






IAT 100 - Jan 12, 2026

..............................................

INST KEN ZUPAN: Okay, everyone, we'll get started, thank you for making it in on this rainy day.	We're already on week 2.	Welcome to week 2 of IAT 100, so I hope
you managed well with the roller-coaster, so I have an

in-class exercise today, so I think what we'll do is look at the roller-coasters, we'll have a little look at them in the labs, where we'll have more time, of course they're due in the labs; right?	So today we're going to look at maps and empathy and we're going
to -- I think you'll find it quite interesting.

Now, I said -- I'm not sure if anybody brought this, but make sure in your labs that you bring back the glue guns, I'm not so worried about the leftover cardboard, but the tools, I need that for another third-year course, if you could bring that back.
So we're going to look at -- we've shifted

things, we're going to look at the assignment, you probably are wonder what the difference is between empathy and sympathy.	This is one of my favourite exercises in all of my courses, you're going to make a map based on a memory or something that happened in
the past, and we're going to look at -- as well the

different types of maps, like political maps, top
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graphical, but this one is based on memory provided we are on time, we'll provide 25 or 30 minutes on an
in-class exercise.

This is a kind of a dry run, so don't forget to submit by Tuesday, your roller-coaster, and I hope it's going well.	By the way I had some people asking if they could bring in their physical roller-coaster in class, via e-mail because they want to demonstrate it, they're very proud.	So you're very welcome to
bring them in, we can put them in the back of the room

and they should be okay for the rest of the semester. If you have room, that's fine, otherwise we can suffice with the video.	It would be interesting to
see some of the physical ones if you can bring them in

your car, etc., without damaging them.

Now, we'll do a little bit of a review.	Last week we spoke about mental models; right?	So it's ironic, and the example here is about snow, we have talked about people who have mental models or perceptions of snow being wonderful, when you're children you get a day off school, you can roll around play in the snow, make a snowman, and when you're an adult, and you have more responsibility, quite often people really dread the snow.	In fact last week I think it was, was it Thursday, I came home and there








was slush all over, and I had to shovel, and there have no snow?	Surrey but it had fallen in Vancouver. I was so bummed out about that.	So mental models are representations of the world that help us understand complex concepts, and make better decisions; right?
So that's -- and they provide a framework for

thinking and problem-solving, so the example I gave you about snow, that's very basic, but mental motels can be much more sophisticated, they provide a framework for thinking and problem-solving allowing us to view problems from different angles and generate different solutions and help us become more effective thinkers and problem-solvers.
Mental models is like a precedent, for example,

when I was driving the other day there was a huge puddle on the road, and I made sure that I avoided that puddle because I had previous experience splashing and getting water all over the motor, so that's one example, a framework to help you make decisions from previous experiences.	So we create mental models based on past experiences, beliefs, and assumptions to understand how the world works.	And
sometimes when we say assumptions, sometimes we get it wrong; right?	Sometimes we have assumptions how
things work, and in reality it's not quite that way.








Mental models can be conscious, you know, something that comes to mind when you see a problem or something.	But they can also be unconscious.	You know, we're always soaking up information as we're walking around or reading books or going on the computer, and sometimes it floats around in your subconscious.
So we mentioned this last week, that a lot of

people for the longest time, even to this day, believe that the earth is flat.	They have a mental model that a strong, you know, very strong belief that the earth is flat.	So some mental models can lead to bias and errors if they're incomplete, inaccurate.	So we see that and we know it's been proven because we mentioned that the astronauts went to the moon in 1969 and they took a photograph of the earth and it was a sphere; right?, it had been proven even by the ancient Greeks.
We're going to shift gears and look at empathy.

Empathy, there's a lot of talk about empathy, empathizing with people and so forth, and in the last maybe 10, 15 years it's been adapted, the notion of empathy into the design process.	Have you all heard of the traditional design profession, ideation, then
you have development, and then you make prototypes, at

least in my profession when I was trained in








industrial design, so this is it a design course; right?	Graphic design, industrial design, we follow a process, a linear process.	Empathy has been grafted
on to this.	So here is a traditional process,

everyone.	We have definition, so somebody gives you a brief, and you define the problem, for example, you need to design a wheelchair that is portable, it doesn't weigh more than 25 pounds, it has four wheels, etc., it can accommodate someone up to 250 pounds, something like that.
Then from there you come up with ideas, you sketch different ideas for the wheelchair, big wheels, small wheels, different shapes and so forth.
And then you get into the propose-typing, and

you start working -- well, you also select some materials, you start making models, and you test it on people at the end over here; right?
In the last 15, 20 years, and even longer, some

designers have noticed that when they work on things, things don't always work well at the end when they
test it.	There's a lot of assumptions, mental models, you know, designers are very passionate people, and especially those who have been doing design for a long time, and they assume that they know best what the
end-user needs.	So sometimes when they come over here








they find out they missed the boat on some issues. For example, the wheelchair could be made of a material that is really quite ugly.	Something that looks like it belongs in a hospital, and there could be a stigma about that.	A lot of people will look at an example shortly, a lot of people have a stigma about medical commitment, a bracelet or what they wear, they feel like their standing out.
Here is an example from Dyson.	Do you remember -- I think you all know Dyson the very expensive vacuum cleaners, I'm always looking for my mom at Canadian Tire, and they never seem to go below
$400, they're very good.	James Dyson, here is an example; right?	He did -- he spent many, many years, and I'm not sure if he involved users at the beginning, but he had a very, very good idea, look at that, he actually created many, many iterations.	In fact sometimes if you go over here to test, and you screw up, you can sometimes designers have to go back to the square 1; right?
Look at that, he had 5,126 concepts, and he final got the right one.	I wonder what would have happened if Mr. Dyson had end-users from the beginning.	This could would been done 30 years when he started.








