of the toolkit you like most or find most useful? How can the toolkit be further improved?

- TooLkytT 1S S g 2 Al T go‘-kow.

- GLenT RoosT 2. THE Roalrs To &€ STATOS
oF moivitasa  Plaseers [/Desianas
S WHL s Lesewecs  BAUDCA Tiors

- Tue CHecxiasT 16 Goars Al PawifPTimG ThooduT
- SomE Mas e foT off £ Tue OPFEanT Time

2. THE PRINCIPLES

1 2 31@‘5
A

2.1 The proposed four-step design briefing process
L) D T M )
Strengths & Weaknesses:
— MAY  PUT somE o vavesTaG W OP f2anT
AT TIER — SomME  May Rocas ord SW2T
¢ \
Teldr &S ofF Dowse & Lefe

- Owveg Plocis Fouowam AMND SUcgSS Sunom
L. &WVE LAl oG Tlm Gowng . AS Mol

- ReEsVcE ©L0oLS — EAVC Mo s 24 >

LI > = 0

Do you agree that this toelkit can support in improving Strongly | Disagree | Neutral Agree Strongl
new product development? Disagree Agree
Any why?

- MAR D W 2encine Do DEfalTrenTAL

[T I o7 - Belll ‘Smdf! Bsameelnis|,
= An TTEAmwolKn & — fReTrel. Defiar
— Plo meAwE  BeTTer. Tuan Lepcive . ‘émsf::;’ =

PooTerts Taxe Tauy OFf - Tutw Quoel /emiel |

’ 1T wua fle.
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2.2 The “two triangle process maodel” for N
Implementing the briefing process = . 1 2 3 @ 5

Strengths & Weaknesses:
- SMPLE modeL <oveeine A Tovew Tolo

. ThovenTeulL Plocesd , TIME L SPET

- MAY UAVE To Bt leed TuRowam fm TueE Eohen
Te MAKE Y \'lb«pl’édl Pecvte L ecmpmT To

! CUANCE |

- Plocgsy o Tuodiv,

| 2.3 The “thinking model”

1 2 3 4 @

Strengths & Weaknesses:
EvceiigST SPacw MebDel |
MBELS T@bws  Tipks
MAGUMUGUTS WHELE Thewy Hitv o,

MigrmiaeUuTS ComasOelaTlor S.

3. VIUSAL AND INTERACTION DESIGN

3.1 Overall impression 1 2 3 4 ®—*
3.2 Structure {whether eacn stage is section in a log'cal order} 1 2 3 4 @
3.3 Interface 1 2 3 4 @
3.4 Colour 1 2 3 D) s |
3.5 Easy to follow 1 2 3 a )

Your comments and recommendations:
DeoP Poar PogTiomd VLY ool
Pronsen To e ‘Pt foncTon Fol. MALE cabfi€

GlenT \Conld
Bass Foeuoswidt LooTe Thleosew Toolll(,
GCLEAT MO WA e Laked AINTY ProTes €TC .

B
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4. FEASIBILITY

V0 o oy 4

4.1 Do you think webtool is good format in realising the | Strongly

intended functions?

Disagree

Disagree

Neutral | Agree

And why:

=

4.2 Can this toolkit be easily adaptable to your current Very Very

company procedures? ¢ difficult b Hewtrsl l @ easy

And why: Ve
AL Thuoua WU IdTanmen Gl SAmE'y ~ oot MA

oo Too\XOT

¥ loceOeaes

e LALGEe PSS

- Nevel Velm TS LOmER  ADAPTING  ComFPard
- BT T M Be Lac2™ T,

~ Suelt Teln g ol Loae TéeA SAN
= GleAT Fol. INELY  CorMmPANNM
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e  From participant 2

Evaluating the toolkit for creating efficient product design briefs

Magme of Iteryiew ee: CDmianifOrganizatiDn:

Responsibility: Date

Senior Product Designel

10 hdarch 2014

| please tick the bax which you agree

1. GENERAL IMPRESSION

1.1 In general, the toolkit has real value to companies in the New
Product Development process.

Strongly | Disagree ; Strongly
Dizagree &gres

W hich part/feature of the toolkit you like most or find most useful? How can the toolkit be further improved?

