QmLA O(‘{u etton—
DC’SFW’) "H\?ﬁk?ﬁ(j Aa.& Mome an jprkirarﬂ jpmf- o}
COAf)OLQb; LS'}J.A&W aund P[Onnfr)ﬁ “+hese C:quf/s '

f?g COM}-&E_ ?_g nﬂ_ﬂ_am‘f Or C{e/s? qersf en ﬂﬁem/
Plan nerx, mana?tn; &;ra*k?.{’gf;/ €Conom?c&‘, achars g:,
manv other P‘ro'De-% forA.

Thit Cféi‘f_'werﬂ (ﬂmmawd’lk, Wil be usea}ju! Afo’\ au{fme_
voho 100AKA th an Sndus —+h ot c/ea('s oith  address®
~the nee,a&r. Ob cuntomess & tohks .'jo’\ pxcteanat cpc‘enb.

OF will e halpful 2t the Foaemm& from Arve e
gpiwe/ru DD Probe,%&fon to rbf’naﬂ ?nnomvﬁﬁff go/wﬁ’oﬁna fo
the Fmbferm That —H\ey A Hheir c/e,f)arfme” a¥re

%:wfng*
En’%&ﬁ;f(luc-l{oﬂ le €[€r‘n€ﬂ& Er Fﬁ{’npﬁp(u aé- ‘bgs,?’?«q

____.__-—-————"_____—-_.:_——___—___-———

The Elements C’tf—’ﬂ o (Ma%ﬁ1’afs§?vﬁezf{§;°m

o

“The elermnents ob O[b@locin aoe. the ma’icwfc:{(s Fhat

Adepre the V?S.uaiz,l “he -f:oo{s, ¢ COM}DOantZ STAR

ubel fa -C}ltﬂ&_ a Cem O(SFHKI’OD.{OY) o@{—{-
LYysSon

\_On O’f‘f\e)'l !/00910& -HJUJ FJ?DMQ”'LL the {"}a&e Oﬁ ?‘r‘af);‘;?c
dez%?r n, : | |
o Tgr) i — Me%o(fs/r}“ecﬁmq uer )
The Ennu,{)fu Oj Ofbil") ( q .
0"7__";;’;1. o’ﬁwj( hana’, +he Pﬁfﬂc’ff)[v; (5[5 Cf&&?ﬁr) ase.
all alsout the mf%DC{S/"fec@n?crwm , that persory

Scanned with ACE Scanner



o el ]

=]

CJC{OPM ‘jﬂf‘z The ﬁ},a’p;ﬁt’( e,/ememfi fo C”"””g q ({'—ff:[a,/

ad and COhVLV a meﬁﬁaj)t-
The elerments oj a’ur‘an as)e Q/&(Wi% jO{me 2%

. Dof
o Lire

3 form (3D
4 S%afx :
8 Sfze

6. rﬁ/)q Ce
7 Value
8 Texhure
7 Color

/- if_‘f,’-— DO'!& s ot ?"rr?orxéznf I&f{nnn-/- aj a ZMPA"L

dbsiin. ‘
> The 'f’mag% s are all rapresentec z7q Sambi.

natkon of do ob/ -J‘Féﬁwﬁl‘ Co_/or_-f

% bivet= Tpe distarce G, Huso points
(ov),

Lines aS1e COmé?-r;q-ffon oj a’Of:‘ |

—ﬁzh("%fﬂ lFres 1— i?mc,g age mai'h[y o jo«r.
|« Divivior. 2 Diveckor |

3 a’.’—— N&uﬂipafmr..

Wpc,g Mﬁﬂbﬂ i Liner ase OJ \VaSounk 7;&,9,

Scanned with ACE Scanner



poted .. .

pevalle] ¢, Perpmd aJaxr // ]

3

¢

5

6‘ MaV‘C/lﬂL o~
ol o #TREN PN
= gy

S}D fred

9. H'D’_:?,Ofﬂ“aﬂ <
10- Vesrfiea! I

Dﬁaﬁ onal /

V

3+ [Form The 3D cj«emerﬁt 2e  Known Al form,

¢ ‘-g e 8 — éhafx ’?&.—}he, tf&9l(7f

Nt ob a,bi;
sy J+ 72 a COrriHﬁﬁ’/an OD

—-—> 0\7}\&0 XOme, &w‘l&uaj oY mn}p/t

cgogljlound’ on

aveq ffan. a ._f;')afa_ g €

o P orr‘{an'f éjan'u e

./ftne,j .

o Em.,; I Y

/qJ_aZZo/

— GeOme,[E'
S ade ob & Bp.bgpess =T
w% jgﬁi_ OUL xbe . [T, E

/

Scanned with ACE Scanner



—i v

2. Slganic ,, |
3 %ﬁ ok ( combirokond] Geomebic & omgenty

5. (f2e.— \asiafon (O r

— Aapei s ¢
0’7 mole CD&JCC& @ Shep

n o ” Fif R ¢
6§ The ?L{ﬁC‘T[‘L‘Qn Oj ,S‘r.’ze 2 A]b&?hinﬁ '.

I Atta Hon.
o). Or an set e.jempr{é

= ju/g.ﬁp;‘&g cbufjc')[tdo ME

S.E. — _S'Pacg ts an emFJV o¥ Cy’”’ ohea {,{w
aowmbnd, above, Delow o 10Mhin The @(;ﬁegf;g_

T valwe = value ts fhe Lighfnes O darkness
Oﬁ arw? oﬁjem{- aﬁ?’*“ or Coloy .

Jo )c—/-w\,g The Teelin ‘ L Qal?_,:-s_
A@éeﬁv\ioﬁ ak GX‘)(L chﬁa}, 77‘0qu J‘mod'k

Lelley-

The 7L€X’furﬁ a,u_o "7’!’“ /. FQ’H—C!T) umluﬁL
rraye. Toxtute

E? @;YGSS( ,garjd (j’{ouutd — O anc_'f&)(w
Cermtr, “7”3 ’O“Cb’-——» f\foﬁao?amc foy frtsd

Scanned with ACE Scanner



‘ 9 (‘cﬁ_{m - Gravafc d‘e.srﬁnrv Pe ;'ncoq.,/,ft vorMhocd
o Color.

