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An extra little 
something.

COMMENT:

Be sensitive to these 
matters.

BE AWARE:

A good example of 
a design solution to 
a particular problem 
or one that illustrates 
the application of an 
explained 
methodology.

GOOD EXAMPLE:

A step-by-step guide 
to implement or test 
an approach.

METHOD:

A useful hint or 
suggestion

TIP:

Navigation
Keys:
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Introduction
Since the Industrial Revolution the 

design industry’s objective has been to 
create products with a short life span 

in order to develop demand, mostly 
for stuff we don’t even really need. 

It’s not that the pioneers of the design 
movement set out with ill-intention to 

corrupt the world, in fact their motiva-
tion to 

integrate 
traditional 

craft and 
mass pro-

duction, was 
driven by good 

intent: to de-
mocratize design, 

making products and 
systems easily acces-

sible to all.

Yet the success of industrial-
ization and consumers’ eager 
response, have contributed to 

the development and boom of a 
vast industrial system that 

generates toxic, one way “cradle-
to-grave” material flows. What 

today’s “throw-away society” needs to 
recognize is that there is no “away”. 

Designers have a vital role to play in this 
development, as they are the links in the 

production to consumption chain. 
Designers influence how products are 

made, decide on the materials used, the 
systems for distribution and 

communication, the durability packaging 
and quality of design and the possibilities 

for re-use or recycling. 
That’s a very influential position to be in! 

Besides our industry’s epic environmental 
failures, most of our world’s desigers,
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engineers and system developers are focusing all their efforts on 
creating products and services exclusively for the rich that make 
up only 10% of our global population. The more exclusive the 
design, the more desirable…Nothing less than a revolution is re-
quired to reach the other 90% and ensure a safe, healthy environ-
ment for future generations! 

As daunting as the task may seem, as a global community, we 
have a 
wealth 

of knowl-
edge to 

draw from 
to address 

the challeng-
es, especially 

when working 
in collaboration 

and referring to 
indigenous sys-

tems. Life on Earth 
is a closed-looped 

system, where every 
component plays an 

important part in the 
whole. Our individual 

actions are but a small part of 
this larger system, yet they are by 

no means insignificant!

We believe that change is possible. 
Designers can ignite this revolution, quite simply, by re-

framing our motivations with the question: “What do I want to 
do” rather than “What do I want to make”. 

Design thinking is a deeply human process that taps into abilities 
we all have but get overlooked by more conventional problem-
solving practices. It relies on our ability to be intuitive, to recog-
nize patterns, to construct ideas that are emotionally meaningful 
as well as functional, and to express ourselves through means 
beyond words or symbols. Design thinking allows us to integrate 
this approach with the rational way of doing things, while afford-
ing us the opportunity to manifest ideas. 
 

What if we could find a way to create 

products and systems that not only 

did no harm, but they actually 

benefited the 

environment, people and 

economy?
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Introduction

Our work “in the field” over the past
year (since the publication of the first 

Sustainable Design Toolkit in 2011) has 
reminded us that while empathy is an 
essential characteristic of designers, 

humility is even more important. Humil-
ity ushers in the realization that we are 

part of a greater ecosystem; it guides 
us to design with, rather than for ben-

eficiaries; and encourages us to partici-
pate in design as a team sport.

Our experience in advocating and 
applying sustainable design practices has 
highlighted the value of positioning peo-
ple at the heart of design. This influence 

will be apparent as you work through the 
material in this Toolkit. We’ve shared tried 
and tested methodologies to engage with 

communities, no matter what cultural, 
language, age or other boundaries seem 

to “separate” design teams from 
beneficiaries. 

This social approach is supported with 
information and strategies that address 

the environmental and economic criteria 
for holistic sustainability, for these too 

are vital in ensuring inclusive, systematic 
change. 

While the balanced objective to serve 
people-planet-profit is sufficient to 

achieve sustainability, Shift believes that 
it’s time to raise our ambitions and aspira-
tions to imaging a world in which all living 

systems prosper and enjoy abundance!

You’re invited to enter the sustainable design competition, 
themed Small Change; a World of Difference. 

This is your call to action to suggest ways in which seemingly 
small shifts and improvements can influence significant positive 
change to local and global communities and natural 
environments.

The competition brief and entry criteria is available on our 
website, www.theshift.org.za. You are encouraged to sign up as 
an entrant as soon as possible.

We wish you all the best and 
Thank You for designing like you give a damn. 

Enjoy the process!

Shift - Inspiring Sustainable Design
- July 2012
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People
Millennium Development Goals:

The Millennium Project was commissioned by the United Nations in 2002, with the aim to develop a concrete action 
plan for the world to achieve the Millennium Development Goals by 2015. 

They are ambitious, yet necessary to reverse grinding poverty, hunger, disease, lack of adequate shelter and exclu-
sion effecting billions of people; while promoting gender equality, health, education and environmental sustainabil-
ity. They also embody basic human rights — the rights of each person on the planet to health, education, shelter and 
security. 

1.
End Poverty 

& Hunger

2.
Universal 

Education

3.
Gender

Equality

4.
Child 

Health

5.
Maternal 

Health

6.
Combat 

HIV/Aids

7.
Environmental 

Stability

8.
Global

Partnership
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Kick Start’s 
Money Maker 

range

GOOD EXAMPLE:

KickStart’s mission is to help millions of 
people out of poverty, by developing 

and promoting simple, design-
technologies that can be used by 

entrepreneurs to establish profitable 
small-scale enterprises.

In Africa, 80% of the poor are small-scale 
farmers. They depend on unreliable rain 

to grow their crops and have, at most, two 
harvests per year. With two valuable assets, 
a small plot of land and basic farming skills, 

KickStart realized that irrigation would allow 
people to move from subsistence farming to 

commercial agriculture.

In 1998, KickStart developed a line of manu-
ally operated MoneyMaker Pumps that allow 

farmers to easily pull water from a river, pond 
or shallow well (as deep as 25 feet deep), 

pressurize it through a hose pipe (even up a 
hill) and irrigate up to two acres of land. The 
pumps are easy to transport and install and 

retail between R300 – R800. They are easy to 
operate and, because they are pressurized, 

they allow farmers to direct water where it is 
needed. It is a very efficient use of water, and 

unlike flood irrigation, does not lead to the 
build up of salts in the soil.

With irrigation, farmers can grow crops year-
round. They can grow higher value crops like 

fruits and vegetables, get higher yields and 
most importantly, they can produce crops in 
the dry seasons when food supplies dwindle 

and the market prices are high. There are 

1. 

a )  Halve the proportion of people 
whose income is less that $1 a day. 
b )  Achieve full, productive employ-
ment and decent work for all, including 
women and young people
c )  Halve the proportion of people who 
suffer from hunger

-  The number of people living under the 
international poverty line of $1.25 a day 
declined from 1.8 billion to 1.4 billion 
between 1990 and 2005.
-  The proportion of people living in 
extreme poverty in developing regions 

dropped from 46% to 27% — on track to meet the target 
globally.
-  The 2010 economic crisis is estimated to have pushed an 
estimated 64 million more people into extreme poverty. 
-  About one in four children under the age of five is under-
weight in the developing world, down from almost one in three 
in 1990.

Quick
Facts

local, urban and even export 
markets for the new crops.

One of the major challenges in 
the design is the distribution of 
the product. The MoneyMaker 

pumps increase net farm income 
by 100% on average, but they 
also represent a significant in-

vestment for the typical farmer, 
sometimes as much as a quarter 
of a family’s annual income. If a 

poor person buys a pump and 
it fails to make him money, his 
family will go hungry for many 

months. KickStart’s top design 
criteria, is to ensure that their 

products live up to their name, 
“MoneyMakers”. The tools must 

have a profitable business 
model attached, allowing the 

buyers to recoup his or her 
investment in 6months or less. 

Through the MoneyMaker busi-
ness model, more than 200 sales 
Through the MoneyMaker busi-

ness model, more than 200 sales  
reps in Kenya, Tanzania and Mali 
support the marketing and sales 

initiative, and simultaneously 
have the opportunity to generate 
their own sustainable livelihoods.

 
Since 1991, 132,000 success-

ful new businesses have been 
started in Africa using the Mon-
eyMaker tools. Today more than 

800 new businesses are being 
created each month. Since each 
of these enterprises supports a 

family, it’s conservatively esti-
mated that these businesses have 

already lifted 659,000 people 
out of poverty. Each year these 
businesses generate over R900 
million in new profits and have 

created 58,000 new waged jobs.

designed by: Kick Start,
 Martin Fischer & Nick Moon

People

End Poverty & 
Hunger
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Ensure that by 2015, children every-
where, boys and girls alike, will be able 
to complete a full course of primary 
schooling.

-  Enrolment in primary education in 
developing regions reached 89% in 2008, 
up from 83% in 2000. 
-  The current pace of progress is insuf-
ficient to meet the target by 2015. 
-  About 69 million school-age children 
are not in school. Almost half of them (31 
million) are in sub-Saharan Africa.

Quick Facts

In Ethiopia, the UN Population Fund supports a programme called “Ber-
hane Hewan” which advocates putting an end to child marriages and 
keeping girls in school. To encourage families to let the girls complete 
schooling, girls receive a female sheep upon completing the pro-
gramme. 

COMMENT:

One Laptop 
per Child - OLPC

The idea was to develop a no-frills 
laptop computer to keep the cost at a 

minimum and put the product within 
reach of the target group – the one 
billion kids in primary and second-

ary schools in the developing world 
that leave school without having ever 

touched a computer.  

This non-profit 
organization’s 

mission is to equip 
each child with a 

rugged, low-cost, 
low-power, con-

nected laptop. To 
this end OLPC have 
designed hardware, 

content and soft-
ware for collab-

orative, joyful, and 
self-empowered 

learning. With ac-
cess to this type of 

tool, children are 
engaged in their 

own education, and 
learn, share, and 
create together. 

They become con-
nected to each 

other, to the

world and to a brighter future. The machines 
are distributed through those Ministries of 
Education willing to adopt a policy of “one 
laptop per child”. As of mid-2010, OLPC pro-
duced laptops for roughly 2 million children 
around the world.

Design Features:
 
-  Size of a text book
-  Built in powerful Wi-Fi antennas that al-
low kids to connect to web, each other and 
schools through a mesh network
-  Unique screen that is readable under direct 
sunlight for schooling outdoors
-  Several modes of use for easy handling: 
laptop, e-book, gaming modes
-  Dual purpose screen
-  Track pad/writing tablet
-  Rubber bumper to shield the top
-  Hand powered, with 3 options: a crank, 
pedal, pull-chord

Concept: Nicolas Negroponte  
Designer: Yves Behar, Fuse Projects 

People

2. 

Universal 
Education

GOOD EXAMPLE:
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Designed by: Engineering and business students at MIT, Worcester Polytechnic, Babson College and 
Cambridge University in the UK // Implemented by World Education

GOOD EXAMPLE:

Kinkajou
Portable Library 

and
Projector

One in five adults worldwide do not 
know how to read. In rural regions of 

West Africa, up to 75% of the popula-
tion is illiterate. Literacy provides a 

solid foundation for poverty reduction 
and improves lives in very practical 

ways: enabling mothers to read expira-
tion dates on medicine bottles; assist-

ing farmers with reading application 
instructions on fertilizer packaging; and 

increasing the likelihood that women 
participate in the political process.

