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‘Introducing the affective in sustainable design’

One-day seminar July 8 2008 at Central Saint Martins College of Art and Design, University of the Arts London

A SUMMARY OF IMPRESSIONS.

The seminar benefited from a full room and active participants, who were invited to interrupt presentations with their questions and comments. This type of interaction proved very fruitful even if it made timing difficult.

Abstract of all presentations are attached to this summary. 

It is vital to recall the background and the aims of the seminar as expressed in the invitation before trying to summarise the outcome:

DESIGNERS ARE OFTEN SAID TO ENVISAGE POSSIBLE FUTURES WHEN WORKING. 

This is obvious: no designer would like their work to be regarded as less relevant soon after it is introduced or to have it immediately judged as having a short lifespan. The question is thus not if but how this ‘future casting’ is enabled? A variety of approaches have provided designers with new instruments to use. With rising demands for a more holistic approach to sustainability, the relevance of these instruments and thus the further development of the approaches are vitally important.

This one-day event introduces the affective: its role for individual and social decision-making is explored together with other important approaches focusing on designing for qualities beyond the physical. 

Speakers both support and challenge the keynote of ‘affective sustainability’. To promote interaction and make the seminar inspirational, they further invite participation in a dialogue as part of their presentations. 

AIMS 

· Introduce and describe Affective Sustainability, explain the role of the affective within the environmental imperative and how this might be achieved through design.
· Bring together a range of diverse approaches in relation to Affective Sustainability: to discuss how to raise awareness and to explore future directions for research and define how these might benefit both design education and design practice. 
CURRENT RESEARCH CONTEXT
The subject areas of affective sustainability, durable product attachment and the role of immateriality in design need to be further explored in the UK and elsewhere. An important aim for this seminar is also to learn more about other current and planned research. Ongoing discussions involving the Department of Design Science at Lund University and an international ‘attachment group’ formed by them aim to further develop these subject areas by initiating a European project engaging a cross-disciplinary research group/network. The conclusions drawn from a workshop on the 29 May, as part of the 7th Nordcode Seminar in Lund, is reported at this seminar. 

There is also a small posters exhibition featuring current MA Industrial Design degree work with interesting approaches to sustainability. 

PARTICIPANTS
Academics and practitioners from mainly UK universities, institutions and organisations with a documented interest in the area.

PROGRAMME
Aiming at a more holistic view on sustainable design:

· Welcome


Martin Woolley

09.15
· Keynote: 

The Affectively 

Sustainable Object.

Kristina Borjesson

09.20 – 10.00

Broadening the subject. Presentations and dialogues:

· Can we design sustainable




Habits of Mind? 

Emma Dewberry

10.05 – 10.45

· Product 

Attachment.


Ruth Mugge


10.50 – 11.30

Break






11.30 – 11.45

· In search of sustainable 

fashion experiences – 

diversifying fashion 





cancelled due to
futures



Mathilda Tham

illness

· Sustainable Use.

Tracy Bhamra


12.30 – 13.10

Break 






13.10 – 14.05

· Design at the service of 

Social Businesses.

Clare Brass


14.15 – 14.55 

· Cultural Identity – in 

Katarina Graffman and

search for new authenticity
Brent Richards

15.00 – 15.40

Break






15.40 – 15.50
· Report on the 

Nordcode Workshop
Despina  Christoforidou
15.55 – 16.15

· Conclusion and 





discussion. 


Kristina Borjesson

16.15 -

SUMMARY

As already indicated, this summary is not the result of records of the presentations and discussions, but of notes and personal impressions, which are claimed neither to be complete nor unbiased. There will be no abstract of the keynote presentation, which instead acts as a point of reference in the summary below.

Mathilda Tham had to be excused the day of the seminar due to illness but have instead extended her abstract. For this reason, her contribution is not part of this summary.

With reference to the aim: Introduce and describe affective sustainability … 

Discussions during the seminar focused on affective sustainability as an object quality. The perspective and thereby the discussion would probably have benefitted from a focus on ‘artefacts’ rather than on ‘objects’. 
The first complication with ‘affect’ and ‘affective’ lies in terminology: There is a habitual use of affect, emotion and feeling interchangeably. How this confusion has come about is not clear, but the fact that neuroscientists popularly talk about ‘the emotional centre’ of our brain to denominate the lobes, which control this activity, has certainly contributed. As long as this confusion prevails, there will, as one participant pointed out, always be an anti-argument to every proposal. Precise definitions are not always necessary, if at all possible, but agreement on how to differentiate between related notions is vitally important. If we do not mean the same thing, directions will become ambiguous.