"eolor ts Hhe Leng aton ozf /c(”?f-mff'
The Color wihee] B of2scoyered Necoton in 7%
Certuny - LOhich have 1y colors Krowon as  “Hue

i "Ffwzu a’se 12 CO[UL(T} Y. +he C_of_oar NL\E_L{'

I2. - colors

ol

Pirhgail(f !eCono’
oles _ _ -
e B ) — Cyveen (Yellowo+Gduo) ’94—#%
| Comblst 2
—? L/ef/otd _')P”TPC‘-—( bﬂ"""'f‘_'*ﬁd’) @(f "
—> (o{we — omnj,u( aod —r—‘feﬁ’oh?). P"""ﬁa&"[
| ' SeJnJ;Y
~>  Newtra) colos—> plack ¢, while
-  (Alarm colors ' ’ _C,oo’/ e ofors

i o nltg ht - ' [ants &

- ‘?‘?”M Su 'ﬁ — C‘,’rge.r) _ ID me

-%Dranjc, ' P PWTL .

,I?e_cl g
oranf- R-P:
o—Y Puvptb (vo?/e:f-)
Yello Blye-p
Blea
Y.C-; . '
\/cffwiam'?[-j r .G?I'fé BI%KC{M‘;IV +
b ;
s Codle st
Scnsatiion gen Settor)

Scanned with ACE Scanner



%00 Lff))w ofy D&t (7”

one o piace iples 9

({'1),17*’ ex’ﬂ«:ﬁ ry’ n

oﬁ Vitual Naggt
Gyrmibrica] |
5741% mefiical

S Rac:fzal.

£ 1. \,Of"‘c{?cxf'fnﬁ a Ndﬁhbﬁ@lﬂnc&,.

I Bc‘r}anuz — :Ec']r a/q(&bxziw-ﬁoﬂ

Balante. ovye OD thotee WPU

2. = Al jnmenf ¢ e dbrwan?f.)ﬂmf' 5? &ﬂameobs @ﬁ Jb&
Rhin a &ngﬁ)k Aire

Eq:— G Fa).km Scheof —F)ssemi;i-r

nrert [+
A
3 ‘Hor?%on'fvi

& Vestical

=l E
JOEITT tentid | ay

~Horigonta) vertceal.

Scanned with ACE Scanner



3. Repetticon:

U/S?'ng farme eﬂﬂme:ﬂ— in a Ofe,&-‘(?g aﬁd;’q & aﬁafo
E@j'— lpﬂ a b—ODF), the. Pa?i numbests ate MP“;LEJ of
L d‘;mc Pfaf&, <o Hhat H oouid be wff e

f‘mv“?Uﬂt +Hre Faﬁc,g. ' : .

b Corbart :—
— pPPo&th.

Asthran fﬁ? ejeme.nﬁ '-focde_ﬁ\,u_.

Eﬁff I pask Ve ,E:jr\e i |
2 Javge Ve Snmall :

R RDH?‘\ \/e Jmoaﬁ;
Cortacst Can Le C{a&dfeﬁiccf 5*7 !fzﬂ,$hﬁf¢;Vatuﬁ7

Color, cﬁ?’.u, canfon, :

In our cﬂai{q ,L'.ﬁl, ” ean)&‘Qﬂ Contiost re G-Lg_g)&?ﬂﬁ.

5 EWPL\MELS r—
Assa O1 @{Y'z.c/-f- wotth im The aﬂ&sfﬁ
a:}’flr)—}for?’ & ﬂ,u’.Com(,& a %’oca_{ Fo:‘-n'h

B s {}g\}

y Hhat Adrawws

s

Scanned with ACE Scanner



et e:j d’e,s,?’in Jem(o{; o8 Cueh -

U;‘l’ja - %W”jﬁ

o ethes, » 7h 7 e-/:'n
o oay that: Com S i 7 77 el

a .-,OADCLJ ‘ | . wh. i
eq- The luildig B 27 oxaimple of ety whic
= idered at A ’owt'f |

wfill de (onAl
Movement 1— Eyg, .{,Law_{/,‘,qj :
f’a+fwﬂ.'~ The Reg fM.Mﬁc‘ff-/'fOngﬁ c{@g?ﬂ lement;

sesedls B a /m#em.

ﬁ‘“ (bu??r) Pa‘!‘h}ﬂ_& ale mos'H(] wd{ﬁ’ ?”) G,B.Caiafr'gql

w:-‘— Qe/j’&_’t;k'pn @ﬁ (7!&57 m e,pemen& p;r) a. \gf)eaﬁr&

Pa—H—ao 9 tth w'l[a?n 7@5 or ?‘Yr‘tlﬂ_r*'/als
E@: ECG woat fuest ex'am/;Q_ pzj EZ%M_

In t\oc'[u (_’jlfoﬂ 1; (b‘i/!ii;'?fv’?ﬁ Kfnﬁ r

—

D%‘kﬂ;n Fraking 1L Q FﬂDCEVSd’&. ddtbemﬂ[—'r
Cmaffn@ o procuct 5 et a sdoﬁ needs .

— Ut 18 anthesatkive & non— ﬂrmr Pm:'cws 73
undeittard dhe tiens Requisements, challe
suomphons, e sfinc problams § reals Tooets
Qelutons t5 /DHO‘(DVP& & el

-'? ' y [~] - 4
Jt encowrage c:h?an.mﬁo% f?‘éocu,s - &Mﬁrg

{}E,&‘} f)/\-OG{MLﬂ" ?5091 L\jfw?c/') &aoﬂ,g t _}-ecf-hp[aafcaa

Scanned with ACE Scanner



. gl

|

{p_(u:,b{b ¢, ¢ coromially vable. i
De,spcj‘h ’}H.'ﬁkfng Wa L Aevﬂ{oPccp G’Z ,_g-rlanjor(ﬁ Fa@ﬁm&
gh

Da\.-’:'c‘J Ke,He.j- ' woho fe alsothe 'ﬁouncpcﬁl oﬁ the cfez.(?

ClcaenuT TpEO.
orstin f Dy TRV

o e a I’)uman—@an'}»fg
dovative,
SO[U#Oﬂ—Mt{J, |

probler .gofv?mg ﬁsgmuwo(t.