Checklist of considerations

he brief building toal

Co-authoring and sharing the briefs

1.2. There are clear opportunities to use the toolkit specifically Strongly | Disagree : Strongly
related to our work, which would improve our NPD process. Disagree Agrea

Your comments and recommendations:

' e have a structure MPD process which includes developing a brief and the activities required in order to dao this
weell, The ‘creation’ element of thetool kit would be
and assigning certain tasks to certain members of staff.

seful for streamlining the document generation process
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2. THE PRINCIPLES

2.1 The proposed four-step design briefing process is clear and Strongly | Disagree | Agree
beneficial Disagree
Wour comments and recommendations:
2.2 The “two triangle process model” Strongly | Disagree Strongly
is helpful to the briefing process Disagree Agrea
Vour comments and recommendations:
2.3 The “thinking model” Strongly | Disagree Strongly
Dizagree &gres

Your comments and recommendations:

e use something similar in a check list

3. VIUSAL AND INT ERACTION DESIGN

3.1 The toolkit interface is clear {after a short introduction).

Strongly
Disagree

Disagree

&gres

Strongly
Agree
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3.2 The toolkit process and structure for writing a brief is ina
logical order.

3.3 Theinterface icons have clear meaning |

3.4 The colours used in the interface are sympathetic to the user
and aid navigation

3.5 The toolkit interface can be improved | |

Your comments and recommendations:

he thin white type on black gives best contrast but is too small. Make biggerand bolder

aretoo faint. Increase contrast here. Hidden options are never a good idea as people miss

red out

them of get frust

ated finding them.

| am not =old on the scrolling idea, Point and click on hotspots and menu on [eft is fing

4. FEASIBILITY

4.1 The toolkitis a good formatin realising the intended functions? | Strongly | Disagree Strongly
Disagree Lgres

Wour comments and recommendations:

4.2 The toolkit will fit well into current company procedures? Strongly | Disagree Strongly
Disagree &gres

Your comments and recommendations:

rould could use a simplifi rsion.. brief creation tool
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An email from participant 2 with more comments:

N M1  Outlook Calendar People .. ERZNRGINCE o]

Y

Sent: 28 February 2014 16:35
To: FAN YANG
Subject: Re: consent form and geustuion sheet for the seminar

Skype crashed this end.

Have to go now too.

| was listening and tend to agree with most of what what discussed:

Check list/star diagram | like. Get sme's thinking about all these important areas.

Complexity versus easy to use is something to consider.

Really like the toolkit as it is. Great bit of Ul design.

Agree with brief developing and evolving from exploration to pre design.

Does the tool kit help develop design brief or project brief or both.

It feels a bit like a risk assessment tool...need to retain the joy of innovation, new ideas and intuition

(experts with experience)

Given that sme tend not to use this kind of model it needs to be offered in a 'manageable format'
and not scare them? It needs to be resource efficient.

| will complete the questions and get back to you next week.
Good work. Thanks for sharing.

SN

On 28 Feb 2014, at 12:01, FAN YANG <FY138696@falmouth.ac.uk> wrote:

Dear all,

ofs) - ~

247 / 275



Evaluating the toolkit for creating efficient product design briefs

I+ f Lt epy iz
Responsibility: Date
Directar 14" pdarch 2014

please tick the bax which you agree

1. GENERAL IMPRESSION

1.1 In general, the toolkit has real value to companies in the New
Product Development process.

Strongly
Dizagree

Disagree

Agree
X

Strongly
&gres

factors are often neglected,

W hich part/feature of the toolkit you like most or find most useful? How can the toolkit be further improved?

| think thethree key factors and subsequent factors was very helgful. Inmy experience the business and market

L. Preparation | 2. Id=niification

1.2. There are clear opportunities to use the toolkit specifically Strongly | Disagree | Agree Strongly
related to our work, which would improve our NPD process. Disagree X Agrea

Your camments and recommendations:

