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Abstract

The effect of the cultural and social changes that accompany consumers’ relationship
with goods presents designers with a challenge. Although current design-related
research often centres on the non-physical aspects of products, such as aesthetics,
emotions and pleasurability, these factors may work in a particular way in markets in
the developing world where rapid cultural and social changes are taking place.
Current approaches to culturally oriented product design can be improved and
assisted by acknowledging this. This thesis describes a "practice-led" approach to
research which is mirrored by the research-led methodology for practice proposed in
the conclusions. The focus of the investigation is on household products to assist food
preparation related to a specific ethnic group in Malaysia, whose members are
involved in migration from a traditional rural life to an urban industrial setting. The
research analyses the cultural factors affecting the design of these products in
Malaysia with the aim of influencing the practise of designers who develop products in
changing or fluid cultural circumstances. The main contribution of the research is a
‘designing for cultural migration’ methodology, which helps designers to identify
cultural elements in product interactions during users’ cultural migration experience
and develop greater sensitivity to these elements where they can be observed. The

work has also developed some more general cultural insights which may be of value

to other research.
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CHAPTER 1

1.0 RESEARCH OVERVIEW
(JUSTIFYING THE NEED OF THE STUDY)

This chapter will present the rationale for this research. It will explain why it is being
conducted and why it is important to a designer who is interested in understanding the
needs of people experiencing cuffural change. The chapter begins with a brief
introduction of my background as a designer and how this experience has formed my
research interest in product and cultural influences and has helped to develop my
area of investigation. The problem statement identifies key areas of the research:
cultural factors, product transformation, adaptation processes and designer role in
responding to cultural change. In the initial stage, the research was more focused on
cultural elements influencing product design but as the research progresses; |
developed a further understanding of this subject from observing practical and cultural
adaptations to products that have arisen from social change. This then has formed my
idea of cultural migration, which is explained in the later section of this chapter in
order to give readers a general idea about the study in the context of this research.

The aim of this chapter is to provide clear research aims, to define the research
question and also to identify the possible contribution of the study. As a developing
country, Malaysia provides numerous examples of cultural migration and the thesis
examines how a research led design process can respond to the particular needs
arising from change in such countries.



1.1 My previous experience and reflections to this PhD work

In the course of more than 8 years experience as a designer and design teacher in a
developing country (Malaysia), I' have observed many product transformations. In my
work, | developed many products aimed at both satisfying local needs and competing
with imported international mainstream products. On the basis of that experience |
began to recognise that cultural factors have a strong influence on users' practices
and beliefs and play a big part in user and product interaction.

Based on my professional experience, it seemed that most design projects in
Malaysia have developed from data provided by other disciplines (such as marketing,
engineering, ergonomics, health and safety, etc.). | made a working assumption that
users’ culturally determined needs are important and might be understood in many
different ways. | also assumed that designers might offer knowledge and insights that
would be complementary to the disciplines mentioned above. However, as my
investigation progressed, | have discovered that migration, whether it is geographiéal
or purely soclal, has a very stimulating influence on the way people configure and use
various products.

In this PhD investigation, therefore, | have sought to understand product
changes from the social context of ‘migration users, relating product evolution to

their cultural practices and beliefs. The choice of focussing only on kitchen products

rather than other household products/fumiture is because kitchen tools reflect much

' My voice will also be heard as the author, researcher or designer in this thesis, depending on the
context of this research

2 *Migration users’ (my term) refers to users who have been affected by socio-economic changes that
led them to move from traditional rural to industrial urban settings and being exposed to product
transformation expenences.




to food preparation processes. The choice is relevant as food, buildings, houses,
fashions and art represent explicit elements of culture which can be observed In
reality (Trompenaars 1999, p.21). | hope to influence designers’ practices in changing
cultural circumstances and explore how designers can use their professional skills to

understand users’ culturally determined needs.

1.2 Problems Statement (User-Product-Interactions)

Product developers are coming to understand how the interaction between users,
products and environment, can play an essential role in the product development
process (Green and Klien 1999:92; Taylor et al. 1999:217, Von Hippel 2002:821).
These authors indicate that a successful product or system requires a high level of
Interaction between designers and users. In many cases, however, designers are still
predicting the users.interactions with products based on their previous knowledge and
experience. Popovic (1999:26) argues that in most product development processes,
designers still find it difficult to predict theories concerning users’ needs with respect
to the products they use. Thus, according to Jones (1992:216) designers should
take part and engage more in the social life of the users by experiencing users

lifestyles.

Norman (1988:85) points out that there are numbers of cases of products that
were produced without proper research into users needs and limitations which have
led to problems involving users’' interactions with products. In general, research
reveals that non-physical merits of product-user experiences such as aesthetics,
emotion, pleasurability, product ‘soul’ and cultural factors tend to be neglected,

overlooked, misjudged or entirety ignored in the pursuit of factors such as physical




styling, functionality, usability and ergonomics. In most cases, the manufacturers tend
to make the least amount of change possible to make an existing product acceptable
to the target culture (Lawson et. al 2003:9). Rése et al. (2001) and Rodriguez et al.
(2006) claim that many non-physical aspects of designing a product have been
overlooked in product development processes.

Users’ culturally determined needs may be barticularly unpredictable In a
changing society. Additionally, as pointed out by Roberts (2002) and Squires
(2002:105), it is always a challenge for designers to know who their users (or
stakeholders) are. 'Global' thinking may overlook the diversity between people in
different communities (Kim et al 2006). According to Leinbach (2002:3), design should
no longer be seen as a styling shape or just an art object but products should be
designed and produced with appropriate features including cultural aspects which
could provide a more competitive edge in the market. Rodriguez et al. (2006) have
suggested that in creating products for current emerging markets, designers should
become involved in a deep understanding of the needs and context of the people
within it.

This investigation aims to produce a guideline model for designers in response
to the needs of people experiencing cultural migration. The work will contribute to a
methodology for designer that helps to identify cultural elements in those user-product
interactions within their cultural migration experience. The research proposes a
framework for examining users' culturally determined needs and understanding
product evolution in users' migration experience. This is followed by a later stage of
design work to inform the designer's interactions with stakeholders aimed at

improving their understanding of cultural migration in their design context.




1.3 My Perspective (on culturally localised products)

Based on my experience as a product designer in Malaysia and being a user in my
own cultural domain, |1 observed frequently that cultural factors affect product. This
insight has led to my interest in culturally localised products. | considered the
possibility that, as an altemative to developing completely new products, traditional
artefacts might be improved and made relevant to today's lifestyle by good design
practice. The original intention of the research was thus to investigate the kinds of
knowledge that might support this process.

Many culturally localised products have been transformed into a different
practical form in response to the social and environment changes in user's lives. In
Malaysia, culturally localised products are still in great demand and some can still be
found in an unchanged condition as users still have a strong attachment to them,
although they are experiencing a different lifestyle through social migration.
lllustrations below show images that indicate those ideas of unchanged values when
a product takes on a new practical form responding to social and/or geographical

migration.



Based on these early observations, | recognised that products could transform and/or
migrate into a different practical form in response to the social changes and
environment of the users through numerous, confusing and unpredictable routes.
These can be observed in individual cases but are difficult to measure as a
"snapshot” across communities where individuals are found at all stages of this
migration. However, this observation has supported my early research hypothesis.

