
Food Design Thinking 
 
 

Francesca Zampollo, PhD 





Food Design Thinking 
 
 

Francesca Zampollo, PhD 



Design	
  is	
  where	
  science	
  and	
  art	
  break	
  even.	
  	
  
Robin	
  Mathew	
  



It’s	
  art	
  if	
  it	
  can’t	
  be	
  explained.	
  [...]	
  	
  
It’s	
  design	
  if	
  it	
  doesn’t	
  need	
  explana<on.	
  

Wouter	
  Stokkel	
  



…	
  so	
  What	
  is	
  Design?	
  

The	
  deliberate	
  and	
  reasoned	
  shaping	
  and	
  making	
  of	
  our	
  
environment	
  in	
  ways	
  that	
  sa@sfy	
  our	
  needs	
  and	
  give	
  
meaning	
  to	
  our	
  lives.	
  
	
  
HeskeB,	
  John.	
  2002.	
  Toothpicks	
  &	
  Logos:	
  Design	
  in	
  Everyday	
  Life.	
  New	
  York:	
  
Oxford	
  University	
  Press.	
  















There	
  is	
  GOOD	
  Design...	
  
	
   …and	
  there	
  is	
  BAD	
  Design	
  

1.  Good	
  Design	
  Is	
  Innova@ve	
  
2.  Good	
  Design	
  Makes	
  a	
  Product	
  Useful	
  
3.  Good	
  Design	
  Is	
  Aesthe@c	
  
4.  Good	
  Design	
  Makes	
  A	
  Product	
  Understandable	
  
5.  Good	
  Design	
  Is	
  Unobtrusive	
  
6.  Good	
  Design	
  Is	
  Honest	
  
7.  Good	
  Design	
  Is	
  Long-­‐las@ng	
  
8.  Good	
  Design	
  Is	
  Thorough	
  Down	
  to	
  the	
  Last	
  Detail	
  
9.  Good	
  Design	
  Is	
  Environmentally	
  Friendly	
  
10. 	
  Good	
  Design	
  Is	
  as	
  LiBle	
  Design	
  as	
  Possible	
  

By	
  Dieter	
  Rams	
  



There	
  is	
  GOOD	
  Design...	
  
	
   …and	
  there	
  is	
  BAD	
  Design	
  

9.	
  Good	
  D
esign	
  Is	
  

Environm
entally	
  

Friendly	
  



There	
  is	
  GOOD	
  Design...	
  
	
   …and	
  there	
  is	
  BAD	
  Design	
  

7.	
  Good	
  D
esign	
  is	
  

Long-­‐las:
ng	
  

Rince	
  and	
  Chop	
  –	
  Joseph	
  and	
  Joseph	
  



There	
  is	
  GOOD	
  Design...	
  
	
   …and	
  there	
  is	
  BAD	
  Design	
  

3.	
  Good	
  D
esign	
  

Is	
  Aesthe
:c	
  



There	
  is	
  GOOD	
  Design...	
  
	
   …and	
  there	
  is	
  BAD	
  Design	
  

10.	
  Good
	
  Design	
  Is

	
  

As	
  LiAle	
  D
esign	
  as	
  

Possible	
  

CD	
  player	
  -­‐	
  Muji	
  



Mieke	
  Gerritzen	
  







































Mighty	
  Mug:	
  
	
  
Are	
  you	
  clumsy?	
  Do	
  you	
  
have	
  hands	
  like	
  flippers?	
  
You're	
  probably	
  a	
  water-­‐
dwelling	
  mammal	
  and	
  
should	
  get	
  back	
  in	
  the	
  sea.	
  
But	
  if	
  you	
  happen	
  to	
  be	
  a	
  
serial	
  spiller	
  of	
  piping	
  hot	
  
beverages	
  then	
  have	
  we	
  got	
  
the	
  mug	
  for	
  you.	
  	
  







How	
  do	
  we	
  pursue	
  Good	
  Design?	
  
	
  



Prepara@on	
   Idea	
  Genera@on	
  	
   Solu@on	
  Development	
  

DESIGN	
  THINKING	
  



“Design	
  thinking	
  is	
  a	
  human-­‐centered	
  approach	
  to	
  innova<on	
  that	
  draws	
  from	
  the	
  
designer's	
  toolkit	
  to	
  integrate	
  the	
  needs	
  of	
  people,	
  the	
  possibili<es	
  of	
  technology,	
  
and	
  the	
  requirements	
  for	
  business	
  success.”	
  	