Affect is the mediated result of feelings and emotions, the former turn inwards whilst the latter turn outwards; they are shown.  Our mood is closely linked to our affective state. Even if we cannot control emotions: blushing, protective reactions, gestures of appreciation and attraction, signs of anger and fear and more, we become immediately aware of them, which allows certain manipulation: ‘increase our appreciation’ or ‘prolong our tears’. However, to which extent emotions influence feelings are most likely variable and a function of the durability of the emotion raised. Immediate attraction between a buyer and a product might for example turn into negative feelings once the product is brought home and found not to be relevant. No attachment is built up. Emotions make us buy, whilst feelings make us keep.

We are not immediately aware of our feelings and the influences that bring about changes in them. This awareness does often not arise until we are faced with a certain situation: in the context of sustainability, when we realise that we do not want to be separated from an object or an artefact. Likewise, we experience from time to time difficulties in explaining our mood. Affect has a cognitive component: we become aware of our emotions and reflect on them. There is reason to believe that the emerging feelings are the result of our experience: conscious [or learned] and subconscious [or lived]. 

The latter is according to current research made up of different levels ranging from what we generally call instincts and connected to survival, to the ‘adaptive subconscious’, which learn from continuous lived experiences. Again referring to ongoing research, this adaptation is a fairly quick process depending on the intensity of the experience. On the other hand, unlearning is slow.

The contradiction from a sustainability point of view is here that human ways of being, which are embedded in the subconscious, and adapt rather than change, become ‘infiltrated’ with our ways of living, which are constantly changing even if the pace varies. 

This would mean that prevailing cultural attitudes might become part of our way of being, deeply embedded enough to exert strong un-reflected influence. A designer, an architect or any other creator is influenced by the same culture as the people he/she designs for and the influence is therefore multiplied. One very potent example of this phenomenon is ‘newness’ and the fascination with technological advancement and innovation.

All speakers touched on ‘the newness problem’, which according to them are one of the strongest factors behind unsustainable consumption, even overruling growing popular awareness about the ongoing misuse of resources and environmental concern in general. Emma Dewberry formulated this well: “the objects, which surround us, illustrate what is going on”. According to Ruth Mugge, newness comes before personalisation: studies show that even if you have been participating in designing your own product, the energy put into the process falls short of newness: we seem all to be prepared to divest when a ‘new’ and ‘better’ product is introduced. Emma as well as Tracy Bhamra emphasised that we have to learn more about the nature of human behaviour, as ‘normal’ behaviour is not sustainable. Is it at all possible to “design sustainable habits of mind’” [to quote the title of Emma’s presentation]?

The first and most obvious step in this direction is no doubt to learn how the mind works, which brings the discussion back to un-reflected and reflected thought and how these respectively are related to our ways of being and our ways of living.

The differentiation between these two human properties is crucial if we are to avoid multiplying unsustainable human behaviour. Even if consumers generally have started to be aware of what they should do, they do not regard this as important. Or, is it the messages from the producers, the designers and manufacturers, which are contradictory enough as to create confusion rather than to communicate a new reality. In this reality, the artefacts support in themselves sustainable behaviour; not only through their affective competence but also due to that they are designed and developed with our thoughtless acts in mind: how we behave without reflection. Studies reported by Tracy points strongly in this direction. Emma further emphasised that “we have to tell a different story, to surprise” to create awareness about a new reality. Yu’s poster and exhibit ‘Daydream’ is an example of this: an invitation to re-experience and re-evaluate.

As affect is pre-individual, even if not pre-social, designers’ intuition [or lived experience] will make them aware before reflection sets in and tries to rationalise the decision. Our cultural attitude is for better and for worse strongly influencing our rational thinking but, as mentioned above, persistent factors become embedded in our subconscious and influence also our un-reflected cognition and actions. This is a complication when it comes to bringing about change in human behaviour. What we are not aware off is difficult to control. 

