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INTRODUCTION

What are ways to design from research? How can we think differently 
about topics and open ourselves to new ideas and ways of thinking? 
This book is the work of the students from the graduate Media Design 
Program at Art Center College of Design. It contains our response to 
research into tweens (ages 11-14) and their relationship to the themes of 
technology, personal agency, and engagement. These pages contain our 
initial explorations into the ideas, brainstorms, and visual responses to 
those ideas. The sketchbook that follows documents our work in process.

SUPER STUDIO 2004: CREATIvE LEAP
TWEENS, TECHNOLOgy, PERSONAL AgENCy AND ENgAgEMENT

TECHNOLOgy, PERSONAL AgENCy, ENgAgEMENT

For our first round of explorations, we wanted to avoid making blind 
assumptions about tweens, so we began by first understanding our own 
point of view. To do this, we cut out words and images from magazines 
and placed them on a “swipe wall” from which we developed a series of 
panels that explored the themes of technology, personal agency, and 
engagement—three concepts that we were given to frame our study. 
The sequencing of the images varied from “stream of consciousness” 
to a thematic chain where the juxtaposition of images created new 
possibilities for visualizing the themes. Through this exercise we 
were able to free ourselves from our biases and approach the 
design process from a fresh perspective.



technology
expansive, silver, hard, new, circular, metal, connections,             man-made, HAzARDOUS, dangerous, toxic, bright, beauty, molecular, structural, pattern, abstractions, overlay, transparent, mechanical, 
open, joint, glowing, pervasive, field, strength, tall, control,             uncontrolled, light, shiny, slick, sharp, movement, intersections, POWER, pointy

abstraction

sharp

toxic
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connections
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jed berk

nikhil mitter



personal agency
   badges, authority, yellow, human, strength, weakness,             chance, movement, peace, motion, circular, doorway, entryway, ascent, entry, future, protesting, voice, choice, INTIMIDATION, individuality,   
   against the grain, rebellion, freedom, launch, invention,             risk, power, control, fear, insecurity, CONqUER, elevate, break through, flight, respect, gamble

authority
insecurity

launch
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peace
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sebastian battencourt
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engagement
movement

disconnection

joint

  soft, blue, water, clouds, activity, sports, nature, flight,              eyes, sight, connection, joint, points of contact, intersections, light, journey, openness, risk, contact, flow, RIPPLES, yellow, paths,   
  elephants, knowledge, experience, freedom, love, open,          passive, look, herd, scan, made, inside, expansion, live, future, disobey, twist, turn, problem solve, disconnect, mediate, TELEPATHy, 
  meditate, transference, flexing, operations, movement,         examine, mind, explore, travel, feet, voice, ponder 

disobey

herd

feet

flight

freedom
transferences
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ExTREME AFFORDANCES:

Exaggerating a desire or affordance helped us 
start to see the unexpected possibilities and 
break away from the obvious ones. We created 
a list of both “extreme” and “nightmare” 
affordances for tweens to help us think 
differently about what we might design for 
them. We used collage to visualize how these 
affordances might work in a non-literal way.



BRAINSTORM WITH HP:

We had the opportunity to put our design research tools into action in a brainstorming session with 
HP, combining our academic orientation with their experience of designing products for real-life 
situations. The focus of the brainstorm was to design a transmedia system for tweens that would 
fill an unmet need in their lives related to technology, personal agency, and engagement. We divided 
the group of HP representatives and Art Center students and faculty into four teams that were asked 
to compete with one another. We used the tools that we had created as part of the design research 
process–personas, scenarios, vibrations, and tween realities–to provide each team with a leaping-off 
point. In thirty minutes, the brainstorm session delivered four ideas rich with potential.