In most cases observed in my professional practice, | found that users are
experiencing social and cultural changes in adopting a modern urban lifestyle, whilst
at the same time, still trying to adapt elements of traditional products and practices
where appropriate to their new urban settings. Through my initial background
research with geograpnical migrants in the UK, | began to recognise that more than
just cultural elements influenced product interaction with users. In the hybrid lifestyles

of migrants there are also other aspects and possibilities of interaction in terms of



ergonomics, usability, safety, hygiene, and practicality, which can be potential areas

for designers to engage with as can be seen in (fig. 2) below

a. using traditional mortar and pestle (granite) in urban kitchen
environment required more than cultural practices understanding
(Source: Field work in Malaysia)

b. The convergence of having the needs of using traditional tools into

limited kitchen space in urban environment led to adaptations and
cultural conflicts. (Source: Field work in Malaysia)

c. Cultural practices such as in the tradition of eating by using hands
In urban settings has not changed among the Malay despite their

cultural migration experience. (Source: photograph from anonymous
source)

d. traditional tools such as hand washing pot assisting cultural
practices in eating by hand cultural practices in urban settings is also
transmitted through users' cultural migration. (Source: photograph
from anonymous source)

Figure 2- The needs of having traditional tools to assist cultural practices in current situation



In these early observations | encountered users who retained a strong traditional
cultural connection with the tools or products they employed. They have long
experiences of living and learning with such products: most of these urban dwellers
have grown up in villages prior to establishing a life for themselves in the city.
However, the new environment engenders adaptation of these traditional products
and services. Femandes (1995:88), who conducts research into localisation and
globalisation of products, states that 'values' are basic assumptions which have been
developed over a long period of time and are very slow to change.

Although some of these products might be transformed into new practical
forms to deal with new environments or the availability of new materials, the
application of these products remains broadly the same. In relation to this, my early
observations indicated that product use, choices, adaptations and users’ cultural
mentalities arise from their cultural experience which predisposes them to particular
practices regardless of the external environment, even if that requires adaptation of
new materials and products as indicated in Fig 1 and 2 above.

In this situation, | believe that designers are required to offer more than just an
improved version or a new product, but rather an appropriate design and social
engagement system in which design and designer can both play a role in the social
investigation that informs designing.

Rose et al. (2001:18) have suggested that designers should adopt a ‘user
requirements’ approach to cultural understanding, by organising the existing cultural
data into two categories such as cultural mentalities and cultural environment which
are reflected on one another. She defines cultural mentalities as being cultural facets

evident in that cuitural group, thought or behaviour, while the cultural environments



are elements around those cultural facets that determined the design (please refer to
figure 3).

According to Hofstede (1994:9), cultural mentalities form the deepest layer of
culture (refer to the concept of culture which will be explained in details in section 2.1
in my next chapter). These have been built up over generations and reinforced by
learning experience throughout their lives. While cultural environments are largely
built by their surroundings, including the environment and society around them:

family, friends, society and nations.

Cultural Environments Cultural Mentalities

-Political Structure -Aesthetic

-Educational system Preference
-Family -Symbol Understanding

-History -Express Accuracy

-Economic System -Linear or Systemic
-Living Environment Thinking

-Language -Time/Space Concept

-Art and Literature -Flow Concept

Law and Regulation -Aftitude to Authority
-Religion -Attitude to Technology

-Philosophy -Preferred mode of
-Social Custom communication

Unconscious Rule -Leaming Habit

Figure 3 - An approach combination of culture variables and meta-models of cultures for product
development - Rbse et. al (2001:18).

| propose that this research into product migration in relation to social change
could assist designers to understand how to respond to fluid cultural circumstances.
Designers should engage with the real social situation and shouid be more sensitive
to the changes or improvements needed to bring them in line with users’ current
practices in their new environment; they should not just simply offer users a simple

continuity of similar traditional forms of design which might not be relevant to their



culturally-changed circumstances. Whiteley (1993:3) points that designers can no
longer take shelter from their own actions and continually repackage the same old
type of consumer goods when research into user-needs is becoming increasingly

dominant in the design research arena

1.4 Challenges for the Designer

In this section, | will explain the agents which might transform products and
services in a given cultural context, focussing on the issues of demographic patterns,
economic shift and globalisation impact driven by local government planning. In
relation, | will also discuss the status of culturally localised products in their local
environment and the patterns of adaptation of product and practice that | have

observed.

1.4.1 Economic and Demographic Shift

The original motivation for this research was to seek ways for designers and
producers in Malaysia, as an emerging industrial nation, to provide appropriate
products for local consumers rather than simply responding to global norms. However
it was soon recognised that the central factor was not so much the particular
conditions in Malaysia, rather that the population was experiencing rapid changes. It
was seen that similar economic and demographic shifts were happening in many
parts of the world and the research moved on to consider the role of designers in this
context.

Sennet (1978:129) points out that a variety of complex factors including
economics and demographics have led to big changes of lifestyle in the twentieth

century. In a previous study, Schutte and Ciarlante (1998) also revealed that rapid

10



economic growth especially in Asia, over the past few years has led to significant
changes In values and social structures. Similarly, Deasy et al. (2001), Mueller (2004)
Coyles and Gokey (2005:101), claim that apart from market data, demographic
patterns data could be used by manufacturers to distinguish the changes that are
difficult to address such as the needs of the users. Further, AlShebli and Karahalious
(no date) claim that population and cultural stereotypes have influenced change in
product use.

In addition to these demographic changes, the local government's socio-
economic planning has also contributed to influence current products and services
(Huat 2000:13-17, Fan 2000:83). Previous studies have revealed that in many Asian
developing countries, there has been remarkable change in products and services
influenced by social development factors such as economic growth and changing in
government policies (eg. Nagata 1979, Kahn and Wah 1992, Parnwell and Bryant,
Crouch 1996, Kaur 1998, Dick and Rimmer 1998, Harper 1999, Hassan 2004)

This economic shift has also established the movement of population from
traditional rural to industrial urban areas as reported in Malaysia Intemal Migration
statistics (Department of Statistics Malaysia 2006). In relation to that, Talib (2000a:36)
points out that the growth in economic and social development in Malaysia for more
than two decades has also led to a transformation in the social class structure.
Furthermore, he stressed that a new social class group of users has emerged, which
are more focused on settling in the urban area which is then known as “the new
middle class” (Taib 1996:40). In relation, Radam et al. (2006) in their work revealed

that the household structure has also changed simultaneously within these social

11



class groups due to the increase in their level of development and economic
prosperity.

As socio-economic progress and demographic patterns change, culturally
localised products should also be improved to be more coherent with users’ current
practices, social status and new life settings. Figure 4 below shows a series of

examples of a class of product that was observed in the pilot study of this research

[ _‘ .l; (]
X%

= S —— T Sp—

Figure 4 - Product transformation lead to convergence of cultural practises, example of food cover
(Photograph from anonymous source). Note : It has been observed from the initial work in the UK,
participants (the Malaysians) tend to use whatever is available, including cling film to replace those
traditional food covers during their cultural migration period.

In this early observation, | have predicted that users influenced by this socio-
economic and demographic change could have different practical needs in comparing
products to those they normally used before. Users’ perception, appreciation and use
of products could be changing as their social status and environment has been
transformed. Andreasen (1984:785) points out that in this situation, users are

presented with an opportunity to think about improving their lives. He also claims that

12



as households move into a new community or social class, users might have new

ways and demands to balance with their new environment.

Designers and product planners could be more sensitive and should begin to
understand the patterns in users’ values on the products they employed with social
and geographic changes they have experienced. In product design development
studies, Von Hippel (2002:826) suggested that how well the products work can be
investigated through the understanding and observing of other interested people
including users, suppliers or people who were involved in the maintenance of the

products, which he classified as a potential ‘lead users’.

He also suggested that the understanding of users can be explored through
providing some users with innovation toolkits in which users would experience
designing the products, in terms of solving problems as in trial and error design work
and testing the product themselves as to which way they desired the product to
function and to be. In most design processes, however, designers still depend on
other data sources to predict users’ interactions with products, such as marketing
reports, consumer research, engineering testing, consumptions studies and

ergonomics reports to understand and to predict users' changing needs and demands

(Holt 1989:164, Bloch 1995:16). In relation to this, Krippendorff (2006:19) argues that
data from these sources often provide uncertain value for designers. However, he
claims that most manufacturers still rely on such data to reduce their risk of producing

goods which subsequently fail in the market. Thus to assist these gaps in knowledge

among product designers, future design planners and manufacturing teams, this

research aims to Influence the practice of designers who develop products in the
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context of changing social phenomena or fluid cultural circumstances by exploring
users cultural practices and beliefs with products they used in their social and

geographic migrations.
1.4.2 The ‘Open Market’ Impact

The other main agent that influences these social changes and product uses is
the concept of an open market such as globalization, which allows product and
services to travel and be exchanged across different cultures (Senge 1994, Cheen
2001, Kaur 2001, Unesco 2004). The entrance of ‘globalised products” into the local
market especially in Malaysia, indirectly has led users to learn and experience new
product use and changes in value appreciation, which have led users towards more
adaptation processes. However, in many cases, these globalisation factors have
increased variety in users’ buying options, demands and needs and have introduced

new domestic practices.