With reference to the aim: Bring together a range of diverse approaches in relation to Affective Sustainability: …

One common denominator for all the presentations was meaning, not in the philosophical sense, but in the sense of looking for patterns to understand a sign. 

All artefacts are of course signs and the first step in understanding them is association, to see into which pattern they fit: this is the thing here and now. As the speakers’ presentations and following discussions revealed: there is a need to restore the system, to put it back to an earlier date without loosing any important data, only removing ‘installations’ which are malign to the system. This would mean, that to “tell a different story” (Emma) and without making association difficult, representation and presentation of artefacts could relate to relevant traditions. Paul’s poster and exhibit (Fit for a kid) is relevant to this. 

Traditions are basically experiences, which have ‘survived’ for the reason that they are still representing something relevant. Learning from one example in the discussion, it would be appropriate to re-consider the tradition of switching–off, shut down and put out. This behaviour, which was once deeply embedded and part of our basic need to save resources, minimise risks and thereby warrant survival, is probably still our first intention. But, it has become overruled by our rational thought: we think it is more important to stay connected or we feel more secure with lights on or we think we do not have the time to wait for something to warm up etc. However, Tracy was precise when arguing that both studies she reported showed that products should never in their aim to be designed for sustainable use induce negative affect, like fear and close to painful and stressing noises and effects. Features like these interfere with our need to feel that an object cares for us and counteract hence not only sustainable use but also attachment.

According to the research conducted by Ruth, long term attachment is formed less through customisation and personalisation [short term] than through association/pattern recognition: who I am, where I belong or want to belong and where I come from. Moreover, associations of pleasure are different when looked at with a short and long perspective respectively: the immediate pleasure of a texture or a surprising appearance will wear off if not sustained through utility and relevance: discord between appearance and use works against attachment.   

Artefacts, which are regarded as irreplaceable, are often sorted as personal memorabilia and expressions of nostalgia. However, it is worth taking a closer look at what these artefacts mean to their owner. As Ruth also showed, they act as metaphors for care, security, value and well-being. Many objects loose their function or usability but retain meaning, which allows designers to restore function whilst maintaining meaning. Comments from participants emphasised that it is a current design fault that meaning is distorted in the process of restoring function. Cars exemplify this dilemma. Memorabilia functions often merely on the level of emotions and feelings but as metaphors they point to characteristics, which are important for affective sustainability and can be applied more generally in design. It was also made clear from Ruth’s presentation [and the key-note] that an artefacts authenticity and relevance are central for attachment. The former has nothing to do with ‘the original version’ but about ‘honesty to its origin’. This is further emphasised in Ryan Dunn’s poster and exhibit: his Multi Chair “speaks about excess function through a context of subverted adaptability. …products with a functional excess capacity can only offer more of the same …”

Tracy concluded her presentation with a very relevant question: should research continue to set up all these expensive investigations and studies to learn about human behaviour and preferences? Consumers/users are told: ‘we know what you want and you do not have to worry about it’ - when we with reference to the amount of wasted unwanted objects obviously do not know! Voices in the following discussion claimed that this form of paternalism would always be around as it gives researchers an alibi: we have studied this carefully, we know better than you. On the other hand and with knowledge about the ever- present subconscious mind, we do know, but we cannot express it until faced with the object or service in question, which is too late. This is why knowledge about the affective, which is pre-individual and therefore can be applied generally, offers a possibility to replace certain studies or execute them in a much simpler and less expensive way.

The two last presentations on the seminar agenda were about application.

Clare Brass addressed the designer role in social problem solving and in building up successful social enterprises. Clare claimed, and got strong support from participants, that social well-being is a precondition for sustainability. People do not engage in actions for sustainable development if their social, economical and mental health is deficient. Many community projects to improve environmental awareness but also to solve social problems flaw, due to them not being designed with sufficient knowledge about human behaviour: They are centred on the project rather than on the people who are being part of it and whose cooperation is necessary for its success. The products involved must be means for people to do things better and they have to take into account human needs: products which are part of problem solving on the level of daily simple actions must be obvious to the extent of not demanding reflection. In the waste-handling project, which Clare described and which also involved unemployed persons, products must address the dignity of this particular category as well. To reduce products designed for social enterprises to basics and simplicity is not a solution. 

