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Design Business Fundamentals
J. Schappler 9.2016

Design is a rewarding profession.  The process is inviting, interesting, filled with joyous failures and eventual successes. It’s essential to businesses and their profits, and yet, because it is creative, it is often misunderstood and under-valued in the business organization. 

Designers are the creatives in a company, often conflicted with rules, policies, and other company structures that are necessary for the company to function. Rather than barriers, these are necessary challenges and part of the overall development process to success. We all need milestones, deadlines, objectives etc. to measure our success against.  
The designer solves problems within a set of constraints.  They may be product related items, such as materials, processes etc, or company based rules, such as timelines, profitability etc. So how does one start “designing”?  First and foremost you must understand “why are we doing this project”.  Next gather the information you need to start, put a plan together and then you are ready to begin the ideation effort. You may be doing a project alone, or part of a team – make sure you understand your role and insert yourself – don’t wait to be asked.

The designer is very different from the fine artist, whose goal is an expression through the actual art piece. Industrial design is the development of objects for mass production, typically 3-dimensional physical products. We use our sketches and renderings as tools during the process, not as the end game. The product getting to market is the ideal goal!

The purpose of a business is to get and keep customers. How that’s accomplished requires a solid breadth of disciplines all working together.  As a designer, you want to clearly understand how you fit into this structure.  You will need to understand some of the primary business fundamentals and how they interact with your role.

Business Basics…

Financials:  It’s truly all about the cash that what really matters. Companies survive on cash-flow.  Accounting is just a way to keep track of whether you have more money in your bank account at the end of the current week than you had at the end of last week. Running out of cash kills more small businesses than anything else.
Marketing: What is important to your target customer? Measure this in terms of value from the customer’s perspective.  Design fits in nicely with marketing because both groups are looking at the user base and their values. You may have heard the saying “the customer is always right.” That’s wrong much of the time but the customer is still always the customer and you have no business without them.
Leadership: One’s personal capabilities can only take them so far, but working with the right team can have exponentially more success. As Satchel Paige, one of the great American baseball players, said, “None of us is as smart as all of us”.  A good leader will put the best people together for the best successes.
Business Strategy:  Understanding where the business is targeting for success is essential to having success.  There are companies that have the capital, and the desire(ego?)to be #1 in their market.  Others are content with being #2 or #3, knowing the research and development costs can be significantly less than the #1 company.  Knowing the niche your company operates in will help you design products that meet those needs.
Operations: An organization needs processes in place to effectively lead, market, develop, distribute and service products and customers. Because it takes many disciplines to get from start to the finish line, it is essential these are all coordinated in some kind of business structure, working together.

There are many different kinds of organizational structures for business, from very formal complex ones to simple informal organization charts. Without getting into these in detail, let’s look at what elements needs to be considered for a business you might join or one you might start.

A business needs to put in place a structure that brings out the best in the people.  That means making the most of your top talent and delegating the authority to them to excel, individually and with their assembled teams. Strong organizations focus on what they can control and avoid tackling issues than are out of their control, such as regulations, market conditions etc.  They exist so work with them rather than fight against. Then hold people accountable, but make sure the information transfer to them is communicated and clearly understood. This involves delegating decision-making and providing motivators at all levels of an organization. Then build upon your strengths, utilizing the strongest assets of your company and push that forward to excel in the opportunities in front of you.

In design, new graduates will generally be placed in an organization as an entry-level employee.  The expectations will focus on you learning your new position as quickly as possible to go from being a cost to a contributor. You will typically report to a Design Manager that will assign projects with timelines and expected deliverables. More than likely you will be part of a team that is made up of other designers, engineers, marketing personnel and others. Make sure you clearly understand your role among the team.