It’s the lack of resources —specifically access to books and lighting—
rather than a lack of interest in education that contributes to illiteracy 
rates. Since most adults work during the day, the majority of adult 
students in Mali take classes at night. Residents of these rural commu-
nities lack access to electricity and, therefore, electric lighting. Before 
the implementation of the Kinkajou, each student in a two-hour class 
had maybe fifteen minutes to learn—the amount of time the class-
room’s single kerosene lantern was close to their desk.

 
Design teams from MiT, Cambridge and Bab-

son Universities collaborated to address the chal-
lenge resulting in a rugged, lightweight, low-power 

projection system, which uses a microfilm cassette 
(and extremely durable medium that can last up to 100 

years in extreme conditions) to store up to 10,000 images 
at a fraction of the cost of paper books. The system also em-

ploys low-cost plastic optics adapted from Fisher-Price toys and 
state-of-the-art LED lighting to project an image large enough for 

the entire classroom to read. 

In 2004, with funding from USAID, World Education implemented Kinkajou Projectors in literacy centres in 
45 Malian villages. After two years of use, over 3,000 adults have learned to read using these projectors.

People
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Eliminate gender disparity in primary 
and secondary education, preferably 
by 2005, and in all levels of education 
no later than 2015. 

-  In 2008, there were 96 girls for every 
100 boys enrolled in primary school, and 
95 girls for every 100 boys in secondary 
school in developing regions.
-  The share of women employed outside 
of agriculture remains as low as 20% in 
Southern Asia, Western Asia and North-
ern Africa.
-  The global share of women in par-
liament continues to rise slowly and 
reached 19 per cent in 2010 — far short 
of gender parity.

Poverty is the main cause of unequal access to education, particularly 
for girls of secondary-school age. Women and girls in many parts of the 
world are forced to spend many hours fetching water, and girls often do 
not attend school because of a lack of decent sanitation facilities. Also, if 
they get pregnant, many are not allowed to continue school. Secondary 
education is especially important for women’s empowerment, but in the 
poorest households, about twice as many girls of secondary- school age 
are out of school compared to their wealthier peers.

COMMENT:

GOOD EXAMPLE:

She 28,
Rwanda

In some regions in the developing 
world, young girls can miss up to 50 

days of school or work because of the 
complications and sometimes stigma-

tisms related to their period. She28 
believes that a girl’s life does not have 

to stop every 28 days because of her 
menstrual cycle and that missing valu-

able time in school is not only a “blood 
cost” to women and girls, but to their 

families, communities, and nations as a 
whole.

She28 aims to 
provide affordable, 
quality, eco-friendly 
menstrual pads 
for women. Rather 
than a donation-on-
ly approach, she28 
enables individu-
als to develop the 
capacity to improve 
their own and their 
families’ circum-
stances through 
entrepreneurship, 
technology trans-
fer and access to 
finance. 

She28 intends to 
fulfill girls’ and 
women’s unmet need by helping local women in developing countries 
jump-start their own businesses to manufacture and distribute afford-
able, quality, and eco-friendly sanitary pads. She28 will look to use 
local raw materials, instead of all imported materials, to ensure afford-
ability and accessibility. She28 will couple its product innovation with a 
financially sustainable business model operated and owned by women 
in the community that can be replicated wherever the need exists. 
She28 will instigate the launch of a local business by: partnering with 
existing local networks; ensuring a microfinance loan for women who 
will share start-up costs; and, training local groups in necessary busi-
ness skills and health and hygiene.

She28 has already trained 50 Community Health Workers who are now 
leading small distribution businesses in Rwanda by equipping them 
with health and hygiene education, including menstrual hygiene, and 
simple business skills. The eagerly awaited She28 Launchpad, made of 
local Rwandan banana fibres, is going into clinical trials soon.

For every women-led and operated business that she28 invests in, ap-
proximately 100 jobs are created and approximately 100,000 girls and 
women will gain access to affordable sanitary pads. Multiply this by 12 
franchises, and 1200 jobs will be created reaching one million girls and 
women.

Multimedia

Click Here

The
Girl
Ef fect

Quick Facts

People

3. 

Gender
Equality

D
es

ig
ne

d
 b

y 
El

iz
ab

et
h 

Sc
ha

rp
f (

U
ni

te
d

 S
ta

te
s 

o
f A

m
er

ic
a)

 a
nd

 
Ju

lia
n 

In
g

ab
ir

e 
K

ay
ib

an
d

a 
(R

w
an

d
a)

Multimedia

Click Here

Hans Rosl ing 
& The Magic
Washing
Machine
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GOOD EXAMPLE:

Reduce by two thirds the under-five 
mortality rate. 

-  The number of children in developing 
countries who died before they reached 
the age of five dropped from 100 to 72 
deaths per 1,000 live births between 
1990 and 2008.
-  Almost nine million children still die 
each year before they reach their fifth 
birthday.
-  The highest rates of child mortality 
continue to be found in sub-Saharan 
Africa, where, in 2008, one in seven chil-
dren died before their fifth birthday. 

Quick Facts

The causes of child deaths 
are related to malnutri-
tion and lack of access to 
adequate primary health 
care and infrastructure, 
such as water and sanita-
tion, in many developing 
countries. Pneumonia, 
diarrhea, malaria and 
AIDS accounted for 43% 
of all deaths in under-fives 
worldwide in 2008. More 
than a third of all child 
deaths were attributable 
to under-nutrition.

COMMENT:

20 Million low birth weight and premature babies are born 
each year. This occurs primarily in developing countries, of-

ten in areas that don’t have access to innovations in modern 
medicine. One of the biggest problems these babies face is 
hypothermia: they are not able to regulate their own body 

temperature, and therefore cannot stay warm. In fact, room 
temperature for these small infants feels freezing cold. 4 mil-

lion babies die within their first month of life. Those that do 
survive often develop life-long health problems such as early 

onset of diabetes, heart disease, and low IQ.

Traditional incubators are 
expensive and require 

electricity, services often 
only found in urban hos-

pitals. In rural settings, 
the current solutions 
include wrapping hot 

water bottles around the 
babies’ bodies, placing 
them over hot coals or 

under light bulbs; caus-
ing many infants to die. 

The Embrace Infant 
Warmer is an innova-

tive and cost-effective 
technology that provides 

heat to an infant at a con-
stant temperature, a key 
condition for survival. It 

maintains the baby’s tem-
perature at a consistent 
37° C for 4-6 hours with 

no electricity. The device 
is simple, easy to use and 

easy to keep clean. 

The Embrace Infant 
Warmer uses a wax to 

provide thermal support 
to preterm born babies 

suffering from hypother-
mia. It is an innovative, 

affordable solution that 
costs less than 1% of 

traditional incubators. 

People

4. 

Child 
Health
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GOOD EXAMPLE:

a)  Reduce by three quarters the ma-
ternal mortality ratio
b)  Achieve universal access to repro-
ductive health 

-  More than 350,000 women die annually 
from complications during pregnancy or 
childbirth, almost all of them — 99% — 
in developing countries.
-  The maternal mortality rate is declining 
only slowly, even though the vast major-
ity of deaths are avoidable. 
-  In sub-Saharan Africa, a woman’s ma-
ternal mortality risk is 1 in 30, compared 
to 1 in 4,300 in developed regions. 
-  Every year, more than 1 million children 
are left motherless. Children who have 
lost their mothers are up to 10 times 
more likely to die prematurely than those 
who have not.

Quick Facts The intention of this engineering de-
sign product is to safeguard childbirth 

for mothers and infants in remote areas 
of the developing world where expert 
care and electrical power are in short 
supply. The Freeplay Fetal Heart Rate 
Monitor works off-grid, where there’s 

no electricity to support a delivery. 
Getting an aid like this into the hands 

of midwives in the developing world 
can mean the difference in life and 

death, both for mothers and infants.

The product operates by measuring the infant’s heart rate 
during birth. Should the child not get enough oxygen in the 

mother’s placenta, the infant heart rate slows down to lower 
the need for oxygen. Childbirth experts consider this as a 

very reliable sign that the fetus is not managing the birth pro-
cess well. Discovering the lowered heart rate during contrac-

tions gives medical workers a chance to suspend delivery 
(with drugs) and try to move the mother – or bring to her – 

more sophisticated medical assistance.

The Freeplay monitor is created expressly for the harsh con-
ditions of rural and remote settings in the developing world. 

It is a simple design with only an on-off switch and a hand 
crank for generating its own electricity. It is built for robust 
operation and made to withstand knock-about conditions. 

Cranking its onboard power-supply charger for one minute 
provides a full 10 minutes of operation; two minutes creates 

20 minutes of charge; and so on.

In testing the Freeplay Fetal Heart Rate Monitor at Cape 
Town’s Elsies River Community Health Center, John 

Hutchinson, CTO of Freeplay says, “The best example we 
have about its behavior is that the midwives we’ve given it 

to don’t want to give it back. We have a big fight, saying, 
‘Excuse me, we need the product back to examine it,’ and 

the midwives say, ‘No, you can’t have it back. It’s too useful. 
It makes a big difference in our working day.”

People
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Maternal 
Health
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a)  By 2015, halt and begin to reverse 
the spread of HIV/Aids
b)  Achieve universal access to treat-
ment for HIV/Aids for all those who 
need it by 2010
c)  Halt and begin to reverse the 
incidence of malaria and other major 
diseases

-   Every day over 7,400 people are 
infected with HIV and 5,500 die from 
AIDS- related illnesses. HIV remains the 
leading cause of death among reproduc-
tive-age women worldwide.
-  An estimated 33.4 million people were 
living with HIV in 2008, two thirds of 
them in sub-Saharan Africa. 
-  Access to HIV treatment in low- and 
middle-income countries increased ten-
fold over a span of just five years. 
-  Malaria kills a child in the world every 
45 seconds. Close to 90 per cent of ma-
laria deaths occur in Africa, where it ac-
counts for a fifth of childhood mortality. 
-  1.8 million people died from tuberculo-
sis in 2008, about 500,000 of whom were 
HIV-positive.

Quick Facts

South Africa has more HIV positive citizens 
than any country in the world.  In some prov-
inces, more than 40% of the population is 
infected.  Yet only 2% of South Africans have 
ever been tested for HIV. 

COMMENT:

GOOD EXAMPLE:

Yellowone©
Needle Cap

Contaminated needles result in 260million HIV infections, 21 
million hepatitis B infections and 2 million Hepatitis C infec-

tions every year, subsequently killing 1.3million people.

Yellowone Needle Cap© is a patented lid, which inexpensively and 
easily converts regular soda cans into safe and permanent disposal 

containers for used slip hypodermic needles.
 

The reuse of syringes in developing countries is a widespread 
problem. In some countries, the proportion of injections given with 

reused syringes is as high as 70%. 
 

Yellowone Needle Cap© is an ideal solution for the safe, secure, inex-
pensive and permanent elimination of this life-threatening problem.

