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Products desizned and manufactured in any country are influenced by loeal factors, such as the availability of raw materials, human skills,
tradition, and socio-cultural values. The tendency to uss availables natural resources 13 m harmony with the eco-system. It 13 expected that
culture plays a eracial ole n designing contemeporary, socially-acceptable products. Thiz paper describes a compiehenzive experimental
study analysing several products made m Botswana and identifying the underlying socio-cultural facters that influenced their design.
The study was conducted i collaboration with desizn students at the University of Botswrana. Visuzl and texmmal data were collseted.
The results mdicate that materials, emotional socio-cultural factors, and social practices have not yet been incorporated convineingly m
contemporary preduct design. The paper proposes how designers can integrate socio-cultural factors by ‘consclous desizn efforts’ rather
than by ‘accident,” thersby leading to imovative, culturally-onented and cherizhable products with wider product acceptanca.
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|ntr0du¢ti¢}n stadents. Participants, having studied the socio-cultural analysis
. . ) ) ) outlined above, analysed certain selected products 1elative to
From an African perspective, and using a pesteolonial soeie- the soeio-cultural factors incorporated within them and their

cultural framework of analysis, this paper describes a socio-cultural
study of indizenons products that were desizned and mannfactured

importance to Dotswana's soclety. The paper concludes by

proposing how socio-cultural factors could be smployed m the
m Botswana. It has been observed that Botswana's contemperary design of eulturally-oriented products.

desigmers have not yet been able to encede culiturzl phenomena to
the same extent as physical and cognitive lmman faetors (Moalosi Botswana's Socio-economic Framework
et al, 2005). Thersfore, the cmrent stdy was motrvated by a
nead to conduct ressarch that could assist desizners attempting to
encode secio-cultural factors m their desizn practices. The paper

Botswana 13 a landlocked country simated in Southermn Africa
with an arez of approximately 581,700 sguare kilometrss. The
population of 1.6 million practize: 2 democratic system of multi-
party pelitics (Central Statisties Office, 2004). Botswana attained
1ts indapendencs m 1966 from the British Protectorate. There ara
over fifteen ethoe groups, which together rapresent a rich and
diverse cultural heritage. Of these ethmic groups, 7%% speak the
Setswana langunage with its myriad dialacts. This valuable heritaga

proposes how designers can infegrate socio-cultoral facters by
‘conscious design efforts’ rather than by ‘zceident” or by “chanes’
m product design. Thiz would ultrmately be sxpectad to lzad to
more mnevative, culturally-sensitive, environmentally-sound,
cherishakle, and uwser-friendly preducts in Botswana, which

tum may lead te wider produet aceeptanca.
must be preserved, muotured, and developad to foster a strong

sense of national identity, pride, and wity (Moustry of Labour

b duct desien. N @ i I B ) and Home Atfamrs, 2002). However, even though Setswana iz the
rough pros .uct sign. [ e#: e paper amalyses otl;wa.né s national ] age, Englizh is the official languaze,

culture, drawing en postealenial theory. This was done to identify

Fust, the paper outlines economie and secial information
about Botzwana, proposing that itz econonry can be diversified

and articulate elements of socio-cultural oadition charactensing Received August 18, 2006, Accepted March 11, 2007, Published Augast 1, 2007

mdigencus preducts. Such elements assist designers to draw en . s ) ) L ) o
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Product Analysis Based on Botswana's Posteoionial Socio-cultural Perspectve

The average gross domestic product (GDP) per capita
amnual growth has bean 3%, whils the averaze per capita meoms
15 TIS53800. Thes puts 1t in the catezory of middle-income, newly-
emerging economiss. Botswana's economy relies heawily on
diameonds, which generate much of the conntry’s revenue, as they
contribute 43% to the GDP. Towism 15 viewed as the next pillar
of the sconomy, contributing 13.9% to the GDP (Cantral Statistics
Office, 2004 Agrienlture today provides a livalihood for more than
78% of Batswana (pecple of Botswana) whe live in semi-mban
and nual arsas, Thetr mzjor means of survival are farming and the
rearing of livestock, The most significant agriculhuzl enterprize 1=
cattle rearing. Approxmately half (51%) of the houssholds own
cattle (About Botswana - United Mations, nd.). These featmes
are underscored by the Mimistry of Labouwr and Home Affairs
(2002), which points out that the rural Botswanan mede of lifa
15 mvariably fied to land, mamfested in azro-pastoralizm. Beef
exports to the Furopean Union contribute 5 per cent to thae GDE,
makmg this the third largest income generator. Botswana, lika all
other countries in Africa, is on a quest to diversify its aconomy
s a5 to avold over-reliance on natuwral resowrces. A possible area
for economic diverstfication could be the desizn of culturally-
oriented products for the connty’s booming tomizm industry.