Once you’ve gained experience, there are different paths that you can go forward within the company.  Some designers prefer to stay in the trenches in design, solving problems, failing and then succeeding because they love the process and the satisfaction of creating new products. Some have migrated to prototyping because of their love for the hands-on process.  Others might be better suited in management, finding their organizational and people skills are a better match for their career.  I’ve seen many designers get out of the development side and discover their real love is marketing and selling design services.  They understand the processes, know the terminology and love sharing what design can do for prospective companies. It will take time, plus experience, for you to understand what path is best for you. In whatever path you choose, master your communication skills…it is essential for success.

Let’s summarize…
Business exists to get and keep customers.  Why?  To make a profit. As a designer, your role is to excel at creativity and implementation, usually among a team, to deliver new exciting products to the marketplace within the scope of your company’s product goals. You need to clearly understand your role and be the best you can at doing your work.  You need to understand the role of people on your team, and when available, support them as necessary to help meet the company’s objectives.

Typical Small Design Firm Simple Organizational Chart
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Design Proposals
J. Schappler 9/2016

The proposal serves a number of purposes:
Outline the project in terms of effort and process
Estimates costs for development
Provides credibility for your services
Defines the terms and conditions of the agreement
Becomes the general guideline during the development effort

The elements of a design proposal are typically:
Introduction – cover sheet summarizing overall objectives
Credibility Section – optional but helpful if multiple people may be receiving
Project Management General Items – general information such as a change order process, pertinent contact personnel, progress reporting schedules etc.
Project Description – summary of what you are being asked to propose on
Assumptions – a bulleted list of items that are understood as being provided or assumed
Development Phases – an outline of the steps for development with deliverables, costs and timelines
Contract Terms & Conditions – Payment terms, indemnification, client responsibility, intellectual property rights and other legal coverages

Most design proposals are based on information provided by the prospect, generally in the form of a Request for Proposal (RFP) or Request for Quote (RFQ).  That document should outline the deliverables the company is looking for, overall product expectations, any constraints, unit costs, annual volumes etc.  Sometimes you don’t get anything but a 30-minute conversation and you have to assemble the pieces into a proposal.  In that case, a project checklist that you provide to the prospect can be helpful to ensure you get the information needed. What’s important is to get as much information as possible so the proposal is accurate. Typical information may include:

__  Program Name 	reference name that can be used for communication
__  Description		brief overview of program objectives
__  Contact(s)		primary contact person’s telephone, address, e-mail (alternate contact)
__  Product 		system specifications, features, priority objectives
__  Information		CAD files, sample parts, marketing product parameters, constraints
__  Appearance		specific aesthetic, compare to competition
__  Interface 		user experience, service access, human factors
__  Competition	key competitors literature, web address, samples
__  Product Costs 	target unit cost, retail price
__  Manufacturing	U.S. build, Far East, capabilities, file transfer requirements
__  Vendors		any selected production vendors 
__  Volume Forecast	1st year, 3rd year, product lifecycle
__  Regulations		requirements to meet regulatory tests (UL, FCC, CE etc.)
__  Standards		requirements for drop and sealing standards (IP, MIL-Spec, ANSI, JIS, etc.)
__  Timelines 		target development timeline, production release
__  Budgets		design development, trade shows, tooling		
__  Corporate Art	logos, trade dress req. for product graphics, file formats
__  Tradeshows		specific tradeshow needs during development
__  Prototype 		appearance models, working prototypes etc.
__  Services 		services interested in for this project
__ Design Research		__ Project Management
__ Industrial Design		__ Competitive Analysis 
__ Mechanical Design		__ Vendor Solicitation and Liaison
__ Prototypes			__ Product Graphics/UI/UX
Sample Design Only Proposal

August 1, 2016

Proposal – ABC Meter Industrial Design

Mr. Please Hireme
Director of Design
ABC Company
123 main Street
Manchester, NH 03103

Dear Please:

Following is our approach for the ABC Meter industrial design. Our emphasis for this effort will be:

1. Develop multiple solutions for the meter’s industrial design
1. Evolve the chosen direction through the two other models in the family
This proposal is written based on information collected during our recent telephone discussion and additional information sent over. Our efforts are estimated as a time + materials contract with target deliverables and budgets. 
In order to proceed with (Design Company), please issue a purchase order and submit the required project deposit.  Progress will be billed on a monthly basis as a percentage of costs against the expected timelines, with the deposit credited proportionately at each billing.  
Sincerely,
[image: Joe_Full_Sig]
Joseph J. Schappler
President

COMPANY BACKGROUND
Experience – (Design Company) has a diverse portfolio of products and is experienced in a broad range of manufacturing techniques.  We are able to offer unique solutions to problems based on knowledge in other industries and our commitment to keep up awareness of new technologies.

(Design Company) has worked for Fortune 100 companies, the government, military, small/mid-size companies and individual inventors.  Our projects range from rugged handheld electronics to sporting equipment, from child development tools to industrial manufacturing equipment. 

Core Services – (Design Company) strengths stem from our diverse experience and creative problem-solving expertise.  (Design Company) offers several in-house services in product development, including:

Industrial Design			Mechanical Engineering
Models & Prototypes			Preliminary Environmental Testing
User Experience			Project Management

Development Network - To complement our internal services, (Design Company) has established a network of specialized outsourced resources that share our creative vision and commitment to customer service.  As part of this network (Design Company) can provide our customers with qualified turnkey product solutions.  Some of the capabilities include: 
	Manufacturing (US & Asia)	Graphics and Animation
	Thermal Management	Electronics Engineering
	Software Engineering	Testing and Certification
PROJECT MANAGEMENT METHODOLOGY
Success Tracking Metrics – (Design Company) members constantly monitor time spent, materials used, and activities completed for each project, and the Project Lead is required to communicate our progress with the client at the close of each week.  This process provides the client with continuous information on a regular basis so any necessary adjustments to the project can be made in a timely manner.

Change Notice Process – (Design Company) uses a “Change Order Request” form for out of scope activities that may impact timelines and/or budgets (this applies to time + materials projects only).  The intent is that the Change Order Request is submitted in advance of the required out of scope effort.  This gives the client the opportunity to make decisions on how to proceed while retaining control over out of scope budget expenditures. 

For project administrative issues, including financial questions, contact should be made with:
Joe Schappler
President
603.836.0516 (direct office)
603.315.0924 (cell)
 joe@helixdesign.com 

PROJECT DESCRIPTION
(Client) is developing a new metering family of products, targeting the consumers of all ages. It is a three - product family.  Internal components are expected to be mostly the same, with features differentiated between the two through external industrial design differences.

[bookmark: _Toc288490004]Features/considerations for this effort include:
· Aesthetics appropriate for the consumer
· Not locked into any specific design language for the new appearance
· Family look is important
· Goal is to use much of the same housings for each meter model, as practical
· Design needs to withstand a 6-sided drop, from 48 inches, onto concrete
· Replaceable battery
· Minimize liquid/dust ingress, especially around battery and ports
· Unit will be cleaned and disinfected frequently so minimize ingress areas

The approach proposed is to develop multiple concepts using a representative product to look at a variety of concepts.  Following this will be an effort to evolve a smaller subset of concepts to communicate the design across both the remainder of the product line.

DEVELOPMENT PHASES
Phase 1.0	Concept Design – (Design Company) will explore opportunities for an industrial design that fits within the intended market.  A representative meter will be used for this phase.
1. Kick-off Meeting – (Design Company) and client will review the latest program parameters and establish a baseline for development.  This gathering is to ensure that project directives at the time of proposal writing match up with the latest information and meet project requirements.  
1. Design Ideation Development – (Design Company) will develop design concepts addressing the project objectives. Our design process will use research, brainstorms and sketches. We will conceptually explore a multitude of potential solutions and funnel them down into the most promising directions for the family of meters.  Issues to be addressed conceptually include, but may not be limited to:

1. Variety of industrial design alternatives
1. Look and feel affirms reliability and accuracy
1. Display easy to read
1. Ergonomics and user interface/buttons
1. Materials, process, and finish options

1. Presentation Development – (Design Company) will refine the design exploration down to five (5) concept directions that include options or tradeoffs associated with design objectives.  Presentation-level computer sketches will be developed (see samples at end of document).