 

Designed with safety in mind, 
Yellowone Needle Cap©:

• Recycles soda cans, which are readily accessible, into safe and 
permanent needle disposal containers
• The cap is permanently locked in place, with just one click
• Is easy to use with slip syringes needles
• Secures needles, which may transfer infectious diseases
• Prevents accidental stick injuries during needle disposal
• Is ideal for emergency relief efforts, remote clinics 
and field situations
• One can holds over 150 needles (small can of 330 ml) or 400 needles 
(larger can of 500 ml)

People
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People

GOOD EXAMPLE:

Project Masiluleke harnesses the 
mobile phone as a high-impact, 

low-cost tool in the fight against 
HIV/AIDS and TB.

“Please Call Me” x 1 Million x 365

The first stage of the project is built around 
the use of specialized text messages, deliver-
ing approximately 1,000,000 HIV/AIDS and 
TB messages each day to the general public. 
These messages are broadcast in the unused 
space of “Please Call Me” (PCM) text mes-
sages – a special SMS widely used in South 
Africa and across the continent. The messag-
es connect mobile users to existing HIV and 
TB call centers. Trained operators provide 
callers with accurate healthcare information, 
counseling and referrals to local testing 
clinics.

Since the project’s launch, over 685 million 
PCM messages have been sent throughout 
South Africa, driving over 1.5 million calls to 
the National AIDS Helpline.
 

Project
Masiluleke
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s TxtAlert: Keeping Patients Connected to 
Care 

Only 10% of South Africans with AIDS are cur-
rently receiving anti-retroviral (ARV) therapy, 
and of those who begin treatment, more than 
40% do not remain on the life-saving drugs 
past two years. Project Masiluleke addresses 
this critical problem by using text messag-
ing to remind patients of scheduled clinic 
visits – helping to ensure they adhere to ARV 
regimens. 

HIV Self-Testing with Mobile Phone 
Support 

The project partners are developing a 
breakthrough in the distributed diagnostics 
model: low cost HIV self-testing with counsel-
ing support via mobile phone. Similar to a 
pregnancy test, these distributed diagnostics 
will provide a free, private and reliable way 
for anyone to take the critical first step of 
knowing his or her status, with high-quality 
information provided via mobile device.
Self-testing does raise some serious ques-
tions, which require thoughtful analysis and 
careful planning. However, these concerns 
must be weighed against the ability to 

achieve wide-scale 
testing and ear-
lier entry into care 
through an option 
that empowers 
patients and allevi-
ates stigma. Early 
response from local 
health officials, 
national clinical 
associations and 
other leaders in 
healthcare has been 
strongly enthusias-
tic. Most important, 
feedback from the 
community confirms 
individuals are ea-
ger to have access 
to an HIV self-test, 
with both patients 
and healthcare 
workers preferring 
counseling via cell 
phone. 
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a )  Integrate the principles of sustain-
able development into country policies 
and programmes and reverse the loss 
of environmental resources. 
b )  Reduce biodiversity loss, achieving 
a significant reduction in the rate of 
loss by 2010
c )  Halve, by 2015, the proportion of 
the population without sustainable 
access to safe drinking water and basic 
sanitation. 
d )  Achieve significant improvement 
in the lives of at least 100million slum 
dwellers, by 2010 

-  Some 1.7 billion people have gained 
access to safe drinking water since 1990. 
Yet 884 million people worldwide still do 
not have access to safe drinking water 
and 2.6 billion people lack access to 
basic sanitation services, such as toilets 
or latrines.
-  The world has missed the 2010 target 
for biodiversity conservation. Based on 
current trends, the loss of species will 
continue throughout this century.
-  Slum improvements are failing to keep 
pace with the growing number of ur-
ban poor. The absolute number of slum 
dwellers keeps rising, with some 828 
million people living in slums today, even 
though the share of the urban population 
living in slums is declining.

7. 

Environmental
Stability

GOOD EXAMPLE:

The 
Life Straw™

The LifeStraw is a 25 cm long straw/pipe filter, 29 mm wide di-
ameter in plastic. When water is sucked up through the straw, 
fine textile filters withhold dirt and sediments and clusters of 

bacteria. 

In the center of the pipe several organic chemicals, including iodine, 
will kill and withhold remaining bacteria, viruses and parasites, as well 

as improve the taste of the water. The results are better than municipal 
tap water in many developed countries!

Users or consumers are defined as most people in the 3rd world, and 
they will benefit by having the possibility of clean water with this pipe 

filter. With LifeStraw™, which lasts for one person’s annual needs of 
clean water, nobody needs to die from diarrheal diseases from bacteria 

like typhoid, cholera, e. coli and 
salmonella.

 
This design is made with special emphasis on avoiding any moving parts, to disregard spare parts, 

and to avoid the use of electricity, which does not exist in many areas in the 3rd world. But as you need force to implement 
the filtering, the natural source of sucking, that even babies are able to perform, “powers” its operation. 
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GOOD EXAMPLE:

The 
Peepoo

Today, more than 2.6 billion people 
lack access to basic sanitation. At this 

moment, 40% of the world’s population 
lack access to even the simplest latrine, 

creating tremendous problems world-
wide including environmental pollution, 

social problems and unsafe surround-
ings, as well as greatly increasing the 
outbreak of lethal epidemic diseases 
such as cholera. One child dies every 

15 seconds due to contaminated water 
from human excreta.

Most toilets are part of larger infrastructure 
systems, dependent on complex invest-

ments and institutional changes. Re-thinking 
this model calls for a soft approach that can 

handle rapid implementation.

Peepoo is a personal, single-use, self-sanitizing, fully biodegradable 
toilet bag that prevents faeces from contaminating the immediate area 

as well as the surrounding ecosystem. The urea inside Peepoo inacti-
vates harmful pathogens (bacteria, viruses and parasites) within two 

to four weeks, depending on the temperature, and Peepoo does not 
start to break down until its contents have been completely sanitised. 
Peepoo remains odour-free for at least 24 hours after use and can be 

stored in the immediate environment. This makes Peepoo easy to use, 
either day or night in a household, which increases safety – especially 
for women and children. Peepoo is made of a bio-plastic that not only 

disintegrates but the molecules break down into carbon, water and 
biomass. 

Combined with the hygienisation process that urea initiates and com-
pletes, Peepoo completely transforms over a short period of time into 

high-value fertiliser which enables collection and disposal systems to 
arise, informally or formally, private or public, small scale or large scale.
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a )  Further develop an open, rule-
based, predictable, non-discriminatory 
trading and financial system
b )  Address the special needs of least 
developed countries; landlocked devel-
oping countries and small island devel-
oping states
c )  Deal comprehensively with the 
debt problems of developing countries
d )  In cooperation with pharmaceutical 
companies, provide access to afford-
able essential drugs in developing 
countries
e )  Make available benefits of new 
technologies, especially information 
and communications, in cooperation 
with the private sector.

8. 

Global 
Partnership

Access to information and communications 
technology (ICT) is expanding. Globally, an 
estimated 4.6 billion people had access to 
mobile phones by the end of 2009 — equiva-
lent to one mobile cellular subscription for 67 
out of every 100 people. Growth in mobile 
telephony remains strongest in the developing 
world, where mobile penetration had passed 
the 50% mark by the end of 2009. In sub-Sa-
haran Africa, where only 1 per cent of people 
have access to fixed telephone lines, more 
than 30 per cent now have access to mobile 
phones.

COMMENT:

GOOD EXAMPLE:

Kiva

Kiva Microfunds is a non-profit organization founded in 2005 
that’s motivated by its vision of a world where all people - 

even in the most remote areas of the globe - hold the power 
to create opportunity for themselves and others.

Leveraging the Internet and a worldwide network of microfinance 
institutions, Kiva enables individuals lend as little as $25 (R200) to help 

create opportunity for entrepreneurs in developing countries around 
the world.

The approach is simple: Choose an entrepreneur on the website, make 
a loan, and get repaid. 

As of March 31, 2012, Kiva has distributed $300,209,450 in loans from 
744,558 lenders. A total of 390,791 loans have been funded through 

Kiva and the current repayment rate for all its partners is 98.94%

“Our design challenge was to try to create a really transparent portal, 
at first to the one village in Uganda, and now it has expanded to about 

50 countries”, says founder Matt Flannery. 

By combining microfinance with the Internet, Kiva is creating a global 
community of people connected through lending. 
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Human 
Centred
Design

People

Human Centred Design (HCD) 
will help you HEAR the needs 
of beneficiaries in new ways, 
CREATE innovative solutions 
to meet these needs, and 
DELIVER solutions with 
financial sustainability in 
mind.
IDEO initially developed this approach to assist large multi-
national corporations to create new solutions for the devel-
oping World. It has enhanced the lives of millions of people 
through focusing and starting with the people being de-
signed for. 

The HCD process moves through these 3 main phases: Hear, 
Create, Deliver: guiding designers through concrete observa-
tions about people, to abstract things as insights and themes 
are uncovered, then back to the concrete with tangible solu-
tions. 

This Sustainable Design Toolkit deals with 
only the first two phases of the HCD process, 
namely Hear & Create, since the rest of the 
references included in this toolkit cover vari-
ous options for “Delivery”. 

This process suggests cross-collaborative 
teams that celebrate diversity as their greatest 
strength. Diversity leads to good solutions!

COMMENT:

The Detective 
The Anthropologist 
The Architect
The Craftsman

Do your best to fill your team 
with the following profiles:

The Detective
 Finds and investigates facts is good at 
conducting research, and is able to look ob-
jectively at the findings

The Anthropologist
is interested in people and their interactions 
with each other and their surroundings, has an 
eye for complexities and correlations, and is 
adept at 
analysing situations.

The Architect
gets a lot of ideas and is good at synthesizing 
various elements into cohesive solutions; Is 
also good at imagining how things could be 
different from how they usually are. 

The Craftsman
is the producer who is good at converting 
ideas into actual form; Is also focused on the 
end result and can tie up the project.

METHOD:

Assembling 
a cross-functional 

design team
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Engage people in 
their own contexts 
in order to 
understand the 
issues at a deep 
level. 

Hear

Goals:
> Identify whom to talk to
> How to gain empathy
> How to capture Stories

Expected Outputs: 
> People’s Stories
> Observations of beneficiaries’ 
realities
> Deeper understanding of needs, bar-
riers and constraints

This stage of qualitative research can be pow-
erful for analysing and mapping the relational 
dynamics between people, places, objects, 
and institutions. However qualitative meth-
ods will not determine “average” behaviours 
and attitudes or answer questions such as: 
“Are people in X region more likely to do this 
than in Y region?” Deep understanding, not 
broad coverage, is the strength of qualitative 
research.

COMMENT:

Step 1: Recognize Existing knowledge

Chances are that you already have some good knowledge about 
the subject/ problem you wish to address. Spend time charting 
what you already know about the design challenge. 

-  What people need or want
-  Which technologies may be useful
-  Solutions or ideas are being tried in other areas

Next write down what you don’t know but need to learn about 
the area of investigation such as: 

-  What the beneficiaries do, think, feel
-  How people value offerings
-  What beneficiaries’ future needs may be
-  Challenges to implementation of ideas

Step 2: Identify people to speak with

Recruiting appropriate and inspirational participants is critical. 
Attention to gender, ethnicity, and class balance is crucial for 
research.