Globalization is an important trend for industry (Pfeil 2006, AlShebli and

Karahalious, no date) and has an influence on the acceptance of products by users
from different cultures and backgrounds. In current situations, new products will
probably meet with more than one user group with different cultural backgrounds
making the problem for the designer more complex (Rose et al 2001:17). Leiss et al

(2005:371) argue that industrial mergers in the 80s led to simplification of the variety

of products available.

? In this study, ‘globalised products' refers to modem household products that have been established

and mostly accepted around global markets. For example, food blenders, coffee makers, microwaves,
ovens, electric cookers, kettles, etc
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However, Barber and Badre (1998) claim that global products will still remain
localized due to the interactivity and contents that must reflect a cultural sensitivity
and understanding of the target audience, and stressed that these global products are
culturally dimensional and must be capable of rapid change. This will reflect back to
the idea of having products with global features but localised in their applications (as
discussed by Miller 1998, Powell 2001 and Corse 2006 below).

It 1s obvious that the concept of ‘open market’ had an impact on changing the
products and services offered and affected the social system and users’ perceptions.
What is important is to consider however, is not what and where they are found
physically but what they mean to the people in each culture (Trompenaars 1998:3), as
these will affect the product success and level of users’ acceptance. For example,
eating in McDonalds or dining in Kentucky Fried Chicken is a show of status In most
South East Asian countries whereas it is just a fast meal in UK, America or even
Japan. In certain cases, a practical modemn product such as a food blender does not
necessarily satisfy users from different cultures in accomplishing their everyday tasks.

From my preliminary research work, users experiencing changes in life often
try to remain with their traditional kitchen tools despite the introduction of modern
products from this globalisation and open market trend. However, in certain
circumstances, such modern products could also be transformed into localised
products if they want to succeed in the local market (see Fig 5). There Is a possibility
that certain 'global products' could be transferred and converge to become a localised

adapted product as time progressed. (See Fig 6)
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Figure 5 — Local users’ awareness of ‘Globalised’ and ‘Localised’ products: From Global to Local
applications.
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Figure 6 — Global brand transformed to be compatible with local market demand (photograph from
anonymous source)

This hypothesis is supported by Corse (2006) when he argues that there are
very few global products indeed in currently emerging markets. He claims that all

product development needs to be local as in his example, Coca Cola's marketing
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strategy has utilised more than 80 formula variations to secure its market around the
world. Corse (2006) also suggested keys to engage with customers in countries with
newly emerging markets such as Malaysia. He stated that these include developing
qualitative indicators that can be quantified such as cultural fit, buying habit, use
model, and cost. He further stressed that although it is not necessarily precise, it
should however, assist designers and serve as a foundation for future quantitative
research.

| assumed that some culturally localised products will also need to be improved

(or innovatively redesigned by the end user) to be compatible with their new
environmental settings, as users tend to carry with them elements from their
traditional cultures when they move between places and spaces. Culture can be
transmitted including its patterns of implicit and explicit behaviour (Kluckhohn and
Kelly 1945:78, Schein 1988:18).

In order to balance the effect of these social economic plans, globalisation and
urban development activities, Malaysia has put effort into design and development
programmes through its design organisation. Malaysia Design Council recently
determined some projects with the aims of improving product design understanding
among local designers and manufacturers in many of their programmes and
workshops as in ‘Accessory Design Innovation workshop MARA SMe Entrepreneurs
2007’, ‘Asia Design Network 2007’, ‘Design makes the difference’ workshop 2007
(Malaysia Design Council 2006, 2007). However, the gap in their understanding of .
users’ culturally determined needs and of improving cultural products to be
compatible with fluid social change and lifestyle diversity has not been fully

investigated in a local design context.
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In becoming a successful and developed nation, mature in culture and
heritages, Malaysian ex Prime Minister, Dr. Mohamad M. in Sixth Malaysia Plan
(Malaysia Government Press 1991) stressed that Malaysia should not be developed
only in the economic sense, it must be a nation that is fully developed along all the
dimensions: economically, politically, socially, spiritually, psychologically and
culturally.

As the country approached becoming a fully developed country (Malaysia

National Vision of 2020 (Malaysia Government Press 2001; Malaysia Government

Press 2006), some questions arose from operating this research :

How far could a culturally localised product which is internationally competitive
compare with those global market products produced from developed countries
originally designed for a different culture and being adapted (and innovatively being
redesigned by users?) and how long can it establish itself as compatible and

adaptable with users in a culturally changing situation?

Can these designs and products meet with current users’ needs and aspirations? If

so, can they be improved?

The main issue here is what effort has been successfully made by the locai
designers, design authorities and manufacturers to improve design as a successful

product strategy to challenge these social migration circumstances’?

These questions have influenced the formulating of my conceptual idea for
developing a research question for this investigation. | have started to consider and
(re) think what designers can do to challenge these phenomena and how designers

could react to it.
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1.4.3 Culturally localised Products in the current situation

Culturally localised products have been established in local commercial
markets, however, due to social and demographic change, some of these culturally
localised products could have migrated to a new form to reflect a new situation. In this
research, design can follow this process or, as envisaged in this study, may take an
active role in enabling it. In some cases, these culturally localised products have also
been shown to be travelling across cultures in enormous ways to fulfil the needs of
the different cultural groups without any major changes in design neither its physical

form nor the material.

The initial findings from the pilot work have demonstrated that culturally
localised products could be shared and used by users from different ethnic
backgrounds (please refer to section on sampling in chapter 3) but with a different
application as different ethnic groups might use similar tools for different purposes
and reasons. (For example: The Malaysian Chinese used steamer cookers for

producing different types of food compared to the Malay or the Indians, although the
original traditional bamboo steamer cookers is believed to be only used by the
Chinese). These products have repositioned themselves within the other subcultures
moving from being a culturally localised product to becoming a more universal

. product. Below are some examples of this adaptation principle at work.
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A traditional Malay banana stick pie
produced with Chinese Bamboo steamer
(Photograph from anonymous source)

Figure 7 — Traditional Chinese bamboo steamers produced varety of food products established in
different Culture(s).

Another example also can be seen in the growth of the stir-fry pan in the UK, now
used for many kinds of cooking, including Chinese style stir-fry methods adapted to
local tastes. Powell (2001a) points that some products have the qualities of being
universal but others could vary from situation to situation. He points to an example of
a light switch being recognised as a global product but turning into a local product In
its application. This idea has also been supported by the work of Daniel Miller
(1998:172) into expertise in material culture in his specific study of a '‘Coca Cola’ drink

being considered as a local product in Trinidad.

Many universally designed products were established from developed nations
cultures but were only introduced into developing countries such as Malaysia in the
late 70s. (National Panasonic Malaysia Report 2006). These modern products are

normally derived from developed countries where they have been developed for a

different target market group but introduced to challenge users’ adaptation processes

(For example: potato cutter, apple peeler, orange squeezer, microwave and toaster).

In summary, modern products could influence users’ cultural practices in the
future in emerging economies like Malaysia. It is normal that users living in urban
areas have a tendency to adapt modern products into their current environment. In

relation to that, Trompenaars (1996:2) has claimed that if something works in one

20




culture, there is a good chance that it might work in another. He also stressed that
phenomena such as authority, bureaucracy, creativity, good fellowship and
accountability are experienced in different ways. However, many products and
services are becoming common in the world market. In most cases, these modern
products (especially toasters, food blenders, chopping boards, etc) can be easily
adapted, and can be found in most houses in the urban areas. Nevertheless, they still
do not cater fully for users with their culturally determined needs and are not

compatible in a culture migration situation. In this case, not all modern and universal

products can be useful and practical to assist users living in different cultures.