De.’;?ﬁh %‘Takjn‘a

e ———

.Deﬁ?ah'%?n}dna ?3 Cn
- A Fﬁobfm _Colu.‘ng af)Pymc;w: JF7e a me‘)[lgﬂoogdfﬁﬁ

o +hot
ot < sdeal }0*’ +ackln ComP[t-x. Fmbﬁlemg
aosé 21— Q{'e *red O unknoton:- Thie T8 betarte

a A%‘ r “Thinkio "\elPS vz Aab?ﬁe a/)}ofofam{_cﬁ\aﬂenﬁ_
on aLumP—h'oM ¢, thus m;baamg_ et ina uocuz
‘H’Wa@ Roril "‘;e.[P wse Come u.f: with go(m-f{m i mmz

Po‘f’e.nrh"aftv go(uﬁ e
C,eh‘B’?C — In A‘?/gfaﬁ %:ﬁkj’fﬁf we Leek
on .
HML- 1 dhe LA —

rg Ous
ﬁ}.‘ J;\Lajﬁ OD

. @
te LLHOJG}LS‘ILQI\J Hhe useh. Thi4 Tt v

Lom Wt ate olesfant
(-Hﬂe, penkon 'bo"l woho e Ojneac

or Sexvicek beoq G Lok

Clﬂagfah ’H’\f’nkf.’n7 FY’DCM :

oncﬂucf—

Scanned with ACE Scanner



s Ao

A The (fr"ﬂje,ur—,%
Il ese fhe veluls f

| i f‘\.r n’wf_'ﬂhfg /‘Lﬂ

Lfvﬁn?e%q( des?g o
Lues o and i 0
T e y outconmes - Thie rmaka,

/)roce)vs,' -g'ou w7
youe ami ‘E’m?—h’a[ .
B"EV?G’CC!,
fork, C[nc/ns”[?f} :
j:mg} Qi —fH—an‘.’nﬁ ﬁpprmc;) A 'ﬂOﬂhﬂmearD,\L
¢ es ey \
Lo luton éaﬂ.w’ v The dewign %%f’ﬂ/@'ni process
& v [
Aorf’nﬂe,s a Ve }wnf’g—on aFProac.A (e /yro!:, e
P v ofmufa;'& _?et/ﬂfﬂﬂ/ba'/an-f-z‘af

ofufﬂ ? u bOf'”
g 70 W{ A«:S, Pro';D'/?P‘ thern ¢,

wa(emr _@ofu:ﬂ a/)}?wa-c
—h—:&ﬁ ’me P the Cor\'}lex% Dé The pm%/cm 6""‘:[
_go{utcﬂ. Pte bo +he f’/‘era"/‘?vﬂ ﬂd"A(Yt Oﬂbﬂfﬁh th,ﬂ
W’OU watll be able f Y“E-_@[\a[x_, 7 o{z)ﬁm?ﬁ._ —/"h,,gg_
OLPPToqc[?c/_% &n-ﬁ’/ an .-O/D'ﬁ‘maf Sofu‘r[t‘zjn e aﬁ‘ap&en‘

G}’)arac'{:’ts‘rkcﬂ- of C’/f(iﬁ-%?ﬂkﬁ\j -

B BCH-er unaptrx—llcanof The Weec& 03 The P@@P[c_,

{Cwsﬁbrnzr:;, C/F’enﬂ/ J'?[uclﬂeryﬂz Rp— of
A - (Qed’uce “the rf-ﬁk ag&ocfd.iedd Wit jauﬁcﬁﬁ?'?j

7evd F’apeq,s,fbﬁooﬁuc{i & dervlees.

3. @(ene*’afzs ?nnov‘q-ﬁ;w_ Colutions-  yertherthan
acwr‘hcg more fo ex i fin

ores .

N HQ[F_{, orﬁanhmfz'om leaxn {qs—k.r,

Scanned with ACE Scanner



afic ?
. Mglﬁﬁ\rﬁr CMMM@Q iwib n%ﬁ.».mm .ﬁ .\»b»ugmw 4 wurwg MM
T~ o rsqecd TN r %HMQ ) ; ?ﬁm wirsjqosd P20
S L 1y prysygh b e e .
..m yegaw BY PUPAT d %&meﬁr ﬁa QQ_SC?L YL ey
ve upovyong PrYYAS ub152Q [dve 5990
...lh 1
= bl £3 bl Jokbl -
ﬂ = B R
oot < 5
‘s [ 3000C < I 0bb| A 5936 | A o Ok b
S ,‘Mor‘uu,nsw ™ QGM%@G%F“ #ﬁgﬂwwnﬂo UM Chuw\%o a3ypud g
s pigett | Dsopor wrrqend q
M 7 o um 7derde
= 2] &? e _n%uoﬁxco, njoy K | i
r..m ! fpanod ug 03aL osbl | 795
¥ __ boor ¢ bl

wCu\wCC.{l Q,.\m.unﬁn\ bh}nirﬁ@h‘ CP..«.QQ

Scanned with ACE Scanner




UNIT-1

Introduction to elements and principles of Design, basics of design-dot,
line, shape, form as fundamental design components

The Elements of Design are essentially building blocks that the designer uses to create effects,
define and segment spaces, convey emotions or states of being, and/or convey ideas. Line, value, shape,
colour, and texture are a few of these in particular. As opposed to this, the Principles of Design are broad
ideas and phenomena that come about as a result of the efficient use and manipulation of the
aforementioned Design Elements. The following are just a few of these: emphasis, balance, and alignment;
contrast; repetition; proportion; movement; harmony; form; depth; etc. Basically, the fundamental parts
used to create a design are known as the "elements of design." The components are the instruments that
will aid you in creating your design. There are eight components to the design. In contrast, the design
principles are the guidelines you should adhere to for the best results. You should take into account each

concept throughout their approach to create a fantastic design.

What are the design principles

To make sure a project looks good and provides the right visual experience, designers must abide
by the principles of design. Design principles can make whatever you’re creating more pleasant to look at
in addition to enhancing the composition’s or page’s aesthetic appeal. For example, concepts like
“balance” and “white space” make sure the eye isn’t overloaded and becomes visually fatigued. Instead,
variety and emphasis help to direct the viewer’s focus in the right directions. Although the various design
principles we’ll discuss below are frequently referred to separately by designers, they typically function
as a cohesive whole. To produce a particular effect, each principle or “element” complements, strengthens,

and adds to the others.




Terminologies
The given table describes the major terminologies used to define principles of design

Term Description

Pattern Pattern are a regular arrangement of elements (shapes, lines, colors) or motifs that are
alternated or repeated.

Contrast The contrasting of various design elements (such as rough and smooth textures, dark
and light values, etc.) in order to draw attention to their differences or to establish a
focal point.

Emphasis One component of an artwork is given extra consideration or importance. The use of
placement, contrast, color, size, and repetition can all be used to create emphasis.
Connects to the focal point.

Balance When design elements are arranged symmetrically or asymmetrically to give the

impression of equal weight or importance, a sense of balance is produced.

Proportion/ The link between items in terms of their dimensions, numbers, and other factors.

Scale comprising the connection between a whole's component pieces.

Harmony The placement of elements to convey to the observer that the piece's various

components work together to create a cohesive whole.

Rhythm/ Using repeating themes to guide the viewer’s eye around the artwork Random, regular,
Movement alternating, progressive, and flowing are the five different types of rhythm. The
arrangement of the pieces to draw attention to the focal point. For instance, movement

can be controlled using shape, color, and edges.