Theo Alexopolous (accd mdp student), valerie Poliakoff (accd i.d. student), 
Peter Lunenfeld (accd mdp faculty), Aura Oslapas (hp)  
Jake, Age 13. Skating + Friends = Jake
Hanging out with Jake
No Time 
Secret Buddy Service

Sebastian Bettencourt (accd mdp student), 
Han Rhyu (accd mdp student), Abbe Don (hp), 
Susan Lee (accd mdp student) 
Stevie, Age 11. video games + Adventure = Stevie
At home with Stevie
Stuck at home
Open Source Multi-Player game

Jed Berk (accd mdp student), Phil van Allen (accd mdp faculty), 
Angel Lin (accd mdp student), yoshiki Ohshima (hp)
Amanda, age 14. Control + Choice = Amanda
Amanda’s night out
Trying it on for size
Creativity as a Social Network

Persona: 
scenario: 
reality: 
Grand strateGy: 

GrouP 3: 

gROUP 1:

PERSONA:
SCENARIO:
REALITy:
gRAND STRATEgy:

gROUP 2:

PERSONA:
SCENARIO:
REALITy:
gRAND STRATEgy:

gROUP 4:

PERSONA:
SCENARIO:
REALITy:
gRAND STRATEgy:

Katherine Bennett (accd i.d. faculty), Amy Sheppard (accd mdp student), 
gary Herman (hp), Nikhil Mitter (accd mdp student) 
Pam, Age 12. Status + Independence = Pam
Pam purchases iPod
My Most valued Object – My Room
Kid MicroEntreprenuer Kit



OUR CREATIvE LEAP:

After the brainstorm with HP, the Media Design students were 
asked to take the ideas from the visual research completed so 
far and expound on them. The sketches that follow are merely 
starting points that will provide us with different ways to approach 
designing for tweens. They represent our thinking on paper as we 
take the creative leap from research to design. 
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2. WHITE FLUFFy THINg
3. THE WHITE FLUFFy THINg IS A BALL THAT ABSORBS ALL TENSION IN
STRESSFUL SITUATIONS. WHEN yOU ENCOUNTER A STRESSFUL SITUATION, THROW
THE WHITE FLUFFy THINg UP IN THE AIR AND IT FLOATS, SLOWLy DESCENDINg,
ExPANDINg AND FILLINg THE PHySICAL SPACES IN BETWEEN PEOPLE AND
OBJECTS, CUSHIONINg THE BLOW. IT ABSORBS ALL TENSION AND STRESS, AND
COMFORTS yOU. WHEN THE AWKWARD/UNCOMFORTABLE FEELINgS HAvE BEEN SOAKED
UP By THE WHITE FLUFFy THINg, IT AUTOMATICALLy SHRINKS BACK TO ITS
ORIgINAL SHAPE.
4. “My LOvELy, ANNOyINg MATH HOMEWORK.” - NATASHA
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“I love making things! 
I made that skirt!” — Zoe
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The Fashion Manifesto-matic 
expands a space for creativity 
within the tween world and 
provides a creative outlet for 
the tweens. Design ideas are 
channeled through a computer 
based interface and a 3-D 
printer into tangible attire.  
Actual clothing and accesso-
ries can be printed and worn.   
The Fashion Manisfesto-matic 
aims to raise the level of 
personal agency within the 
realm of creativity as well as 
encourage engagement in idea 
sharing. These designs can be 
easily traded and circulated 
through an online forum and 
through e-mails, providing a 
layer of social network 
channeled through creativity.
 

angel.lin
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A potential source of frustration for the tweens lay
in their lack of independence and restricted control
over the ramifications of their decisions. They would
benefit from increased responsibilty and structure in
their everyday lives, where they have the means to
fulfill their desires by themselves, along the lines
of an older teengager or adult. Tweens need 
heightened access to the tangibles in a real space 
and the ability to share physical objects within their 
respective social networks. They need the affordance 
to be self-assured and begin to be more aware of 
themselves as an individual with some degree of 
power, the development of a distinct motivating 
identity.
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Jed Berk

creative leap: JED
 BERK “in

d
ivid

ual co
o

rd
in

ato
r”



creative leap: SARAH
 TALREJA “m

y frien
d

ly fash
io

n m
irro

r”



‘we use alot of technology when we are together’
(in reference to the gamecube)
-galvin
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KID MICROentrepreneur
The kid microentrepreneur grand strategy is about creating 

entrepreneurial opportunities for tweens like Pam. In this system, 

she can sign up with Apple as a distributor. The business model is similar 

to the paper boy business model. Effort + Structure + Creativity  = $$

She can use the tools of the website to find new bands and create 

playlists, which she can hand out to her friends on mini-music tokens 

for a small fee. She is paid via a cashless transaction online where she 

is in control of her money.

cashless 
transactions
(virtual)

music 
tokens
(physical)

the office

By Amy Sheppard
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