The modern way of designing is involving users from the beginning.	Another term for this is
user-centered design.	When I was in grad school I learned about this in Denmark when I lived there and studied, and this was something that was based on the culture of the Scandinavian countries, they have a very strong social welfare program where people -- their health is looked after and many things like that.	There's this great emphasis on empathy.	For the last while now there's been a stress -- sorry, we stressed to empathize, and also when you empathize with the user in the beginning, chances are you hit the nail on the head and get the design right.	In
fact some design practitioners involve the users right

through the steps.	Empathy here, they go through the -- they'll ideate sketch together user centered design.	Now, I'm talking a lot about empathy, and you're going to say Ken, when are you going to define it, and I will it's one of the most important elements in morn design thinking and the wider area of
human-design thinking or user-centered design.	What is empathy, everyone?	We get -- I -- when I was growing up I heard about sympathy, sympathize, empathy was not something I heard a lot about.	It's appreciating people's emotional and physical needs.








Empathy is gaining insight into the way people see, understand and interact with the world around them.
In a way you put yourself in their situation, whatever ails them, whatever their needs are, and you're actually in their shoes.
Empathy, a good designer who employs empathy

realizes how lived are impacted within the context being investigated, so empathy quite often you'll go into their homes or the context of their needs, and designers find out what people mean rather than what they say.	So sometimes you have to go quite deep into their emotional needs and so forth.
So just to stress everyone.	Empathy is our ability to see the world through other people's eyes to see what they see, feel what they feel, and experience things as they do. And that's quite distinct from sympathy, and we'll talk about that. Being in their shoes, taking on their role, you know, having a deep understanding.
Empathy has qualities, four qualities of empathy

that we should understand, and these were developed by these are the qualities that should be maintained (Pierre Richard.)
No. 1, perspective taking, you recognize the

perspective when you're talking to your client or








inquirer designing for the person and you're empathizing, you recognize it as truth.	You take away -- and this ties into No. 2, you stay out of
judgment.	Sometimes designers are very picky and the

client might say I need something in this colour or this material, and you'll say oh, my goodness that's not very practical to manufacturer.	But they may have a very good reason for that.
No. 3 recognizing emotions in another person. So not just what they say, but how they feel.	And communicating, so feedback; right?	You as a reflecting, you communicate your understanding.	You know, you take that understanding and reflect on that. I'll show you a video from Brene Brown, and she makes
a strong distinction between sympathy and empathy.	I think you'll get a good understanding of this, and excuse the commercial, we don't have ad blocker here.
[VIDEO ON]

>>	[Captioned]. [VIDEO OFF]
INST KEN ZUPAN: So we'll talk a little bit more about empathy and how it's been adapted into thinking processes and design processes.	Has anybody -- I'm sure you've all heard about Stanford university.	It's in California, very famous university, and they have








a -- I went to school to grad school with a student who went to their design school, and they're very, very forward-thinking, and in terms of design process and so forth, so there's a lot of books that they produce and scholarship, and so they have some.
So in the whole design process, rather, so,

again, look at the values, if we look at the far left, empathize, they use the technique of interviews to develop empathy and get ideas from the end user, their clients, shadowing, we'll look at that a little more, again, values from Pierre Richard, being
non-rudimental, we have our own mental models

colliding with what, you know, our client wants. Sometimes because designs think they always know best;
right?

And then in the definition, personas, so personas is when you take the values, the needs and values of the client, or numerals clients and you make this fictitious person, and make a mood board; right?
And then look at that, ideation, look at this.

Share ideas, so the user's involved; right?	With the ideation, they're sketching and working with you. Something called codesigning or cosketching.
And then here we have -- and then we get into

the prototyping and the testing.	The users, it








doesn't go into details, but they're in every step, they're valued right from the beginning to the end.
In the old days, in the industrial model -- I think I have an example.	No, I don't have an example. In the old days, as I mentioned at the beginning, manufacturers would create something or designers, and test it at the end; right?	And it could be a real
flop and they lose a lot of money, so not only does it

make sense to bond with the user and empathize, but it makes economic sense because you can save a lot of
time and money at the end.