What is the Meaning of Elements of Design

The fundamental components that designers use to construct their designs are known as “design

elements.” The parts, the components that can be isolated and defined in any visual design, are the work’s

structure, the elements that can be arranged and used as a part of any composition. Regardless of talent,

taste, or style, design elements are present and have an impact on how a piece of work is interpreted,

executed, and used. In one way or another, everything has a form. Form is not the same as form’s substance

when we discuss it. Line, colour, shape, form, value, space, and texture are the primary elements. If you

have a firm understanding of these concepts, you can comprehend design elements and others that may

appear. It will be possible to examine a design in detail and learn about the creative process.

Terminologies
The given table illustrates the major terms used to define the elements of design

Term
Line

Shape

Form

Colour

Texture

Space

Description
Vertical, horizontal, and diagonal angular, dotted, fractured, straight hefty, thin

Two-dimensional and flat Geometric (square, circle, oval, triangle) (square, circle, oval,

triangle) Organic (all other shapes) (all other shapes)

3D (three dimensional) (three dimensional) Geometric (cube, sphere, cone) (cube, sphere, cone)
Organic (all other forms such as: people, animals, tables, chairs, etc.) (all other forms such as:

people, animals, tables, chairs, etc.)

Relates to the light’s wavelengths refers to the names of hue, value (lightness/darkness),
intensity (amount of pigment saturated), and temperature (warm and cool) relates to shade, tone,

and tint
The way a surface feels, looks, is thick, or is sticky (for example: smooth, rough, silky, furry)

The region surrounding, enclosing, or separating images or portions of images has to do with

perspective Positivity and opacity
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Principles of Design

The principles of design are the rules you must follow to create an effective and attractive design composition.
The fundamental principles of design are: Emphasis, Balance and Alignment, Contrast, Repetition,

Proportion, Movement and White Space.

Design differs from art in that it has to have a purpose. Visually, this functionality is interpreted by making
sure an image has a center of attention, a point of focus. Maybe you’re thinking, ‘But wait! I thought design
was all about creativity?’ If you’re a business owner, marketer or designer who’s just starting out, you might
be tempted to go wild and combine the first five typefaces and colors that catch your eye, believing you’re
creating something fresh and new. You will probably find yourself with a design that is muddled, unfinished,

or well, just plain ugly.

Graphic design, like any discipline, adheres to strict rules that work beneath the surface to make the work

stable and balanced. If the design is missing that balance, it will be weak and ineffective.

Emphasis

e Balance and alignment
e Contrast

e Repetition

e Proportion

e Movement

e White space



https://www.vistaprint.com/hub/principles-of-design#1
https://www.vistaprint.com/hub/principles-of-design#2
https://www.vistaprint.com/hub/principles-of-design#3
https://www.vistaprint.com/hub/principles-of-design#4
https://www.vistaprint.com/hub/principles-of-design#5
https://www.vistaprint.com/hub/principles-of-design#6
https://www.vistaprint.com/hub/principles-of-design#7

1. Emphasis

The first of the 7 design principles is emphasis, referring to the focal point of a design and the order of
importance of each element within a design. Say you’re creating a poster for a concert. You should ask
yourself: what is the first piece of information my audience needs to know? Is it the band? Or the concert

venue? What about the day and the cost of attending?

Make a mental outline. Let your brain organize the information and then lay out your design in a way that
communicates that order. If the band’s name is the most essential information, place it in the center or make
it the biggest element on the poster. Or you could put it in the strongest, boldest type. Learn about color

theory and use strong color combinations to make the band name pop.

2. Balance and alignment

Never forget that every element you place on a page has a weight. The weight can come from color, size, or
texture. Just like you wouldn’t put all your furniture in one corner of a room, you can’t crowd all your
heavy elements in one area of your composition. Without balance, your audience will feel as if their eye is

sliding off the page.

Symmetrical design creates balance through equally weighted elements aligned on either side of a center
line. On the other hand, asymmetrical design uses opposite weights (like contrasting one large element with

several smaller elements) to create a composition that is not even, but still has equilibrium.

3. Contrast

Contrast is what people mean when they say a design “pops.” It comes away from the page and sticks in
your memory. Contrast creates space and difference between elements in your design. Your background
needs to be significantly different from the color of your elements so they work harmoniously together and

are readable.

If you plan to work with type, understanding contrast is incredibly essential because it means the weight
and size of your type are balanced. How will your audience know what is most important if everything is in

bold?

As you seek out examples of really strong, effective design, you’ll notice most designs only feature one or
two typefaces. That’s because contrast can be effectively achieved with two strong fonts (or even one strong

typeface in different weights). As you add fonts, you dilute and confuse the purpose of your design.



https://99designs.com/blog?p=24227
https://99designs.com/blog?p=24227

4. Repetition

If you limit yourself to two strong typefaces or three strong colors, you’ll soon find you’ll have to repeat
some things. That’s ok! It’s often said that repetition unifies and strengthens a design. If only one thing on
your band poster is in blue italic sans-serif, it can read like an error. If three things are in blue italic sans-

serif, you’ve created a motif and are back in control of your design.

Repetition can be important beyond one printed product. Anyone thinking about a startup knows one of the
first things you need is a strong logo to feature on your website, business cards, social media and more.

Brand identity? Another term for repetition.

5. Proportion

Proportion is the visual size and weight of elements in a composition and how they relate to each other. It

often helps to approach your design in sections, instead of as a whole.

Grouping related items can give them importance at a smaller size—think of a box at the bottom of your
poster for ticket information or a sidebar on a website for a search bar. Proportion can be achieved only if
all elements of your design are well-sized and thoughtfully placed. Once you master alignment, balance,

and contrast, proportion should emerge organically.

6. Movement

Going back to our concert poster. If you decided the band was the most important piece of information on

the page and the venue was the second, how would you communicate that with your audience?

Movement is controlling the elements in a composition so that the eye is led to move from one to the next
and the information is properly communicated to your audience. Movement creates the story or the
narrative of your work: a band is playing, it’s at this location, it’s at this time, here’s how you get tickets.
The elements above—especially balance, alignment, and contrast—will work towards that goal, but without

proper movement, your design will be DOA.

If you look at your design and feel your eye get “stuck” anywhere on it—an element is too big, too bold,

slightly off-center, not a complimentary color—go back and adjust until everything is in harmony.




7. White space

All of the other principles of design deal with what you add to your design. White space (or negative space)
is the only one that specifically deals with what you don 't add. White space is exactly that—the empty page
around the elements in your composition. For beginning designers it can be a perilous zone. Often simply

giving a composition more room to breathe can upgrade it from mediocre to successful.

White space isn’t sitting there doing nothing—it’s creating hierarchy and organization. Our brains naturally
associate ample white space around an element with importance and luxury. It’s telling our eyes that objects

in one region are grouped separately from objects elsewhere.