These products need to be functional, easy to understand and use (simplification) and desirable (associate to a sign/an object/an artefact with raises positive affect). Products can also be designed to give experiences, which illustrate the need for rethinking our behaviour. Clare described the Italian ‘fountain project’ where people had to make the fountains work by ‘cycling’ to start the pumps. Alessandra’s poster and exhibit (Celia) is also a call not to take water for granted: Celia invites you to squeeze for drops of water.   

“Affective design starts with emotion but continues beyond to build up a long-term relationship.” Brent Richards opened his and Katarina Graffman’s presentation with this statement. Anthropology has increasingly become an important discipline for design, not least by asking the question: what is authenticity? In the tourist project for Mauritius, where Brent and Katarina are both involved, the client proposed festivals, dances and rituals as core for Mauritius’ identity. ‘ However, if you do not understand the meaning of these cultural expressions, if you do not recognise the feelings behind, in what way to they contribute to shape Mauritius in the eyes of the visitors? Authenticity is about meaning and meaning builds up feelings, which are important for the creation of affective relations. 

CONCLUSION

It is for every participant to make his or her conclusion of this seminar. The prime aim has been to give everyone food for new thought processes, which hopefully may develop into something relevant to apply in their professional life.

Emma and Ruth asked specifically for ideas about new directions in human centred design research. Despina Christoforidou described the existing international ‘Attachment’ network founded by researchers and scientists at the department of Design Sciences at Lund University. An expansion of this network would offer an excellent opportunity to explore mutual research interests, which may result in international research projects. Researchers from adjoining and also less obvious disciplines could be invited to join these projects. Cognitive Science, Neuroscience, Anthropology and Cultural Studies are examples of disciplines, which could contribute to the advancement of design research. 

Despina referred to the invitation to join the network, which was part of the delegate pack. She can also be contacted via e-mail, despina.christoforidou@design.lth.se   

With thanks to all of you who came and contributed to the success of this seminar.

Kristina Borjesson, keynote speaker and conceiver of this seminar.

London July 21, 2008.
Kristina Börjesson

PhD, Research Associate

Central Saint Martins College of Art and Design

The University of the Arts London

Southampton Row, London WC1B 4AP

Direct (+44) 07767 215992

kristina@borjesson-mk.se 

Can We Design Sustainable Habits Of Mind?

There is a need for dynamic habits of mind for the long view; and an urgent need to [re]animate creative responses to unsustainability today

The discourse about living within the earth’s limits has moved on a great deal since the modeling work of Meadows et al (1972). Alongside concerns about our use of resources lie concerns about the effects of our actions on climate change. With widespread consensus among scientists that human activities contribute to global warming, conversations on limits include many questions about mitigation, adaptation, institutions and responsibility. This is therefore a period of huge challenge and transition and so, by definition, it is likely to be a messy and unsettling time. People are asking deep questions at all sorts of levels and ideas will begin to emerge from within these different levels. Alongside reactions from the traditional decision-making domains of Governance and organisational management, responses are also required at the level of the individual: about the personal relationships we have with Nature and the encouragement of a deeper engagement to our place as Nature and our responsibility within it. Edith Cobb (1977) reflects on our ability to understand our place in Nature (the bigness and littleness of it) as a process of self-transcendence where transcendence is always retreating from view (evolving); this survival process, as she describes it, is the development of compassionate intelligence in which humility is the creative tool. Perhaps such intelligence is also a pre-requisite for new ways of thinking about how we live and work in more sustainable ways?

I want to explore new ways in which to reconnect people to their ecological origin; to create development journeys that foster sensibilities to Nature and by so-doing, allow new (more radical) sustainable activity to emerge. This can be viewed as developing a practice of creating sustainability (Ehrenfeld, 2004). Based on Cobb’s discussion of compassionate intelligence we need to revise our sense of ourselves as learning beings and accept not knowing [the answers] as a place from where new learning can begin and different activities can emerge. As designers we need the capacity to grow people’s perceptions of their own and others’ ecology, Nature and the context of their environment. As our context becomes increasingly urban (The United Nations predict sometime this year more people globally will live in cities than in rural areas) we need to build understanding of how to develop real and deep connections to Nature and how to [re]define it, see it, nurture it (as opposed to ‘manage it’) and live it, so all can flourish now and in the future. Design and designing have great potential to respond to this call to create sustainable literacy in the 21st century.