If you mean to inspire new opportunities, it is useful to find 
people who represent the “extremes.” Extreme participants 
help to unearth unarticulated behaviours, desires and needs of 
the rest of the population, but are easier to observe and identify 
because they feel the effects more powerfully than others. By in-
cluding both ends of the spectrum as well as some people in the 
middle, the full range of behaviours, beliefs, and perspectives 
will be heard even with a small number of participants. Including 
this full range will be important in the later phases, especially 
in constructing good frameworks and providing inspiration for 
brainstorming.

Step 3: Choose Research Methods

Design research is useful to not only understand individuals but 
also frame individual behaviours in the context and community 
that surrounds them. Therefore, it will be important to employ 
many methods of research. Generally these methods call for 
small research teams, of approximately 3 people, to be involved 
in the process. 

Here are a few examples of people-centred approach to re-
search you may chose to employ:

INDIVIDUAL INTERVIEW  
GROUP INTERVIEW 
IN CONTEXT IMMERSION 
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Hear

•	 INDIVIDUAL	INTERVIEWS

Individual interviews are critical to most design research, since 
they enable a deep and rich view into the behaviours, reasoning, 
and lives of people. If possible, arrange to meet the participant 
at his/her home or workplace, so that you can see them in con-
text. In-context interviews give the participant greater ease and 
allow you to see the objects, spaces, and people that they talk 
about during the interview.

_  The interview should be conducted without 
an audience, since the presence of neigh-
bours, friends, or others can sway what the 
person says or what they are able to reveal. 

Privacy can often be difficult to create, how-
ever. One tactic to accomplish privacy is to 
have one person on the research team pull the 
“audience” aside and engage them in a paral-
lel conversation in a place where the primary 
interview cannot be heard.

_  Assign the following roles so that each per-
son has a clear purpose visible to the partici-
pant: one person to lead the interview, a note 
taker and a photographer.

TIPS: Individual Interviews

•	 GROUP	INTERVIEWS

Group-based interviews can be a valuable way to learn about a 
community quickly; and can be good for learning about commu-
nity life and dynamics, understanding general community issues 
and giving everyone in a community the chance to voice their 
views.

Guidelines for group meetings:

_  Size: 7-10 people from diverse economic 
backgrounds
_  Place: Meet on neutral ground in a shared 
community space that all people have access 
to (regardless of age, gender, status, race).
_  Gender: Mixed or same-sex groups de-
pending on the customs in that community (if 
men and women should meet separately, two 
facilitators can run the groups in parallel).
_  Age: Mixed groups of parents and teens/
children, depending on the topic and local 
context.

TIPS: Group Interviews
Group interviews 
are not good for 
gaining a deep 
understanding of 
individual income 
streams, uncover-
ing what people 
really think, or 
understanding how 
to change common-
ly-held beliefs or 
behaviours.

COMMENT: Group Interviews 

Are the viewpoints of men and women equally 
valued in this community? If not, it may make 
sense to have two meetings, one with women 
only and one with men only.

Are political heavyweights (such as chiefs, 
local administrators, etc.) present? If so, their 
opinions may hamper the ability of others to 
speak freely.

Does the community view you as a source of 
funds, gifts, or charity? - If so, their interac-
tions might be influenced by their desire to 
access potential benefits. It may be helpful 
to prepare an introduction that makes the 
purpose of the interview clear and state that 
nothing will be given away.

BE AWARE: Group Interviews

•	 IN	CONTEXT	IMMERSION

Meeting people where they live, work and socialize; and immers-
ing yourself in their context reveals new insights and unex-

pected opportunities. Design works best when the designers 
understand the people they are designing for not just on an in-
tellectual level, but also on an experiential level. Try to do what 
your constituents do and talk to them about their experience of 

life in the moment.

An opportunity for immersion is to offer to work alongside your 
beneficiaries, whether participating in formal work, or work in 

the home or community. Spend a few hours to a few days work-
ing with someone. By experiencing the business and activity 

first-hand, you may gain a better understanding of their needs, 
barriers, and constraints.

Being in-context means gaining true em-
pathy through being with people in their 
real settings and doing the things they 
normally do. This kind of deep immer-
sion gives us informed intuition that we 
take back with us to design solutions. We 
begin to take on the perspective of the 
interview participant, which enables us to 
make design decisions with their per-
spective in mind. Of course, we always 
go back into the field and get feedback 
from the source to see if our informed 
intuition led us to the right choices, and 
how we can improve them
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What people say (and think) they do and what 
they actually do, are not always the same 
thing. With no intent to mislead you, people 
often have strong beliefs about what they do 
on a daily basis that differs from what they 
actually do. The goal is not to correct or point 
out the misperception, but rather to under-
stand the difference.

BE AWARE: In Context Immer..

Step 4: Develop an Interview Approach 

Interviewing is an art that balances the dual needs of getting 
relevant information from the customer and engaging with them 
as a curious and empathetic friend. Intentionally developing your 
strategy for interviewing is key to managing this balance.

The semi-structured interview is a key method of enabling dialogue 
and deep engagement with participants while retaining focus on a 
particular topic. Thoughtful structuring of the interview questions 
will take the participant on a mental journey from the specific to the 
aspirational to the tangible.

OPEN SPECIFIC
Warm up the participant with questions they 
are comfortable with.

1. Household demographics
2. Who does what in the household? 
3. Stories of recent past

GO BROAD
Prompt bigger, even aspirational, thinking 
that they may not be accustomed to on a daily 
basis. 

4. Aspirations for the future 
5. System-based questions

PROBE DEEP
Dig deeper on the challenge at hand & 
prompt with ‘what if’ scenarios. 

6. Income sources 
7. Questions specific to innovation challenge

METHOD:

Interview 
Guide

1. Begin by brainstorming the topical areas you’d like to cover during the 
interviews, like

- Sources of livelihood 
- Sources of information 
- Financing models

2. Use post-its to capture questions that respond to these topics. 

For ‘sources of information’, one might ask:

-  When you have a setback in your life, whom do you go to for advice?
-  Have you heard about new ways of doing things in the past year? 
-  How have you heard about them?

3.  Move the post-its around to sort the questions into a logical flow 
based on the sequencing of START SPECIFIC, GO BROAD then PROBE 
DEEP.

TIPS: for Step 4

Scenario-based questions can help make hypothetical or abstract questions more accessible. A scenario-based 
question is an idea or solution created to help understand the issue further. It doesn’t have to be feasible, viable, or 

possible since its only purpose is deeper understanding. A good question will spark a conversation, prompt 
participants to be more specific in their stories and help check and challenge your assumptions.

METHOD:

Scenario Based
Concepts
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1.  Make a question less abstract by creat-
ing a scenario-based question:

Rather than asking, “How much would you pay 
to effectively manage waste in your neigh-

bourhood?”; instead describe two scenarios 
for the participant to choose from: 

“If you had a choice between two new systems 
that could improve the waste situation in your 

community: The first solution will cost you 
R100 a month and comes with no guarantee 
that your personal waste is going to be dis-

posed of and the second option will cost your 
family R250 a month and comes with a guar-

antee that by the third month of collection, 
your household will receive discount coupons 
for purchases at Shoprite and an optional10kg 
free compost delivered to your door monthly 

to use in your veggie garden. Which option 
would you prefer? 

Discuss why.

2.  Ask a person to compare your concept 
to the way they currently do things. You 

might also create two concepts that con-
trast with each other or are opposites. Peo-
ple have an easier time reacting to concepts 

if they have something to compare it to.

3. A scenario-based question might be told 
verbally or shown in pictures or drawings. 
It might be an object that the person can 
handle. It might be an experience that a 

participant can try…

TIPS: 

Through telling stories, human beings reveal important issues and 
opportunities in their daily experiences. Here are a few techniques 
for collecting rich stories in an interview.

SHOW ME
If you are in the interviewee’s environment, ask him/her to show you the 
things they interact with (objects, spaces, tools, etc.). Capture pictures 
and notes to jog your memory later. Or have them walk you through the 
process.

DRAW IT
Ask participants to visualize their experience through drawings and dia-
grams. This can be a good way to debunk assumptions and reveal how 
people conceive of and order their activities.

5 WHY’S
Ask “Why?” questions in response to five consecutive answers. This 
forces people to examine and express the underlying reasons for their 
behaviour and attitudes.

THINK ALOUD
As they perform a process or execute a specific task, ask participants to 
describe aloud what they are thinking. This helps uncover users’ motiva-
tions, concerns, perceptions and reasoning.

METHOD:

Interview 
Techniques

Step 4: Develop your Mind-set 

Observe vs. Interpret
Building empathy for the people you 

serve means understanding their behav-
iour and what motivates them. Under-

standing behaviour enables us to identify 
physical, cognitive, social and/or cultural 

needs that we can meet through the 
products, services and experiences we 

create. 

This exercise helps us differentiate 
between observation and interpretation 
of what we see, revealing our biases and 
lenses through which we view the world.

Use the photo to 
practice making 
the distinction 
between 
observations and 
interpretations

1. WHAT DO 
YOU SEE HAP-
PENING IN THIS 
IMAGE?
Describe only 
what you see, 
don’t interpret yet.

2. WHAT IS THE REASON FOR THIS BEHAVIOUR?
List five different possible interpretations that might explain this 
person’s behaviour.

3. HOW WOULD YOU FIND OUT THE REAL ANSWER?
List five questions you could ask her to determine which inter-
pretation is correct.
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To move from 
research to real-
world solutions, 
you will go through 
a process of 
synthesis and 
interpretation. This 
requires a mode 
of narrowing and 
culling information 
(“to kil l your 
darlings” so to 
speak) and 
translating insights 
about the reality of 
today into a set of 
opportunities for 
the future.

CREATE Goals: 
>  Make sense of data
>  Identify patterns
>  Define Opportunities
>  Create Solutions

Four key activities in the create phase: 

1. Synthesis takes us from inspiration to ideas, from stories to 
strategic directions.

2. Brainstorming makes us think expansively and without 
constraints.

3. Prototyping is about building to think, acknowledging that 
the process of making ideas real and tangible helps us to refine 
and iterate the ideas very quickly.

4. Feedback inspires further iterations to make solutions more 
compelling for constituents.

Step 1: Develop the Approach

Creation is about developing deeper understanding and trans-
lating that understanding into new innovations. There are many 
ways to do this, but the two most common are participatory 
approaches and empathic approaches. Use one or both of these 
approaches, develop your own, or draw upon different 
techniques when appropriate.

Co-designing solutions with people from the community and local 
value chain actors can be a great way to leverage local knowledge. 
It can also lead to innovations that may be better adapted to the 
context and be more likely to be adopted, since local people have 
invested resources in their creation.

METHOD:

Participatory
Co-Design

GOOD EXAMPLE:

Covago Branding:
Engaging Local 

Artisans as Co-DesignersAn NGO and designer Kara Pecknold 
partnered with Rwandan weavers to help 
them market their woven products more 
widely and increase their economic power. 
Because the local artisans are the experts, this designer engaged these weavers as co-designers. The designer asked 
the weavers to draw a picture of what makes their weaving process or products unique as a way to understand how to 
differentiate their work.