Even more exciting, it can communicate an entirely different image or idea from your main design that will
reward your audience for engaging with it. The logo above uses active negative space to communicate

multiple ideas in one fun, creative design.

Introduction to design thinking

Design Thinking is a methodology basically used for Problem Solving. It concentrates on the human
point of view and the customer’s usage area. The Design Thinking approach specially used in
business, marketing, and design fields. The main motive of the methodology is to take the User into
consideration initially and then take the remaining considerations. This is done only by finding needs,

creating a solution for a product that is really helpful.




Design Thinking Concept is Divided into 6 Phases as Shown:

Implementation @ B @ Empathize

Design
Thinking

Test Define

@‘

Prototype Ideate

1.Empathize: This phase is basically the Information Gathering phase. Business-related
information gathered by searching and understanding the customer’s views. It is done by
interviews, group discussions, and most of the observations. Along with this the questions

related to What, How, Why take into consideration.

2. Define: In this phase, we focus on the collection and classification of the information from
the empathize phase. The information gets categorized according to ideal customers, their

problems, the solution to their problems and needs, and fears of users that we have to consider.

3. Ideate: In this phase, we give an optimized and real-time solution to the problems. No
irrespective and illogical thinking accepted. These solutions are raised by Sketching and

Prototyping.

4. Prototype: In the prototyping phase, the basic implementation of the design thinking
solution is used to verify the solution in real life. During prototyping it finally takes our idea in

real life. The prototype must be less expensive and the very first version of the ideal solution.




5. Test: After the above phases finally, it is time to verify the product in real life. Customers
are able to use it and give feedback for their personal experience. Also, the designer can ask

questions on how to improve such products for better usage.

6. Implementation: This is a final phase of design thinking where all collected information
gets converted into the final product. The implementation phase takes about a month to
develop our new system. Both frontend and backend developers work to implement the

requirements.

Design Thinking is Helpful in Many Areas:

e It is used in project management, it is used to define the scope and architecture of the
project.

o It is used for business management. It used to focus on the features which have more value
in the actual world.

o It helps to allocate the goal so that we can go towards the exact direction with more clear
views. In this wayj, it is helpful in the development field.

e For most of the team works, It allows us to work in a more effective manner and according

to users’ requirements.

History of Design Thinking:

It’s virtually impossible to list all of the influential factors that led to the contemporary understanding of design
theory, process and practice. Business analysts, engineers, scientists and creative individuals have studied the
methods and processes behind innovation for decades. Early glimpses of design thinking date back to the
1950s and 1960s, although these references were more within the context of architecture and engineering —

fields which struggled to grapple with the rapidly changing environment of that era.

World War II did have a profound effect on strategic thinking, however, and we have looked for new ways to
solve complex problems ever since. In fact, we can say this huge world event fundamentally changed the way

we apply ourselves to management, production and industrial design in the modern world. Let’s take a look at

the history of design thinking, decade by decade, and see how the story unfolds from this point onwards.
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The 1960s: Attempts Were Made to Make Design Scientific

In the ‘60s, people applied scientific methodology and processes in an attempt to understand every aspect of

design.

The struggle continued throughout the decade as further attempts were made to bring the field within the

objective of rational sciences and, ultimately, make design scientific.

The term “Wicked Problems™ is Coined

In the mid-1960s, Horst Rittel wrote and spoke extensively on the subject of problem-solving in design... so
much so that he’s known as the design theorist who coined the term “wicked problem” to describe problems

which are multidimensional and extremely complex.

The 1970s: The Principles of Design Thinking Started to Emerge

Cognitive scientist and Nobel Prize laureate Herbert A. Simon was the first to mention design as a way of
thinking in his 1969 book, The Sciences of the Artificial. He then went on to contribute many ideas throughout
the 1970s which are now regarded as principles of design thinking.
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The 1980s: Solution-Focused Problem-Solving was Observed

Bryan Lawson, Emeritus Professor at the School of Architecture, University of Sheffield, UK, also discussed
the insights he’d gathered from a series of interesting tests. The main goal of the tests was to compare the

methods used by scientists and architects when they attempted to solve the same ambiguous problem.

1987: Design Thinking was Compared to Architecture Once Again

Peter Rowe, then Director of Urban Design Programs at Harvard, published his book Design Thinking in 1987.

It focuses on the way architectural designers approach their tasks through an inquisitive lens.

The 1990s to the Present

1991

It is widely accepted that IDEO is one of the companies that brought design thinking into the mainstream. They
developed their own customer-friendly terminology, steps and toolkits over the years, and made the process

more accessible to those not schooled in design methodology.

1992

Richard Buchanan, then Head of Design at Carnegie Mellon University, published his article “Wicked Problems
in Design Thinking”, which discussed the origins of design thinking.

2004

David Kelley founded the Hasso Plattner Institute of Design at Stanford—commonly known as the
d.school. The d.school has made the development, teaching and implementation of design thinking one of its
central goals since inception, and it serves as a source of huge inspiration to design thinkers across the world,

including us here at the Interaction Design Foundation.
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Present Day

At present, the design thinking movement is rapidly gaining ground—with pioneers like IDEO and the
d.school paving out a path for others to follow. Other prestigious universities, business schools and forward-

thinking companies have adopted the design thinking methodology




UNIT-1I

Design thinking process:

Introduction:

Design Thinking is a design methodology that provides a solution-based approach to
solving problems. It‘s extremely useful in tackling complex problems that are ill-defined or
unknown, by understanding the human needs involved, by re-framing the problem in human-
centric ways, by creating many ideas in brainstorming sessions, and by adopting a hands-on
approach in prototyping and testing. Understanding these five stages of Design Thinking will
empower anyone to apply the Design Thinking methods in order to solve complex problems that

occur around us — in our companies, in our countries, and even on the scale of our planet.

We will focus on the five-stage Design Thinking model proposed by the Hasso-Plattner
Institute of Design at Stanford (d.school). d.school is the leading university when it comes to
teaching Design Thinking. The five stages of Design Thinking, according to d.school, are as
follows: Empathise, Define (the problem), Ideate, Prototype, and Test. Let‘s take a closer look at

the five different stages of Design Thinking.

Design Thinking: A 5 Stage Process
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1.Empathise

The first stage of the Design Thinking process is to gain an empathic understanding of the
problem you are trying to solve. This involves consulting experts to find out more about the area
of concern through observing, engaging and empathizing with people to understand their
experiences and motivations, as well as immersing yourself in the physical environment so you
can gain a deeper personal understanding of the issues involved. Empathy is crucial to a human-
centered design process such as Design Thinking, and empathy allows design thinkers to set aside

their own assumptions about the world in order to gain insight into users and their needs.