Dr Emma Dewberry

Senior Lecturer in Design for Sustainability

Design Group

Department of Design, Development, Environment and Materials

The Open University

Milton Keynes. MK7 6AA

e.l.dewberry@open.ac.uk

http://design.open.ac.uk/

Product Attachment – Ruth Mugge, Delft University of Technology

Abstract of talk held at Seminar “Introducing the affective in sustainable design” 

From an environmental perspective, the early replacement of durables is generally detrimental. In her presentation, Ruth Mugge discussed product attachment as a strategy to postpone product replacement. If a person experiences a strong relationship with his/her product, this can result in more protective behaviours toward this product and in product longevity. To stimulate the degree of product attachment, the following determinants are distinguished: pleasure, self-expression, group affiliation, and memories. However, experiencing strong product attachment does not necessarily suggest that the relationship with the product will last over time. A crucial precondition for a long-lasting relationship is that consumers feel the product is irreplaceable. Such a condition is obtained only when a product’s meaning is deeply anchored in a specific product and the product and its meaning are inseparable.

Several design strategies are presented to encourage a product’s irreplaceability. For example, designers may incorporate the consumer in the design process of his/her own product through product personalization. Furthermore, designers could try to stimulate the formation of memories associated with a product. 
For more information, please contact:

Ruth Mugge

Delft University of Technology

Faculty of Industrial Design Engineering

Landbergstraat 15

2628 CE Delft, the Netherlands

P: +31 (0) 15 278 3801

F: +31 (0) 15 278 7662

E: r.mugge@tudelft.nl
In search of sustainable fashion futures – diversifying fashion

Abstract

Mathilda Tham

July 2008

Introduction

The fashion industry celebrates creativity and innovation and is an important generator of wealth – in terms of empowering fashion moments, and economics. Simultaneously, unsustainable practices of the fashion industry are increasingly recognised and to some extent addressed. However, current measures, at product level and in compliance with legislation, do not reach such stages of the fashion product lifecycle where the impact is often the highest – the user stage, and the scope for improvement is highest - the conceptualisation and design phases. This researcher argues that in order to fully engage with our responsibilities as fashion professionals, we need to change our perspective on environmental and social concerns from constraints, to opportunities for creativity and innovation with integrity. We must use our unique skills at both product and systems level, and most significantly, we must address fashion’s complex symbolical content, for which its material representations are vehicles.

Although fashion and clothes often coincide, and the boundaries are blurry, there is an important distinction to make. Clothes serve to provide for physiological tangible needs, such as shelter against the wind, sun and cold. (See e.g. Broby-Johansen, 1968) Fashion on the other hand operates mainly at a symbolic level; it links us with time, context, and offers a medium for communication of identity and group belonging. (See e.g. Kawamura, 2005) Therefore, when a fashion garment is discarded, this is not because it is threadbare, but because it has lost its delicate symbolic capital. Users’ interaction with their fashion and clothing evidence a wide range of engagement modes. While some items become ‘best friends’. staying in the wardrobe for a long time and cared for, others are worn for a mere few nights out, remaining superficial ‘acquaintances.’ Yet, in the main environmental strategies are built on the notion (and lifecycle data) of a standard garment. These strategies treat all garments as one, and consistently promote material durability. In addition, although the potential significant role of designers in environmental improvement is well rehearsed, in the main the strategies are explored and communicated in scientific and quantitative terms – remote from the practice and experience of fashion production and consumption.

Here I want to introduce two projects that have sought to meet the demands of a richer, experiential and diverse engagement with the sustainability imperative in the context of fashion.