The product manufacturers and designers have to understand certain elements
of culture and how products respond and are being used in local contexts if they want
to gain a better understanding and meet with their product goals. Similarly, Rése and
Zuhlke (2001) state that it is essential that the understanding of corresponding
cultures and identifying their differences are taken into account to develop localised
products for different cultural groups’ needs. They also claim that developers need to
evaluate their knowledge in the area of cultural oriented design in order to produce
successful products, which integrate the cultural specifics of the product user.

Sun (2002) argues that localization is more than adjustment of existing
information products and should not be understood only at a surface level. She
suggested that it should be part of the invention process in the beginning of the
product planning process to accommodate a wide range of spectators. The same
issues have also been addressed by Fernandes (1995:2), when he stressed that

'Cultural Localisations' are a process of producing designs that are appropriate for
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specific target cultures, values, tastes and history and these understandings have
been demonstrated through his design work for improving global interface design.

In summary, along with other cultural factors that should be considered in the
whole product development stage, users’ cultural needs (in this case an ongoing
cultural migration) can be understood in many ways including examining products that
have evolved and understanding their cultural values that are carried, in accordance
with users’ practices and beliefs. Miller (1998:170) states that any manufacturer or
designer that needs to produce a product locally for a local market needs to
understand its cultural, legal, religious and marketing reasoning. Any product that
wishes to be considered a ‘global product’ should work better and serve the users’
cultural task by accompanying their inner cultural needs.

It is becoming increasingly difficult to ignore the changes in users’ lifestyles,
tastes, demands and cultural values with the products they employ in their daily lives.
As culture is understood to be a 'way of life' and is integrated with products that
people use, the study of these products’ transformation and understanding their
experience can be useful for designers in attempting to understand and respond to

this situation.
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1.5

My early hypothesis

All these factors and conditions have built my early research hypothesis for this study:

Products could migrate into different practical forms in numerous ways to assist
new lifestyles and social changes. These can be very confused, unpredictable
and are very difficult to measure. In many developing countries, this research
assumes that these changes could be predicted through the demographic
patterns and by understanding the implications from the local government social
economic planning programs.

Values and norms have strong implications in influencing the product use and
choice users make. Certain elements from traditional culturally localised products
are still greatly in demand due to the slow change in users’ values and norms.
This research assumed that cultural values and norms are strongly bonded with
products people choose and preferred to use.

Products transformations are strongly affected by the users’ physical
environment. In many cases, demographic patterns and social economic
migration has influenced the choice of new products; new demands will always
appear as people move into different places.

Users’ preferences, use and choice of products are much influenced by their
cultural mentalities and cultural environment from which derived their thinking and

ideas about product use and appreciation.

As my research progressed, | discovered further understandings about this subject

and developed a concept of cultural migration in response to the complex idea of

product transformation and its confusing changing routes. | began to recognise that
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products could transform and/or migrate into a different practical form in response to
the social changes and environment of the users through numerous, confusing and

unpredictable changing routes.

These can be observed in individual cases but are difficult to measure as a
"snapshot" across communities where individuals are found at all stages of this
migration. However, this has built my early research hypothesis and developed my
ideas on the concept of ‘cultural migration’ (as observed in this Malaysian

environment context).

1.6 The concept of Migration (in this research context)

In general, “Migration” has been defined as the movement of humans from one district
to another, sometimes over long distances or in large groups. However, in a previous
study, Papastergiadis (2000:53) revealed that in any current definition of the migrant,
an account of the complex array including sexual, political, economic and cultural
forms must also be considered. Similarly, Gordon (1964) as cited in Bloch (2002:22),
also revealed that in the process of migration, one will experience different stages In
the assimilation process which involves cultural, structural, marital, identification and
attitudinal acceptance.

In this research context, migration not only focuses on the people (which will
be known later as users (in other chapters) or sampling (in chapter 3) in this research
context) that migrate between geographical areas but also when they moved between
time and space, which involved moving between social classes and the changing of

products they might adapt and adopt within their migration experience.

24



Advance Industrial

Traditional Rural Migration Space

: : Urban
! I
} l
Y7 ; P, 7
: Design Opportunity! u
Stable? ! : Stable?
| | —
__Mainstream J—
| | S
| Cultural values | |
' and Adaptation | |
: Processes :
~____Nostalgie ) [][
V777 |
W
Time and . :
Generations

Figure 8 - Schematic model of “Migration” (in this research context)

Moving from traditional rural to advanced industrial urban (sometimes in
reverse, eg. Middle class “downsizers”), users will be introduced to the interplay of
conflicts between cultural values and the processes of adaptation. In this situation, we
might not know the appropriate products which occupy the migration space (Figure 8)
but a combination of speculative designing together with social inquiry input (Bowen
(2007, 2009:134) uses a similar approach) could be a useful tool to understand those
unpredictable areas of products and social migration.

In this situation, there is a clear space and opportunity gap for designers and
for experiments designed to provoke insights and develop questions and possibilities,
as in this case investigating cultural needs through designing as explained in Chapter
3 (methodology). In early investigation, this research has found that, the migration of
cultural practices can also lead to a migration of design, as illustrated by previous

example above (figure 1, 2, 4) and pilot work (3.4.3).
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1.7 Research Questions

As it appears that products are migrating and transforming in response to social
migration, some questions arose from this preliminary work:
e How is user/product interaction affected by these cultural changes?
e How can this understanding assist future design work for specific cultures
undergoing social change?
These tentative questions informed my main question for this research:
e How can designers respond appropriately to the needs of users experiencing
cultural migration?

Thus, to bridge this gap in knowledge among product designers, future design
planners and manufacturing teams, this research aims to influence the practice of
designers who develop products in changing social circumstances. The research has
explored users' cultural practices and beliefs in the light of the products and practices
they employ. The intention has been to explore how such understanding might assist
designers in their work.

Those research questions derived from my contextual review of users' product
interaction plus other initial works, are addressed in my pre-PhD observations and
pilot research, both explained in Chapter 3.

In general, my aims have developed from ‘to understand how the product
design process can respond to users' culturally determined needs’ into ‘seeking
knowledge on developing an appropriate design strategy in developing culturaily
localised products and to influence the practice of designers who develop products in

changing social phenomena or fluid cultural circumstances’. (3.2.1)
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1.8 Contribution to Knowledge

From these aims and objectives, | was also able to construct my anticipated
contribution to knowledge.

In this chapter so far, | have discussed the impact of the global market on local
products. The discussions have demonstrated how these influences have contributed
to the adaptations and migrations of domestic products, which can be unpredictable
and confusing, and this has provided a challenge and research opportunity for
designers who are interested to work in this area of social phenomena.

This research will demonstrate a method relevant to understanding cultural
factors that influence culturally-localised design. The design process then will use this
method in the production of concept designs and identifying user needs. In
consequence, this design work will demonstrate and allow evaluation of the
applicability of this method. In my next chapter (Chapter 2), 1 will explain my
contextual review and in detail show how these reviews including potential methods
and techniques have formed the bases of my research planning and methodology

and which will be further explained in Chapter 3.
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CHAPTER 2

2.0 LITERATURE REVIEW

This section of the literature review is comprnsed of three (3) main components. In the
first section (section 2.1), I will explain theoretically the concept of culture, an issue
which needs fo be addressed in order to develop understanding of product
interactions in their migration experience. | will also give detailed explanations
developed by anthropologists and sociologists to understand and to define culture. In
relation to this, in the second section (section 2.2), | will discuss Malaysia and its
culture, which is the focus of the present study. Here, | will briefly describe the
Malaysia contexf, principally its geography, people, culture, economic and
demographic patterns. In this way, | hope to familiarise the reader with the subject
under investigation, and to clarify the background of the samples used and their
cultural roots.  These will be further highlighted in Chapter 3, which concerns
methodology. In my final section (section 2.3 and 2.4), | will explain the cultural
factors at work in design and discuss design research. This section will also explain
my ideas about integrating design and social research.

Furthermore, this section will also explain and discuss the issue of
incorporating design in research, the influence of social science research techniques
and the efficiency, compatibility and adaptability of the practice- based researcher.