1. Design Review – This phase will conclude with a design review to select two directions for the F15 meter for continued development across both tier models.  The selected directions can be—and often is—a combination of features from multiple concepts. 
Phase 1.0 Deliverables:
1. (5) Concept directions presented as computer sketches 

[bookmark: OLE_LINK4][bookmark: OLE_LINK3]Phase 1.0 Estimated Schedule:  2 Weeks

Phase 1.0 Estimated Budget: $XXXX
[bookmark: OLE_LINK6]
Phase 2.0	Design Refinement – Two meter directions have been selected at the Phase 1.0 Review. The objectives for this phase are to refine the appearance and features and evolve the industrial design across the other products in the line, and developing the differentiating design elements. 

1. Industrial Design Refinement – (Design Company) will refine the appearance, feature set, and user interface details in keeping with engineering and manufacturing requirements, while including an additional level of reality.  The two concept directions will be communicated in refined computer renderings showing the differences between models.  Color, graphics, and material finishes will be further considered and shown in the renderings.  
1. Volumetric Mock Ups – (Design Company) recommends creating volumetric prototypes to assist in communicating general aesthetic details, volume, interface and concept thinking.  These will not be fully detailed and are expected to be hand carved foam mock-ups.

1. Preliminary Product Graphics – The limited effort we are proposing is for the application of product graphics on the physical product.  This includes logo placement and UI graphics.  Client corporate standards will be used if available. These will be communicated in the concept renderings.

1. Design Review Meeting – The development teams will review the two concept directions.

Phase 2.0 Deliverables:
1. (2) Refined computer renderings 
1. (2) Volumetric mock ups 

Phase 2.0 Estimated Schedule:  2 Weeks

Phase 2.0 Estimated Budget: $XXXX
1. $XXXX – Development Services 
1. $XXXX – Prototyping Services


Although it is understood the client intends to bring the design in-house for refined 3D CAD development, (Design Company) welcomes the opportunity to be an additional resource if needed for CAD development, prototyping etc.  Often, having (Design Company) develop up through 3D exterior shelled geometry insures the design intention is carried into the 3D CAD. Following is a typical approach for this phase for reference.

Phase 3.0	Enclosure Refinement & Geometry Hand-Off – (Design Company) will finalize the design and generate 3D CAD exterior shell geometry, incorporating updates in accordance with targeted manufacturing methods (molding considerations, etc.). 

1. Engineering Design Details – The enclosure exterior will be developed in SolidWorks with manufacturing intent in mind.  Our engineering and design teams will work closely to maintain appearance and mechanical directions. We expect 6-8 enclosure parts.

Exterior shell geometry will be created to reflect the needs of production materials and processes.  While geometry in this phase is not yet ready for production, such items as parting lines, draft for molding and texture specs will be considered to help ensure a smooth hand-off of project documentation to client’s engineering.  Individual parts will be broken out.

1. Evaluation Models – Helix will utilize our in-house rapid prototyping capabilities to review various aspects of the exterior design, which may include complete prototype builds as well as discrete elements to test out particular features, etc.  The primary prototype process used will be 3D printing.  The purpose of prototyping in this phase is to continue to validate design elements and remove risk as we move forward into preliminary geometry hand-off. 

· Preliminary Product Graphics – The limited effort we are proposing is for the application of product graphics on the physical product.  This includes logo placement and UI graphics.  Client corporate standards will be used if available. (Design Company) will develop the necessary artwork files and placement control drawings for the exterior product graphics. Documentation calls out pertinent colors (Pantone), textures (MoldTech) and finishes for all external parts.