Layers of Culture

Culture 13 not 2 tmelss: and metioznless body of value systemsz
that remains unzltered by social change; rather, 1t 13 dialectic and
meorporates new forms and meanmes, z2ll the while chanping
and reshapmg traditional ones (Parsons, 199%). Consequently, it
15 concerved as a cohersnt body of beliefs and practices that avs
dynamue and changing within particular histonieal penods. Cultms
consists ef mult-layers. Stephan (2004) suggestad that two layers,
vistble and invisible, exist Conversely, Schem (1999) and Laa
(2004) each proposad three levels (basic assumptions, values, and
artefacts). Hampden-Tamer aund Trompenazars (1997) and Spencer-
Cratey (20000 advocate four layers (basic assumptions and values;
beliafs, attitades, and conventions; systems and mnstitutions; and
artefacts, products, nituals, and behaviews).

However, itishard to draw a pracise line between the notions
of “baszic aszumptons and valoes' (Spencer-Oatew, 2000). In her
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modsl, Spencer-Oatev proposss combining the twe concepts,
becanse together thev form the core layer of culome. “Basic
aszumptions’ are deeply held by a zociety but are subconscious
and mmisible core beliefs that inform the other layers. Meanwhile,
‘values’ involve the observable culture that a given soclety claims
to held. This level ntroduces a wseful distinetion between values
and their exprassion; however, while it is move precize, it1s atanon-
implemented level Group members are unlikely to share identical
sets of ‘beliefs, attitudes, and conwentions’, which comprise the
second inner layer. The second layer in tum influences the third
layer, consisting of ‘systems and institutions.’

Culture 15 asseciated with social groups, and peopls ars
simultanecusly members of a number of diffsrent groups and
categories. This layer 1s encireled by a split cuter laver of culturs
compozad of “artefacts and products’ (materizl items) on one sids
and ‘rituals and behaviour’ (zon-material elements) on the other
sida. Arfefacts include the visible and easily deseribad elemeants
of culture, which have an immediate emotional impact {Schein,
1299, Desizners tend to overlock incoaperating the inner core
lavers of culture and instead desizn products that are largely based
on the outer laver (Las, 2004). Lea's chsarvation 15 particularly
usaful o a design appreach based en a heolistic understanding of
culture, which is the approach smployed in this paper.

Dynamics of Socio-cultural Factors From a
Postcolonial Perspective

Bearmg in mind this background, this stady analyses the products
from a secig-culhwal perspective that relates to Botswana's
culture. The paper does the following:
1. Develops an zpproach for analysing socto-cultural factors
that accurately represents Botswana's cultue; and
2. Propozes a cultors-based zet of cors values that ars
applicable for making product design m Botzwana mors
lrsman-centred.

In this context, human-centred design is based on the
premise that design 13 meanmgzful only when the focus of s
activities and outcomes accommodztes the largest possibla
number of people with all their diversity. The approach goes
beyond design’s taditionzl foeus on the physical and cognitrve
needs of nsers, and encompasses cultwal, social and emotional
human factors (Moalost et al., 2004). The study has been based
on tles foundation in order to develop 2 Botswanan socio-culmral
product-analysis approach that will assist designers m desiging
culturally-zensitive products.

In order to establizh socio-culmral factors, it was wseful to
draw on posteolomal theory, which points to the importance of
viewing Botswana’s culture, like that of other newly-independent
nations, from the perspeetives of the pre-colonial and post-eolenial
eras (Moalosi et al.,, 2004). Postcolonial theory recognises the
importance of exploring the mteraction between the colonizing,
colemised, and decolomsing cultwres, and the facters mveolved m
the preduction of hybrid cultural identities. Betswana's culture
has been shaped by colomialism and has started to decolenise,
but the process has yet to proceed very far. The county neads to
decolonise its education, values, language, relizion, technology,
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and social orgamization, which are heawvily influenced by
colomalisme and globalisation. For example, developing coumtries
- and Botswana m particular - need a different approach to desizn
education, challenging the curvent system that is o predonunantly
bazad on Western values that tend to be detached from the needs
of some Botswana's social groups.