So why should designers empathize?	Well, you need to understand users because you're solving their problems, you want to do a good job at that; right?
Watching people, and what people do.	You want to understand what they think and feel.	 Now, this is it a really good one here, this is a jewel, No. 3. This happened to me.		When you engage with them, and you're solving a problem, you may find something else that they need or another problem or you'll uncover some very interesting insights; right?	And it will actually -- you may end up with a product that is entirely different.	And I'll explain an example from
my own experience when I was in grad school.	I worked

in grad school.	As I mentioned, I lived in Denmark,








and I spent part of a semester in -- working for a company in Finland, and I won't name the name, they make these fancy expensive watches for athletes and things, hikers and all these functions and so forth. They're so proud of this product, this company was in Helsinki, they called it a wristop computer, wrist computer.	In any case they -- they said we'd like to develop a product for wind and kite sulphurs, at least that was a growing sport 15 years ago.	And I said to them, okay, what kind of features should we include, they said to me no, you don't understand, you're going to find out, you go and interview surfers and uncover some needs.
So I spent time with these wind and kite

surfers.	It was in February, March, it wasn't the best weather.	I was around Scandinavia, and people were wearing wet suits, a little bit cold.	I spent time with them.	I tried the sport a little bit to empathize, and I would sit with them when they were eating lunch and so forth, and having dinner.	And so instead of saying to them what do you need in a watch, what would you like in a watch, like a car salesman, I said tell me about your experience wind-surfing today? So this is kind of -- and I was bonding with these people, and there was -- I never forget, there was a








lady named Camilla, maybe about 30 years old, and she said, "You know, I was wind-surfing," and she said, "I don't swim very well, and I get very scared if the water is deep, I don't go very far from the shore, and if the water is dark or if I go too far out, I get really scared."	And I thought to myself, wow, and we were talking, I said if you had something on the watch and there was a sensor on the board, and you could -- like a depth sounder and you could see how deep the water is, would that help.	She said oh, yes, because then I wouldn't go out too far, because sometimes you can't tell.	So that was an interesting insight.
Then there were two other gentlemen, very, very athletic guys, and very, very competitive.	And these two gentlemen were racing each other, and one guy said, "I was doing 25 knots," and the other one said,
"27 knots," let's say, and they had -- but they had no way of proving it, where they could boast to the other person.	So I thought to myself, I wonder if we -- I was talking to them, I wonder if we included some kind of GPS technology where you could record your speed
and bring it up on your phone or something.	They had

this back in -- 15 years ago or on the computer, and say, you know, see how, you know -- which one won.	So you see how I was getting into it, uncovered needs,








bonding with them, and I was able to talk to this company, and there were some other features, and then they were going to put that into future models.
I'm going to go back in time a little bit,

class, and talk a little bit about the history of empathy.	It became developed mainly in the Scandinavian country where they had a very good social welfare understanding, I guess, like the needs of people, you know, they're very good in terms of health care and everything.	But you can say it went even further back if you go to the United States, at least in the parts of the designer and design thinking.	We talked about the Scandinavians and Stanford, but back in the 1930s, we had a gentleman -- I'll jump ahead here -- named Henry Dreyfuss.	I'll go back.	So Henry Dreyfuss was a pioneer of something called human factors this is from the addition of the 1960s, but I think he wrote the first edition in 1935.	It was a measurement of man and woman -- back then, that was
the understanding -- and he measured all the different

anatomy, reach and legs and so forth that people from different areas of the population, children, adults,
etc.

And you're probably wondering, why would he do that?	Go to the next one.	What happened was Henry








Dreyfuss was a product designer, designing refrigerators, vacuum cleaners, the Polaroid cleaner, the Hoover Vacuum.	We still have similar designs.
You have the handle on the top and the bag.	He said

to himself, even...motives, he was designing a refrigerator for Sears Roebuck, that's not important, he thought to himself, what is the correct dimensions, so they were called -- were they called this is when refrigerators were kind of young in the '30s, and he said what is the diameter of the handle, if a person
is grabbing the handle, what is the --

He couldn't find any information, then he was working on furniture, he said what is the correct height of a chair, and the width of the chair, the seat of the chair, it's idiosyncratic, one manufacturer does this, another one does this.
So he decided -- he said I'm going to do something, he made this book about measurements he took people inspect Manhattan, New York City, he went and measured I think 6-year-old children, teenagers, adults, and he came up with these ranges of sizes.
And what he did is he took averages, so he said the

height of the chair, you've got very tall people very short people, but we'll go -- he said percentiles, that's not important for the quiz, he called it the








50th percentile averages, and nothing had been done before about this.	So he engaged with users, measured them and found out more about their needs, all idiosyncratic, even though it was to do with the physiology and measurement of people and so forth, you could argue it was the start of his thinking.
Now we have a transition, people like Henry Dreyfuss mastered the needs, the physical needs of people, you know, in terms of measurement, we have human factors, people who look at sound, light, the environment, etc., where people work and live, occupational therapists, this whole range of profession.	So that's been mastered; right?
But what about the cognitive?	What about the

well-being, the emotional, all that, that aspect of people.
So there's a transition from the physical needs to the phenomenological, emotional, cognitive, etc. Manufacturers have realized if you apply to the emotional, you bond, if you bond the products, you really match them to the needs of the user, again, using empathy, that they can get good market share and repeat business; right?	It makes sense in a business
model.

This gentleman was at See at the about 10 years








ago, he's a friend and worked with one of the professors here Brian Fisher, Canadian Bill Buxton. He got hired by Microsoft just to create positive experiences with products in terms of design, functionality, even packages.
And he believes that if you get a fond memory of

the product, again, as I mentioned, people will buy the product and have a loyalty to the company. Ironically he worked for Microsoft, you would have thought he worked for Apple -- we'll talk about them in a second.	This is from Wired.	A product is not just a product, it's an experience.	I think we find that is true.		My iPhone, I mean I'm really hooked on this thing.
So Bill Buxton says that it's important that designers, you know, through empathy, and really understanding the user, develop technology so that it has -- creates a presence in the life; right?, that it becomes part of the person's everyday life.	It goes all the way from embodied interactions, so how we use it, you know, the keyboard interface; right?, but our whole body and spirit.	And I want to just talk about an example here that some of you might be familiar
with.