1. Appearance Prototype – (Design Company) will produce an initial prototype for ergonomics and general appearance.  Features will be put in to assemble prototype.  While the prototype will communicate the basic mechanical approach and appearance finish, it will not be functioning.

· Geometry Review & Prototype Review – The geometry will be reviewed with the client to ensure a smooth hand-off and that all relevant information is transferred.

Phase 3.0 Deliverables:
1. Exterior shell geometry documentation in SolidWorks format (Rev. TBD) 
1. Product graphics and finishes 

Phase 3.0 Estimated Schedule:  XXX

Phase 3.0 Estimated Budget: $XXXX

Terms and Condition

I. DEFINITIONS
The following terms shall be given the meanings assigned unless a unique meaning is otherwise specified.
“Agreement” means only this proposal, contract, or agreement, by whatever name known or in whatever format used, including all exhibits and other documents expressly incorporated in it, but no previous agreements, whether verbal, written, or otherwise communicated.
“Client” means the party contracting with the consultant for the services of the consultant named in this agreement.
“Claims” means all suits, claims, proceedings, losses, damages, arbitration, liabilities, fines, penalties, costs and expenses (including reasonable attorney fees).
"(Design Company)" refers (Design Company), the professional design firm identified in the Agreement.
"Phase" refers to a specific group of services that work toward one or more specified objectives, as is more particularly described elsewhere in this Agreement.
“Project” means the design work that is the subject of this Agreement.
“Services” means the design services that Helix is to provide to Client under this Agreement
“Standard” means generally accepted professional product development practices in effect at the time, and in the market, that the Services are to be performed.
“Work Product” means any deliverable created in the performance of Services that (Design Company) has expressly agreed to deliver to Client under this Agreement. Work Product does not include: any original work that has been developed by (Design Company) for internal use or for others prior to or during this Agreement, even if that work is used or delivered by (Design Company) in performance of this Agreement; any work that is subject to third-party license agreements; information in the public domain; or generic ideas, concepts, know-how and techniques within the design business generally.

II. PAYMENT TERMS
(Design Company) works on a Net 30 payment schedule, based from invoice date. A 25% non-refundable project deposit is required to initiate projects.
Late payments will be subject to a 2% monthly finance penalty with a minimum $50 charge with the following parameters:
Payments more than 10 calendar days late will be subject to a 2% monthly late charge penalty, with a minimum $50 late charge.
Payments more than 15 calendar days late will result in any active project being put on hold until payments are made.
On “Due Upon Receipt” terms, such as deposits, payments not received within 10 calendar days will be subject to the late charge penalty described above. This does not apply if project has not started until payment is received.

Any Client approved travel expenses beyond what is budgeted are billed at cost, and include airfare, auto, and lodging plus our standard day rate at $XXX per day per person. Mileage is billed at standard government rates.

III. STANDARD OF PERFORMANCE
(Design Company) shall perform the Services in accordance with the Industrial Designers Society of America’s Code of Ethics for Industrial Design. A copy of the Industrial Designers Society of America’s code of ethics is available at www.idsa.org/content/content1/code-ethics.  Although (Design Company) may provide tangible items to Client, this Agreement is a contract for services and not for the sale of goods. The methods, details, and means of performing the Services will be determined by Helix in its sole and reasonable discretion.


IV. LIMITED REMEDY
If (Design Company) fails to perform the Services in accordance with the Standard, Client's sole and exclusive remedy, and (Design Company’s) sole and exclusive obligation, is for (Design Company) to re-perform such defective Services without charge for (Design Company’s) time expended; provided, however, that Client must report such failure in detail in writing during the thirty (30) day period after the earlier of conclusion of the corresponding Phase or receipt of notification that (Design Company) considers its Services completed. This remedy is not transferable. (Design Company) shall have no liability to the extent of deficiencies resulting from Client or omissions of Client or Client’s personnel involved in the Project or if Client or Client’s personnel have instructed (Design Company) to perform in a particular manner or in accordance with a particular schedule without regard to (Design Company’s) advice.