  

	
   	
   	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  Tim	
  Brown,	
  president	
  and	
  CEO,	
  IDEO	
  

DESIGN	
  THINKING	
  



Food	
  	
  
Design	
  
Thinking	
  

Is	
  there	
  a	
  scope	
  for	
  Design	
  
Methods	
  designed	
  

specifically	
  for	
  the	
  Food	
  
Design	
  process?	
  



Explicit	
  needs 

Observable	
  needs 

Tacit	
  needs 

Latent	
  

needs 

Explicit	
  knowledge	
  can	
  be	
  
expressed	
  by	
  par@cipants	
  in	
  
words. 
 

Observable	
  knowledge	
  is	
  
displayed	
  in	
  ac@on	
  and	
  can	
  be	
  
determined	
  through	
  
observa@on	
  by	
  experts. 

Tacit	
  knowledge	
  is	
  conscious	
  knowledge	
  
that	
  par@cipants	
  are	
  unable	
  to	
  express	
  in	
  
words. 

Latent	
  knowledge	
  is	
  subconscious,	
  possibly	
  
dormant	
  knowledge	
  that	
  par@cipants	
  are	
  unable	
  
to	
  express	
  in	
  words. 
 

say	
  
think	
  
	
  

do	
  
use	
  
	
  

make	
  
	
  

What	
  people:	
  

Sanders,	
  E.B.N.,	
  &	
  Stappers,	
  P.J.	
  (2012).	
  Convivial	
  toolbox:	
  Genera<ve	
  research	
  for	
  the	
  front	
  end	
  of	
  
design.	
  Amsterdam:	
  BIS	
  Publishers.	
  



Sanders,	
  E.B.N.,	
  &	
  Stappers,	
  P.J.	
  (2012).	
  Convivial	
  toolbox:	
  Genera<ve	
  research	
  for	
  the	
  front	
  end	
  of	
  
design.	
  Amsterdam:	
  BIS	
  Publishers.	
  



Crea@vity	
  



Fluency:	
  the	
  number	
  of	
  alterna@ve	
  uses	
  you	
  can	
  think	
  of	
  





Crea@vity	
  

2	
  	
  Important	
  aspects	
  of	
  crea@vity	
  

2	
  	
  	
  Sugges@ons	
  for	
  crea@vity	
  



1st	
  Important	
  aspect	
  of	
  crea@vity	
  



1st	
  	
  Important	
  aspect	
  of	
  crea@vity	
  



1st	
  	
  Important	
  aspect	
  of	
  crea@vity	
  





1st	
  	
  Important	
  aspect	
  of	
  crea@vity	
  

CONNECTING	
  IDEAS	
  

VISUALS	
  



2nd	
  	
  Important	
  aspect	
  of	
  crea@vity	
  



2nd	
  	
  Important	
  aspect	
  of	
  crea@vity	
  

OPPORTUNITY	
  for	
  ideas	
  to	
  connect	
  





Design a product for  
Design About Food 



2nd	
  	
  Important	
  aspect	
  of	
  crea@vity	
  

OPPORTUNITY	
  for	
  ideas	
  to	
  connect	
  



1st	
  Sugges@on	
  for	
  crea@vity	
  

SCHEMA	
  VIOLATIONS	
  
(AVOID	
  FUNCTIONAL	
  FIXADENESS)	
  





2nd	
  Sugges@on	
  for	
  crea@vity	
  

MIND-­‐WANDERING	
  





CONNECTING	
  IDEAS	
  

TIME	
  

Important	
  aspects	
  of	
  crea@vity	
  



Food	
  	
  
Design	
  
Thinking	
  



Idea	
  Genera@on	
  	
   Solu@on	
  Development	
  

FOOD	
  DESIGN	
  THINKING	
  

TED	
  
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  Themes	
  for	
  Ea@ng	
  Design	
  

Prepara@on	
  



TED	
  
Aim:	
  	
  

Radical	
  new	
  Meanings	
  for	
  Ea@ng	
  Design	
  



Roberto	
  Vergan@.	
  2009.	
  Design-­‐Driven	
  Innova<on.	
  Harvard	
  Business	
  Press	
  

Design-­‐Driven	
  Innova@on	
  

Radical	
  	
  
Change	
  

Incremental	
  
Change 

Incremental	
  	
  
Change 

Radical	
  
Change 

Technology 

Meaning 

Design-­‐Driven 

Market	
  pull	
  
(user-­‐centred) 

Technology	
  push 	
  	
  Design	
  
epiphany 



Nintendo Wii 



Stanley Honey 



Underfull tablecloth – Kristine Bjaadal 







Tool:	
  	
  
Visual	
  
Explorer	
  

TED	
  
Aim:	
  	
  

Radical	
  new	
  Meanings	
  for	
  Ea@ng	
  Design	
  



Tool:	
  	
  
Visual	
  
Explorer	
  

Technique:	
  	
  
Visual	
  
Explorer	
  

TED	
   1.	
  Frame	
  
2.	
  Browse	
  
3.	
  Reflect	
  
4.	
  Share	
  
5.	
  Extend	
  

middle 

Palus,	
  C.	
  J.,	
  &	
  Drath,	
  W.	
  (2001).	
  Punng	
  something	
  in	
  the	
  middle:	
  an	
  approach	
  to	
  dialogue.	
  Reflec<ons,	
  3(2).	
  	