In relation to this, | will discuss and give examples of work that has explicitly
incorporated cultural factors as an element of design strategy and reflect on whether
these have influenced the methodology used for this study in an appropnate way. It

will also explain in detall techniques that have been used by design researchers in
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similar areas of investigation and highlight those elements that have the potential to
influence my research planning and framework in a useful and appropriate way.
These issues will be discussed in greater depth in the following chapter

(Methodology).

2.1 The concept of ‘culture’

In this section, | will describe both the concept of culture and the ways in which
cultural factors have been measured. Furthermore, the significance of cultural factors
in the design development process will be discussed. These understandings have
informed both the social science framework used in this research, and the design
methodology which emerges from it.

While this section reviews material concerned with cultural studies, the present
research has not attempted to adopt a cultural research methodology. As such, the
main focus of this research is on design practice and the process of product migration
to a new practical form with the aim of developing a methodology that designers mignt
adopt In response to the needs of people experiencing cultural migration.

The term ‘culture’ is widely used in this thesis and | have developed some
specific concepts concerning 'cultural migration’. Here | shall attempt to give a brief
outline of ‘culture’ as seen by some eminent scholars from the fields of anthropology
and sociology.

These ideas helped me to understand both the complex pattemns and factors
underlying ‘culture’ that influence product evolution and how culture influences people
in their interactions with everyday products. ‘Culture’ is a complex notion with a

variety of definitions reflecting different theories of human activity;, as such, the word
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'culture' has been applied to almost every aspect of life. Although some ideas related

to cultural studies have a very long history, formal cultural studies evolved during the

second half of the 20th Century and went through a number of distinct periods. In fig.9

below, | summarise the main contributions to these developments.

“‘Beauty &
Perfection Education-

(Symbols to these
achievement Perfection)”

“Culture is ordinary in every
society and every mind
known meanings and
directions (trained to)
offered and tested-to mean
the whole way of life”

“Objeéﬁve culture
(Physu:al) & Subjechve

1952

“a set of spiritual material,
mtellectual and emotional features of
society encompass lifestyle, value

system, tradition and beliefs

“A concept of
history related to
tradition of thoughts
located in social
structure and social

category”

Behaviour, Heritage, Meanings,
Values, Roles, Problem Solving,
Adaptations, Interrelated, Ideas

& Symbols

Figure 9- Definitions of ‘Culture’ by different scholars

Williams (1967:295) described culture as reactions to the changing conditions of life

that take the form of thoughts and feelings. He further stressed that culture:

“_...Is a record of our reactions, in thought and feeling, to the change condition of our
common life.....and as general reaction to a general and major change in the
conditions of our common life. Its basic element is its effort at total qualitative
assessment...” (Williams, 1967)
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Other scholars have also classified culture into different clusters of meanings and
interpretations. For example, to Hofstede (1994:15) and Jenks (1993:96-115) culture
is a concept of stratifications that can be seen as a compilation of ideas developed by
a group or community and which differentiates people from one another. It is also a
concept that helps to classify people into different classes and which can be used to
inform an understanding of social life in its entirety.

Furthermore, Jenks (1993:8) goes on to stress that culture manifests itself in
the form of artefacts, customs, or symbolic representations and conventions that both

appear to be applicable to and have been generated by a group that ‘inhabits’ a given

culture.

In contrast, according to Kluckhohn and Kelly (1945:78), Kroeber and
Kluckhohn (1952) and Schein (1988:13) culture is a transmitted concept that can be
seen as a symbol of achievements or a way of representing heroes. As such, they
conclude with an account of culture which suggests a product of actions which
constitute the elements of further actions, including patterns of explicit and implicit
behaviour which can be seen as having been transformed into symbolic

embodiments, such as artefacts (which may also be seen as symbolizing

achievement).

In relation to this achievement, Arold (1969:34) has stressed that culture
represents the pursuit of a kind of perfection, which can only be achieved by means of
some form of education; it is a matter of becoming rather than having.

On the other hand, Lederach (1995:9) and Damen (1987:367) agree that
culture is the shared behaviour of a community which can be observed in the set of

communicative elements created by a set of people for the purposes of interacting

31



with each other and perceiving, interpreting, expressing and responding to the social
realities around them.

Likewise, Banks and McGee (1989) have contended that culture does not
merely refer to objects such as artefacts, tools and other tangible cultural elements,
but also how these are communicated, interpreted, used and perceived by members
of a group.

As such, they have stated that it is the values, symbols, interpretations and
perspectives that differentiate one individual from another and argue that it is not only
exclusively concerned with the material aspects and manifestations of human social
life and activity. Indeed, they go on to point out that people living in the same culture
usually interpret the meaning of symbols, artefacts and behaviours in similar ways.

In summary, examination of the literature related to cultural studies in the fields
of anthropology and sociology (especially Arnolds (1869), Kroeber and Kluckhohn
(1952), Williams (1967), Hofstede (1984), Hall (1989), Steward and Bennett (1991)
cited in Galdo and Neilsen (1996), Jenks (1993), Hoft (1996), Trompenaars (1998),
and Unesco (2002)) reveals that the meaning of the concept of culture is neither static
nor fixed and further definitions of culture, derived from the works of authors iIn
various different fields, will be presented in the course of this research. However, at
this stage it is necessary to identify a concept of culture that is most relevant to the
aims of the present research and able to provide insights and understandings which
can then be used to illustrate the concept of culture in relation to the subjects and
phenomena being studied. In particular, the discussion of culture in this research
restricted to notions of culture that promote an understanding of cultural factors

related to users’ relationships with products.
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In order to summarize these concepts and definitions, it is possible to classify
culture into different groups of meanings and interpretations (see Table 1.0) as
follows: as a concept of stratifications developed by a particular group through its
artefacts, customs and symbols (Hofstede 1984:51, Jenks 1993:96-115); as
transmitted elements, including patterns of implicit and explicit behaviour (Kluckhohn
and Kelly 1945, Kroeber and Kluckhohn 1952, Schein 1988); and, finally, as a set of
communications in human activity (Damen 1987:367, Banks and McGee 1989 and

Lederach 1995:9)

—TCuure Concep

Transmitted Arnolds (1869)

Objects/Symbols Kluckhohn C., Kelly W.H. (1945),
Kroeber A.L., Kluckhohn C. (1952),
Schein E.H. (1985)

Jenks (1993)

2. | Communications Lederach J.P. (1995)

Damen L. (1987)
Banks J.A., McGee C.A. (1989)

3. | Differentiations/ Jenks (1993)
Stratifications Hofstede G.(1984)
Hofstede G and Hofstede G.J. (2005

Table 1 - The concept of ‘Culture’

In general, most scholars from the fields of anthropology and sociology have defined
culture as a set of values and symbols, either in its material or non-material form
shared by members of community and has been transmitted through generations
within that particular group of community.

Despite all these various definitions and theories, the most frequently cited

definition of culture in studies exploring cultural dimensions is that given by Hofstede
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(1994), and Hofstede and Hofstede (2005). They claim that culture is the process of
learning, and experience that people undergo throughout their lives.

It is this ‘mental programming’ which helps people to classify the main
expressions of culture, such as values, ntuals, heroes, and symbols, and to
distinguish symbols that correspond to the deepest layers of culture, such as basic
assumptions that reflect an underlying principle shared by the group, from those that
represent more superficial values.

Since these basic assumptions have been developed in the course of
interaction with environment, as well as by leaming and experience, this research
assumes that these factors are likely to influence the values and norms of users that
are reflected in the use and choice of products. Thus, it is assumed that culture plays
a major role in users’ perceptions, attitudes, preferences and values with respect to
certain aspects of product design. Therefore, when assessing changes in culture,

lifestyle and environment, it is important to consider how users have influenced and

adapted the products they use.

Clearly, there are more definitions of culture than are possible to present in this
research. For this reasaon, this research has chosen to focus on a concept of culture
that is relatively simple and seems more obviously relevant to the present research
domain. In other words, this research is not concerned with debates about the
definition of culture as such, but rather with seeking an understanding of the concept
of culture which can most appropriately assist the progress of present and future
research projects. The view taken in the present research is that "culture” can be

differentiated by examining its various components and understanding its layers of

culture.
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In conclusion, because culture is intimately connected to human tasks,
practices and beliefs, it clearly has an influence on the products people use.
Therefore, understanding culture and its main components must play a major part in
understanding how people interact, appreciate and use products. Indeed, as
Plowman (2003:30) points out, the process of designing products, both material (eg.
bicycles, buildings, foods, clothing etc.) and virtual (eg. Network computing
environment, etc.), has generated many studies concemed with how people consume
and integrate designed artefacts into their everyday lives.