So I have this very old laptop here, and Apple's








very good, when you look at their products, I don't know if anybody knows the age of my laptop, but they don't change very much the appearance; right?	So my laptop, I get kidded by all my colleagues, when are you going to order a new one because we get help with funding.	I keep putting it off, I'm running out of memory and everything.	The reason I put it off is a
couple of years ago, I went to look at a laptop, and I

was playing with the keyboard, it was just a terrible feel.	I really like my old keyboard, and I had a friend who worked at London Drugs who was a manager there.		He said Apple made this new keyboard mechanism, it was called the butterfly, so the butterfly hinge, so when you hit it they simplify the way the keyboard is connected, and he said a lot of people are complaining and all that, and lo and behold, a couple of years Apple changed and went back
to a more positive feel, so now I have no excuse to go

and change; right?	And get a new computer.

But, you know, I was thinking about my...[phonetic] last night, and they have a thing called the term of Mac.	I imagine people line up to get their iPhones, at least when you go to Metrotown you see a crowd.	When I got it, I even bought a new power plug for my Mac, and one thing about Apple, and








talk about embodied interaction, the bonding with the user, look at their presentation, look at the box; right?	They have this lovely box and they take minimalist, they curve up the cord, it looks like you're opening a expensive pastry that someone mailed from Austria, this beautiful package.
We give Bill Buxton a lot of credit, but I think

Microsoft a number of years ago said we need to do what Apple is doing, and build up -- bond better with our users, with our packaging design, etc., so they took a note from Apple.
I'm going to play this video here about their --

what we call magical packaging from Apple, even things like packaging creates a very positive experience
right from when people buy the product, not just using it.	And I'll put the captions on.	All right.
[VIDEO ON]

>>	[Captioned]. [VIDEO OFF]
So this guy is trying to sell -- I'll stop

there, trying to sell the apple design ethos, look at that, a lot of people are very focused on the environment, as they should be.	They've cut down on the packaging, the waste and everything.	So they're very good, Apple, understanding what people need.








Here is another example that I'd like to talk about, everyone.
I was a little kid, I remember flying with my mom, my dad used to work out of town, and I would go in summers to visit my aunt in California and Los
Angeles, and I remember as a little kid flying with my

mom, fly down to LAX, and I never understood this, my mom always used to say you need to depress up to go on the plane, because it was a very nice experience at
the time.	It was a two-and-a-half hour flight, they

would serve us sandwiches and hot food with silverware and all that.	This was -- used to be CP Air, or Canadian airlines, and, you know, flying was such a wonderful experience, you know, even though in the
'70s and ''80s, the price had lowered so everyone could fly, more affordable, it was still considered something very special and elite experience.	Here is a photo, I'm not sure about the airline, this is probably business class, people are being served food from a tray, etc.	People would dress up; right?
Now, we go on the plane, and it's like people are wearing yoga pants and, you know, T-shirt, and things, the notion of flying.
And, you know, it's interesting, there's a lot

of people, a -- you always see this on YouTube and the








paper, people complaining about being up happy, it's like being in a cattle truck when you fly, the experience is not as pleasant as it could be.
So it gets you from point A to B, but there

isn't this nice experience that people used to have.

In is an interesting take on flying.	So you

know corporations and advertisers are paying attention to empathy.	So, again, serving bonding, with the passenger and so forth.
This is an ad from 2016.	British airways is a

large airline, again, where they're situated, you

know, London is a centre of design and media, and they latched on to this notion of empathy.	And this is almost 10 years ago, this is 10 years ago, a video, a commercial, and it's about -- it's an advert for flying, and it's not about oh, you have this much leg room and here is the food, look at the window and you can recline the seat and so forth.	Or the new routes that they have.	It was all about bonding with the passenger.	So this commercial starts with a crew member, is this I guess a flight attendant named Helena, and she's being promoted, on to an international flight, and is flying to India, to
Delhi.	And she befriends this elderly woman, very --

she was very nervous about flying, she befriends her,








and you can see her hugging and bonding, a little bit overdone, but she invites her to her home for dinner, she says you must come to my house.	And Helena has never travelled to India she learns about the culture, the food and so forth.	And then this elderly woman gives her a little handkerchief that she sewed, and they became friends.	So this is very interesting, rather than talking about other features, like we
said, like seats and economy and foods and all that, it's all about the experience, bonding with the airline.	And then of course the repeat -- they'll have repeat business and so forth.
Now, what happens -- this one -- this commercial, we didn't see it in Canada, but anyways, it was a big hit.
What happens when designers have a lack of

empathy.	What happens when we mean well but we really don't understand our users; right?	As we should.
Well, lack of empathy can result in a product failure, and we want to avoid that because a failure results in money lost; right?	So it's important to understand empathy and becoming more human-centered, centric and understanding the needs of your user.
I mentioned at the beginning of our lecture

about medical products, my third-year students








designed assistive devices for the disabled, that's

one of the themes we have.	And one of the things they discovered is that a lot of people who use assistive devices like wheelchairs, crutches, people with amputees who have special prosthetics and things, they don't want something that stands out.	They're very, very aware of their presence and of their medical equipment.	They don't want people to stare at them.
Has anybody seen this bracelet, the med alert, my cousin had a brain injury, he wears one.	And he had seizures, he had a car accident, to this day, he still wears one, and what it is, it's a bracelet with a little -- that's the symbol, the snake, you see
these symbols on ambulances and so forth, when a first