Some drawings featured the plant that provides these weavers with their raw materials. They use the leaves from an inva-
sive plant that is harming the environment of the Great Lakes Region of Africa. These weavers are turning an environmen-
tal problem into an economic opportunity. Based on these drawings and discussions, they identified the material they used 
as a key differentiator, and designed a logo for the weavers based on drawings of the plant.
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Asking people to participate in the design process is helpful as a way to leverage local expertise. But it also can empower 
constituents to participate in their own destiny and helps balance the sometimes, uneven power dynamic between the 
participant and the NGO team. In addition, engaging with participants in a visual way helped diminish problems created 
by language barriers.

Creating solutions through empathy is a way 
for the design team to blend their expertise 

with the on-the-ground needs of people. 
Empathy means deep understanding of the 

problems and realities of the people who are 
meant to benefit from the design. It is im-

portant to do research across many different 
groups of people and to “walk in their shoes’’ 

before the Create phase.

By understanding people deeply, design can 
lead to both appropriate and more break-

through solutions. But this method challenges 
the design team to not just understand the 
problem mentally, but also to start creating 

solutions from a connection to deep thoughts 
and feelings.

METHOD:

Empathetic
Design

GOOD EXAMPLE:

Vision Spring:
Bringing Eye-care to 

Children in an Indian Vil lage

Vision Spring embarked on a project to shift its offer from selling reading glasses to adults in the 
developing world to providing comprehensive eye care to children.

In an initial brainstorm with the Vision Spring team after conducting field research, the ideas centred on the notion that 
kids liked experiences designed for kids. The Vision Spring team met with experts, including paediatric eye doctors, and 

saw that the norm was to decorate spaces with stuffed animals and toys as a way to make kids feel comfortable.

They went to the field armed with a number of prototypes for the kids’ eye screening process. Using the traditional eye 
chart, the Vision Spring entrepreneur and then the teacher administered the eye test. This was very intimidating to the 

kids and several burst into tears. To make it more approachable and less intimidating, the team also tried using a sillier eye 
chart that had toys and animals on it. But it became too much like play, and chaos ensued.
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The team took a step back and thought about what would be serious enough to keep the diagnostic session from becom-
ing a raucous play session, but not so serious as to inspire tears.

Sitting in the schoolyard, the team reflected back on their own experiences as kids, recalled playing “house” and “doc-
tor”, where they would dress up with their friends and simulate adult behaviour. Inspired by this role reversal/role play, the 
team thought: why not put the child in the position of authority? The team tried a protocol where the child would screen 
the eyes of the teacher, and then where they would screen each other. They had fun emulating adult behaviour and weren’t 
intimidated by their peers.

The Vision Spring team got in touch with what is fun and what is scary to kids in order to create an eye care experience 
that works for kids. Empathic design means thinking from the perspective of your users, and doing everything you can to 
feel and understand what they are experiencing. 

Step 2: Share Stories

Telling stories is about transforming the 
stories one’s heard during research into 
data and information that can be used to 
inspire opportunities, ideas and solu-
tions. Stories are framed around real 
people and their lives, not summaries of 
information. Stories are useful because 
they are accounts of specific events, not 
general statements. They provide us with 
concrete details that help in imaging 
solutions to particular problems.

Best advice for storytelling: 

_Be Specific
Talk about what actually happened. It helps to begin stories with “One 
time...” or “After such and such happened...”

_Be Descriptive
Use your physical senses to give texture to your description.

_Follow Reporting Rules
Cover the following topics: who, what, when, where, why, and how.

TIPS: 
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Step 3: Identify Patterns

Making sense of your research is accom-
plished by seeing the patterns, themes, 
and larger relationships between the 
information. This process can be messy 
and difficult at times, but ultimately very 
rewarding. Seeing the patterns and con-
nections between the data will lead you 
quickly toward real-world solutions.

Uncovering insights is about bringing 
visibility and clarity to previously hidden 
meaning.

WHAT IS AN INSIGHT?
-  Insights are revelations – the unexpected 
things that make you sit up and pay attention.
-  Insights extrapolate individual stories into 
overarching truths.
-  Insights allow us to see our design challenge 
in a new light.

METHOD:

Extract 
Insights

Select Key Information 
Look across the information in the stories. Edit 
out the details that are not important – this 
is the time to let go of some of the detail. 
Choose the information that you find surpris-
ing, interesting, or worth pursuing. 

Aggregate big thoughts
Are some of the thoughts linked? If so, ag-
gregate them. Take several related pieces 
of information and re-write them as one big 
Insight.

Work at the same level
Check that the insights sit at the same level 
— that they are all big thoughts. If you find 
you have some lower level insights, consider 
whether they might be reframed at a higher 
level. If they need to be dropped a level, 
they may be best talked about as beneficiary/
customer needs that inform and support the 
Insight.

TIPS: 

Finding themes is about exploring the commonalities, differences, 
and relationships between the information.

METHOD:

Try the P.O.I.N.T. technique to translate the Problems and Needs 
identified in storytelling into Insights (see previous Method) and 
Themes.

P  = Problems 

O  = Obstacles 

I  = Insights 

N  = Needs

T = Themes

TIPS: 

P
O
I
N
T

GOOD EXAMPLE:

Keep
The Change
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Design innovation in services is rare especially in financial services, in 
which the last big breakthrough was online banking, nearly a decade 
ago. In October 2005, Bank of America launched a radically different 
product that broke the paradigm. The concept solves a critical bank-
ing problem - how to get consumers to open new accounts. 

To address this, the bank hired a team of innovators and designers 
to help frame a solution to get boomer-age women with children to 
open new cheque and saving accounts. The solution is called Keep the 
Change.

For two months, a team of researchers observed families and inter-
viewed people on the streets. They watched people at home as they 
paid and balanced their chequebooks. They tagged along as mothers 
did their shopping, dined out and made deposits at bank tellers. 

Two themes emerged from this: some mothers always rounded up their 
chequebook entries to an even dollar because it was quicker. People 
also rounded up their financial transactions because it was more con-
venient. The second realization: Many boomer women with children 
couldn’t save. For some, it was a lack of money. For others, it was a 
matter of not being able to control their impulse buying. 

26

People

Create

Once these themes were identified a team of product managers, fi-
nance experts, operations managers and software managers gathered 
with the design team to brainstorm and map out concepts. Overwhelm-
ing, one was favoured: rounding up consumers’ financial transactions 
and transferring the difference to their savings. 

Keep the Change works like this: Every time a consumer buys some-
thing with a Bank of America Visa debit card, the bank rounds up the 
purchase to the nearest dollar and transfers the difference from the 
consumer’s cheque into their savings account. It also matches 100% of 
transfers for the first three months, and 5% of the annual total, up to 
$250 a year.
Since the launch, 2.5 million customers have signed up for Keep the 
Change. Over 700,000 have opened new checking accounts and 1 mil-
lion have signed on for new savings 

Step 4: Creating Opportunity Areas

Once you have pulled out the themes and patterns from what 
you heard, you can start creating opportunity areas. The process 
of translating insights into opportunities is about moving from 
the current state to envisioning future possibilities. Opportuni-
ties are the springboard for ideas and solutions.

Framing Opportunities
Opportunities start with the phrase “HOW MIGHT WE...?” to suggest a 
mind-set of possibility.

*Go for quantity, not quality at this point.

TIPS: Creating Opportunity Areas 

Watch out for opportunity areas that are al-
ready solutions. A key part of creating innova-
tive solutions is preventing yourself and your 
team from jumping to conclusions.

BE AWARE: 

STEP 5: Brainstorming New Solutions

Brainstorming gives permission to think expansively and without 
any organizational, operational, or technological constraints. 

Some people think of brainstorms as undisciplined conversation. 
But conducting a fruitful brainstorm involves a lot of discipline 
and a bit of preparation. The practice of generating truly im-
practical solutions often sparks ideas that are relevant and 
reasonable. It may require generating 100 ideas (many of which 
are silly or impossible) in order to come up with those three truly 
inspirational solutions.

Seven Brain Storming Rules:

*DEFER JUDGMENT

*ENCOURAGE WILD IDEAS

*BUILD ON THE IDEAS OF OTHERS

*STAY FOCUSED ON TOPIC

*BE VISUAL

*ONE CONVERSATION AT A TIME

*GO FOR QUANTITY

TIPS: Brain Storming 
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Seven Brain Storming Rules:

DEFER JUDGMENT

There are no bad 
ideas at this point. 
There will be 
plenty of time to 
judge ideas later.

ENCOURAGE WILD 
IDEAS

It’s the wild ideas 
that often create 
real innovation. It 
is always easy to 
bring ideas down 
to earth later!

BUILD ON THE 
IDEAS OF OTHERS

Think in terms of 
‘and’ instead of 
‘but.’ If you dislike 
someone’s idea, 
challenge yourself 
to build on it and 
make it better.

STAY FOCUSED 
ON TOPIC

You will get better 
output if everyone 
is disciplined.

BE VISUAL

Try to engage the 
logical and the 
creative sides of 
the brain

ONE 
CONVERSATION 
AT A TIME
 
Allow ideas to be 
heard and built 
upon.

GO FOR 
QUANTITY

Set a big goal for 
number of ideas 
and surpass it! 
Remember there 
is no need to make 
a lengthy case for 
your idea since 
no one is judging. 
Ideas should flow 
quickly.

STEP 6: Make Ideas real

Prototyping is about building to think. This means creating the 
solution so that it can be communicated to others and making the 
idea better.

Why prototype?
-  To develop a deeper understanding of what an idea means and 
to reveal questions the team needs to answer.
-  To create an internal dialogue about how the concept works 
and external communication about the concept.

Imagine the Value Proposition 

For each prototype, answer these questions 
to start building the value of the idea:

Who will benefit from this idea? What is the 
value to the end customers?

Why and how is this idea better than alterna-
tive options? 

How much is this benefit worth to them? 

How much would they be willing to pay for this 
benefit?

How might this payment be collected?

TIPS: Make Ideas Real

Step 7: Gather Feedback 

How to solicit feedback
A great way to get honest feedback is to take several executions 
out to people. When there is only one concept available, people 
may be reluctant to criticize. However, when allowed to compare 
and contrast, people tend to speak more honestly.

Whose feedback to solicit
Speaking to new participants in a different region from where you did your research is a way to explore the scal-
ability of a solution. You may choose to speak to a mix of both new people and to those you have spoken with 
before. Try to include all stakeholders who would touch the concept; in addition to the end user, include manu-
facturers, installers, service providers, distributors, retailers, etc.
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Design to Improve Life

“Design to Improve Life” is a new design and innovation 
discipline coined by the Danish design organization, INDEX: 
in 2002. This design approach addresses serious problems in 
people’s lives by applying design competencies and modern 
design processes. 

A good design cannot be assess to its 
form and function alone. 

The criteria for Design to Improve Life: 

Form is about the part that can be 
sensed, touched, and seen: this means 
form, materials, colour, ergonomic as-
pects, consistency, context, aesthetics, 
etc. This is correlated to how design was 
traditionally assessed. 

Impact is about positive effects of the 
product and its influence on people’s 
lives. This means its relevance, how 
many will benefit from the product, how 

important the design is to the consumer, or how sustainable the 
product is economically and environmentally. 

Context is about the surrounding in which the product must 
function – that is to say, the challenges and problems that the 
product seeks to solve through its design, how many people are 
affected by the specific problem, and the degree of necessity as 
well as the culture, geography, or the infrastructure in which the 
product has to work. 