I think we could include the subseguent factors within the feasibility section of our own new product

development toolkit,

2. THE PRINCIPLES

2.1 The proposed four-step design briefing process is clear and Strongly | Disagree | Agree Strongly
beneficial Disagree o Agres
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Your comments and recom mendations:

These are fairly standard steps that are well recognized, | think it is helpful to highlight the information that is
needed in the preparation phase

2.2 The “two triangle process model” B Strongly | Disagree | Agree Strongly
is helpful to the briefing process e Dizagree X Agrea

Your comments and recom mendations:

I think this is an interesting way of visualising the additional wark of complexity and you go on to develop the
brief,

Howeyer, | think the conventional double diamond type model, or define, investigate, redefine cycle, i probably a
more accurate depiction of what actually happens,

2.3 The “thinking model” Strongly | Disagree | Agree Strongly
Dizagres ¥ &gres

Your comments and recommendations:

&5 | haveindicated, | think this is a very useful checklist and it also shows some of the inter relationships between
these factors,

3. VIUSAL AND INTERACTION DESIGN

Strongly | Disagree | Agree Strongly
Dizagree &gres
3.1 The toolkit interface is clear {after a short introduction). H
3.2 The toolkit process and structure for writing a brief is ina ”
logical order.
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3.5 The toolkit interface can be improved |

3.3 The interface icons have clear meaning | X
3.4 The colours used in the interface are sympathetic to the user ”
and aid navigation
H

Your comments and recommendations:

would look at how this could be displayed in smaller chunks.,
| do not think the black background colour is very helpful,

Thereis alot of content. The visual design is very strong and original but | am not sureit aids understanding,
The items are inlogcal order, the icons a clear. However thereis a lot of text on the screen at any onetime. |

4. FEASIBILITY

4.1 The toolkit is a good format in realising the intended functions? | Strongly | Disagree | Agree Strongly
Disagree H H &gres

Your comments and recommendations:

| am undecided about this, hecause the screen design needs |ooking at to makeit maore readable,

4.2 The toolkit will fit well into current company procedures? Strongly | Disagree | Agree Strongly
Disagree H Agree

3
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Your comments and recom mendations:

Wecurrently have a clear process, However as | haveindicated, | think there are some elements that could he
included, particularly with regard to our feasibility section.
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e From participant 4
[ )

Evaluating the toolkit for creating efficient product design briefs

Responsnbmty ) Date:

H th 2o Npote of-T (<

, please tick the box which you agree

1. GENERAL IMPRESSION
1.1 In general, the toclkit has real value to companies in the New Strongly | Disagree | Agree } Strongly
( Agree

Product Development process. Disagree

Which part/feature of the toolkit you like most or find most useful? How can the toolkit be further improvea_?

1

/TL ' i ‘fm’ /3@1; r\j MOA o A

| //_
\ /
/ /
Tl ,L
A, - M
1"" /
o L/
0”/
- o e N |
1.2. There are clear cpportunities to use the toolkit specifically Strongly | Disagree | Agree | Strongly
related to our work, which would improve our NPD process. Disagree \_/ Agree
Your comments and recommendations: e é,.hlxz,\ X Apved "23‘,%4_(”'

‘//-._\

/L/ﬂ/ 2 L'--L<. —\_.»{‘ u/U( OJQ = J xl/u-? \ac’

Costomapiliin. ¢ Powfor  flasy —r
S J

C’“’L’L ~ Lo | I

-

2. THE

2.1 The proposed four-step design briefing process is ¢lear and Strongly | Disagree |/ Agree % Strongly
beneficial Disagree Agree
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Your comments and recommendations:

2.2 The “two triangle process model” Strongly | Disagree trongly
is helpful to the briefing process ; Disagree ( Agree
..-.: 5 \_4-/
Your comments and recommendations:
/) ' y - ’
i e v X 1
l ) n;
Mahe
2.3 The “thinking madel” Strongly | Disagree /Agnee Strongly
Disagree Agree
Your comments and recommendations:
3. VIUSAL AND INTERACTION DESIGN
Strongly | Disagree | Agree | Strongly
Disagree Agree