responder paramedic or in emergency, they look for the bracelet, they turn it upside down and says may suffer from brain seizures, because of his accident; right?
So they wear this, if they need medical attention,

they can relay information; right?	And people wear this, my cousin wears one.	It's silver.		He wears one on his wrist.	Easy to spot and locate.	Well, there's a mother in New Zealand, a lady named Haley McDonald, she has a 7-year-old daughter who has type 1 diabetes, type 1 if chronic while her daughter had an injection. She was suffering a lot.	Children can be mean --








people were asking her, what is that?	What's the matter with you?	Things like that.	And she told her mother, can we do something else?	But she needed to wear it.
So what the mom did, why don't we redesign, so she said -- and she worked with her daughter and a jewellery designer in New Zealand, and they said little girls -- well, at least this little girl liked to wear necklaces and jewellery, so they took the med
alert and made it into a little heart and necklace, it

has the little logo, and Haley the little girl -- not Haley, that's the mom, the little girl never had any issues with the kids ribbing her and all that because it didn't stand out.	It was something that -- you see it tied into her interests, she liked to wear
necklaces and little things and so forth, and this was

a good solution; right?

And now this product is being distributed for other children in New Zealand.
Now, let's look at some techniques, how we

empathize with users, and we talked about that a little bit earlier.	Here are some ways that you can empathize, it's not all talking, one way is you observe them in their context, like I did with the wind surfers, you watch them, you take notes; right?








And then you ask questions.	So afterwards, you engage, you can interact with them; right?, ask questions, and you can base that on your observation. And also immersion, you can experience what users experience, I tried wind-surfing, it was okay, I fell in the water a lot, I'm a very good swimmer, it was very cold.	And when you do that, you get a feel for what -- you're not at the skill level necessarily of the other person, but you get a feel for what their needs are.
There's a technique, and we won't necessarily do it in this class, where -- that I learned as a grad student, where you actually close your eyes and you imagine yourself very, very quickly in the role of the end user, the environment and everything, and many things come to mind.
So here are some techniques, we talked about observation interviews and so forth.	So the one on the far-left, we won't worry about the middle one, that's more like sending out a diary.		You see the
gentleman on the left supermarket with a basket.	This is observing.	This is observing to develop empathy.
So you're working with him, you're not stalking this guy, there's ethics issues.	There's a company that wants to redesign hand baskets, so this gentleman,








he's a customer at a supermarket where they use theories baskets, and you say can I follow you, sure. Just walk around and do your normal shopping.	So he's walking around this gentleman, in the meat department and so forth, and you notice by observing wow he's always shifting the basket from one hand to the other, and you ask him, are you right handed, I'm right handed, I notice you were shifting the basket from right to left all the time.	He said the handle is
very thin and it hurts.	So you say to yourself, these

metal wire handles, something needs to be done about the handle, it sooth be more ergonomic.	We won't worry about the one in the middle.
The one in the far right, this is...she is
immersed herself, getting all wired up in a hospital bed.

There's a halter monitor, they put all these patches and measure your heart, you know, for arrhythmia and different things, she's sitting there in bed.	This is really good because she's -- imagine you're designing this, look at the photo here, you know what?	I can hardly move.	There's got to be a better way, I'm wired up, I can hardly turn or move. My mom is in the hospital, VGH, she's getting better, she's got all these things on her.	She's always








fidgeting the bed, can you raise it up, lower it, I spend my evening here.	This is not very comfortable, things like that.
So this is very interesting.	So designers will

quite often immersed themselves.

And then interviews are very, very rich.	And good designers -- don't get me wrong, they will do observations and interviews and different things, immersion.
So interviews allow you to understand people's

thoughts emotions and motivations.	Their choices and behaviour, you're also in their context, you're in their place.	Let's say they're a disabled person and you go in their home and you get a good understanding of their space where they need to use a device or something.	And you -- it's a key way to identify needs, as I mentioned, some of these may be hidden needs that you didn't know about.
There is a role playing or immersion.

Let's try an exercise right now, everyone.

We're going to stop this and I'll give you another one afterwards.	I've got some paper here.
Let's imagine you are -- you know, the term has started; right?	And imagine you're here -- now I based this on Burnaby, because everybody's familiar








with Burnaby, it's a big huge massive campus, but it could even be here in Surrey.	Some students start in January, they don't always start in the fall, and you're a new student, let's imagine you're from Project prince George, you're a paraplegic from the waste down, someone dropped you off maybe from the front of this building, you have to get to an
education class, and you've never been to the building

before, they dropped you off, right at the front of the building where the bus loop is, HandyDART dropped you off.	Now, I want tow think about you to think about it, let's say the 5th floor in themes 9thed mezzanine, I want you all to close your eyes in January, and think the issue you're this person in a wheelchair, think about this person.	This young man. And then think about -- and I'm going to ask you some questions here.
You can open your eyes.	So what kind of --

imagine this person they're in a wheelchair.	What kind of issues would they have getting to the room, like getting around?	What kind of issues or constraints or problems would they encounter, do you think, yes,
STUDENT:	A lot of stairs than the Burnaby campus, but

even here at the bus loop.	They have to find an








accessible root with an elevator.