Depending on time constraints, a substantial amount of information is gathered at this stage
to use during the next stage and to develop the best possible understanding of the users, their needs,

and the problems that underlie the development of that particular product.

Empathise
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1. Define (the Problem)

During the Define stage, you put together the information you have created and gathered
during the Empathise stage. This is where you will analyse your observations and synthesise them
in order to define the core problems that you and your team have identified up to this point. You

should seek to define the problem as a problem statement in a human-centred manner.

To illustrate, instead of defining the problem as your own wish or a need of the company
such as, -We need to increase our food-product market share among young teenage girls by 5%,
a much better way to define the problem would be, -Teenage girls need to eat nutritious food in

order to thrive, be healthy and grow.|

The Define stage will help the designers in your team gather great ideas to establish
features, functions, and any other elements that will allow them to solve the problems or, at the
very least, allow users to resolve issues themselves with the minimum of difficulty. In the Define
stage you will start to progress to the third stage, Ideate, by asking questions which can help you
look for ideas for solutions by asking: ~-How might we... encourage teenage girls to perform an

action that benefits them and also involves your company‘s food-product or service?l

Define

)]




2. Ideate
During the third stage of the Design Thinking process, designers are ready to start generating

ideas. You‘ve grown to understand your users and their needs in the Empathise stage, and you‘ve
analysed and synthesised your observations in the Define stage, and ended up with a human-
centered problem statement. With this solid background, you and your team members can start
to "think outside the box" to identify new solutions to the problem statement you‘ve created, and
you can start to look for alternative ways of viewing the problem.

There are hundreds of Ideation techniques such as Brainstorm, Brainwrite, Worst Possible
Idea, and SCAMPER. Brainstorm and Worst Possible Idea sessions are typically used to stimulate
free thinking and to expand the problem space.

It is important to get as many ideas or problem solutions as possible at the beginning of
the Ideation phase. You should pick some other Ideation techniques by the end of the Ideation
phase to help you investigate and test your ideas so you can find the best way to either solve a

problem or provide the elements required to circumvent it.

Ideate
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3. Prototype
The design team will now produce a number of inexpensive, scaled down versions of the

product or specific features found within the product, so they can investigate the problem
solutions generated in the previous stage. Prototypes may be shared and tested within the team
itself, in other departments, or on a small group of people outside the design team. This is an
experimental phase, and the aim is to identify the best possible solution for each of the
problems identified during the first three stages.

The solutions are implemented within the prototypes, and, one by one, they are
investigated and either accepted, improved and re-examined, or rejected on the basis of the
users® experiences. By the end of this stage, the design team will have a better idea of the
constraints inherent to the product and the problems that are present, and have a clearer view

of how real users would behave, think, and feel when interacting with the end product.

Prototype

e
-

What makes up the design thinking process to help innovators?

Managing New Product Development (NPD) can be a daunting challenge and so it is
critical to focus on what is important. Design thinking becomes a highly useful and effective
collaborative strategy to identify and solve problems creatively. As it is a non-linear, iterative
approach that focuses on user needs, articulating frameworks, and formulating a strategy its
constantly addressing the direction, design, and development and encourages a -fast acting-
learningl cycle.

Recognizing that the direction, design, and development needs are constantly looping back
to validate against the user needs is central to design thinking. The earlier you involve design
thinkers, and specifically in contributing to any product brief, the more you can provide valuable

support in the NPD process.
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A series of excellent posts by Peterson, such as -Design Thinking - What Is It in Practice,ll Or
-How to Manage Innovation With Design Thinking,|l raise the importance of the value of design

thinking within the innovation development process.

The value of design thinking hinges on how involved it becomes within any newdevelopment
thinking

Establishing an inspirational design brief early on can help guide the process. Having partof any
brief include the design strategy can assist in facilitating innovation strategy, diagnosis,

formulation, and implementation.

Design thinking does have its limitations applied to innovation work.

Design thinking‘s primary use, to date, has been in developing incremental innovation or
help resolve specific problems or challenges. There are often recognized needs established or can
be quickly found out, but if the requirement has a more open brief then design thinking needs to

shift from a tactical part to play into a more strategically designed one, where problem definition,

placing it in the appropriate context sometimes becomes as complex to understand as the thinking
that goes into achieving the potential solutions. There can be a lot of _push back® if the problem

has not been fully framed, as the solution might only have many unintended consequences.
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The critical point is that design thinking is human-centered

It stands in service of creating positive outcomes for people, then its value is through a
series of activities to inspire the essential elements of creativity, to be able to take an abstract idea
and create something with it. It helps you to actualize your concepts and results, to drive increased
adoption, help design the behavioral change and ease in ongoing use. So, it becomes the tool to
engage with people, find the purpose that _it* is meaningful and as a result, it should generate
positive cash flow. Value, meaning, and profit.

The five phases of design thinking, according to d.school, are as follows:

o Empathize — with your users

Define — your users‘ needs, their problem, and your insights

Ideate — by challenging assumptions and creating ideas for innovative solutions

Prototype — to start creating solutions

Test — solutions

It is important to note that the five phases, stages, or modes are not always sequential.

PROTOTYP

Design thinking with services in mind

Design thinking is not just for products; it can help across services, and in designing new

business models. As we combine product and service far more then design thinking is focusing
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even further on meeting the user‘s and customer‘s needs for that service. Service design needs to
_feed* into creating those great customer experiences.

Today many organizations, capitalizing on technology are looking to build a
comprehensive customer journey map, covering all the touch-points that a customer has with the
organization. Each of these becomes a potential engagement point, but so often organizations
struggle as they lack a complete understanding.

Design thinking can help and become as valuable to be part of any process, organizational
information, and technology (re-)design. One of its critical roles to play is to keep the organization
clear it is not internal design needs; it is customer needs as central. Often customer journey
understandings become component-by-component built by the specific team engaged in that
touch-point (customer service, spare or replacement part, billing) but the total delivery of any
service-oriented solution needs a holistic approach, and design thinking can greatly help in this.

Service design tends to have a higher planning and organizing level. The focus is on
understanding infrastructure, communications, and material components increases. The service
design has a higher -quality, time, and interactionl emphasis for the response outcomes.

A constant questioning with any design thinking process revolves around -is it useful, usable,
desirable, efficient, and effective?l The more you involve the customer, the more you design the

solutions to match these requirements.

Frame work of Design Thinking:

Discover
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1. Discovery
Choose a strategic topic to focus on and learn about. Design thinking starts with an end goal, a

desired future, and approaches to how you can make it happen. The topic should be one you find

compelling and motivating. Research your topic for insights. What do you need to understand?
What are the opportunities embedded in problems? Ask -whyll questions to dig deeper.

