
Challenge
Build a high performance, durable and safe solar cooking product line grounded 
in One Earth Designs’ mission of enabling people throughout the world to 
become energy independent while upholding demanding B Corporation 
environmental and sustainability guidelines. 

Solution
SolSource meets the exacting requirements and survives the extreme conditions 
that customers inhabit, projecting a reliable brand image in both emerging and 
developed markets. Bringing together a diverse team of designers and 
engineers, arming them with immersive experiences and providing strong 
product development direction was essential to success. Winner of the 2013 
“Prix du Public” at Inventions Geneva, central to a 330% funded Kickstarter 
campaign, and chosen by celebrity chef Jose Andres for his NGO projects. 
Received over 25 five star Amazon reviews and have an active online community 
of users.
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SolSource™

“I have bought and made many solar cookers. I have worked in the Solar 
Thermal industry since 1986. I have seen solar done right and solar done wrong. 
This is done right.”
Gordon E Bishoff, Amazon customer review

"My home is beside the road to the monastery, so many villagers from other 
communities saw SolSource and came to see it. They found both the quality and 
the design is much better than the old concrete one."
Gajia villager, Qinghai Province, China
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Process
An extremely talented, collaborative team was brought together from diverse 
academic and cultural backgrounds. They were given ample opportunities for 
growth and knowledge expansion through design research, rapid prototyping 
and continuing education.

New product development processes and working methods were built from 
scratch, incorporating company values such as impact assessment and 
environmental sustainability. Stakeholders such as customers and investors were 
involved at key decision gates.

Implemented strategic goals and planning reviews for alignment and 
communication between departments. Created research and product road 
maps to guide future work and dashboards to track progress.
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Processing design research data, concept development and 
reviewing SolSource accessory prototypes
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Rigorous testing standards were developed to ensure that products met the high 
performance requirements consistently. Suppliers were evaluated and chosen for 
their responsible manufacturing processes and the OED team worked hand in 
hand with them to achieve tight timelines and troubleshoot production issues.

Used life cycle analysis and supply chain mapping tools to assess impact of 
manufacturing and make tactical decisions regarding materials, processes and 
logistics.
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Reviewing a prototype, abrasion testing dust and 
performing boiling tests on production samples
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Results
From the moment customers receive the product, it consistently delivers on it’s 
promise of quality and ease of use. The packaging, manual, online resources 
and active community along with the products themselves support this 
message. 

Recycled cardboard packaging protects SolSource and provides a welcoming 
out-of-the box experience while reinforcing OED’s environmental values. The 
assembly process is easy and intuitive for people from all walks of life. The high-
powered performance delights first time users. For solar cooking enthusiasts, 
the value proposition is immediately obvious and the attention to detail is truly 
appreciated.

SolSource is valuable to people in both the developing and developed world, 
which furthers the symbiotic relationship between the two markets. This not only 
facilitates marketing efforts, but also helps stabilize cash flow by diversifying the 
customer base. 
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Production samples of SolSource and 
SolSource grill plate with focal point
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The introduction of SolSource in the developing world propelled One Earth 
Designs into the limelight and paved the way for expansion into developed 
markets. Early impact data of money saved and CO2 emissions reduced from 
these sales confirmed the value to impact investors, CSR and NGO partners. 

Awards won at Inventions Geneva helped identify new market opportunities and 
an extremely successful Kickstarter campaign validated those markets. 
Accessories designed and developed for the western markets expanded the 
capabilities and improved the functionality of SolSource. 

New product development attracted the attention of strategic partners and 
further expanded OED’s potential customer base in new markets. OED was 
identified as a thought leader in the social innovation space.
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Kickstarter campaign, Venturebeat coverage, Oct 2013 Elle China issue featuring OED founders, 
and Hong Kong Science and Technology Parks “Local Innovation Heroes” campaign
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Challenge
Design and develop a friendly, approachable, and commercially viable social 
robot that can showcase Intuitive Automata’s home health care solutions within 
strict budget and retail price point constraints.

Solution
Autom™ makes a fantastic first impression! People are immediately drawn into 
the interaction and willing to welcome her into their home. She has become a 
star, featured in countless broadcasts, digital media and print publications 
worldwide. As a result, IA was awarded a 2010 Wall Street Journal Asian 
Innovation Award. Autom™ was also invited to participate in the Hong Kong 
Design Centre Creative Ecologies exhibition at Expo 2010 in Shanghai and was 
awarded the Hong Kong ICT Best Lifestyle award in 2009.
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Autom™

“Conveniently forgetting the food diary while out to dinner, crumpling up the 
exercise plan taped to the fridge or even hitting delete on the whole health 
resolution: easy. Looking into the eyes of a sweet little robot dedicated to helping 
you lose weight and announcing that you're throwing in the towel: not so much.”
Amy Dusto, Discovery News
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Process
Insights generated from a controlled medical study, hundreds of observations, 
various qualitative research methods, and anthropomorphic studies informed a 
set of design criteria. A key take-away was the importance of eyes in projecting 
personality, drawing users into interactions, and sustaining engagement over 
time.

Market research inspired a design language that communicates key attributes to 
the target market such as active, friendly, healthy and easy-to-use.

The design criteria and language provided a framework that lead form 
development by hand, Adobe Illustrator and foam models. Feedback was 
solicited from advisors and stakeholders continuously. 
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Images (clockwise): Cisco Flip, NEC Papero, Seca 815, 
Plen, Home Depot HomeHero, and OLPC.
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A rough 3D CAD model along with detailed specifications directed the prototype 
development. Both proof-of-concept and production ready prototypes were 
made with partners in Guangdong, China.