Therefore, a clear understanding of the cultural factors involved in the design

development process Is essential to developing an understanding of those non-

physical factors mentioned in cultural studies, which in tum can act as useful

indicators for developing a deeper understanding of the cultural factors that affect

product use and user behaviour.

The acknowledgement of the important role played by culture and its various

components could provide new challenges for designers who are interested in

developing and improving products in changing cultural circumstances.
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2.2 Malaysian Context:

This section will explain briefly about Malaysia and its relation to the samples’
background. It will include a discussion of the samples’ culture(s), practices and

beliefs and the significance of these for this study.

Malaysia was selected as the site for this study, not least because the author
was born and lived there for more than 36 years and has been practising as a
designer for more than 10 years, involved in design education industry and therefore
is familiar with the country’'s history, geography and social profile. Amongst other
reasons Malaysia was selected as the area of study because:

1) Based on author experience as a designer and stakeholder, it is felt that

Malaysia is a significant typical example of a developing country, where the
population is experiencing rapid cultural change. This can be observed through the
author's experience and from some of his preliminary work on images on
transformation of products and Malaysian lifestyle in urban and rural areas (see figure
4, page 12)

2) No research studies in the design field have yet been carried out on Malaysian
urban dwellers experiencing cultural migration in the context of government rapid
development planning and the cultural conflict that engenders. This situation implies
that a design approach informed by social research could be productive; however,
there is no evidence of such approaches having been taken by designers in Malaysia
at present. Therefore, this research explores the potential of such approaches. This
problem of cultural change seems to require a social research process within the

design process. The output from this research can be explored in future design
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research projects to extend the methodology that has been developed through this

study, indirectly improving local household products to comply with the users’

culturally determined needs.

2.2.1 Site of the Study: Malaysia (South East Asia)

Figure 10 - Site of the Study- Peninsula Malaysia shares its border with Thailand in the north and
Singapore in the south while East Malaysia (made up from north part of Borneo island) is being

separated by South China Sea. (Map taken from www.solamavigator.net/geography/malaysia.htm,
2009)
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2.2.2 Geographical

Malaysia is a South East Asian country located between Singapore in the south and
Thailand in the north. It is a federation of 13 states, formed in 1963. The country is
divided into two geographical regions separated by the South China Sea.
- The Malay Peninsula shares a north border with Thailand and connected by
Johor-Singapore Causeway and the Malaysia-Singapore Second Link to the
south with Singapore. It comprises 9 sultanate states, 2 governor states and 2
federal territories. Peninsular Malaysia covers up to 131 573 square kilometres
(sq km) (Andaya 2001:1).
- East Malaysia (separated by the South China Sea) occupies the northern part
on the island of Borneo, bordering Indonesia and surrounding the Sultanate of
Brunei. It also contains 1 federal territory island which covers roughly 198 000

sq km. (Andaya 2001:1)
2.2.3 The People

Malaysia is populated by many ethnic groups, with the politically dominant Malays
making up the majority. The Malays are reckoned to have originated somewhere in
the Yunan area of the southemn China mainland and their southward migration
probably occurred between 2,500 B.C. and 1,500 B.C (Winstedt 1962:14) Today, by
constitutional definition, all Malays in Malaysia are Muslim (Federal Constitution of
Malaysia, Articie 160)*. Almost 25% of the population are of Chinese ancestry and

have traditionally been involved in trade and business. Meanwhile Indians comprise

* Constitution of Malaysia : http//confinder.richmond.edu/admin/docs/malaysia.pdf
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about 10% of the population, including Hindus, Muslims Hindus, Sikhs, Christians,
and Buddhists. Thus, the diverse composition of Malaysia’s population remains one of

its most distinguishing features.

The Malays form the dominant ethnic group and in 1991 comprised 58.3
percent of the peninsular Malaysian population (Andaya 2001:3). According to the
World fact book website 2009° , the Malaysian population stood at 25,715,819 in July
2009 (estimation). Similarly, the Malaysian Department of Statistics officially reported
that the population of Malaysia had reached 27.73 million by the 5" September of
2008.

Although Malaysia is populated by different ethnicities and cultural groups, the
only serious conflicts between ethnic groups took place on the 13" May 1969. This
was largely due to conflicts arising from socio-economic imbalances, although in
retrospect it may have been stimulated by both government and opposition parties.
The racial riot involved the area around Kuala Lumpur (the capital city), with the rest
of the country remaining at peace. This incident led the government to implement the

New Economic Policy which was mainly aimed at addressing racial and economic
inequality.
2.2.4 Economy

The Malaysian Peninsula has been known since ancient times. For example, the

Straits of Malacca are indicated on an early map drawn up by the geographer Ptolemy

S 1ttps://www.c1a.gov/library/publications/the-world-factbook/print/my.htmi
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as “Sinus Sabaricus™ (Wheatley 1955.64). Furthermore, the territory has long
benefitted from the central position it occupies in the maritime trade routes between
the Far East (China) and Middle East. Thus, the Malaysian archipelago has for
hundreds of years been part of a complex trading network, since its annual monsoon
wind system covered the entire South East Asian region and extended from Africa to
China (Andaya 2001:11). By the 151 century, the Peninsula of Malaysia had been a
centre of trade for centuries and continuous economic growth and expansion took
place between the 17" and the mid 20" century following the discovery of tin in
several Malay states and the introduction of rubber and palm oil trees.

It was during this colonial period that the British introduced foreign labourers
(i.e. Chinese and Indians) into the country to work in mines and plantations (Andaya
2001:15) As independence approached, the government saw the necessity to
implement long term economic planning, beginning with the first 5 year plans drawn
up in 1955. These plans were subsequently renamed ‘Malaysia Plans’ when Malaysia
was established. The first of these new plans was launched in 1965.

The economic objectives of Malaysia Plans 1 and 2 were to achieve economic
growth and eliminate economic disparities between ethnic groups (Andaya 2001:51).
Because of Malaysia Plans 1 and 2, economic growth became profoundly dependent
on agricultural and mining activities, with the result that Malaysia remains one of the
world’s top producers of rubber and palm oil. However, since Plans 3 (Malaysia
Government Press 1976) and 4 (Malaysia Government Press 1981), the Malaysian
economy has shifted its focus to manufacturing and tourism as its major sources of
income. This has contributed to increased migration from rural to industrial urban

areas where job opportunities are considered favourable.
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Most of the Malaysia Plans® especially Plan 5 which specifies the promotion of
education as a vehicle for furthering the integration of all Malaysians, have tended to
increase the number of internal migrants. Ongoing plans for improving the education
system together with the implementation of the New Economic Plan (NEP), have
contributed to the creation of a new middle class in urban areas. According to a
survey entitled ‘The Internal Migration Report’ (Department of Statistics, Malaysia,
2006), education was one of the major factors behind internal migration trends and
patterns between 1995 and 2000. Because people tend to migrate for the purposes
of further education to urban areas, they are fairly likely to remain in those areas
because of enhanced job opportunities.

Although there were no distinct differentials according to marital status between
migrants and non-migrants, migrants did tend to be much more educated in terms of
the highest educational certificate obtained (Department of Statistic Malaysia
2006:37). Malaysia experienced significant economic growth under the premiership of
Tun Dr. Mahathir Mohamed during which time the physical landscape of Malaysia

changed with the emergence of numerous mega-projects.

2.2.5 Culture

Malaysia is a developing multicultural country. Different cultures have been meeting
and mixing in Malaysia since the very beginning of its history. The migration of people
from the South of China and from the west (India and the Arab countries) had been

taking place long before the colonial period since the Malay Peninsula and, indeed,

% Malaysia Plan 5, 6, 7, 8, 9 (Malaysia Government Press, 1986,1991,2001)
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Southeast Asia had been a centre of trade for centuries (Spencer 1971:266). More

than 1500 years ago a Malay kingdom in the Bujang Valley opened its door to traders

from China and India and, with the arrival of gold and silks, the influence of Buddhism
and Hinduism was also introduced into Malay culture.