3.1 The toolkit interface is clear (after a short introduction).

3.2 The toolkit process and structure for writing a brief is ina
logical order.

3.3 The interface icons have clear meaning

3.4 The colours used in the interface are sympathetic to the user
and aid navigation

ANARNN

3.5 The toolkit interface can be improved )
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Your comments and recommendations:

T S—

4. FEASIBILITY
AT
4.1 The toalkit is a good format in realising the intended functions? | Strongly | Disagree [ Agree /| Strongly
Disagree Agree
Your comments and recommendations:
4.2 The toolkit will fit well into current company procedures? Strongly | Disagree | Agree /| Strongly 7
Disagree Agree 9

Your comments and recommendations:
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e From participant 5

Evaluating the toolkit for creating efficient product design briefs

Mame of Interviewee: Company/Organization: NISW

Responsibility: Business Development Manager Date

| please tick the bax which you agree

1. GENERAL IMPRESSION

1.1 In general, the toolkit has real value to companies in the New
Product Development process.

Strongly | Disagree | Agree Strongly
Dizagree H H &gres

W hich part/feature of the toolkit you like most or find most useful? How can the toolkit be further improved?

Difficult to say without hands on experience. In principle anything that facilitates greater market and customer
awareness and internal communication is a goodthing, Most products fail hecause of lack of informed research

1.2. There are clear opportunities to use the toolkit specifically Strongly | Disagree | Agree Strongly
related to our work, which would improve our NPD process. Disagree X Agrea

Your comments and recommendations:

We work inan advizory capacity sothe value would beto our customers, | think that thetool kit would benefit
very simall companies more than larger ones who will have established processes, | also think it could be valuable
to Universities where research needs to become more cormmercial to get funding

2. THE PRINCIPLES
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2.1 The proposed four-step design briefing process is clear and Strongly | Disagree | Agree Strongly
beneficial Disagree X Agrea

Your comments and recommendations:

Lgres
2.2 The “two triangle process model” Strongly | Disagree | Agree Strongly
is helpful to the briefing process Disagree X Agdrea

Your comments and recommendations:

Agree with the initial triang e of Market, Business and product,/design
Mot sure about the extenszion — it didn't really add anything in my view

2.3 The “thinking model” Strongly | Disagree | Agree Strongly
Disagree &gres
H

Your comments and recommendations:

Excellert, Clearthinking and strategy arethe key to success, It does need to bea learning model sathat users can
add more dimensions as they become more experienced, |e it becomes a knowledge bank, Also needs to be
tailored to specific company needs

3. VIUSAL AND INTERACTION DESIGN
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3.5 The toolkit interface can be improved |

Strongly | Disagree | Agree Strongly
Disagree Agree
3.1 The toolkit interface is clear (after a short introduction). | H
3.2 The toolkit process and structure for writing a brief is ina 3
logical order.
3.3 Theinterface icons have clear meaning | X
3.4 The colours used in the interface are sympathetic to the user ”
and aid navigation
H

Your comments and recommendations:

| think vou need to work on workflow and collaborationaspects

4. FEASIBILITY

4.1 The toolkit is a good format in realising the intended functions? | Strongly | Disagree | Agree Strongly
Disagree H H &gres

Your comments and recommendations:

Yes possibly however I'm unconvinced that it could be a business

4.2 The toolkit will fit well into current company procedures? Strongly | Disagree | Agree Strongly
Disagree ¥ Agree
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APPENDIX M: SCREENSHOTS OF THE TOOLKIT
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Left menu

WHAT IS DESIGN BRIEF?

BRIEFING PROCESS POSITIONING

WHY THE DESIGN BRIEF MATTERS?

CURRENT SITUATION

PURPOSE OF THE TOOLKIT

Header menu

Section name

Content

BACKGROUND

What is a design brief?

The design brief is a design oriented written agreement which
outlines the business objectives, and the design strategy to meet
these objectives. It focuses primarily on the business objectives and
the desired results of the design — not the aesthetics. It is usually
drawn up after the project brief/proposal has been signed off and

marks the beginning of the design phase.