This means that designing is about new ways to solve problems 
and to be conscious of the fact that every choice in a design 
process has huge future implications.

1.  Prepare:
Know and plan what you are doing. Un-
derstand the expectations and the tasks 
you face. Be sure that the team under-
stands the tasks. Agree who leads the 
process – and how. Build in optimism and 
expectations of success. 

2.  Perceive: 
Gain understanding. Find what you need 
to know, be rigorous in research and 
knowledge-based. Talk to, observe and 
understand the users. Find inspiration 
and assess what is already out there. 

3.  Prototype: 
Get many ideas, build them, visualize 
them and show them, test them, test 
them again and have fun, while you 
remember the users and communicate 
within the team. Make the process time-
intensive

4.  Produce: 
Produce, Launch, Distribute, 
Communicate, Realize, Share

Multimedia

Click Here

Design to
Improve
Life

GOOD EXAMPLE:

Hippo
Roller

The Hippo Water Roller was specifically designed to alleviate 
the suffering caused by a lack of access to water. The Hippo 
Water Roller is a barrel-shaped container designed to transport 90 liters of water. It comprises of a drum 

with a large screw-on cap and a clip-on steel handle.

The innovative design allows water to be placed inside the “wheel” rather than carried above the wheel. The 90kg weight 
of water is borne on the ground resulting in an effective weight of just 10kg on level ground. Children and the elderly can 

easily manage a full roller over most types of terrain. Approximately five times the normal amount of water can now be col-
lected in less time with far less effort. 
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The drum is manufactured in South Africa from UV stabilized 
Polyethylene and has been designed to withstand typical rural condi-

tions such as uneven footpaths, rocks and even broken bottles. The 
large opening (135 mm diameter) allows for easy filling and cleaning of 

the interior. The sealed lid ensures hygienic storage of water and the 
steel handle provides firm control over difficult terrain while pushing or 

pulling the roller.

Since the age of two, Betty Sgawuka who lives in a village near the 
Malelane Mountains in Mpumalanga, has been carrying water. At first 
she carried only a few liters in a tiny container as she rambled behind 

her mother or older siblings. By the time she was fully grown, she car-
ried 30 liters six or seven times a day for nearly 2km from the stream to her home. “No one here has running water in the 

house,” she says. “So we had to be very strict with the water because it was so hard to get and so heavy.” 

With her hippo roller, by the nearby Bongani Mountain Lodge, where many local villagers work, Mrs. Sgawuka can now 
transport 90 liters in one trip. The invention has allowed her to be far more generous with the water’s use. “It’s so much 

easier to push it than to carry it on your head,” she says. “All of us are happy to get a Hippo Roller.” 

At a cost of almost R300, purchasing the Hippo Roller is out of reach for many who need it most. The project distributes 
sponsored Hippo rollers in partnership with NGO’s and donors to rural impoverished communities where access to water 

is limited.

Heirarchy of Needs

In order for a 
design to be 
successful, it must 
meet people’s basic 
needs 
before it can 
attempt to satisfy 
higher-level needs

The hierarchy of needs principle specifies 
that a design must serve the lower lever 
needs (i.e. it must function) before the 
higher needs, such as creativity, can be 
addressed. Good designs follow the hi-
erarchy of needs principle, adapted from 
Maslow’s Hierachy of Needs, while poor 
designs may attempt top meet needs 
from various levels without building on 
the lower levels of the hierarchy first. 

MASLOW’S Heirarchy of 
Needs

morality,
creativity,

spontaneity,
problem solving
lack of prejudice,

acceptance of facts

self esteem, confidence,
achievement, respect of others

respect by others

friendship, family, sexual intimacy

security of: body, employment, resources, 
morality, the family, health, property

breathing, food, water, sex, sleep, homeostasis, excretion

Self-actualisation

Esteem

Love/Belonging

Physiological

Safety
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DESIGN Heirarchy of Needs

aesthetic
beauty, 

innovative inter-
actions, design 

perceived to be of the
highest level

empower people to do more
and be better

design perceived to be of high level

design is forgiving, easy to use,
design perceived to be of moderate value

stable and consistent performance,
design perceived to be of low value

design works, meets basic functional needs,
design perceived to have little to no value

Creativity

Proficiency

Usability

Functionality

Reliability

Functionality Needs have to do with meeting the most basic 
design requirements. For example, a mobile phone must, at 
minimum, provide the capability to make and receive phone calls 
and text messages. Designs at this level are perceived to be of 
little or no value. 

Reliability Needs have to do with establishing stable and con-
sistent performance. For example, a mobile telephone should 
perform consistently and enable calls and messages received 
and sent at an acceptable level of quality. If the design performs 
erratically, or is subject to frequent failure, reliability needs are 
not satisfied. Designs at this level are perceived to be of low 
value. 

Usability Needs have to do with how easy and forgiving a 
design is to use. For example, navigating one’s way around 
the phone’s buttons to find contacts and the message writing 
window, should be tolerant of mistakes. If the difficulty of use is 
too great, or the consequences of simple errors are too severe, 
usability needs are not met. Designs at this level are perceived 
to be of moderate value. 

Proficiency Needs have to do with 
empowering people to do things better 
than they previously could. For example, 
a mobile phone than can seek out con-
tacts on voice prompts is a significant 
advance, enabling people to do things 
not previously possible. Designs at this 
level are perceived to be of high value. 

Creativity is the next level in the hierar-
chy where all needs have been satisfied 
and people begin interacting with the 
design in innovative ways. An example 
of this is taking a photograph with one’s 
phone and being able to send this via a 
text message (or upload to social media). 
The design, having satisfied all other 
needs, is now used to create and explore 
areas that extend both the design and 
the person using the design. Designs 
at this level are perceived to be of the 
highest value, and often achieve extreme 
loyalty amongst users

Consider the hierarchy of needs in design and 
ensure that lower level needs are satisfied be-
fore resources are devoted to serving higher 
level needs. Evaluate existing designs with 
respect to the hierarchy to determine where 
modifications should be made. 

COMMENT:
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Biomimicry
  
“Bios” means life, “Mimicry” means imitate. Biomimicry is the 
practice of learning from and then emulating life’s genius to 
solve human problems and create more sustainable designs. 
Biomimicry is a branch of science, a problem-solving method, a 
sustainability ethos, a movement, a stance toward nature, and a 
new way of viewing and valuing biodiversity.

Why Biomimicry? Why now?
Organisms and ecosystems face the same challenges that we 
humans do, but they meet those challenges sustainably. The 
premise of biomimicry is that Life has been performing design 
experiments in Earth’s R&D lab for 3.85 billion years and what 
is flourishing on the planet today are the best ideas – those 
that perform well in context, while economizing on energy and 
materials. 

Whatever the design challenge, the odds are high that one or 
more of the world’s 30 million creatures has not only faced the 
same challenge, but has evolved effective strategies to solve it. 
The selective pressure placed on all natural life forms minimizes 
and removes failures. Organisms are the consummate physicists, 
chemists, and engineers, and ecosystems are economies beyond 
compare. They can provide us with innovative and progressive 
solutions to the design, engineering and other challenges that 
we now face: energy, food production, climate control, benign 
chemistry, transportation, packaging, and more. 

The vision is to create products, processes, organizations, and 
policies—new ways of living—that are well adapted to life on 
earth over the long haul. ”Doing it nature’s way” has the poten-
tial to change the way we grow food, make materials, harness 
energy, heal ourselves, store information, and conduct business.

What if products not 
only did no harm, but 

they actually benefited 
the environment, people 

and economy?

Design Spiral:

COMMENT:
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Design Spiral:

The Design Spiral is a very simple 
description of a few steps one can 
follow when searching for an example 
in nature that can inform your own de-
sign process and design specs.

1.  Identify the function of your design 
a )  What do you want to design?
b )  What do you want the design to do/ 
achieve/ solve? 
c )  Why do we want our design to...?
 
2.  Interpret the function of your 
design 
a )  Translate the function of your design 
through an example from nature. How 
does nature execute and per form that 
function (or not)?

3.  Learn from the ways in which nature 
works
If you do have the time and means, go 
out and consult direc tly with biologists 
and natural science exper ts to influence 
your approach. 

Otherwise you can consult the growing 
database of 2100 + examples of cat-
egorized biological systems, processes 
and solutions presented in the Ask 
Nature website. www.asknature.org

4.  Adapt nature’s strategy 
Nature is known to adapt according to 
its geographical surroundings and local 
resources.

-  How can a product, service or a build-
ing do the same? 
-  What are the desired characteristics 
of a product in order to function in the 
system where it is meant to be? 

Try and f ind a l ink between the natural 
world and the world you are designing 
for.

5.  Evaluate designs 

-  Can the design adapt to its environ-
ment and also ‘grow’ and evolve fur ther?

GOOD EXAMPLE:

Shinkansen Bullet Train, 
Japan 

Seeking inspiration in nature is nothing new, of course. Thou-
sands of years ago, the inventors of chopsticks are said to 

have mimicked the way a bird’s beak captures food, and in 
more recent centuries, Leonardo da Vinci and the Wright 
Brothers turned to birds once again when designing their 

flying machines.

D
es

ig
ne

d
 b

y 
W

es
t 

Ja
p

an
 R

ai
lw

ay
 C

o
m

p
an

u
//

 C
hi

ef
 E

ng
in

ee
r:

 E
iji

 N
ak

at
su

y

Travelling at over 200 miles per hour, Japan’s Shinkansen bullet train is 
the fastest in the world. However the first design had one small prob-

lem: noise. Every time the train came out of a tunnel, it would produce 
an extremely loud bang because of the change in air pressure, causing 

residents to complain. 

Eiji Nakatsu, the train’s chief engineer and an avid bird-watcher, asked 
himself, “Is there something in Nature that travels quickly and smoothly 

between two very different mediums?” Modeling the front-end of the 
train after the beak of kingfishers, which dive from the air into bod-

ies of water with very little splash to catch fish, resulted not only in a 
quieter train, but 15% less electricity use even while the train travels 

10% faster.

Biomimicry

http://www.asknature.org/
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GOOD EXAMPLE:

Eastgate Centre,
Zimbabwe

The Eastgate Centre provides 5600m² 
retail space and 26000m² office space 
and parking for 450 cars.  The design, 
by local architect Mick Pearce, is a de-
liberate move away from the “big glass 
block” that are typically expensive to 
maintain at a comfortable tempera-
ture, needing substantial heating in 
the winter and cooling in the summer. 
They tend to recycle air, in an attempt 
to keep the expensively conditioned 
atmosphere inside, leading to high 
levels of air pollution in the building. 
Artificial air-conditioning systems are 
high-maintenance, and Zimbabwe has 
the additional problem that the origi-
nal system and most spare parts have 
to be imported, squandering foreign 
exchange reserves.

Because of its altitude, Harare has a temper-
ate climate despite being in the tropics, and 
the typical daily temperature can swing is 10 
to 14 degrees Celsius. This makes a passive 
cooling system a viable alternative.