Although the dates of the first Indian voyages across the Bay of Bengal are
unknown, archaeological studies have indicated that trading contacts between Indian
and South East Asia had begun as early as 200 BC (Andaya 2001:15). By the 14"
century, Arab traders armved in Malacca and brought with them the principles and
practices of Islam (Andaya 2001:11).

As far as communication is concerned, the native people of the Malay
Peninsula accepted the influence of Hinduism and Buddhism and, therefore, adopted
the use of Sanskrit as their daily language until they were eventually converted to
Islam. However, in current food preparation practice, most of their kitchen tools have
been influenced by different cultures, including a number of Indian and Chinese
traditions and customs that are consistent with their Islamic religious beliefs.

In Malaysia, most technological development, mass education and
modernisation has been adapted so that it is compatible with Islamic beliefs (Schutte
1998:22). As a result, a fluid hybrid culture has developed among Malaysian,
especially urban dwellers (E10, Fieldwork 2008:3). As an example, although the
Malay’s main religion is Islam, their culture has been strongly influenced by Hinduism,
which formed the main platform of practices and beliefs among the Malay, long before
they were exposed to Islamic doctrine.

The emergence of this hybrid Hindu culture can best be observed by

examining their cultural events and social ceremonies. For example, the practice of
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eating directly from the hand (i.e. without knives, forks, chopsticks etc), the
implements and utensils used to prepare foods and the choice of ingredients, have all
been derived from Hindu cultural inheritances as much as Islamic ones. In relation to
this, Pfeil (2006) highlighted that religion and beliefs are key cultural factors that need
to be taken into consideration when designing for specifically targeted audiences.

To sum up, the exact orngin of products and practices is not the issue being
discussed in this investigation. Nonetheless, the influence of Hindu and Buddhist
practices can be observed in the use of tools and implements (such as granite mortar
and pestle), as well as In the selection of ingredients. By contrast, hand washing pots
are derived from Islamic influence originating in the Arab and Middle Eastern world.

Although Malaysia’s cultural mix is derived from many different cultures, the
main features that contrnbute to this hybrid culture come from the ancient Malay
culture and the cultures of Malaysia's two most prominent trading partners throughout
history - the Chinese, and the Indians. The influence of these cultures can still be

seen in many cultural events and practices, for example the choice of foods and the

implements used in the home kitchen.

2.2.6 Migration — Social and Demographic Shift

Migration could be seen as the main factor influencing the demographic patterns in a
given geographical area. In the 1980s, Malaysia underwent a shift from an economy

based on agriculture to one largely based on manufacturing industry. This process

has seen both industnalization and the construction of modern infrastructure in urban

dareas.
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As a result living standards have improved thus contributing to increased levels
of migration. The idea that migration is influenced by economic development is
suggested in a study by Bloch (2002:22), which looks at the context of European

economies during the 1900s.

Further studies by other researchers have also identified demographic and
economic changes as important influences on lifestyle and products (eg. Sennet
1978, Schutte 1998, Deasy et al. 2001, Margus 2002:89, Coyles and Gokey 2005,
AlShebli and Karahalious, no date).

The United Nations currently estimates that the world's population will increase
to 9 billion shortly after 2050 (Linton 2005). It is also predicted that half the world's
population will be living in urban areas by 2007. The report adds that in less
developed regions, the number of urban residents will equal the number of rural
residents by 2017.

In relation to the context of this research, Malaysia, as a developing country is
no exception to this pattern. Therefore, this process of economic transition has led to
the emergence of a population, which is based in industrial urban areas rather than
traditional rural ones (Talib 2000:36). Early migration was mainly driven by Malaysian
socio-economic Planning (Malaysia Plan 2), which was aimed at balancing economic
growth and distribution (Malaysia Government Press 1971)

Increasing migration from rural to urban areas has also been influenced by
government socio-economic planning’ aimed at restructuring society through

education and training Programmes (Malaysia Plan 4) and improving general quality

" Sources from Malaysian Economic and Social Plan Development 1965, 1971, 1976, 1981, 1986,
1991, 1996, 2001 and 2006
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of life (Malaysia Plans 7, 8 and 9). The migration results from this government
planning can still be observed in the Internal Migration Report for the year 2000
(Malaysian Department of Statistics 2006).

This rapid growth of urban populations not only requires economic and social
adjustment, but also changes in the way products and services fit with users’ lifestyle
and cultural needs. Schutte (1998:14) has revealed that the rapid economic growth of
Asia’s economies over the past few years has led to significantly altered values and
social structures. These changes have altered existing products and services in line
with the changes in the culture and lifestyle of different social groups. For example,
my early observational work revealed that users’ perception, appreciation and use of
products could be changing in line with the changes that have been experienced in
social and economic life (Appendices G) Thus, in the context of social change, users
presented with an opportunity to rethink and reorganise their lives (Andreasen

1984.7895).

2.3 Cultural Factors in Design

This section will explain and describe the importance of cultural factors as key
elements in the formation of a design strategy within product development processes,
as demonstrated by other design practitioners and will present a strategic discussion
of the user-product-culture relationship. It will also give a detailed explanation of the
frameworks employed by designers when developing culturally specific design
methods which could influence my own understanding for this research work.

The first section will discuss the cultural factors at work in the design process,

outline their importance and give examples from previous studies and reasons why
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these have not been successfully adopted in the design development process. The
second section will focus on those factors concerned with adapting culture in the
design process that have been neglected. The section will conclude with an

explanation of how this review has influenced my overall methodological approach to

this research.

2.3.1 Cultural Factors as elements in Design Strategy

Outstanding design can come about via many sources of inspiration, ideas and
experiences, involving a wide range of specialists from different fields of expertise
(Wasson 2002:72).

Nevertheless, many of the factors that have influenced the designs developed
by manufacturers have been overlooked. For example, how products become
accepted by users is an issue which tends to receive much less emphasis than
technological changes and material-oriented product development.

Therefore, the contnbution made by cultural factors in the marketing of a
successful product has largely been neglected. It seems to be a forgotten element of
the product development process. However, a number of scholars and design
thinkers have emphasised the Importance of integrating the culture of users into
product development. Thus, over the course of recent years, increased interest has
been shown in understanding users’ cultural needs as an important aspect of the

design process (for example, Fernandes 1995; Plocher and Honold 2000,

Khodadadeh 2008, Diaz 2009).
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Bloch (1995:22), in his consumer response studies, argues that preferences for
product form are much driven by cultural factors, and claims that nearly all Japanese
auto manufacturers are setting up their studios in the United States with the aim of
ensuring the commercial success of their products by paying more attention to
understanding Americans’ culturally determined needs and demands. Powell (2001a),
studying design competitiveness in global markets states that a region’s culture and
quality of life are significant elements in the product development process despite
moves towards global communications, economy and awareness. He stresses that
designers should demonstrate more responsibility for the impact of their designs, not
just by meeting the customers need, but also by preserving cultural variety and
values.

According to Portigal (1997), a successful product should be seen not just as a
technical solution but also as a package of cultural solutions. Its success is also due
to a successful understanding of the values, institutional arrangements and economic
notions of the culture the product is targeted at.

Portigal (1997) also claims that a product’s function, ergonomics, and cognitive
aspects should be understood by designers, and argues that the key ingredient in
developing a successful product is a degree of ‘cultural fit'. Further, he suggests that
discovery activities that combine users’ stories could lead to the production of
symbolic models that enable new design ideas. His approach is to categorize cultural
meanings to help understand users and their particular cultural contexts.

In the relationship between users and products and services, Trompenaars
(1996:16) reveals that culture supplies the social context in which technology

operates and states that it should not be regarded as a minor element in any business
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management relationship. Thus, both the product and users’ cultural relationships
play an important role in user research and in the design development process.
Sherry (2002) has classified the fields of ecology, ergonomics and aesthetics as the
building blocks of “design ethnography”, and claims that understanding and knowing
‘what consumers are’ is an important focus of corporate interest.