In the Lifetimes project Dr Kate Fletcher and I explored means of diversifying strategies for more sustainable fashion on the basis that these ought to seek to mirror the richness of engagement that in effect user–garment interaction constitutes. To this end we cross-referenced lifecycle data with experiential notions of purchasing, wearing, washing, and disposing of clothing. The exploration led to a series of scenarios from slow to fast fashion. (Fletcher and Tham, 2004)

In the PhD project Lucky People Forecast I sought to create a space for opportunity focused, visionary and experiential explorations of sustainable fashion futures, with the ultimate aim to engage fashion designers in environmental improvement at systems level. To this end I invited a range of fashion industry stakeholders to, through a series of activities, in the medium of creative workshops explore the proposition ‘what if fashion and sustainability were compatible or even synergistic?’. The workshops were designed to cater for a range of cognitive style – from the analytical and theoretical to the intuitive practice, and drew from the visual and emotive language of the fashion industry. The workshops resulted in ten futures scenarios for fashion, in the context of sustainability set in 2026. Most importantly, while many participants came in with a dichotomy of fashion in sustainability in mind, afterwards they experienced a greater sense of agency, and could locate themselves, and their skills within the sustainability imperative. (Tham, 2008)

Broby-Johansen, R. (1968) Body and Clothes, Faber, London.

Fletcher, K. and Tham, M. (2004) Clothing Rhythms. In Eternally Yours: Time in Design (Ed, Hinte, E. v.) 010 publishers, Rotterdam, pp. 254-274.

Kawamura, Y. (2005) Fashion-ology: An introduction to fashion studies, Berg, Oxford.

Tham, M. (2008 forthcoming) Lucky People Forecast - A systemic futures perspective on fashion and sustainability. Design. Goldsmiths, University of London, London.
Sustainable Use

Tracy Bhamra
Designers shape the development of products and services which directly impact upon society and the environment. The application of sustainable design can greatly reduce the environmental and social impacts of these products and services. However, many impacts such as energy consumption during the use of electronic products are mainly determined by the consumer’s behaviour.  Government and NGO measures through a range of information campaigns have been ineffective in creating the long term behavioural shift needed to reduce the impact of product use. Users have to make the link between the information, their own behaviour and the environmental and social impact and this makes it difficult to motivate a change in the majority of user’s behaviour. 

By considering the use phase of products designers have great potential to decrease environmental and social impacts, however, this stage of the lifecycle is often not considered in detail. Designers are in a position to plan and shape the way in which use occurs as well as to bridge the considerable intention - behaviour gap between values and everyday user actions. To date few attempts have been made to change consumption behaviour through product-led interventions to limit environmental and social impacts.

Two case studies on Design for Behavioural Change are outlined in this presentation. The first examines observed user behaviour with household fridges to identify those features which could be incorporated into the design. The other presents the results of design exercises which aimed to reduce the social impact of mobile phone use in public. Lessons from both case studies are discussed and the design and wider ethical issues outlined.

Dr Tracy Bhamra

Reader In Sustainable Design

Department of Design & Technology

Loughborough University

Loughborough

LE11 3TU, UK

Tel: 01509 228316

Email t.bhamra@lboro.ac.uk

Design at the service of social businesses
Clare Brass

1. Description of the HiRise project
Until now, where design thinking has been applied to the challenges of sustainable development it has tended to be in product design and around the familiar refrain ‘reduce, reuse, recycle’. While making material adjustments to minimise the environmental impact of a product is of course valuable, this approach does not touch on the human behaviour that is really at the heart of the issue. Sustainable development is after all an overwhelmingly social concern. It should be as much about creating communities and jobs to enhance life as environmental stewardship, and we believe there is a strong and as yet un-tapped role for designers in addressing these broader social agendas. 

It seems that some of the most comprehensive new design solutions think about products not in isolation, but in conjunction with the infrastructure that supports them and the people who use both. In this way products become not the end in themselves, but the tools that connect people to broader systems and services, where they can create deeper-rooted change. Sustainable development is a multi-layered, complex network of interrelated challenges and we think the most powerful design solutions recognise this interconnectivity and approach the problems accordingly. 

It is this idea that we have tried to make the foundation of HiRise Gardens. We believe that for solutions for sustainable development to be truly effective and lasting, they must coordinate all sectors of society and so, we have tried to put ourselves at the centre of all our stakeholders’ needs and begin the design process there.

HiRise Gardens is a social enterprise that touches on issues of biodegradable waste, homelessness, locally grown food, community cohesion and biodiversity. It offers local authorities a turnkey system to deal with biodegradable waste, using the skills of a particular group of formerly homeless and unemployed housing estate residents to manage a community composting system that will create a number of spin-off benefits.