INST KEN ZUPAN: We have that escalator, but they would have to find an elevator, excellent.
What about when it's busy, like in Burnaby or

here, and they're in the hallway shall, think about the height of the wheelchair, have you ever been in the hallway when you're in the hallway especially in Burnaby.	What kind of issues would they have. They're looking for a specific room.	Like this is more of a human factors issue.	They're sitting at a
lower level, it would be very hard to see signage and so forth.	How do you think this person would feel the first day?		They're probably calling their mother saying I think I'm going to quit; right?	Very, very
hard.

So we could spend half an hour writing out how this person feels.	So this is, you know, a way of role playing or immersion.
Now, another take-away, empathetic designers, we talked about that at the beginning, there are a lot of biases or preconceptions or mental models, maybe the way we've been raised or experiences, that we have.
And there's this reading I have, I'd like you to read it, it's about five pages.	This is a book -- you
don't need to buy it, but you can look in the library,








it's called the politics of design by Rubin Pater, he's a Dutch design, and graphic designer, and really interested in political issues and how people inject their own ideas and biases sometimes when they're designing he wrote the book Of Politics of Design, look at this, the way we look at the world, have you
ever looked at a map of the world like the Mercador we see North America is on the left, and Europe is on the right, and here we're looking from the polls, looking down from the Poles, so even the way we see things * can -- yeah.	Even the way things are displayed;
right?	We assume a lot.	And he talks about ideology

as well.	Ideology, and he defines it as a manner or thinking characteristic of an visual group or culture; right?	B the integrated assertions authorize and aims that constitute a sociopolitical program.	And C a systematic body or...culture.	What is he trying to say, Rubin Pater says that no matter how hard we try, you know, remember we talked about mental models being conscious and unconscious, sometimes the unconscious ones that we have to worry about, where we have these biases, cultural and political biases.	And sometimes it comes out in our design.	And I think what needs to be said is that people are not necessarily malicious
or mean-spirited, but sometimes we have these things








that, you know, we're just used to, and we don't understand that maybe there's some bias involved in
that.

So, again, designers are not necessarily mean and trying to push a certain agenda.	Sometimes it happens by accident.
So Rubin Pater says a design cannot be disconnected from the values and assumptions in which it was created from the ideologies behind T ideology is everywhere and we experience it every day.
So the best think that designers can do is assume or acknowledge that communication is not neutral.	There's always going to be some kind of, you know, maybe something that might not -- someone may
not agree with.

So the one good thing that we can do is realize that we're all culturally biased, and we can understand why communication often falls.	So I want to show you this logo here.	Now, we don't have this company -- I think they used to be in Canada, and I know they're in the United States.	And I think some
people -- I've always had students who lived abroad or

travelled, and they recognize this logo or brand.	Can anybody tell me what this brand stands for.	I know some of you --








STUDENT:	Travelling.

INST KEN ZUPAN: British petroleum, they're like Shell, the top three oil companies; right?, BP, a lot of corporations they'll just use an acronym or whatever it's an oil company; right?	What is that on the
right-hand side there?	Look at the colours and the

shape.	Maybe there's a metaphor happening.

Can anybody tell me what you see on the

right-hand side? What does that bring up to mind? What kind of association would you have with that? Anyone?
STUDENT:	Looks like a flower.

INST KEN ZUPAN: And yourself, sir. STUDENT:	Nature.
INST KEN ZUPAN: Like in which.

STUDENT:	Flower, nature, not necessarily the petrol e-petroleum oil.
INST KEN ZUPAN: Does anyone see like a sun, so we have

this figure ground happening, a flower and sun; right? What are they trying to say here.	Why would they have something like that, using green, and having this sunburst, and the flower.	Why they -- is it something said this is kind of cool, let's put a flower in the company or is there maybe another -- maybe there's something about the company, their ethos or what








they're trying to portray?	No?	Anyone?		Okay, does anybody -- solar energy come up for anyone, solar and nature, good to the environment; right?	They're trying to -- doesn't that look to you like if you didn't know BP, wouldn't that look to you like an organic, maybe they make organic vegetables or something, like a logo.
Ideology and design are inseparable.	Somebody

made this -- this is not their logo, but someone made -- did a parody of the logo.	I think this was in -- they made a movie about this.	There was a big oil leak in the Gulf Of Mexico about 15 years ago where there was an oil well and thousands of feet deep, and the oil ruptured and there was this big leak, and it was -- it wasn't intentional, but there was this leak, and British petroleum had to pay billions of dollars for all the damage; right?	So they had a bit of a black eye, so this person says,
you know, they're doing a parody, they try to portray themselves as green energy, hydrogen, sun, flurrs, but they work with very filthy dirty material, oil like crude oil, bitumen, it's a sticky ugly material and it's bad for the environment.
Let's take a look at now maps, shifting gears

into maps shortly, and have you work with -- work on a








little assignment.	I found some interesting maps and portrayals of Canada over the weekend, and before.
And this comes from Maclean's, are you familiar with

