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e old adage "the customer is always right"

such a paradox as meeting impulsive, sensual

At ADN DESIGN we have never thought that
"customers are always right" neither "“always
wrong". First of all, being a customer is only the
role that consumer society assigns to people,
shortening an awful lot what is the complex
waorld of any individual. On the other hand, at
least as many business failures are to be related
to the incapacity of understanding people needs
and aspirations, as to the belief that a company
should always do what the customers want... or
what the company thinks they want.

I wouldn't say that ADN DESIGN focuses on
"human ariented and user centered", | would
say we are focused on the creation of artifacts,
systems ar services that seek to improve
people everyday life, what makes a great deal of
difference. One of the main problems of being
user-centered, when not properly understood,
is to observe, listen, discuss with users, and
flatly translate the information obtained into a
new product. People's direct inputs are utterly
valuable, however many other factors have to
be considered and integrated to the creation
process, social and ecological impacts are
amongst them.

As important as building knowledge on the
basis of users' data, is the ahility to free oneself
from it. That is the designer job: the ability to
stand on the ground of knowledge as a mean
to inspire its work, to burst imagination, to
enrich intuition and to envision new and better
possibilities for the future. This is not a one-
shot study per project; it is a long-life training
experience to nurture intuition and creativity on
the basis of empathy.

Finally I can hardly agree with the
contradistinction between impulsive, sensual,
transient, and rational, accountable, sustainable.
Human beings are not half-rational, half-
emoational as if it would be two dissociated ways
of behaving. Quoting the neuroscientist Antonio
Damasiol "Emotion is the first mechanism for

rationality". In the lack of success in reconciling
seemingly contradictory objectives, what

can be measured are our limits to produce
inspired solutions when we are confronted

to complexity. And that is where creativity

and design come into play: can't a transient
consumers' need, be made sustainable? From
natural non-waste generation, through social
or creative re-use, to community sharing,... In
our global, technological and connected world,
many means exist to ideate "new ways" and to
promote behaviors evolution.

moational values delivered through products
and services are essential in your design
hilosophy. Can you use one or two specific
' ional

™

p
products or projects of yours as examples to

elaborate how to create and deliver emotiona

alues in your offerings?)

Clues for generating emotional values by
design are diverse: invoke facial expressions,
impersonate inanimate objects as pet-like,
allow imperfection, a certain sense of fragility,
create expectation and intensity by suggesting
fear or prohibition, ideate ohjects that tells a
story, evoke memories or allow the person to
implement its own sensibility, are some of the
main ones.

The pet-like Ufesa Fryer, made friendly-
feeling by means of its rounded overall shape
and its face-like controls panel, is aimed to
accompany and help in the cooking tasks..
The Simplio Cyrcle IOT object allows people
to experience their virtual life and feel close
to the things that matter most to them: their
friends, their interests, their favorite places,...
They can express their own preferences and
sensibility and participate to the Cyrcle design.
The Stendhal urban bench is named as the
great French writer, recalling by it, reverie and
romanticism,...

The main challenge, we are often faced to, is to
meet people sensibility when we design a mass
market product, thus aimed to a wide range of
individuals.

advantage?

=i
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The biggest challenge we met is mare related
to build the relationship than to maintain it.
How to adapt our approach to a new cultural
and business context? How to build the
necessary empathy between our studio and
the company? How to make our services
affordable, within the frame of a B2B business,
in a different economic context?

Keeping a fruitful collaborative relationship is
based on understanding the constant evolution
this relation necessarily needs to underga. The
main challenge of a relationship with a Chinese
company may be that worldwide design studios
are attracted by the impressive growth of the
country, creating a high level of competition.

From a general point of view, a long partnership
and collaborative relationships between a
design studio and a company leads to better
and faster design. Even more important, it
favors on the long term a coherent company
identity and design strategy.

From a very pragmatic, but non-avoidable, point of
view, in present global economic crisis times, long
term collaboration with Chinese manufacturers
brings stability to our design studio.
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On the other hand, | don't know if | can state it in
term of "advantage" but | would hardly imagine
my personal and professional life without

our China experience. We have learned a lot
and we still do: flexihility, fluidity in our ways,
tailor-made services, inputs from a different
culture,... we also particularly value the privilege
of participating firsthand to the development of
your amazing country.

Indeed, our roots, both in architecture and
in industrial design, have led us to wark on
product and spaces, being product design
our main activity. The approach to the
project and the creation process keeps a
lot of similarities. More than the similarities,
the differences in scale and experience are
really interesting for a creator: we usually
experience a product from outside, we can
even hold it, carry it, but we experience space
by entering in it, it surrounds us, we can't
embrace it at a glance.
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Another interesting difference is that the
space experience is also based on the
experience value of the products it contains
and the way they dialog each other. Inversely,
products belong to their context and can't

be dissociated of it in term of people's
experience.

your endless pursuit of the perfect balance

make ADN different from other studios?

The attention to details and the search

for a perfect balance between seduction
and function on any product, no matter if
high-end or basic, belongs to our DNA and
differentiate us from many other design
studios. Our passion for design, which has
not diminished with the years of practice,
fueled by endless reflections on design, is
another element of our identity: passion and
experience as design drivers. The easy-going
spirit, open to dialog and transparency, the
capacity for empathy, first launched by the
founders, then adopted as a modus vivendi
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by our team, would certainly be another
factor.

| believe that what makes us different from
other studios, what build our singular, unique
identity is the particular cocktail between these
abilities and attitudes.

hat are your plan and expectations for the

We wish to estahlish new partnerships

with Chinese companies in sectors we are
experienced in, but have not yet worked

in China, such as bathroom accessories,
electronic products, houseware or urban
furniture. Personally, | would particularly love
designing plastic houseware because right
now creativity is busting in this type of items.
We also want to introduce our design studio
on other non-European markets as Turkey or
Morocco.

In term of knowledge, we will continue building
our singular network and seeking for new
capahilities which can enrich our designs and
our relationships with companies.
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