The demand for HiRise Gardens stems from the increasing pressure on local councils to reduce the quantities of biodegradable municipal waste they send to landfill under the EU Landfill Directive. As of 2009/10, they will face heavy financial penalties for disposing of waste beyond their allocation.  Local councils are developing new ways of dealing with biodegradable waste, such as differentiated or fortnightly collections. But such operations are largely written off in blocks of flats, where any kind of waste separation is logistically complicated and requires significant changes in behaviour.

Given the proportion of flat-dwellers in the UK’s inner-city fabric, failing to design infrastructure fitting to these demographic requirements represents a huge loss to local Councils. In fact, in the London borough where we intend to pilot HiRise Gardens, flats constitute about half the properties – half the potential waste savings in this case are consequently lost. 

Successfully removing biodegradable waste from blocks of flats is ultimately a connectivity issue that depends on the creation of systems that will help residents understand the issues and inspire them to deal with their waste differently. Key to this is demonstrating that biodegradable waste is in fact a resource by offering people enjoyable, direct experiences of what their own food waste can create and how it can benefit their local environment and community.
INTRODUCING THE AFFECTIVE IN SUSTAINABLE DESIGN 

CULTURAL IDENTITY – IN SEARCH F0R NEW AUTHENTICITY

Whilst the broad topic of sustainability invokes strong emotional reactions, the reality of responding to the agenda for global sustainability is a pragmatic one.

Simply put, we need to exploit materials and energy in a responsible manner that is in keeping with the life balance of the planet, whilst maintaining a stable and diverse eco-system for future generations. To use only what we need, to replant /replace, and respect the planet in the long term, as our host to a human friendly environment.

Placing the ‘affective’ into this context is an additional and complex challenge, given that the affective reintroduces the emotional and the human factor. The affective can be considered to be that which is relating to the human condition, and in the design of objects that which is  ‘capable of eliciting certain emotional experiences from users, whilst affective design attempts to define ‘the subjective emotional relationship between the consumer, products and services’.

The affective in relation to sustainable draws the distinction that affective is more than designing with emotional qualities in mind, and should not be confused with ‘emotional design’. Affective design not only incites an emotional response by the user, but it effectively promotes and adopts a long term relationship, an attachment through memory and the patina of usage through ‘a life lived’, and creates an emotional bond in that it is ‘loved’ by the user.

The notion of affective sustainability is the antithesis of newness, and we might reconfigure this to mean well crafted, retaining value/lasting versus the superficial /disposable .It also has cultural attributes being linked with identity, tradition, and inheritance. Valued objects that have acquired a type of wisdom, through preference and everyday use .At best, such artefacts become cultural talisman, signifiers of the affective in sustainability.

Therefore in responding to the question of the affective in sustainability requires an interpretation of the interaction between the two .The application of this approach, and its relationship to cultural identity is the basis of our proposition.

Identity is superficial if it does not relate to the affective attributes, and is only sustainable if it has meaning and value within its culture. Artefacts and objects are the result of rational making process, but through human contact they become imbued with emotional affection, and through their imperfection and being ‘roughed up’ by daily exchange are touched by human interaction and exchange. 

The value of this affection is passed from one generation to another, affording use, reuse, and adaptation to the human condition .In terms of cultural identity, sustainability recognises the lifecycle and the ecological footprint, what we might call the legacy value. Newness, and disposability are therefore none attributes, thus it should feature human experience, and enter the shared and authentic memory of the culture.

Anthropology provides a means to observe and understand what people do and how they behave in their cultural context, whereas Design provides for the scoping of new scenarios through the manifestation of future products/objects/services. These scenarios can only be sustainable if they demonstrate affective attributes and are harnessed, understood, and exploited.

To inform our approach we refer to a current and ongoing project called ‘Wild Mauritius’ (WM). WM is new brand of sensual and exotic body products/cosmetics, to be sourced and produced on the Island of Mauritius, part of the Mascarene Islands situated in the Indian Ocean, off South Africa.

The WM Product attributes are that they should be authentic, organic, fair trade and sustainable. In seeking capture the Mauritian cultural identity of the brand, the issue of affective in sustainability has been very much at the forefront of our thinking, and remains live ‘work in progress’, in terms of how this approach can be applied.

WM company was founded in spring 2008, and is being developed by 

The Design Laboratory London as Creative Consultants for Wild Mauritius Ltd.which is to based in the UK, and the Island of Mauritius.