However, decolomzation 1z a contmmous process that
camies on long after formal political mdspendence 15 achieved.
Decolomisation camnot restore a lustorically contitmouns and
allegadly ‘pure’ pre-colonial hertaze. It raquires the imaginative
craation of 3 new form of conscionzness and way of life (Bhabha,
1994}, Posteolomalizm invelves the commg together of two or
more culturas 23 a result of colonializm and the produchion of new
and different hvbrd cultural identities, characteristically distinet
from the cultures that imtially merged (Hall, 1996). In the process,
old habits zive way to new attimdes, values, and modas of action.
Botswana's contemporary secio-cultmal factors are a result of
this kybridisation. The vahuable contimutias with peopls’s pre-
colonial eulture should be mamtamed, while welsoming vitahzing
contributions from other culmirss m order to construet 2 healthy
and mmique synthesis denived from all these facets (Chimweiz,
1875). The understanding of Botswana's socie-cultwal framework
that 15 developed in this paper will be based on the foundation
outlined by Chinweizn.

Socio-cultural Factors and User Behaviour

Secial and enltural factors influsnce all aspects of nzer behaviour.
Cultwal values and basic assumptions in design are often taken
for granted or even viewsd a: being incentestable (Foberts,
2001}, Secio-cultural factors become important to designers when
they develop product characteristics, fimctionality, mteraction,
and form, especially for a particular user group (Foberts, 20010,
However, recognizing these 1s3ues m the first place 15 2 basic
problem. Socio-cultwrzl factors can be so immate, o assumed,
that aven when they ars articulated, one may fail to grasp themw
significance (Moalosi et al, 2004). They melude refarencs
groups, family, roles, and status. Social class and social factors
ara clearly influenced by cultural factors (Kotler, 1997} Thus
means that designers nmst consider seein-cultural factors in ther
practice, bearing in mind the subils, hard-to-describe yet crineal
13zues smrounding the ettty and behaviour of any particular
UIET group.

The paper stands on the premiss that research into socio-
culiural human factors should begin with the assumption that
produets sneceed whaen they resonate with users’ values, norms,
and behaviours. When a product appeals to an individual, it does
so relative to that individual’s cultwral framewerk, worldvisw,
and past daily life experiences (Roberts, 2001). The mplication
for design 15 that designers should work with an mmderstanding of
how users percaive their expeniences of the world aroumd them.
Thess experiencas shaps the users’ conceptions and perceptions
of thewr suvivonment. At a social lavel designers mterpret them
experiences rzlative to sccietal nomms and values. However,
Boberts (2001) was unable to explain how cultwal constucts
place general parameters around design ideas, indicating ways
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i which products will be positioned within value systems and
identifving how quuckly wsers’ worldviews may need to changs
i order to accept new products (Moalos et al, 2004). Socio-
cultural factors are deeply ingrained, but they are also constantly
changing. Az a result, products that openly conflict with socio-
cultural factors may be rejected by users.

It 1z therefore important to develop a socio-cultaral
approach to product analyvsis that relates more adequately to the
needs of Botswana's contemporary product desizn, challenzmg the
practice of emulating Western design form and substance, netther
of whach reflects local culture and neads. Designers who are key
cultural mtermediaries must embody culture i the products they
dezign (Foberts, 2001).

Research Method

To mesat the objectrvas of thiz study, the ressarch was organised
inta twro parts. The first phase mvelves conducting an expermment
with two goups of desizn students (yeas 3 amd 3) at the
University of Botswana. The participants comprisad 17 fifth-year
students and 23 third-year students. The participants’ challenge
was to mndividually analyse and identify socio-cultural faetors
ambedded m particular indizencns products commeonly used m
Botswana. This task was based on the posteclonial soeio-cunliural
analysis discussed with the students. Secio-cultmal factors nmst
be interpreted ‘through the eyes of people being studied” (Bryman,
2001). This helps to probe beneath surface appearances and
provides detailed information about how socio-cultural factors
have been gansformed inte product features. The process enables
one to assess how different elements of a social system (values,
norms, beliefs, behaview) intercomnect in designing products.
Through discussions, the participants agread that selected socio-
eultural factors should be considered in posteelonial designs that
advance local thought process in problem solving. The profile of
the participants is summarized n Table 1.
Table 1. Participant profile