Design objectives included: 

-  No direct sunlight to fall on external walls
-  Balance between artificial and external light 
to minimize energy consumption and heat 
gain
-  Windows should be sealed to avoid noise 
pollution and impacts of unpredictable wind 
pressures and temperatures
-  Above all, windows should filter light, con-
trol glare, noise and security

Besides designing the windows to have ad-
justable blinds with deep overhangs to avoid 
direct sun on windows and walls, a passive 
cooling system, inspired by termites is the 
most impressive biomimicry design influence. 
Termite mounds include flues, which vent 
through the top and sides, and the mound 
itself is designed to catch the breeze. As the 
wind blows, hot air from the main chambers 
below ground is drawn out of the structure, 
helped by termites opening or blocking tun-
nels to control air flow.

This particular 
building was able to 
minimize its heating 
and cooling energy 
by 90% when com-
pared to building of 
its size.
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Cradle-to-Cradle identifies three key design principles in 
the intelligence of natural systems, which can inform human 
design:

1. Waste Equals Food
2. Use Current Solar Income
3. Celebrate Diversity

Waste Equals Food

Waste does not exist in nature because the processes of each 
organism contribute to the health of the whole ecosystem. 
A fruit tree’s blossoms fall to the ground and decompose into 
food for other living things. Bacteria and fungi feed on the or-
ganic waste of both the trees and the animals that eat its fruit, 
depositing nutrients in the soil in a form ready for the tree to use 
for growth. One organism’s waste is food for another and nutri-
ents flow indefinitely in cradle-to-cradle cycles of birth, decay 
and rebirth. In other words, waste equals food. 

Understanding these regenerative systems allows engineers and 
designers to recognize that all materials can be designed as nu-
trients that flow through natural or designed metabolisms. While 
nature’s nutrient cycles can be viewed as biological metabolism, 
the technical metabolism can be designed to mirror them; as a 
closed-loop system in which valuable, high-tech synthetics and 
mineral resources circulate in cycles of production, use, recovery 
and remanufacture.

Within this cradle-to-cradle framework, designers and engineers 
can use scientific assessments to select safe materials and opti-
mize products and services, creating closed-loop material flows 
that are inherently benign and sustaining. Materials designed as 
biological nutrients, such as textiles and packaging made from 
natural fibers, can biodegrade safely and restore soil after use. 
Materials designed as technical nutrients, such as carpet yarns 
made from synthetics that can be repeatedly depolymerized and 
re-polymerized, providing high quality, high-tech ingredients for 
generation after generation of synthetic products. 

Use Current Solar Income

Living things thrive on the energy of the sun. 

Trees and plants manufacture food from sunlight, an elegant, 
effective system that uses the earth’s unrivalled and continu-
ous source of energy income. Despite recent precedent, human 
energy systems can be nearly as effective. Cradle-to-cradle 
systems - from buildings to manufacturing processes - tap into 

Cradle To Cradle

current solar income using direct so-
lar energy collection or passive solar 
processes, such as the effective use of 
natural light. 

Celebrate Diversity 

From a holistic perspective, natural sys-
tems thrive on diversity. 

Healthy ecosystems are complex com-
munities of living things, each of which 
has developed a unique response to its 
surroundings that works in concert with 
other organisms to sustain the system. 
Each organism fits in its place. Needless 
to say, long-term perspective is needed 
since even the introduction of an invasive 
species can enhance diversity for the im-
mediate term while virtually destroying 
that diversity over time.

Nature’s diversity provides many mod-
els for human designs. When designers 
celebrate diversity, they tailor designs 
to maximize their positive effects on the 
particular niche in which they will be im-
plemented. Engineers might profit from 
this principle by considering the cradle-
to-cradle maxim, “all sustainability is lo-
cal.” In other words, optimal sustainable 
design solutions draw information from 
and ultimately “fit” within local natural 
systems. They express an understanding 
of ecological relationships and enhance 
the local landscape where possible. They 
draw on local energy and material flows. 
They take into account both the distant 
effects of local actions and the local ef-
fects of distant actions. 

The point is this: Rather than offering the 
one-size-fits-all solutions of conventional 
engineering, designs that celebrate and 
support diversity and locality grow ever 
more effective and sustaining as they 
engage natural systems.

Cradle To Cradle

Cradle to Cradle is a design and engineering system that 
models human industry on nature’s processes. Put simply, it 
is a holistic framework that seeks to create economic, indus-
trial and social systems that are not just efficient but essen-
tially waste free. Human systems designed to operate by the 
same rules that govern the natural world can approach the 
effectiveness of the earth’s diverse living systems, in which 
there is no waste at all. 
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Bi l l  Mc-
Donough: 
Cradle to 
Cradle Design

Meet William McDonough, the father 
of the Cradle-to-Cradle protocol: 

GOOD EXAMPLE:

Nike Considered 
Sustainable Shoes 

Features: 

-  The leather comes from a tannery that recy-
cles wastewater to ensure toxins are kept out 
of the environment, and it is coloured using 
vegetable-based dyes.  
-  Woven hemp and cotton fabric are used for 
the tongue and lining
-  Laces are made with hemp and recycled 
polyester, typically made of used PET bottles
-  Stitching is used to attach the upper to the 
out sole to minimize the use of environmen-
tally harmful adhesives
-  Careful nesting of pieces of leather to be 
cut reduces the amount of waste produced in 
manufacturing
-  The outsole contains material made from 
recycled factory rubber waste
-  Simpler design makes for fewer production 
steps, including less stitching, in this case 
translating in use of less energy
-  Materials sourced primarily within 320km of 
the Nike factory, which reduces the energy 
used for transportation. 
-  Products designed to be more easily and 
effectively recycled in Nike’s Re-use a Shoe 
program (which collects and recycles consum-
ers’ used shoes into sports surfaces: basket-
ball courts, tracks, gym floors, etc.) 
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-  Reduction of 61% in manufacturing     
   waste
-  35% in energy consumption
-  89% in use of solvents

GOOD EXAMPLE:

Herman Miller 
Aeron Chair 

Designed by Don Chadwick and Bill Stumpf
The Aeron chair accommodates both the sitter and the 

environment. It adapts naturally to virtually every body, and 
it’s 94% recyclable.

As a standard Cradle-to-Cradle approach to production at 
Herman Miller, there are four questions the design and 

production teams always ask:

1.  First, are the 
materials homog-
enous? Mean-
ing they can’t be 
moulded steel and 
plastic together, for 
example? 

2.  Did we use com-
mon tools to take 
them apart? 

3.  Did it take one 
person more than 
30 seconds to re-
verse a connection? 

If it takes longer 
than that the mate-
rial might end up 
in a landfill. The 
materials have to 
be identified and 
marked; the plastics 
have to have the 
proper recycling 
codes on them so 
they can be 
recycled. 

If the answer to all 
of those questions 
is yes we are going 
to give ourselves 
100% credit, if one 
of those is No, we 
are not going to 
give ourselves any 
credit. 

Cradle To Cradle

4.  Finally, recycling. If a material fits into the technical or biological 
nutrient cycle we will score that 100%, if it’s down-cycled we will give 
that 50% and if we can incinerate it for energy recovery we will give 
that 25%. If it has to go to a landfill we are not going to give ourselves 
any credit within that scorecard. 

The Aeron Chair is also a great example of the benefits of Human Cen-
tred Design – it can be credited as the world’s most comfortable office 
chair thanks to in-depth consultations with people who spend a lot of 
time in their chairs – older people in retirement centres!

COMMENT:

Thinking
Life Cycle

This holistic approach to design consid-
ers design’s impact on the environment 
at each stage through production and 
consumption. 

The goal of Life Cycle Thinking is to make 
people and companies more aware of 
how their actions impact the environ-
ment in a holistic sense rather than a 
one time pollution that comes as a direct 
result of using a product or doing an 
activity at one specific time. Although 
it is nearly impossible to undergo con-
sumption of anything with no environ-
mental impact, Life Cycle Thinking gives 
designers the ability to make informed 
decisions to mitigate a product, system 
or service’s environmental impact. 

Raw Materials: 
Growing and 
harvesting of cotton 
and the production of 
the raw fibre.

Production: This 
includes the transport 
of the raw materials, 
the design process of 
the t-shirt, the whole 
production of the gar-
ment, including yarn 
manufacturing, knit-
ting, pre-treatment, 
dyeing, finishing and 
packaging.

Distribution and 
Retail: This includes 
the transport of the 
product and the sell-
ing/retail of the cloth-
ing. In this specific 
analysis, we assume 
that the retailers are 
big supermarkets/
retailers or clothing 
stores/chains.

1.

2.

3.

Consumption: This 
includes the transport 
to the place of use 
and also the washing, 
drying and ironing of 
the clothing.

4.End of Life: This in-
cludes the disposal or 
possible recycling or 
reuse of the product or 
materials.

5.

Lifecylce of a Cotton T-Shirt:

http://vimeo.com/22055206
http://www.ted.com/talks/william_mcdonough_on_cradle_to_cradle_design.html
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Prosperity

Prosperity

Prosperity is the state of 
flourishing, thriving, good 
fortune and success. Most 
people will intuitively agree 
that “prosperity” is not just 
about money but also about 
quality of life

If one were to measure a country’s level of prosperity, as an 
indicator of its people’s wellbeing, the following are the key 
areas taken into consideration: 

1.  ECONOMY: 
Stable and growing economies increase per capita income and 
promote the overall wellbeing of its citizens.

2.  ENTREPRENEURSHIP & OPPORTUNITY:  
A strong entrepreneurial climate in which citizens can pursue 
new ideas and opportunities for improving their lives leads to 
higher levels of income and wellbeing.

3.  GOVERNANCE: Well-governed societies enjoy national eco-
nomic growth and citizen wellbeing.

4.  EDUCATION: 
Education is a building block for prosperous societies.

5.  HEALTH: 
A strong healthcare infrastructure in which citizens are able to 
enjoy good physical and mental health leads to higher levels of 
income and wellbeing 

6.  SAFETY & SECURITY: 
Societies plagued by threats to national 
security and personal safety cannot fos-
ter growth in average levels of income or 
wellbeing.

7.  PERSONAL FREEDOM:
When citizens enjoy their rights to ex-
pression, belief, organisation, and per-
sonal autonomy in a society welcoming 
of diversity, their country enjoys higher 
levels of income and social wellbeing.

8.  SOCIAL CAPITAL: 
Social networks and the cohesion that a 
society experiences when people trust 
one another have a direct effect on the 
prosperity of a country.

Multimedia

Click Here

Legatum
Prosperity
Index

Visit the 
Legatum 
Prosperity Index 
for an up to date 
of our world’s 
wellbeing:

2012 has been recognized as the Inter-
national Year of Co-operatives by the 
United Nations. This is an acknowledge-
ment by the international community that 
co-operatives drive economies, respond 
to social change, are resilient to the 
global economic crisis and are able to 
create jobs in all sectors. 

Across the world, cooperatives employ 
20% more people than corporations and 
have more than 800 million members 
internationally. 

Co-operatives are based on the values of 
self-responsibility, democracy, equality, 
equity and solidarity.  This model allows 
for open, voluntary membership and par-
ticipation and empowerment of the par-
ticipants through their ability to express 
their voices and take charge of their lives. 
Sustainable livelihoods are generated 
as the profits earned through members’ 
activities are invested into community 
development and benefits members in 
proportion to their transactions with the 
co-operative

PRINCIPLES OF THE CO-OPERATIVE 
BUSINESS MODEL

1st Principle: Voluntary and Open 
Membership 

Open to all persons willing to accept the 
responsibilities of membership, without 
gender, social, racial, political or religious 
discrimination.