  

Aim:	
  	
  
Radical	
  new	
  Meanings	
  for	
  Ea@ng	
  Design	
  



Tool:	
  	
  
Visual	
  
Explorer	
  

Technique:	
  	
  
Visual	
  
Explorer	
  

Structure:	
  

TED	
  
Aim:	
  	
  

Radical	
  new	
  Meanings	
  for	
  Ea@ng	
  Design	
  



Food	
  and	
  Drink	
  
(type,	
  amount,	
  
source,	
  how	
  
consumed)	
  

Social	
  Senng	
  
(people	
  present,	
  

social	
  
processes)	
   Physical	
  

condi@on	
  
(nourishment,	
  
other	
  status)	
  

Time	
  
(chronological,	
  

rela@ve	
  
experience)	
  

Recurrence	
  
(commonness,	
  
frequency,	
  what	
  

occurs)	
  

Loca@on	
  
(general	
  

specific,	
  access,	
  
facili@es,	
  

temperature,	
  
weather)	
  

Ac@vi@es	
  
(nature	
  and	
  
salience)	
  

Mental	
  
Processes	
  (goals	
  
and	
  emo@ons)	
  

Bisogni,	
  C.A.,	
  Falk,	
  L.W.,	
  Madore,	
  E.,	
  Blake,	
  C.E.,	
  Jastran,	
  M,	
  Sobal,	
  J.,	
  &	
  Devine,	
  C.M.	
  (2007).	
  Dimensions	
  of	
  everyday	
  
ea@ng	
  and	
  drinking	
  episodes.	
  Appe<te,	
  48(2),	
  218-­‐231	
  



Situa@onal	
  
Influences	
  
on	
  Ea@ng	
  	
  

Out	
  

Time	
  
perspec@ves.	
  
(@me	
  of	
  day;	
  
@me	
  since	
  last	
  
meal;	
  @me	
  
available;	
  

wai@ng	
  @me	
  
involved)	
  

Antecedent	
  
State.	
  (mood;	
  
physical	
  state)	
  

Occasion	
  
(Occasion	
  or	
  
reason	
  for	
  
ea@ng	
  out)	
  

Physical	
  
Facili@es	
  and	
  
Surrounding.	
  
(loca@on;	
  
Sounds;	
  
Aroma;	
  
Ligh@ng)	
  

Social	
  
surroundings	
  

(others	
  
present;	
  
personal	
  

interac@on)	
  

Schutz,	
  H.G.	
  (1995).	
  Ea@ng	
  situa@ons,	
  food	
  appropriateness	
  and	
  consump@on.	
  In	
  M.	
  MarrioB	
  (Ed.),	
  Not	
  ea<ng	
  enough	
  
(pp.	
  341-­‐359).	
  Washington	
  DC:	
  Na@onal	
  Academy	
  Press.	
  



S@mulus	
  
condi@ons 

Organism	
  
variables 

Response	
  
elements 

Food 

Physical	
  
environment 

Social	
  factors 

Somato-­‐physic	
  state 

Antude	
  towards	
  
edonism 

Preparatory	
  
ac@vityes 

Ea@ng	
  
behaviour 

Subjec@ve	
  
experiences 

Macht,	
  M.,	
  Meininger,	
  J.,	
  &	
  Roth,	
  J.	
  (2005).	
  The	
  pleasure	
  of	
  ea@ng:	
  a	
  qualita@ve	
  analysis.	
  Journal	
  of	
  Happiness	
  Studies,	
  
6(2),	
  137-­‐160.	
  



Edwards,	
  J.S.A.	
  (2000).	
  Food	
  service:	
  catering,	
  restaurant	
  and	
  ins@tu@onal	
  perspec@ves	
  of	
  the	
  meal.	
  .	
  In	
  H.	
  L.	
  