Farticipant Profile

Mumber of participants 40
Age range 18-25
Male 35
Fernale |
Ocoupation Students

f 3 and 5 year undergraduaie
Educational background design st

. - University of Botswana,
Educational institution & couniry Botswana

Participants were presented with products to analyse the
Botswana's secio-cultmal facters that are assectated with them;
these meludad the following: 2 pomidze stiring device, a mortar
and pestle set, wooden spoons, a thumb piane, human seulptures,
clay pots, necklaces, and bazkets. The researcher selected thesa
indigenons products with the belief that they contain Botswana's
core tradifional cultowal factors with Littls mfluence from global
values. The assumption was that once these socig-cultmz] factors
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ara identified, they could be used in the future as a foundation for
desipning contemperary products. At the end of the experiment,
participants ware asked to wilte a2 report on the products they
analyzed, describing it together with the socio-cultural factors
they identified and the product features that represent them.

The zscond phase of the study mwvolved drnding the
parficipants into ten different foews groups to share, entigue,
and ecoroborate thew mmtial indmgs This appreach assisted
triznzulating the data and in bulding 2 mezsure of tustworthiness.
All focus-group sessions were tape-recorded with the data
transeribad.

Data Analysis and Findings

Data from the experiment were analysed using the content
analysiz method. This methed allows closeness to text, which can
alternate between categovies and relationships. It is an unchmsive
means of analysing secial interaction. This process was facilitated
by the use of Atlaz i software in the coding and data analysis.
The anzlysiz was based oo the fimetion of the product, desizn
features that camry messages about users’ cultwe (mediation),
social actvities divectly or mdirectly associated with the product,
its aesthetic value, and emotions resultmg from uwsing such a
product. Socio-cultural factors were divided into three themes:
material artefacts, emotional factors, and social practices. Thazs
themes smerged from the data when socio-cultural factors wers
grouped together A sample of the content analysis results from
the participants 15 shown in Figures 1 and 2. Tt is important to note
that the socio-cultaral factors m Figures 1 and 2 nught be sumular
to those of any other culture, but then mteipretation 13 specific
to the local context. The specificity stems from portraymg local
idantities and meaning that is mfluenced by the users’ previous
experiences. Thus, the factors are highly context specific.

Idaterial factors ave the elements that form a given artefact.
For example, clay iz the material factor in clay pots. The natws
of the clay and local gaditions beth influence the way in which a
pot 1z dasigued (Table 2: Images 3 and 4). A thumb prane (Tzbls
2: Image 15} is associated with socio-culhmal factors that relate
to the playing of musie while seatad aroumd a camp fire, soeial
gathenugs, fm, and attractiveness, Thesa factors were sxtracted
from focus group participants’ statements during Phasze 1 of the
current research (Tabls 3).

The participants’ analysis of the listad products (Table 2)
revezled that most were mspired by the local eco-svstem. For
example, tha basket desizns have a loeal meaning or mspiration
behind them. Many fraditional basket designs are representations
of African patterns and motifs, animals and flora (Nkarabang &
Sabone, 2003) (Table 2: Images 1 and 2). Examples include the
roof of a rondavel (how Batswana thatch then nond huts — Images
13 and 14}; the fears of a giraffs (z1gnifyving women followme men
on a humt); back of a pythen; and the flight of a swallew (when
swallows migrate, it 1= 3 sizn of rain or pula, which 15 supposed to
signify good fortune). This mdicates that the indigenous products
stndied have meanng which users can sasily understand and
appraciate. This principle 13 important for zood product desizn.

Examplas of emotional and soctal factors extracted during

W wvawijdesign.org

Table 2. Sample of Botswanan material artefacts analysed by
participants

Material Artefact Categories
Closed and open
basksts
mage 1
Clay pois

Human Seulptures

|

Image &

Image &

Mortar and pesile ssts
Beaded necklaces
Fomidge st
devices
Image 10
‘Wooden spoons u a I
mage 11 mapge 12

Thumb pianos

mage 15

the codmng process and theiwr frequency of ocowrence are shown
in Fizures 1 and 2.
Emotional factors mvolve expressing a strong feeling
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Table 3. Statements associated with the use of a thumb piano (Table 2: Image 15)