Cowan (1976:1) and Cox et al. (1991) believe that the evolution of products In
the past has shown the influence of changes in users’ cultural practices and beliefs,
and concludes that new products will always generate new cultural phenomena from
a social context.

These views demonstrate that the relationship between users, culture and product

changes display a tight bond and are closely related to one another. Hall claims:

“ ..the relationship between man and the cultural dimension is one which both

man and his environment participate in moulding each other. Man is now in the

position of creating the total world in which he lives ... this is a frightening

thought in view of how very little is known about man..” (Hall1969; cited in

Reese 2002:17).
Squires (2002) claims that research into the creative process should determine the
design implication of real cultural phenomena. She also stresses that researchers
should be able to identify most applicable combinations of concepts, research design,
information sources and appropriate methods (2002:103) and proposes a sample of
data collection instruments such as ‘Customer Research Toolbox’ (2002:1095).

As information technology and the internet becomes increasingly indispensable
in our everyday lives, the importance of understanding users’ cultures in design
development has also been highlighted in new fields, such as Human Computer

Interactions (HCI). Lawson et al. (2003) have developed a framework to help local

designers understand the users’ culture and have concluded that there is still a lack of
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guidance for interface designers that would enable them to apply cultural localisation
in software development. Joyner and TerKeurst (2003) in their early research findings
claim that games targeted at different cultures are used differently to support personal
and social needs and motivations in different cultures and environments.

DeAngeli et al. (2003) reveal that in a particular region, different cultural values
and dimensions have a significant effect on the acceptance of products that were
initially developed in different cultures. Furthermore, many studies in the field of
cultural diversity and design in ergonomics, show how culture can be used as an
effective design tool when it comes to designing a product with local cultural needs in
mind.

Al Shebli and Karahalious (no date) have listed some of the most prominent
cultural constraints to help increase understanding of cultural issues, which include
population or cultural stereotypes and anthropometrics. They also recommend that
empirical analysis of the users’ requirements should be considered, including user
preferences for specific tasks, and products in each culture.

In addition, they stress that hidden cultural constraints, such as attitudes,
behaviours, problem-solving strategies, thinking patterns (as in the cultural mentalities
model developed by Rdése et al. (2001) explained in her framework on planning and
designing for specific cultures through international and local design approaches) and
so on, should not be neglected.

In summary, my work explores the development of successful designs for
culturally localised products at the meeting point of local and global culture. from this
review it is essential to consider the frameworks and the methods employed by these

designers and researchers to understand the cultural factors at work in this context.
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Despite the volume of research described above, there are several factors that
have led to the neglect of cultural factors in both overall product development and the
individual design stages which need to be addressed in this research.

My examination of literature related to industrial design and cultural theory has
highlighted several reasons for the lack of attention paid to culture in the product
design process. Razzaghi and Ramirez (2005) have suggested five main causes for
the reluctance to incorporate cultural factors in the product development process
which includes:

1) Cost factors

Research has indicated the effect of the increased burden on the R&D budget for
developing products that are culturally oriented or customized for a specific group or
region. Extra costs occur when companies invest in trying to understand users’ needs
for example using domestic experts to understand local trends and examine local
social changes (Coyles & Gokey 2005:101). Holt (1989:163) observed that design
work is normally produced at the lowest possible cost and such cost-constraints have
always challenged designers.

In addition, Corse (2006) has suggested that establishing partnerships with locai
companies could be the best solution. However, Corse also claims that doing
research in other countries is five times as expensive as operating it in the country of

origin as it involves the researcher with adaptations, adjustments and learning new

skills.
2) Manufacturers’ knowledge gap

Manufacturers and their designers are not very familiar with theories concerned with

the production of specific culture-oriented designs and so are not able to distinguish
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between culturally global and culturally localised design (Rése and Zuhlke 2001:14).
Products that have been produced have often been misinterpreted and misused by
the targeted users and so are unable to compete in a global market. This is
demonstrated in my own data from the pilot study (3.5.3.6), which showed M3, an
Egyptian man, trying to operate a blender to assist in the process of preparing his
traditional food ingredients. He explained that ‘global’ products were often less useful
and practical than the traditional implements used in Egyptian cooking. Many local
products, eg produced in Malaysia for the Malaysian market, do not match users’
current cultural lifestyles. Again, this view is supported by reference to the pilot study
findings where M4 compares the quality and cost of local and global manufactured
products through her experience as the end user.

3) The lack of industrial designers’ knowledge in cultural design integration

This lack of cultural design integration could be influenced by the designer's own
background and level of education (Reese 2002:17, Razzaghi & Ramirez 2005).
Many of the designers that have been trained in developing countries tend to imitate
design products from developed nations, whose practicality in the local context has
not been tested. The results of design are also influenced by differences in designers’
cultural and educational backgrounds. Eastemn and Western design graduates do not
have the same strengths and skills, and so address these cultural factors differently
(Curedale 2003).

4) Technology based Investment

The manufacturers of established brand and technology based designs tend to place
more emphasis on technological aspects rather than addressing cuitural fitness in

their product development process (Holt 1989:163). Therefore, company plans and
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marketing strategies tend to focus more on a product's technological basis and
cultural fit factors have been neglected as a result of this bias. However, as Rust
(2006) points out, this situation is not easy to remedy because of its high investment
and labour costs encourage organisations to retain their existing technology and
make change difficult to implement. Consequently, there is little incentive to alter
designs to fit the cultural needs of minority users.

5) The globalisation of products and services

The concept of a world-wide market has inspired the development of various
universal, globalized products from different parts of the world (as discussed in 1.4.2).
As such, there is a strong likelihood that culturally localised products will face strong
competition and it is possible that this situation could provide a challenge to meet with
the needs of local users.

Furthermore, common standards for these universal globalized products would
also act to reduce the cost of design and production (Powell 2001a). Such pressures
encourage manufacturers to develop standard and uniform products for the global
market (1.4.2).

However, despite these negative influences, there are good reasons for
designers to pay attention to cultural factors as outlined above (2.3.1). Lawson (1997)
has stressed that contemporary design itself should be changing rapidly (1997:114).

In summary, | propose that any new designs should support the everyday
environment and should refer to existing designs that are familiar to users. This would

help to motivate designers to develop culturally localised designs that allow products

to be manufactured and be relevant to users’ current lifestyle. In my next section 2.4,

Design in Research, 1 will explain the techniques and methods that designers adapted
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in doing research specifically in this similar context of study and how these
frameworks have influenced my planning and developed my methodology for this

investigation.

2.4 Practice-Led Inquiry in this project

Whereas the previous sections focussed on a definition of the concept of culture, my
research subjects and my site of study, this section concentrates on some important
aspects of methodology in this research, which has been influenced by recent
development in ‘practice-led’ research in design. This section of the review sets the
scene for section 3.5.4 of my Chapter 3 (Design as a Research Tool).

Generally speaking, the methods for integrating design into the research
process have generated a great deal of debate in the academic community and
among design thinkers. For example, Glanville (1999) has described some of the
possibilities, Burdick (2003:82) has given some practical examples in action and
Sanders (2006) has demonstrated how a 'participatory design' approach can work in
practice.

In a recent study, Marchand and Walker (2009:300) argued that much of the
terminology involved In bridging the gap between research and design practice (for
example, “practice led research”, “practice based research’ and “research informed
practice”) has not been clearly defined and is therefore confusing. As such, they have
suggested that these terminologies could be grouped under the heading ‘research
involving practice’. However, this section does not attempt to discuss the terminology
or debates about the degree to which design is involved in research or to evaluate the

validity of designing as a research method. Instead it aims to give readers an ‘open
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view' in order to gain an understanding of the various creative techniques for applying
design in research, especially in investigating social phenomena.

In this section, | will clanfy the individual elements derived from my contextual
review which were used or adapted In the research methodology for this thesis. By
doing this, | will also emphasize the role played by design in this research and the
contribution it has made to knowledge. In particular, it will be shown how a "twin track"
approach, using social research practices alongside t<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>