The design brief is part of the design functions of a design company
or a product/service supplier which innovates. It serves as one of
the guiding documents for a project. If we see the design process as
a sub-project of the whole innovation, the design brief can be

viewed as part of the project plan.

n briefs is a living document. It usually incorporates both
flexible and inflexible elements. For example, product functions,
user interaction and visual effects are usually flexible, while
deadlines, financial resources, production and retail merchandising
requirements are often not. The flexible elements evolve with the
project becoming more transparent and rigid as the project
matures. |t must be noted that whether an individual element is

flexible or inflexible depends on individual projects.

roduction of the interface

Figure 4.18 Introduction of the interface




WHAT IS DESIGN BRIEF?

BRIEFING PROCESS POSITIONING

WHY THE DESIGN BRIEF MATTERS?

CURRENT SITUATION

PURPOSE OF THE TOOLKIT

Briefing process positioning:

Background

7 Identification

Refinement

Pre-Production

Project Brief

BACKGROUND

Identification Refinement

Figure 4.20 Instruction of the left menu

Figure 4.20 Instruction of the left menu
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CREATING A BRIEF

CLICKTO START

Figure 4.21 Front page

Figure 4.21 Front page
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P Report Abuse

INTRODUCTION

Welcome to the Design Brief Toolkit. The Toolkit is the output of a doctoral research project and aims
to improve the process of creating and applying design briefs in product innovation. It has been

developed with the home healthcare field in mind, but can also be applied in other industries.

The toolkit produces two major sections:

1. FOUNDATION

s section introduces the principles and approaches applied ===

in the precess of creating and applying strong design briefs.
e are three parts of the Foundation section: Background, FOUNDATION

Principles and Methods Bank.

2. THE BRIEF

This section guides users through the process of preparing and
writing a strong brief. It ensures that all critical input from
diverse disciplines can be properly addressed in the process. THE BRIEF
There are two parts to The Brief section: Preparation and Write a

Brief.

Figure 4.22 Introduction

Figure 4.22 Introduction




CUR
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ENT SITUATION

OSE OF THE TOOLKIT

BACKGROUND

What is a design brief?

The design brief is a i is a living document. It usually incorporates both
outli business objectives ign s ¢ et Xi nd inflexible ele . For e product functions,
these objectives. It focuses primarily on user interaction and
the desired results of the design - not the aesthetics. It
drawn up after the project brief/proposal has been Jire are often not. The flexible elements > with the
marks the beginning of the design phase. project becoming re transparent and rigid as the project

matu just be noted t I an individual element is

the design functions of a de =
flexible or inflexible depends on individual projects.

or a product/service supplier which innovates. It se
he

hole innovation, the

viewed as part of the project plan.

Figure 4.23 Introduction
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igure 4.23 Introducti

F
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DESIGN BRIEFING

RESEARCH-BASE

CONSENS

0

U

RIANGLE FRAMEWORK

PRIENICERIZE'S

The principles behind better design briefing

tire design project, and

the ove

olve iterative feedback loops between

characteristics of individual projects, compani ies.

is apparent from this research that a ¢ 1ation of the

five approaches be he brief writing process:

Figure 4.24 Principles

4.24 Principles

Figure
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1. Lack of front-end research

communication

Research-based: resolving questions, uncertainties, and
sagreement in the process of

ch instead of all on.

understanding: giv
r example, the economic feasibi

en all involved.

Transparency ( . J: centralising information
managemen en access to all involved in the project

development

esentation and access: rmalized format and
ding information instead of, or that supports, ‘abstract’
itten briefs. Using a variety of techniques; e.g., image, video

50

and collage.

Centralized management: managing briefing documents

centrally and as company assets.