Meiselman	
  (Ed.),	
  Dimensions	
  of	
  the	
  meal.	
  The	
  science,	
  culture,	
  business	
  and	
  art	
  of	
  ea<ng	
  (pp.	
  223-­‐244).	
  Gaithersburg,	
  
Maryland:	
  Aspen	
  Publica@on	
  



Edwards,	
  J.S.A.	
  (2000).	
  Food	
  service:	
  catering,	
  restaurant	
  and	
  ins@tu@onal	
  perspec@ves	
  of	
  the	
  meal.	
  .	
  In	
  H.	
  L.	
  
Meiselman	
  (Ed.),	
  Dimensions	
  of	
  the	
  meal.	
  The	
  science,	
  culture,	
  business	
  and	
  art	
  of	
  ea<ng	
  (pp.	
  223-­‐244).	
  Gaithersburg,	
  
Maryland:	
  Aspen	
  Publica@on	
  



Management	
  
control	
  
system	
  

	
  

Atmosphere	
  

Room	
  
Mee@ng	
  
Product	
  

Edwards,	
  J.	
  S.	
  A.,	
  &	
  Gustafsson,	
  I.	
  B.	
  (2008).	
  The	
  Five	
  Aspects	
  Meal	
  Model.	
  Journal	
  of	
  Foodservice,	
  19,	
  4-­‐12	
  
	
  

You	
  &	
  	
  
companion	
  

You	
  &	
  
Others	
  
(service)	
  



Tool:	
  	
  
Visual	
  
Explorer	
  

Technique:	
  	
  
Visual	
  
Explorer	
  

Structure:	
  
FAMM	
  

TED	
  
Management	
  

control	
  
system	
  

	
  
Atmosphere	
  

Room	
  
Mee@ng	
  
Product	
  

Aim:	
  	
  
Radical	
  new	
  Meanings	
  for	
  Ea@ng	
  Design	
  



INTERPRETERS:	
  
ATTITUDES	
  
People	
  connec@on	
  
Mirroring	
  	
  
Discovery/Curiosity	
  	
  
Ea@ng	
  plus	
  
Possibili@es	
  	
  
Immersion	
  	
  
Emo@onal	
  	
  
Addi@onal	
  entertainment	
  	
  
Uniqueness	
  	
  
Sharing	
  
Differences	
  
Focus	
  on	
  food	
  
Apprecia@on	
  of	
  food	
  
Act	
  of	
  love	
  	
  
Access	
  memories	
  	
  
Part	
  of	
  yourself	
  (chef/cook)	
  
Closeness	
  to	
  food	
  
Circle	
  	
  
Observing/Curiosity	
  	
  
Disconnec@on	
  
Openness	
  	
  
Changes	
  
Blending	
  with	
  environment	
  
Closeness	
  to	
  nature	
  	
  
Look	
  for	
  feedbacks	
  	
  
Recognizing	
  achievements	
  	
  
	
  	
  
	
  
	
  

EXPECTATIONS	
  
Predictability	
  
Comfort	
  
Variety	
  
Someone	
  I	
  know	
  	
  
Similari@es	
  
Lively	
  environment	
  
Not	
  a	
  Distrac@on	
  
Differences	
  
Desire	
  	
  
Quality	
  
Closeness	
  to	
  nature	
  	
  
Space	
  	
  
Harmony	
  of	
  elements	
  
Character	
  
Skilled-­‐Mul@	
  skilled	
  
Invisible	
  	
  
ABen@ve	
  
Loving	
  the	
  job	
  
Team	
  work	
  

TED:	
  
	
  	
  
THEMES	
  	
  
for	
  	
  
Ea@ng	
  	
  
Design	
  



Idea	
  Genera@on	
  	
   Solu@on	
  Development	
  

FOOD	
  DESIGN	
  THINKING	
  

TED	
  
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

Prepara@on	
  



Idea	
  Genera@on	
  	
   Solu@on	
  Development	
  

FOOD	
  DESIGN	
  THINKING	
  

TED’s	
  Themes:	
  
Thoughts	
  for	
  Food	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  TED	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

Prepara@on	
  







Brief:	
  Design	
  a	
  dish	
  that	
  “tells	
  a	
  story”	
  





Is	
  there	
  a	
  scope	
  for	
  Design	
  
Methods	
  designed	
  

specifically	
  for	
  the	
  Food	
  
Design	
  process?	
  

YES!	
  

FOOD	
  DESIGN	
  THINKING	
  









Heston’s	
  70’s	
  Feast	
  



Edible	
  Grow	
  –	
  by	
  Chloe	
  Rutzerveld	
  





Gracias!	
  
	
  	
  

Francesca	
  Zampollo,	
  Ph.D.	
  
francesca.zampollo@gmail.com	
  
www.francesca-­‐zampollo.com	
  

	
  