Participant Staternent
8 Families m rural areas usualy play the instrument {thumb pianc) while seated around a fire in the evening.
1 The thumb pianc displays the following product features: it is appealing, atiractive, inviting. and pleasant to watch and use.
g The instrument is mosty played for fun, entenainment...
i ] Music can be 3 catalyst that brings people together, and it portrays the identity of the nation, tribe, famity, or individusl

Table 4. Statements associated with traditional aesthetics [beauty)

Participant Statement Image (Table 2)
13 Most of the tme, designers make products by looking at the environment around them in the case of i gand 0
a necklace. they use earth tones wih the locket resembling an animal. ages
3 The siyle of the product was inspired by some cultural products, liks the seeds of plants or fuits and (s BandD
ewen the colours of stones, rocks. ES
12 Fatterns are inspred by nature... Images 1-6

toward a designed product (Fizure 1) Beaury, frendlmess,
happiness, jov, and love are important emotional factors mn the
Botswanan context due to the frequency of thelr ocowmrence
(Fizure 1}. The participants exprassed that the products they
analyzed were aesthetically pleasinz, affording their users
a sensually-pleasurable sxpeisnce. This has been achisved
by using traditiomal aesthetic (beauty) slements, like motifs,
colowrs, shapes, and forms. The aesthetic dimension is a source
of reconfizuration of images desizned to make them aesthetically
acceptable and cultwally appropriate (Algotszon & Davies,
1954). This acceptance evokes positive smotional factors, such as
beauty, pleasure, fim, excitement, satisfaction, spuitualizm, love,
fiendliness, and joy (Figure 1)

As smetionzl factors were analysed (Figurs 1), it becams
clear that beauty has great siznificance to Batswana Beauty has
been assoctated with Botswana's fauna and florz, as well as the
use of colour. Participants demonstrated this during Phase 1 af the
rasearch (Table 4]

Forms influenced by the eco-system athact the attention of
the user and invite wsers to touch the artefact and this eveokes
cultural assoctations. This makes the product simple, honest,

= 100

2

g @0

E 60

Wl

g 20

L g

1 3 B i 8 1 13 18 17
Emational socio-cultural factors

1. Atfractivensss 10. Interestng
2. Beauty 1. Joy
3. Exciternent 12. Kindness
4, Enteriamment 13, Love
§. Frendliness 14. Pleazure
6. Frustration 15. Spiritualism
7. Happiness 16. Siress
8. Frustration 17. Ugfness
8. Happiness

Figure 1. Sample emotional socio-cultural factors in Botswana.
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and myviting. The mvitation engages users so that they develop
an emotionzl attachment to that given product The shapes and
forms wers used in 3 way that relates to the users’ cultme that
lead: to emotional responses from the user, such as a product
bemng perceived attractive or as brnging happmass (Fizure 1).
The shape and form of 2 product make i attractive and compatible
with the seciety’s cultural values.

Ancther dimension of designing bezutiful preducts s to
usa colowrs that resomate with the wsers’ eulture. In this study,
participants obzerved that products were iinished nsmg earth tones
(brown, orange, and red). Thess colowrs exprass assthetic values
within Botswana’s context and are pleasing to the eye. Colours are
cliosen to reflect customs and beliefs and have nmal significancs
(Algotszon & Dawvies, 1998). Therefors, colowr 13 comsidered
one of the mest useful and powerful design tools. Users respond
to different colowrs in different ways, and these responses taka
place on subconscions and emetienal levels. Colours reflect the
sorial, emotienal, and eultural context in which the products ara
designed.

Thes ealls for designers to be vigilant when choosing and
applyving colowr to products, as they can sasily wndenmine the
assential assthetic values of users, The participants’ statements
(Table 4) demonstrate that the colowrs used exert an important
influence on the emetions certain products evoke, However, while
aesthetics is imperfant, approaches to eulhwal design should
axtend beyond the obvicus; they should stem from a serious
understanding of users” values and basic assumptions (Les,
2004).

Many different factors influence the overall percsption
of a product. A sense of beauty 15 mspired twough the uzs of
traditional motifs, such as thosa that are trniangular or heart-shaped
(Table 5). Some participants suggested that the use of these shapes
in existing decovations exprasses aesthetic qualities. These shapes
avoke cultwal and spuitual asseciations in users.