Leverage stories to discover insights. What stories are your customers telling about their
experiences? What are the hopes, fears, and goals that motivate them? What insights can you draw

from their problems and aspirations?

2. Frame and reframe

Framing the right problem is the only way to create the right solution. Make sense of research by
seeing patterns, themes, and larger relationships between the pieces of information. Uncover
customer insights to reframe problem areas into opportunities.

3. Incubate
Creativity comes from a blend of individual and group ideation. Give people time to reflect on
ideas and incubate on their own before running a group ideation session.

4. Ideate

Now that you have some deep insights about your customers or users, generate ideas for offerings
that will deliver value to your customers. Build on ideas by asking -What else?l The goal is to
push beyond the obvious and generate a set of really good options for consideration.

S. Decide

Display your ideas on a wall and look for ideas that have "wow" power. This will save you from
draining everyone‘s energy by debating every single idea. Vote for the best options based on
criteria such as desirability, technical feasibility, and business viability. The team can then choose
one to three ideas to prototype and test.

6. Prototype

Combine, expand, and refine ideas in the form of rough models or sketches. Invite users to test out
and respond to your prototype. How do they feel about your ideas? What feedback do they have?
Their responses will inform whether you move forward or kill your idea before investing additional
resources.

7. Deliver

The prototypes you have tested, built and launched will have a better chance of succeeding in the
marketplace.

8. Iterate

Design is not a linear. It is an iterative process. Use feedback to improve on your ideas and keep
iterating until there is nothing more to add or subtract.
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9. Frame and reframe

Framing the right problem is the only way to create the right solution. Make sense of research by
seeing patterns, themes, and larger relationships between the pieces of information. Uncover
customer insights to reframe problem areas into opportunities.

10.Incubate
Creativity comes from a blend of individual and group ideation. Give people time to reflect on
ideas and incubate on their own before running a group ideation session.

11.Ideate

Now that you have some deep insights about your customers or users, generate ideas for offerings
that will deliver value to your customers. Build on ideas by asking -What else?l The goal is to
push beyond the obvious and generate a set of really good options for consideration.

12.Decide

Display your ideas on a wall and look for ideas that have "wow" power. This will save you from
draining everyone‘s energy by debating every single idea. Vote for the best options based on
criteria such as desirability, technical feasibility, and business viability. The team can then choose
one to three ideas to prototype and test.

13.Prototype

Combine, expand, and refine ideas in the form of rough models or sketches. Invite users to test out
and respond to your prototype. How do they feel about your ideas? What feedback do they have?
Their responses will inform whether you move forward or kill your idea before investing additional
resources.

14.Deliver

The prototypes you have tested, built and launched will have a better chance of succeeding in the
marketplace.

15.1terate

Design is not a linear. It is an iterative process. Use feedback to improve on your ideas and keep
iterating until there is nothing more to add or subtract.

Distinctions Between Design and Design Thinking:

Steve Jobs famously said, -Most people make the mistake of thinking design is what it
looks like. People think it‘s this veneer — that the designers are handed this box and told, _Make
it look good!‘ That‘s not what we think design is. It‘s not just what it looks like and feels like.

Design is how it works.[5

Tim Brown, CEO of IDEO, the design company that popularised the term design thinking,
says -Design thinking can be described as a discipline that uses the designer‘s sensibility
and methods to match people‘s needs with what is technologically feasible and what aviable

business strategy can convert into customer value and market opportunity.l6
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Thinking like a designer brings together what is desirable from a human point of view with what is
technologically feasible and economically viable. It also allows people who aren‘t trained as designers to use

creative tools to address a vast range of challenges.

Design thinking draws on logic, imagination, intuition and systemic reasoning to explore the
possibilities of what could be and to create desired outcomes that benefit the end user (the customer).

Design thinking is our best tool for sense-making, meaning making, simplifying processes, and
improving customer experiences. Additionally, design thinking minimises risk, reduces costs, improves speed,
and energises employees. Design thinking provides leaders with aframework for addressing complex human-

centred challenges and making the best possible decisions concerning:

* Redefining value

* Re-inventing business models

« Shifting markets and behaviours

* Organisational culture change

» Complex societal challenges such as health, education, food, water and climate change

Problems affecting diverse stakeholders and multiple systems

Implementing the process in driving inventions

Implementing a process to drive innovation involves creating a structured framework that encourages the
generation, development, and implementation of creative ideas. Here’s a step-by-step guide to implementing an
innovation process within an organization:

1. Establish a Culture of Innovation:
e Foster an environment that values creativity, experimentation, and risk-taking. Encourage open
communication, diverse perspectives, and a willingness to challenge the status quo.
2. Define Clear Objectives and Goals:
o Determine the specific areas or aspects of the organization where innovation is most needed.
Clearly articulate the goals and outcomes you hope to achieve through the innovation process.
3. Identify Innovation Champions:
e Appoint individuals or teams responsible for driving the innovation process. These champions
should be passionate about innovation and have the skills to facilitate creative thinking.
4. Understand Customer Needs and Market Trends:
o Conduct market research and engage with customers to understand their pain points, preferences,

and emerging trends. This insight will guide the direction of your innovation efforts.
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Idea Generation:

e Encourage employees at all levels to contribute ideas. Provide platforms for brainstorming
sessions, idea contests, suggestion boxes, and collaborative workshops. Emphasize diversity of
thought.

Idea Evaluation and Prioritization:

o Establish criteria for evaluating and prioritizing ideas. Consider factors such as feasibility, market

potential, alignment with organizational goals, and resource requirements.
Prototype and Testing:

e Develop prototypes or proofs of concept for selected ideas. This allows for practical testing and

refinement before full-scale implementation.
Allocate Resources:

e Provide the necessary resources, including funding, time, and expertise, to support the

development and implementation of innovative ideas.
Create Cross-Functional Teams:

e Form multidisciplinary teams that bring together individuals with diverse skills and expertise. This

promotes a holistic approach to problem-solving and innovation.
Encourage Collaboration and Knowledge Sharing:

o Foster a collaborative work environment where employees freely exchange ideas and insights. Use

platforms like intranets, team meetings, and collaboration tools to facilitate communication.
Pilot Projects:

e Test innovations on a small scale before full-scale implementation. This allows for adjustments

based on real-world feedback and minimizes potential risks.
Measure and Evaluate Progress:

o Establish key performance indicators (KPIs) to track the impact of innovations. Monitor progress

towards achieving the defined objectives and make adjustments as needed.
Celebrate Success and Learn from Failures:

o Recognize and celebrate successful innovations to reinforce a culture of creativity. Additionally,

view failures as learning opportunities and use them to refine future innovation efforts.
Feedback and Iteration:

o Solicit feedback from stakeholders, including employees, customers, and partners. Use this

feedback to refine and improve the innovation process for ongoing success.
Institutionalize Innovation:
o Integrate innovation into the organization’s core values, strategic plans, and day-to-day operations.