See more detall:

See more deta

See more det

SOLUTIONS

Figure 4.26 Critical issues in design briefing as well as resolutions (screen cut)

Figure 4.26 Critical issues in design briefing as well as resolutions
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WRITING A BRIEF

SUMMARY
SECTION 3: BUSINESS FIT
Industry review
Brand strategy
Business objectives in terms of this design project
Marketing and sales strategies

.5 Other factors

SECTION 4: MARKET FIT

arket positioning of product
4.2 Competitor review
4.3 Country and/or regional cultural factors

oy =

4.4 Country and/or regional legislations

SECTION 5: DESIGN FIT

5.1 Design objectives

Figure 4.27

5.2 Buyers

Figure 4.27 Clicking the related-subject icon by the side of Three Key Factors section
leads users to the Key Factors page within the Writing a Brief section




METHOD BANK

FOR STUDYING CUSTOMERS Methods for studying customers and users
AND USERS

Contextual Inquiry Empathic Design
. Data collection, User research, User experience Tags: User centred design, Empathy, Behaviour

Querview Qverview

Features Features

Read more Read more

Example(s) Example(s)

Inclusion of Lead Users Storytelling

Tags: Design from users, User centred design, Participation Tags: Interview, Richness, User experience
Overview Qverview

Features Features

Read more Read more

Example(s) Example(s)

Figure 4.28 Method bank

A\ Report Abusa . .
Focus Group Experimental Interview

Figure 4.28 Method bank




Figure 4.29 An example of a method:

Inclusion of Lead Users

Tags: Design from users, User centred design, Participation

Inclusion of a lead User is a powerful technique in
product/service design. Von Hippel (1989) defines a lead user as
someone who has articulated his/her needs ahead of the
general user community. A lead user may even have cobbled
together solutions from existing equipment and thereby gives a
much bigger contribution to the average users. It is very helpful
to identify a bright and cooperative lead user in product/service

innovation.
Features

Read more

Example(s)

Inclusion of Lead Users
Tags: Design from users, User centred design, Participation

Overview

Features

This method can be applied for gaining user insights, to
generate and screen ideas, and to evaluate design concepts. It
supports the concpet of design from users.

Read more

Example(s)
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Inclusion of Lead Users

Tags: Design from users, User centred design, Participation

Overview

Features

Read more

Please note that the resources in this block do not belong to the
author of this toolkit.

To open the webpage(s) below, please copy and paste the link(s)
in a new tab.

http://web.mit.edu/people/evhippel/papers/Herstatt-

EvH%20Journal%20Product%20Innov%20Management.pdf

Example(s)

Inclusion of Lead Users

Tags: Design from users, User centred design, Participation
Overview

Features

Read more

Bxample(s)

Please note that the resources in this block do not belong to the
author of this toolkit.

To open the webpage(s) below, please copy and paste the link(s)
in a new tab.

www.youtube.com/watch?v=kbQ5mAEE1lk
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PREPARATION

Self-assessment

aesign co

SECTION 1: UNDERSTANDING BUSINESS STRATEGIES

1.1 Business positioning

B Which industry are we in?
W What are the indusltry characteristics in terms of new product/service innovation?
Il What is our brand value?

1.2 Overall business strategy

Il What is our business mode and strategy?

B !s this strategy under a transformation? If yes, what influence it is likely bring on this project in terms of,
for example, team members, management framework, and sales strategy?

1.3 The business-level new product development (NPD) process

Il 's there a formal business-level NPD process?

Figure 4.30 An example of a method

30 An example of a method

Figure 4
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WRITING A BRIEF

NEW BRIEF

REGISTER

Project name: X

Brief title: Productdesign brief of X

Author(s): David Green, Project manager at FLEX
Mike Feather, Chief designer at FLEX

Start date: Feb2, 2013

Project name: Example2
Brief title: Example2
Author(s): Example2
Start date: Example2

Figure 4.33 Panels on the page of Brief creation & management

Figure 4.33 Panels on the page of Brief creation & management
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WRITING A BRIEF

SUMMARY

SECTION 1: PERSONAL DETAILS

1.1 Author(s) of the brief

n process”

Figure 4.37 The Context page

Figure 4.37 The Context page

273 /275



Business

Market

WRITING A BRIEF

Other factors

SECTION 4: MARKET FIT

4 Country and/or region

SECTION 5: DESIGN FIT

Figure 4.38 The Key Factors page

Figure 4.38 The Key Factors page
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Figure 4.40 The Plan/Design Process page
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