Ths kind of transformation has rezulted m products that
snhance emotional feelings. This means that fraditionz] motifs
trigger positive emotionzl reactions to products, because they
appeal to users and mdues some level of intarest. This application
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Table 5. The use of traditional motifs

Participant Statement Image [Table 2)
T The friangular mote is one of the common features in decorating clay pots mages 1-2 and 13-14
< Triangular and heart-shapsd motifs are cormmon’y used in decorations. Imapes 34, 8-8, and 12-14
2 Triangular motifs are widely used in decorating housss and pots magss 34 and 13-14
10 The friangular motf is used as a pattern for decoration Imapss 1-4 and 11-14

develops cultiral connections between products and their users.
It has besn obzsrved that society places great emphasiz
on activities that are habitually or customartly followed (zocial
practices). Community spirit, peace, the exchange of zifts, famuly,
mufmal respeet, and secial zathering each play a significant role in

Botswana's society (Figure 2).

For example, Fizure 2 shows that Batswana place strong
100%
80%
B60%
A0%
20%
0%

Freguency rate (%)

123 4568 7 8 21011121314
Sacial practice factors

1. Assistance 8 |dentity

2. Caning 2 Mutua respect

3. Community spirit 10. Peace

4. Consultation 11. Sitting around 3 fire
£ Exchangs of gifts 12. Social gathering
6. Family 13. Storytelling

7. Hamony 14, Unity

Figure 2. Sample Botswanan social practice factors.

values on fanuly relationships. The fanmly factor 15 featured very
prominently (Figure 2). Other factors can be built around family
values. Socio-cultural factors that relate to famly values meluds
unity, muinal respect, assistance, social gathering, story telling,
the zpint of collectrve uze or zharmg, and commmmery spirit
(Fizure 2). It is also important to note that most of the products
analyzed were targeted fo 2 given member of the family o1 to the
entire family. The followmg two examples illushate how products
ara designed to fulfil fanmly needs. The mortar and pestls ave usad
to pound gram into Howr to feed the fanuly. Clay pots are used
by the family for cooking and alse for storing grain, water, and

Emetional Factars
H
¥
Material Factors

| Expression of beauty/pleasure

|.—._

traditional beer (Table 2: Images 3 and 4). Upon clozer analysis,
it 15 apparent that the fanuly 12 the most important social zroup
ameng users of these two produets. As a result, designers of thesa
types of produets should align therr efforts i fulfilling famly
cultural values. Material artefacts desizned m a certam way are
meant to assist famihiss in performing certain soeial practicas. If
this 15 acleved, families tend to sxpress positive feelings toward
those products.

Famuly, peace, the spint of sharmg, and commumity spinit
are all valued socto-culturzl factors within Botswana’s society,
becanse they teach principles ralated to life and morality (Figuors
). Moreover, consultation, commmumity spait, and assistance
provide pattarms of problem selving, whersas mutnal respect,
authonty, friendlinass, peace, and harmony give Batswana a
sense of identity. In one way, these factors are 2 means of passing
on soctetal gaditions and behefs from one generation to the newxt
(MWoalost et al, 20035). This section has presented the participants”
views regarding the various factors that could be mvelved m
posteolomial design, thereby advancing local thought pertaiming
to problem solving. This means that posteolemial design should
concentrate 1ts efforts on addressing the identfied socto-cultural
factors, together with the problems and needs associated wath
them.

Based on the coding system, a relational analysis approach
was adopted to examine and identify the relationslups among the
themes (Fizure 3). Individual concepts, in and of themselves, ara
viewad as having no mherent meaning; rather, the meaning 1z a
product of the relationship ameng concepts in context (Carley,
1990}, Therefore, what emerged is that problems or needs m
a soclety are rooted mm soctal practicss (socisty’s customary
activities), Users are not in a position to perforn certain tazks to
thelr maximum satisfaction. Therafore, appropiiate manipulation
of material factars in designed products can assist users to perform
secial practices more easily, or it can enhance the performance of
particular secial tasks. This outeome has lad to an expression of
pleazure or appraciation of beauty in products.

performance and use

i *
i )

Saocial Practicas

| Needsiproblems domain

Figure 3. Interrelationships between socio-cultural factors and their applicability to product design.
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Some social practices are not easily identifiad, but they can
be embadded witlin the material produet. Participant #16 argued
that “the hidden messags in 2 product 15 often more important
than its surface beauty.” Algotsson and Davies (1996) concur that,
m Afriean design, the underlying message m a product is mere
mmpertant than its beanty. It 1= through the wse of such products
that thev become noticeabla. The emeotions attached to these
products might be a vesult of the zesthetic qualities of the product,
the performance of that product, the knowledze it gensrates, or
the meszage it conveys. Nonetheless, emotional factors should be
seen as fluid, complex, and dynamic, and always m a state of flux
(Meales: et al., 2004). What might be exciting or fun today may
not be tomeirow, and the opposite 1s fue for something that is
cwrrenily perceived as unathactive.