(In addition the project is being co-partnered with the Mauritian Government / Enterprise Mauritian, University of Mauritius, and will be developed around a new fragrance created with International Flavours and Fragrances (IFF), New York.) Inculture, a strategic anthropological consultancy based in Stockholm, have assisted in the cultural research and the origination of the Brand identity.

Inculture have been appointed to inform the combined issues of authenticity and cultural identity, in the development of the product range. Specifically, they have collaborated with Design Laboratory to better understand the complex cultural identity of Mauritius, which represents a fusion culture, an island that had no indigenous native population and imported its identity through successive waves of colonisation (Portuguese, French, and English) and the enforced 

induction of slaves to grow sugar cane. Present day Mauritius is populated by a combination of predominantly Indian (about eighty percent of the overall population) with Tamil, Chinese, South African, and Europeans, most of French and English decedent.

In seeking to capture the cultural identity of Mauritius, we have sought to reconcile how to generate the affective sustainable component into the WM brand, and thereby translate them into the WM product range. 

The typical image of Mauritius is an exotic island paradise depicting white beaches, blue skies and shaded palm trees; a premium market holiday destination with picture postcard consistency, but lacking in any real cultural significance .The Mauritian tourist image is one of Sega dancers, exotic locations flora and fauna, a sunshine destination for relaxation, recreation, an idyllic paradise island in the Indian Ocean, combining the natural and wild of Africa and the opulence and sensuality of India.

In questioning the authenticity and the sustainability of what is true Mauritian the cultural identity, the reality is obviously different .It is a rich melting pot of European and African traditions, a complex infusion of Indian religions, regional dialects and sects, a range of sub – identities, which are politically upheld as a stable cultural fusion, but in fact this belies the confusion of split identities of the contemporary Mauritian, below the surface. (For example the language of education and constitutional law is English, the language of business is French (with some English), the common language of the Mauritian’s as a island in the Indian Ocean is Creole, where as the language of the home is a range of Indian, Chinese and African, with a further subdivision of dialects relating to smaller regions in India.)

Beyond the immediate appearance, and the reality is also a culture that is undergoing dramatic and swift change as the population is becoming well educated and highly trained, and the Government of Mauritius is diversifying away from existing reliance traditional industries, such as sugar cane production, manufacture of garments for the European market, and middle range clothing production, destination tourism.

The interpretation of this array of possibilities is continuing to be negotiated through the use of ethnographic methods, which has included observational techniques and a field trip to the Mauritius (with the assistance of Inculture), to discover meaning, to observe the reality of the everyday, to understand norms, to identify barriers to behaviour, to discern communication between the locale and the wider worldview, to reconcile the cultural context of past present and a projected future, what we termed in ‘search of a new authenticity’. 

The goal is to try and discern what it means and implies, and to use design to connect and articulate affective meaning to cultural artefacts, in our case a new brand that seeks to affectively communicate Mauritian identity and provide sustainability to the product .The WM product range will exploit plant extracts grown on the island and use Mauritian know how and knowledge transfer, to provide an case study for sustainable development on the island, with the aim to be a truly Mauritian derived identity.

Good design should mean a long lasting design that makes sense for the environment and has a positive social and economic impact.

Sustainable design has a past present and a future, but the affective in sustainability, provides for objects/artefacts and services wit a quality that make you want them forever and can be authentic to their culture.

Our ambition is that Wild Mauritius range will become emblematic of this approach, and be considered as one step in the adoption , understanding , and application of authentic in sustainability.

Brent Richards Executive Director The Design Laboratory 
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· Trond Are Øristland, Norwegian University of Science and Technology, Trondheim, Norway

· Arild Berg, University of Art and Design, Helsinki, Finland 

· Anna Thies, University College of Arts, Crafts and Design, Stockholm, Sweden

· Viktor Hjort af Ornäs, University of Skövde, Skövde, Sweden

· Lena Sperling, Industrial Design, Lund University, Sweden 

· Lisbeth Svengren Holm, Industrial Design, Lund University, Sweden

· Oskar Johnsson, Industrial Design, Lund University, Sweden

· Elin Olander, Industrial Design, Lund University, Sweden

· Eva Wängelin, Industrial Design, Lund University, Sweden
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