IA evaluated, selected, and worked collaboratively with prototyping facilities, 
manufacturers, and suppliers to bring Autom™ to life.

The user-interface design followed a similar, systematic design approach and 
was developed with an in-house software team using Android as a platform. 
Usability testing was performed to evaluate the design and steps were taken to 
incorporate findings into revisions.

The resulting design became the centerpiece of the brand identity, which then 
extended to the logo, sales pitch, marketing materials and online presence.
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3D CAD and print model produced by 
manufacturing partner.
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Results
The entire experience is inviting, warm and social, from initiating an interaction 
with a tap-on-the-shoulder to the conversational setup process.

Cost saving procedures such as virtual ethnography and prioritizing design 
criteria were implemented to keep design and development costs focused and 
minimize IA’s burn rate.

A custom, low pressure resistive touch panel was co-developed to achieve the 
desired customer experience at an affordable price.

Autom™ has been instrumental in helping IA raise a seed round of funding, a 
vehicle for winning prestigious awards, and invaluable in gaining the attention of 
customers and press alike.
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Challenge
Merchandize, design and develop a collection each season that is compelling to 
target consumers, satisfies the needs of multiple stakeholders, and fits within the 
Esprit brand identity while incorporating current fashion trends.

Solution
Esprit Kids is a cohesive product line that provides versatility for manufacturers, 
diverse options for retailers, on-trend styles for girls, and the value parents are 
looking for in kids shoes.   
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Esprit Kids

© 2007 Esprit
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Process
Stakeholders were brought together to develop a persona for the target 
customer, which was used to focus design reviews and facilitate sales.

Data analyzed from shopping the market and observation combined with 
secondary resources such as trend service reports and magazines formed the 
key trends directions for collections.

A matrix was developed to guide concept development, ensure that key 
categories were addressed, and maximize the value of new molds.

Regular development trips to Guangdong and Fujian were vital to source 
materials, develop prints, modify last shapes, review prototypes and manage 
any production issues.

Presentations to key customers, line reviews, and fit testing helped focus  the 
line and identify opportunities for improvement.
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Fizzle became the first of many key styles in the line on the Fizz 
outsole and opened the door for Esprit at Dillard’s, a major US 
department store.
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Results
The product line has elements that both girls and their parents can appreciate. 
The shoes are colorful, tactile, offer additional height while still being appropriate 
for school and play.

The lasts, outsoles and patterns offer maximum versatility because they can be 
a canvas for upcoming trends and modified to use year-round.  Their flexibility 
also generates additional revenue for the company because they attract clients 
such as Gap Inc. to purchase off the line.

Close working relationships with the factories lead to innovative solutions to 
design problems, such a manufacturing process for the wedge that did not 
require vulcanization.  This reduced costs and expanded the variety of upper 
materials and notions that could be used for the style.

The development timeline was revamped to align with changing trends in retail, 
resulting in multiple small, focused collections that gave the sales team 
opportunities to reach out to customers more often with product that was on 
trend. This streamlined approach allowed the team to react to changing needs in 
the market quickly and effectively.
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Early adopter Violet Savage chose Old Navy canvas 
wedges as part of her back-to-school outfit featured in 

The New York Times Sunday Styles. © 2007 The New York Times
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Challenge
Teach tangible user research methods to an interdisciplinary, multi-cultural class 
of Masters students at Hong Kong Polytechnic University and guide them to 
successfully prepare and execute a research plan in seven weeks.

Solution
A project brief, series of lectures, guest speakers, in-class exercises and group 
assignments that guided students through the process of research and analysis 
for design. Deliverables showcase the students clear grasp of the course 
material and have become a basis for some Masters theses. According to one 
student, the class had a “high level of interactivity, proactive systematic 
approach and clean linkage to practicality.”
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SD5018

“It was a hands on experience. She taught skills which can be 
practically applied and made it very interesting.”
Anonymous, Student Feedback Questionnaire
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Process
A project brief was devised that required students to research groups distinct 
from themselves. Through the lens of wellness, they selected school-age 
children, professional women, or senior citizens in Hong Kong as their target 
demographic.

In-class presentations and readings were assembled from various resources and 
past experience. Anecdotes and best practices were shared with the class to 
ground the theories learned. 

Students gathered relevant secondary research focused on their market to 
develop a design problem statement. Groups then chose both qualitative and 
quantitative research methods that were appropriate for their user group to 
gather insights.

With continuous feedback, the students collaborated to prepare, test and 
execute a research plan. They were assisted with analysis and presented their 
data, findings, and design recommendations.
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Images from various ethnographic, observation, and market 
research projects used to illustrate methods.
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Results 
Student Feedback Questionnaires rated the class highly in terms of teaching 
effectiveness and relevance of teaching materials. The students also 
overwhelmingly believed that they were encouraged to make informed 
judgements during the class.

Final reports were well executed and included many creative applications of user 
research methods that put the interviewees at ease, focus on people’s actions, 
and researchers in user’s shoes. They were also able to identify shortcomings of 
the research and explain how the findings could be improved or expanded upon 
given more time and resources. 

One Capstone Preparation Course lecturer commented that “It was great to see 
the high level and their enthusiasm. Great work! I just compared to previous 
years and the level is definitely higher and more impressive now.”
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Excerpts from students final presentations showing the various research 
methods planned and executed.
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