Niaterial socio-cultural factors facilitate or enhance social
practices; and, m the process, evoke appropriate smotional
faalings about products. For example, a product, such as a basket,
facilitates the “zpirmt of sharmg and assistance’ among wsers, and
this could strup emotional feelings of plaasure or kindness (Figuws
1) Another outcome worth noting 15 that products conceived from
a socio-cultural perspective provide users with cultural meaning
(Table 6).

Eesponses to products often produce a mrxture of intrinsic
and extrinsic meaning A product cannet express its own meaning;
consequently, meaning 15 eonstructed, assigmed, and preduced
throngh soeial discom=s and seein-eultural practices. This means
that products are no lonzer seen only as functional objects but
also for what they symboliza; that 1z their meanmz, association,
and invelvement m building users’ self image. The meaning may
represent users’ social status or concrete symbals of their intimate
experiences. Products are a form of secial mteraction, participating
m a social lanpuage. They may represent a memery of a nser's
past, a sign of a user’s current identify, or a symbel of what the
user hopes to become {Goodman & Cohen, 2003). In support of
Goodman’s claim, participant #1 % argued that “eulturally sensitive
preducts make one eomnect with history or his'her roots ™

The social envirenment played a major rele in influsncing
the desizn of the products listed in Table 2. MNature possesses a
wealth of historical imazery Mealos et al., 2008). It inwoduces
an era based on what can be extracted and leamt from the natural
world. It surfaced that design features, such as forms, shapes,
colours, and patterns, were borrowed from nature. Features fom

Table &. Cultural meaning in products

F. Moalosi, V. Popovic, and A Hickling-Hudson

nature were used for design Improvements and decorations.
Wisuzl and tactile cues emerged fom landseapes, ammals, and
vegetation (Table 7).

Pazteolomial design from natore should enable uwsers to
improve their quality of life and, at the same time, be conscions
of the environment. According to Alzetsson and Davies (1%98),
“pature 15 a sowece of mformation and inspiration m African
designs” (p. 36). The use of local aestheties derived from nature
may encowrage users to accept products desigmed for them,
becanse they reflect thewr culhme Produets that relate poorly
to users’ lifestvles will face resentment in most cases {Dormer,

1996).

Discussion

It 13 thromgh the use of products that some socio-cultural factors
are dizplayed. For sxampls, a product like a wooden spoon or
thuub prano does not immediately reflect the socio-cultural factor
of the “spinit of collective use or sharmg. ” Participant #12 argued
that “even thouzgh thezs factors may not easily be vizible to some
people, they zre indsed embedded in the product.™ It is through
their soeial relationship with a produet that such secie-eultoral
factors become evident. The product becomes a madiator of socio-
cultoral factors. It creates a social commumication link between
users and their culhure. The messags embodiad m sweh produets
shapes and contrals the scale and form of human association and
action. Posteolomial cultural artefacts should embody, reflect, and
madiate the views of the socety from which they emerge (Fizure
4} Reinharz (1992) argues that “cultural products of any given
soclety at any given Hme reverberate with the themes of that
seciety and that erz” (p.107). This paper proposes that one way
by which designing culturally-orientad preducts can be realised 1=
through the mediation model (Figue 4).

User receive messages from the desizner through the
preduct. Posteolomal produets should embedy enltural messages
by being encoded with a shared set of socie-eultural factors
(zvmbols, form, signs, values, nowms, and beliefs). For exampls,
symabels may convey commenly-held cultural values, and they can
be used to gam greater power if emotional fervour 15 attached to
them. Based on feedback from users, the designer can modify the
product to make it more responsive to uwsers’ secial and cultwal
needs. However, this process neads to be conductad in the early

Participant  Statement Image [Table 2)
12 The product narraies a story behind its design io users.
14 Cutura! products camy meaning and stories. mages 1-14
18 The products provide meaning to their users.
Table 7. Nature’s influence on designed products
Participant Statement Image (Table 2)
10 Mature improwves the quality and appearance of the product.