Maclean's magazine, it used to be a bi-monthly

magazine from Toronto. Someone made a chart here or a map, rather because we're going to focus on maps. Can you make sense of that, everyone?
It's the area -- so if you took -- if you took

the current density and you put everyone -- so like, for example, Iqaluit, there's not a lot of people there.	If you put everybody in Canada, how much land would they take?	And here look at that, look at the Yukon; right?, there's very -- 50,000 people in
that -- living there, if you took Canada, what is now,

40 million, they would fit -- look at that, Ottawa, and then you have the larger cities, look at Toronto, the density.	This is actually -- Toronto's like this, but you could take the whole area, if you zoomed in, because it's a very high-density city.	So it's a much smaller area; right?	What does it say about Canada? Can anybody tell me what does it say about our population density when you look at that?	There's a couple of things you can glean.	What about location. If we look at the map, can you see that if the further north you go, the less dense the population is, but








look at the centres on the bottom here, very dense on the bottom.	So you can -- from this you could glean that -- or understand that most of the population of Canada really lives in the southern latitudes close to the United States border; right?	That's one thing you can pick.	And really considering we have these dense areas, there is a lot of open spaces here; right?
Here is another one, maybe this is a little more

fun.	This is assumptions that people have.	This is another map from Maclean's.	Assumptions in preconceptions and maybe clichés or biases that we have about different parts of Canada.	Now, do you think these are accurate?	Let's take a look at BC here.		This is funny, where Albertan vacation, like the Kootenays; right?	Yoga pants.	They did a survey across Canada, and they all think we all wear lululemon, maybe, this is actually true.		So I have family on Vancouver island, it's like a huge retirement community, like above Nanaimo and North of that, there's a lot of people retiring.	Dr. Honglin Luo, Professor at UBC's Pathology and Laboratory Medicine Department and Centre for Heart Lung Innovation, oil, Cowboys and pickup trucks from Alberta.	Anybody from Alberta, that could be the case.		Dr. Honglin Luo, Professor at UBC's Pathology








and Laboratory Medicine Department.	Never ending highway, but I had a friend who drove from Toronto from Vancouver, when he related, he thought he would never get out of Ontario, you're driving lake of the woods in this highway, and when am I going to get to Manitoba?	Huge distances.	Poutine, maple syrup, anybody from Quebec, been there.	And the people from Newfoundland, when they surveyed people, I guess they said you need subtitles, is that right, I don't know if you're talking.	And the north, snow, snow, snow, snow, the Arctic.
Here's another one I found just yesterday, I was

looking through.	Again, about population; right?	If we divided Canada into four qualm populations zones
of -- so I guess 9 times 4, and then 36, about 40 million people roughly.	If we divided it into populations, look at that, look at that, there's almost 10 million, 9-and-a-half million people living in this corridor here, Toronto, Hamilton.	So Ontario is our most populous province.
So 9-and-a-half million, you would have to take Montreal, Quebec, Newfoundland, Nova Scotia.		So BC has about 4 million, to get 9-and-a-half million, you take Yukon, Winnipeg, small towns, Sudbury.	But look
at this one, I don't know if they made a goof up here,








the Arctic, the Northwest Territories, north-west Manitoba, nine-and-a-half million people, I think there's something wrong there.	It's interesting how they break that up.
We hear a lot about greenland lately, they've been offered, what $100,000 to join another country. Look at their biases that we have.	This is the Mercator map, versus the projection, so when we see the globe, Greenland actually looks a lot bigger than it is, they say that about Canada, too, that it's exaggerated.	Actually if we move it down, greenlands down to near the equator, that's the actual size of it, it doesn't look as big.	So when we're looking at the globe and certain projections on maps, sometimes it's not always accurate.
So let's talk about creating maps and get into

our little assignment here.

So a map is a means of discovery, sometimes a map is a way to get from A to B, we use that for road maps, etc.	Historically maps whether physical or experiential have been formulated from data gathered from interviews, some of the old maps that explorers did 3, 400 years ago were taken from maybe some sketches, but also interviews with other people who had been there.	You can make a map of nearly any








journey place or experience, however, menial it may seem (however menial) maps can be intimate or
personal, they're not just political or top graphical, you can make an experience map based on a story or life's journey.
So here are some examples of map types just so

we can understand the difference.	So you won't be making a political map, that's like a social studies assignment.	But is this a political map, so here we see all the different regions, I guess provinces or states in India; right?	So you would look at this and you could see it's a very, very -- there's many, many different regions in that country, and they're colour coded to separate.	And you can look at here and actually see India actually goes right over, can you see it goes right over around Bangladesh and it's a very large country.		This is a top graphical map.	So this is one (top graphical) can you see the contours. This is a map for laying a pipeline or highway or transmission line, they would look at this map and say the logical thing is to put the road through the
valley so you can see where they put the roads and

where not to put them.	So we can see the contours and elevations, and it helps people plan.	And they don't have things like states and capitals and cities








necessarily, it's more about the land formation.	Here is an abstract map that someone made.	This is by the African artist...it is a wandering (Wosene Kosrof.
It's very subjective and personal.	You can see

there's a sun kind of rotating through the sky.