Ensure that it becomes a natural part of how the organization operates.




Design thinking in social innovations:

1.Empathy and co-creation
2Systems thinking and impact measurement

3Diversity and inclusion
4Ethics and responsibility

5Learning and adaptation

1.Empathy and co-creation

One of the key principles of design thinking is empathy, which means
understanding the needs, emotions, and perspectives of the users and
stakeholders. Empathy helps to identify the root causes of the problem and the
opportunities for improvement. Co-creation is another important aspect of
design thinking, which means involving the users and stakeholders in the design
process and empowering them to contribute their ideas, feedback, and insights.
Co-creation fosters trust, ownership, and participation, and leads to more
relevant and sustainable solutions.

2.Systems thinking and impact measurement

Another trend in design thinking for social innovation is systems thinking, which
means looking at the problem and the solution in the context of the larger
system and the interrelated factors that influence it. Systems thinking helps to
avoid unintended consequences, identify leverage points, and create systemic
change. Impact measurement is also crucial for design thinking for social
innovation, as it helps to evaluate the effectiveness, efficiency, and scalability of
the solution, and to learn from the results and improve the design. Impact
measurement can be done using various methods and tools, such as logic
models, theory of change, indicators, surveys, interviews, and stories.
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3.Diversity and inclusion

A challenge for design thinking for social innovation is diversity and inclusion,
which means ensuring that the design process and the solution are respectful,
accessible, and beneficial for all the users and stakeholders, especially those who
are marginalized, excluded, or vulnerable. Diversity and inclusion require
awareness, sensitivity, and action, and can be fostered by engaging diverse
voices, perspectives, and experiences, addressing biases and stereotypes, and
designing for equity and justice.

4.Ethics and responsibility

Another challenge for design thinking for social innovation is ethics and
responsibility, which means considering the ethical implications, risks, and trade-
offs of the problem and the solution, and taking responsibility for the impact and
consequences of the design. Ethics and responsibility require reflection, dialogue,
and accountability, and can be guided by ethical principles, frameworks, and
codes of conduct, such as human rights, social justice, and sustainability.




Tools of design thinking - person, costumer, journey map, brain

storming, product development

Journey Maps

In recent years empathy maps and_journey maps have gained popularity due to the fact they are an upgrade and

extension of personas. Personas are too empathy maps, what the internet is to our intellect. We have a base set of
knowledge that we can store by default, but with the advent of the internet — and smartphones — we now treat
the internet as a more detailed extension of our intellect. We may not know the exact answer, but we know how
to find it, yet the intellect would be rendered useless without our intellect as we would no longer be able to use it
in the slightest. That is the relationship personas have with empathy and journey maps. They are not a

replacement and they serve no purpose without the personas in place.

Brainstorming

Brainstorming is a process where you want to make sure that no idea is off-limits. Perhaps you’re thinking, “This
idea can’t be executed, the technology just isn’t there yet!” or “We definitely don’t have the budget for this”.
While these are both valid concerns, write it down anyway. You never know what it may inspire. Perhaps after
hearing your idea someone thinks of a way to tweak it so that it is feasible. Maybe someone is able to think of a
way to water down the solution and make it executable. Never discount what human creativity and ingenuity can

accomplish. Just share it.

Product Development:

Product development is a process of developing new product or service to market, from idea generation to
launch. It constitute various activities, market research, product design, development, testing and launch. The
primary objective of the Product Development is to create a product that meets customer needs and business

objective.
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To ensure a successful product development process, several key principles should be followed:

1. Customer-Centric Approach:

It’s critical to understand and satisfy customer needs and wants. Regular customer feedback and market
research are essential for creating products that resonate with the target audience.

2. Cross-Functional Collaboration:

Effective product development involves close collaboration between various departments, including
marketing, engineering, design, and quality assurance. A multidisciplinary team can bring diverse
perspectives and skills to the project.

3. Agile Methodology:

Using agile development methodologies can help adapt to changing market conditions and customer

feedback. Agile emphasizes flexibility, iterative development, and rapid response to change.




4. Risk Management:

Identifying and mitigating risks at each stage is crucial. This includes technical, market, and financial risks.
Effective risk management helps prevent costly setbacks.

5. Continuous Improvement:

Product development is an ongoing process. Regularly revisiting and improving products is essential for
staying competitive and addressing changing customer needs.
Steps involve in Product Development
Some of the major steps that are involved in product development are as follows:
1. Idea: This is where you come up with the concept for your new product. It’s the initial spark of
creativity.
2. Plan: After you have an idea, you need a detailed plan that outlines how you’ll create the product.
This includes design, materials, and how to put it together.
3. Build: Creating a prototype, which is like a test version of the product, helps you see if your idea
can work in the real world.
4. Test: This step involves checking if the product functions as expected. Any issues or problems are
identified and fixed.
5. Make: Once you’re sure the product works well, you can start producing it on a larger scale.
6. Sell: Finally, you introduce the product to the market so that people can buy and use it.
The Stages of Product Development
Product development typically involves a series of stages, each with its own set of tasks and challenges.

While these stages can vary in complexity and duration, they generally include:
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Stages of Product Development

1. Idea Generation:

This is the first phase in which concepts for fresh products are created. Ideas can come from various sources,
including customer feedback, market research, internal brainstorming, or industry trends.

2. Conceptualization:

After being chosen, an idea is developed into a concept. This stage involves defining the product’s purpose,
target market, and unique selling points. It helps shape the product’s initial vision.

3. Design and Planning:

This phase involves creating detailed product specifications, design blueprints, and project plans. It also
includes selecting materials, technology, and manufacturing methods.

4. Prototype Development:

A prototype or a minimum viable product (MVP) is created to test the concept’s feasibility. This stage helps
identify potential issues, refine the design, and make necessary adjustments.

5. Testing and Evaluation:

The product is rigorously tested for performance, safety, quality, and user satisfaction. Feedback from testing

is used to make further improvements.




6. Manufacturing or Development:

The product design enters the production stage when it is complete. For software or digital products, this
stage involves coding and development.

7. Marketing and Commercialization:

Preparing the product for market launch involves developing marketing strategies, setting pricing, and
creating promotional materials. It also includes planning the distribution and sales channels.

8. Launch:

The product is introduced to the market. A successful launch involves managing supply chains, monitoring
customer feedback, and addressing any post-launch issues.

9. Post-launch Support:

Product development doesn’t end at the launch. Ongoing support, updates, and improvements are critical to

maintaining the product’s competitiveness and customer satisfaction.
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