R o their lives.

Mature makes the product more human. i looks more natural, and people can relate it

mages 1-6, B-8, and
1-12
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Product Analysis Based on Botswana's Postooonial Socio-cultural Perspectve

Socio-cultural Factors
{Symbols, form, signs)
*

Product
{Mediator)

4
Sacie-cultural Factors
{Values. norms & beliefs)

Local cantaxt

Designer  —— —_— User

Figure 4. Mediation model.

stages of the desizn process, when the concept 13 3l relatively
fimd. Thess needs may be wtilitanan or expressve; that 13, aimed
at commumicating personal, cultuwrzl, and assthetic expenences.
Cultural needs are complex and oftsn blend both whilitarian and
exprassive purposes. All this 13 influenced by the local socio-
cultural context in wlich the mediation process tzkes place.

The premise of this paper is that it is important te 1dentify
which of Botswana’s core socio-culiural factors are zpplicable to
posteolonial desizn (Figuwres | and 2). The idenftified socie-cultural
factors will previde a foundation to bwld upen. These factors can
then be mtegrated with other contemporary socto-cultwzl factors
due to the dynamic nature of culture. The zoal 1= not to restors the
byzone past but to draw upon the past to create 2 new firture with
products desizned mn line with current nsers” soctal and cultoral
needs.

Conclusions

Critieal analy=is of secie-cultmal facters in products provides a
new way of assessing users’ needs, preferences, and concems.
This approach leads to users being provided with pleasurable and
cherishable products, 1ather than mersly functicnal and usable
products. The approach goes beyond pliysical and cognitive
1ssues and encompasses emetional, secial, and eultwal human
factors. Product acceptance can be assmed by fhs approach,
because it dwells on the nsers” eulture being eritically analysed.
The dynamies of secio-culturzl factors have besn influenced by
the impact of colomalism and globalisation, an impaet which has
rasultad m the hybridization of traditional and Westem values.

The cument study has demonsirated how products can be
analyzed relative to Botswana's socio-cultural perspective. The
engagement of student desizners in Botswana to analysa commenly
used products that ave locally-desizned and manufactured, both to
wdantify the secio-culhwral factors and to entically examine how
thay ean add valus to the products, has besn an important aspact
of the rezsarch. What emerged is that socio-cultural factars can
be grouped mto three themes - social practicss, emotional factors,
and matenial factors. It 13 concluded that these cultural factors
are not only functionally or technologically drrven but ars also
eclectic generators of ritual or zenzation. Therefore, posteolondal
designers from newly-smerging econcmes nead to meorporats
socig-cultral factors to become z pmnacle of zood product
design.

W wenaijdesign.org

The long-term goal of this research 13 that participants
{ztudents) become aware of the importance of culture in design,
and that, as designers-to-be, they will ultmately desizn culture-
sensitive products that enhance nsers’ experience. Another aim
15 for participants to becoms famubiar with the method bafors
they ars sngaged as design practifioners i industy. The Aindmgs
smphazise the mportance of encoding such culhwzl features
as identity, mediation, product meaning, and spirifualism m
posteolomzl product design. These features are likely to faeilitate
product aceeptance, and they sheuld be meorporated at an early
stage in tha design process. That iz, desizming products that
commect cultural and emotional factors with users i= likely to
facilitate product acceptance. In the long mm, ths will provds
Batswana with products having greater narrative stamma, enabling
their stories to unravel over z period of vears rather than just a
handful of davs, while aveiding wmnecessary finaneial wastage
and ecologically-hazardens preducts.

In this paper, it has been argued that designers should
strive not only fo create produets that combme traditien with
contemporary technology to satisfy the needs of users but alse to
achieve a new way of approaching the development of products
from the perspective of a pesteolenial culture in Botswana, The
everyday products that users own ave more than just objects: they
are also a reflection of their culture and Lifestyle. The ultimate aim
is to create a framework under which modem Botswanan products
and ideas can be developed in the long term. This 15 one way of
improving, unifying, and reamanging the image of traditional
Botswana in pesitive and progressive ways. In the process,
indigencns subject matter will be developed. By managing the
image consistenily and by clarifying and establishing a realistic
posteolonez] identity, socially-positive concepts and products can
be achieved.
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