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1. INTRODUCTION 

Advances in consumer product interaction don’t double in usefulness every 18 months, unlike 

Moore’s law (Moore 1965). While processing power, input devices and software advances, the 

view that the overall user experience is still poor (Bill Buxton, 2007).  This study will 

investigate “late majorities” (Hudson & Bolton 1997, pg 25), the innovation group least 

susceptible to the ‘wow’ effect  (Sääksjärvi M. & Lampine M. p.149) effect  because they are 

more “concerned with attributes and not features” (Sääksjärvi M. & Lampine M. p.148).  

These consumers could be classed as Technophobes, as they only embrace a technology when 

its ‘direct and useful purpose [within] there lives’ (Fisk A.D et al. 2004).  My ethnographic 

study will investigate up to 4 consumers, observing product behave within Lionel Tigers 

framework of pleasure (Jordan P.W. 2000).  Lionel’s framework is a vital link to supplying key 

insights to the product design of consumer products as unlike current interaction design 

methodologies concerned with just input, output and interaction. (Buxton 2007).  Tiger, L. 

(1992) proposes a framework which is holistic, considering physio-pleasure, social-pleasure, 

psycho-pleasure and Ideo-pleasure.  

By linking consumer ethnographic research with all aspects of pleasure will hopefully uncover 

areas of product development within the domain of technology-related products. 

2. INITIAL LITERATURE REVIEW 

Patrick W. Jordon understands that consumer are becoming more and more sophisticated and 

demanding. “now that we can do anything, what will we do?” (Buxton 2007, p 418) in the 

creation of a product, consumers can still feel ‘technophioa’ (Gilber et al. 2003).  Fisk et al. 

(2004) observed older consumers having a substantial semantic memory base but will only be 

willing to use technology if the benefits are clear to them. 

Bill Buxton (2007) proposes that it isn’t the product, but instead the overall experience of the 

product. While this looks at inputs and some basics human factors, his paper prototypes offer a 

low fidelity. This has been shown by J. Sauer et al (2008) to lack the physical connection 

between consumer and product.  While J. Sauer accepts a greater depth to the physical fidelity 

of the prototype while other aspects of human interaction still aren’t considered.  Emotional 

design could add to this experience and is well documented by Jordan P.W (2006), Norman D.A 

(2004), Moggridge B. and  McDonagh D. et al. (2004). While these all stress the importance of 

emotions in design Tiger. L (1992) offers a more holistic view regarding physical, social, 

physiological and ideo values.  
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It has been argued that there is no substitute for seeing people using or trying to use a product 

(Jordan 1998). An inherit advantage of empirical methods is that they can reveal such 

unexpected discoveries; (Love S. 2005) this is why this study has been kept broad to 

technology-related products.  

The ethnographic study will be conducted within the Kansei flow 2 using Nagamachi (1997) 

examples to guide my study.  The selection of the ‘late majority’ will be selected by consumers 

who are late adopters and selected based on their personal adoption of technology. Middlesex 

University offers a range of participants within very art based subjects such as Art, Dance and 

Drama. These participants only need to use “technology that is useful or meaning full to them” 

(Gilbert et al. 2003. Pg 260). Observations will be conducted with up to four participants, 

observing behaviour both at home and a social setting.  Participants will not be paid.  Jordan W 

(2004), Fisk D. et al.(2006) and Love S. (2005) all outline guidelines for gaining the most 

unbiased ethnographic observations.     

Buxton (2007) states while discussing the nuisances of a juicer that “we [should] expect to get 

similar quality experiences from our new-world information appliances”.  By undertaking  an 

ethnography study within the constraints of Lionel framework, observations into whether 

current consumers are getting a more pleasurable experience. This could shine light on current 

gaps in ‘products pleasure’ which are absent in the conception and creation of existing 

technology-related products.  

Observations with ethnography constrained by Lionel Tigers framework will hopefully reveal 

untapped semantics or “Thoughtless Acts” (Suri F.J. 2005) that could lead to a conclusion of a 

completely new product genre within technology based products.  
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