2nd Principle: Democratic Member 
Control 

Members actively participate in setting 
policies and making decisions. Elected 
representatives are accountable to the 
membership. Members have equal voting 
rights (one member, one vote). 

3rd Principle: Member Economic Participation 

Members contribute equitably to, and democratically control, 
the capital of their co-operative. At least part of that capital is 
usually the common property of the co-operative. 

Members allocate surpluses for any or all of the following pur-
poses: developing their co-operative; benefiting members in 
proportion to their transactions with the co-operative; and sup-
porting other activities approved by the membership.

4th Principle: Autonomy and Independence 

Co-operatives are autonomous, self-help organizations con-
trolled by their members. If they enter to agreements with other 
organizations, they do so on terms that ensure democratic con-
trol by their members and maintain their co-operative autonomy.

5th Principle: Education, Training and Information

Co-operatives provide education and training for their members, 
elected representatives, managers, and employees so they can 
contribute effectively to the development of their co-operatives. 
They inform the general public - particularly young people and 
opinion leaders - about the nature and benefits of co-operation.

6th Principle: Co-operation among Co-operatives 

Co-operatives serve their members most effectively and 
strengthen the co-operative movement by working together 
through local, national, regional and international structures.

7th Principle: Concern for Community

 Co-operatives work for the sustainable development of their 
communities through policies approved by their members.

Co-operative Business Model

http://www.prosperity.com/default.aspx
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Prosperity

The Green Economy

The Green Economy results in improved 
human wellbeing and social equity, 
while significantly reducing environ-
mental risks and ecological scarcities. 
Essentially, it’s a system that encapsu-
lates an economic development model, 
based on sustainable development and 
recognition of natural capital’s vital 
role in development. 

For South Africa, growing the green 
economy is a priority, as it will lead to 
competitiveness and job creation, en-
sure real sustainable economic growth, 
and prevent environmental pollution, 
resource depletion and environmental 
degradation.

Green jobs can be defined as work in the 
diverse sectors of industry: agricultural, 
manufacturing, research and develop-
ment, administration and service activi-
ties that help to protect ecosystems and 
biodiversity; reduce the consumption of 
energy, water and natural resources; and 
minimize and altogether avoid the gener-
ation of all forms of waste and pollution; 
while providing decent work that offers 
adequate wages, safe working condi-
tions, job security and workers’ rights. 

The industry sectors expected to drive 
green economy in South Africa include:

1.  Agriculture, 
2.  Green buildings,
3.  Greener transport including electric 
vehicles & public transport 
4.  Green cities, 
5. Forests, 
6.  Energy supply including grid-connect-
ed solar, thermal, and large wind power 
projects, energy efficiency including 
demand-side management,
7.  Water, 
8.  Fisheries,
9.  Industry and manufacturing, 
10.  Tourism, 
11.  Waste management, 
12.  Retail, 
13.  Natural resources 
14.  Consultancy, policy, research and 
governance

The design and creative industries’ roles cannot be undermined 
in forging a sustainable economy for South Africa. Designers are 
the natural link in every stage of production, manufacturing and 
distribution of products, systems and services.

Buzz words in the Business

a. Social Entrepreneurship - social entrepreneurs are those 
exceptional individuals who dream up and take responsibility for 
an innovative and untested idea for positive social change, and 
usher that idea from dream to reality. What enables social entre-
preneurs to make lasting impact on the most difficult problems 
is a special combination of groundbreaking creativity and stead-
fast execution.

b. Social Enterprise - A social enterprise is an organization that 
applies commercial strategies to maximize improvements in hu-
man and environmental wellbeing, rather than maximizing profits 
for external shareholders.

c. Social Innovation - A novel solution to a social problem that is 
more effective, efficient, sustainable, or just than existing solu-
tions and for which the value created accrues primarily to society 
as a whole rather than private individuals.
 

Quick guide to Design Protection 
Your inventive ideas, works and product designs, whether aesthetic or functional in nature, constitute intellec-
tual property. The value of intangible assets should not be underestimated – but should be protected by law. 
How often has the inventor not made a cent, while those who followed him made a fortune from his invention?

We’ve compiled the following quick guide to intellectual property protection, based on frequently asked ques-
tions. Please note that this only serves as an introduction and it’s recommended that you do further research 
should you wish to apply for protection. 

Other Useful 
Stuff

What Can you 
Protect?

How Long are
you Protected?

What will it cost?

Paintings, engineering 
drawings, sculptures, 
books, written works, 
films, music, sound 
recordings, computer 
programs

Copyright
Registered 
Design Patents Trademarks

Aesthetic designs; 
functional designs, 
on articles intended 
to be multiplied by an 
industrial process 

New and inventive 
(non obvious) prod-
ucts that can be used 
in trade, industry and 
agriculture

Any distinctive word, 
sign, artwork, name, 
signature, letters, 
numerals, shape, 
ornament, colour, 
container

In most cases 50 years 
after the death of 
author or after publi-
cation

15 years for aesthetic 
designs and 10 years 
for functional designs, 
subject to annual re-
newal after the 3 year

20 years subject to 
annual renewal after 
third year, provisional 
specification protec-
tion is one year

Indefinitely, subject to 
renewal every 10years

Application fee is 
R510 and your own 
paper work and time, 
OR approach a patent 
attorney firm for a 
quote

Application fees are 
R240 for registration, 
patent attorney fee 
about R6000, first 
renewal R120 rising 
to R150

Provisional 
registration fee is R60, 
R590 for complete; 
patent attorney fee 
provisional R7000, 
complete R100000

R590 for application 
in one class, attorney 
fee about R3000, re-
newal every 10 years
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Other Useful Stuff

Nudge

A method for predictably changing people’s behaviour with-
out limiting options or significantly altering incentives

People prefer the path of least resistance when making deci-
sions. When the path of least resistance happens to lead to a 
favourable outcome, everyone is happy. When the path of least 
resistance leads to a generally unfavourable outcome, the 
results are problematic. 

For example, a greater supply of transplant organs could be cre-
ated by presented a choice to opt-out rather than opt-in. 

Schiphol Airport in Amsterdam put the “nudge principle” to 
great use in with the aim to reduce the cleaning burden in men’s 
restrooms. The image of a fly is etched into the bowls just above 
the drains. The result is an 80% reduction in “spillage”. Why? 
Men see the target and try to hit it! 

A couple of basic methods in putting the nudge technique to 
practice: 

-  Defaults: select defaults that do the least harm and the most 
good (as in the organ donor opt-in or out example)
-  Feedback: Provide visible and immediate feedback for actions 
and inactions (consider the continuous beep or flashing light in a 
car if you don’t buckle up)
-  Structured choices: Provide the means to simplify and filter 
complexity to facilitate decision-making (categorized search 
functions online, by author/titles/ ratings, etc.) 
-  Visible Goals: Make simple performance measures clearly 
visible so that people can immediately assess their performance 
against goals
 

Consider nudges in design of objects 
and environments where behavioural 
change is key.

Rosetta Stone
– A technique for communicating novel 
information using elements of common 
understanding

At some time in the 4th century, all 
knowledge about ancient Egyptian 
scripts was lost, leaving no way to deci-
pher hieroglyphics found of papyrus, tab-
lets and monuments. Then in 1799, Napo-
leon’s army found an Egyptian artefact 
that contained editing in classic Greek 
and ancient Egyptian. The Rosetta Stone, 
as it became known, enabled scholars to 
use their knowledge of Greek to compar-
atively translate the Egyptian texts. 

The Rosetta Stone illustrates the power 
of embedding elements of common 
understanding in messages to ensure 
that their meaning can be unlocked and 
understood by the user who may not un-
derstand the language of transmission. 

Applications: effective instructions/ 
games and puzzles/ cross cultural com-
munication

Applying the principle it is key to iden-
tify and embed an element of common 
understand, or a key, that will be easily 
understood.

Construct the message to be revealed in 
stages with each stage acting as a sup-
porting key for subsequent stages. Make 
it clear that the key is a key. Generally 
favour keys that reference concrete ob-
jects that can be detected by the senses 
versus abstract concepts. 

Must See’s:

Multimedia

Click Here

Azmeraw 
Zeleke
explains the origin 
of his espresso ma-
chines . Azmeraw 
Zeleke from Ethio-
pia uses his creative 
thinking skills to 
create a stunning 
quality product. 
But the message 
behind the proj-
ect is even more 
powerful. In this 
video he explains 
the development 
of his espresso 
machines made 
from Soviet 
bombshells. 

Multimedia

Click Here

Pig 
05049
Pig 05049” on TED 
TALK Christien 
Meindertsma, au-
thor of “Pig 05049” 
looks at the as-
tonishing afterlife 
of a pig, “parts of 
which make their 
way into at least 
185 non-pork prod-
ucts, from bullets 
to artificial hearts”. 
This project is a 
great example of 
understanding the 
complete life-cycle 
of materials and 
origin. 

Multimedia

Click Here

The 
Story Of 
Stuf f

Multimedia

Click Here

Janine 
Benyus: 
Biomimicry 
in act ion

Multimedia

Click Here

Designing 
Objects 
That Tel l 
Stories

Yves Behar on “de-
signing objects that 
tell stories” – bril-
liant! Includes the 
design story around 
XO one laptop per 
child

Other Useful Stuff

http://www.designindaba.com/video/design-indaba-2009-commercial
http://www.ted.com/talks/christien_meindertsma_on_pig_05049.html
http://www.youtube.com/watch?v=9GorqroigqM&feature=player_profilepage
http://www.ted.com/talks/janine_benyus_biomimicry_in_action.html
http://www.ted.com/talks/yves_behar_on_designing_objects_that_tell_stories.html
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The information contained within this Sustainable Design Toolkit is the outcome of many hours of research 
and referencing; and sharing knowledge amongst Shift’s global network of partners working in the field 
of sustainable design. 

We’re including a list of our favourite sources of information, in the hope that you’ll continue interacting 
and connecting with the worldwide community for good design: 

AskNature   www.asknature.org

Autodesk Sustainability 
Workshop   www.sustainabilityworkshop.autodesk.com

Biomimicry SA   www.biomimicrysa.co.za

Core77    www.core77.com

Designers’ Accord  www.designersaccord.org

Enviropaedia   www.enviropaedia.com

Gap Minder   www.gapminder.org

IDEO    www.ideo.com

INDEX: 
Design to Improve Life  www.designtoimprovelife.dk

Living Principles   www.livingprinciples.org

The Natural Step   www.thenaturalstep.org

SABS Design Institute  www.sabs.co.za

SVID Sustainability Guide www.svid.se/sv/sustainabilityguide

United Nations   www.un.org

Recommended Reading:  
 
Universal Principles of Design – William Lidwell, Kritina Holden, Jill Butler

Design and Landscape for People – Clare Cumberlidge, Lucy Musgrave

Cradle to Cradle – remaking the Way we make Things – William Mc Donough, Michael Braungart

The Designer’s Atlas of Sustainability – Ann Thorpe

Design like you give a Damn – Kate Stohr, Cameron Sinclair

Building Social Business: The new kind of capitalism that serves humanity’s most pressing needs – Muhammad 
Yunus
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