Even board games have maps, look at that, everyone.
Has anybody played clue where you're going

through a building or risk, where you're competing around a map, following each other?	So even Monopoly is a map, moving around the boardwalk in Atlantic city; right?	So is this collaborative and competitive, not intended for more than one user.
Here is a found object map.	This is someone has

made a coggage from a trip to Cape Cod, I was there a number of years ago, with beautiful beaches near part of Massachusetts that juts into the Atlantic, very famous for loll-daying in the United States, someone has sea shells, a feather from the seagull, in the old days they gave you keys and postcards, this is a map based on the experience and memories.	Holidaying).
This let's just skip ahead.	Here are some

components of a map that you need to include.	You need to work on a map in your lab, we'll do a dry run here a quick one in class, and we're going to look at








it in the lab, so you need to get it done for your lab.	You always wand a legend, something that will connect, if you draw a shape or form, that you can reference it like a legend, a house or a lake or a tree.		It should have a title.	So you always need a title from the -- of the map.
Okay, so these are the different maps.	Now we'll shift gears and I'm going to have you get together, just going to look here.	I'd like you to get -- how many people do we have here, we don't have a lot of people.	I was going to do groups of 4, but
maybe we do groups of 3, can we do 3 for the remainder

of the lecture, maybe just move around, if people in the back sitting next to you, sit in a group of 3.
So as we mentioned, a map is a means of discovery to be used; right?	From A to B, but it can also focus on memories, the terrain of the heart, maps can be intimate and personal.		So you're going to make a map, class, based on a memory.	So you're going to draw let's say you have a memory of going shopping, you're going to draw the mall, your car, maybe the road, things like that.	We're going to do a memory
map based on our memories, we don't have to worry

about scale or accuracy, you should have a legend, but all about an experience utted, and I'll show you some








examples (you had).

So we're going to sit in groups and decide on

one story based on a personal experience.	And this is actually a way -- we're actually doing an interview, this is a way of empathizing, this is a good practice for designing, this is one of the reasons we're doing
this.

We're gaining in; right?	The way people see and using empathy for interviews, and from these
interviews you'll generate a map.	I said a group of

4, but I think we'll do 3, because the lecture is a little bit smaller.	We'll have to change -- tweak in
a bit.

What we'll do is have an interviewer, interviewee and a note-taker who can double-up and sketch.	Or you can switch.
What I want you to do is each talk to each other in the group, and I want you to think about an interesting and memorable thing that happened in the winter Hollywood, Christmas, whatever you call it, an interesting story that happened.	I'll tell you, something that happened to me is I had a flat tire,
and then I had this whole thing of having to go to get it serviced and all this -- for me that was it.	And then my mom going into the hospital; right?	That








was -- so those are two stories that happened.	So it can be funny, it be be something -- I hope it's not too tragic, but something interesting that happened.
I'll give you an example.	A few semesters ago

someone went to Seattle as a group, these students, shopping and all that.	And they went and stopped in Bellingham at Jack in the box, one of the students left their wallet, they crossed -- they went to are the border, and they realized his wallet was missing, they had to turn around and go the way back, and thankfully they went to get the wallet, so let's sit in our group, and discuss amongst each other, think about an interesting story, and I'm going to pass out a piece -- just give me a second here.	Decide on a story, the best story you're going to write it down and draw a picture, like you'll have a picture of the
Jack in the box, for example, the border, you know, so annotation, and visuals.	I'm going to pass out some paper, and I'll show you some examples of what people did.	A memorable thing that happened over the
holiday, are but going to sit with someone.	You can

sit.

Let's pass the paper around.	Here you go.	Just pass it back.
So here is something to help you guys, and








ladies.	Here are some questions you can ask:	What made it special or profound?	What was the setting? You can write this down and draw a map.	Was it spontaneous or planned, and if you did it again, how would do you it differently?	So that poor fellow here, he would be really careful with his wallet next time, not to leave it; right?
I'm going to show some examples of other.

Here is a story from -- here is a sketch that someone did from their knew years, I'm just going to open it up -- I mean from their holiday, rather (New Year's) thank you you can just leave the paper, thank you so much.
So you can see here the Winter Break, and he

went to this -- this guy went to his girlfriend's house, and he crossed the border to his grandma's house, and all this narrative and so forth.	And I remember they were saying that they were snoring, and he couldn't sleep.	So they wrote it out.	They typed it out, but you can just write it on a piece of paper, the synopsis.	Okay, so I'll leave that up.
So let's pick rather than do -- let's discuss

among each other the most interesting story, and

you'll record one, one of the stories, and then sketch it out.	And you just sketch it on pencil really








rough, because we have half an hour, do as much as you can, and then bring it to the lab, your groups, make sure you have your names on there, and we look in the lab with the roller-coaster.
And in the lab you'll do another fancy one, but this is a good dry run.	Good.	I'll walk around. [Pausing for exercise]...
Everyone, we have some interesting stories, make

sure you put your name and bring the hard copy to the lab, I'll show you where to upload.	But bring it. [Pausing for exercise]...
Hey, everybody, I had a student remind you, do

you have your contour drawings with you, if not, bring them to the lab, bring them to the front, put your
name so I can grade them.	And we've got another five or six minutes.
Everyone, let's have a look up here, I want to show you where to upload. No problem, just put your name, no problem. Are you -- I heard you're a whizz at saw shake (?).
Everyone, can you see here, we've got assignments.	You can put your -- I'm going to have this due on one o'clock on the lab day, so keep
working on it, if you have it.	I would take a picture

and upload it, if you can, give me a hard copy, and








	the
	roller-coaster, you
	can give it to me
	now or in

	the
	lab, not to worry.
	You need a name.
	Here, I've

	got
	a pen.
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