V. EXCLUSION OF IMPLIED AND OTHER WARRANTIES
Except as otherwise expressly warranted in this Agreement, all services and work product of (Design Company) are provided “as is”.  (Design Company) makes no warranties, expressed or implied, and hereby disclaims all implied warranties, including warranty of merchantability and warranty of fitness for a particular purpose.

VI. LIMITATION OF LIABILITY
In addition to the above exclusions (Design Company) is not liable, whether in contract or in tort, for any special, indirect, incidental, or consequential damages, including, without limitation, changes to tooling, fixtures, assembly aides, packaging, and lost profits, that may arise from or in connection with (Design Company’s) performance or failure to perform under this Agreement. Under no circumstances (including without limitation the number of claims or occurrences) shall the aggregate of (Design Company’s) liability to Client exceed the total fee for Services (Design Company) has received from Client for the Phase that corresponds to the disputed performance or failure to perform. Client shall have no right of set-off or recoupment against compensation payable to (Design Company) for any present or future claims which Client may have against (Design Company).

VII. CLIENT RESPONSIBILITY
Client is solely responsible to test the designs and any prototypes (Design Company) provides. Client is solely responsible to ensure that any resulting products are tested, manufactured, packaged, labeled (including adequate warnings), sold, and used in a safe and careful manner and in compliance with all applicable laws, regulations, and appropriate industry standards. Unless otherwise specifically stated in this Agreement, Client is solely responsible for obtaining any applicable or necessary approvals.

Client assumes all responsibility for any information and/or specifications it provides to (Design Company) and agrees that, unless specifically stated in this Agreement, (Design Company) may rely on such information and/or specifications without independent verification.

VIII. INDEMNIFICATION
Client shall indemnify, defend and hold (Design Company) and its directors, officers, employees, and agents harmless from and against all Claims for illness, injury, and property damage (including loss of use and loss of profits), actual or alleged, that may arise out of or in connection with this Agreement or the Services, Work Product, designs, prototypes, and incidental goods furnished or to be furnished to Client by (Design Company). This obligation shall apply, without limitation, to Claims of Client and any employee, invitee, or agent of Client, of any lessee or purchaser of Client’s goods or services and of any third party.

IX. DISPUTE RESOLUTION: BINDING ARBITRATION
In the event of any dispute over the Project or this Agreement, (Design Company) and Client will each use their best efforts to resolve the dispute informally and amicably within a reasonable period of time, not to exceed forty-five (45) days. If Client and (Design Company) have so used their best efforts but the dispute persists, Client and (Design Company) agree to then submit the dispute to binding arbitration before instituting any suit concerning the work covered under this agreement.

Disputes shall be submitted to binding arbitration before a mutually agreed upon arbitrator pursuant to the rules of the American Arbitration Association. The arbitrator’s award shall be final and judgment may be entered upon it in any court having jurisdiction thereof. If any provision of this Agreement shall be held by the arbitrator or court of competent jurisdiction to be void or unenforceable, such provision shall be deemed severable from this Agreement, and the remainder of this Agreement shall remain in full force and effect.

X. RIGHTS UPON TERMINATION
Client acknowledges and requests that (Design Company) commit resources in the performance of the work called for in this Agreement, and that in scheduling this work a commitment is made by (Design Company) that precludes other opportunities for these resources. Upon not less than (X) business days prior notice, Client may terminate its obligations under this Agreement, in which event (Design Company) will terminate its Services.  If this Agreement is terminated immediately without advance notice, Client will compensate (Design Company) for (X) weeks of billable time scheduled prior to the initiation of the action, as well as any incurred expenses to date.

If Client does not cooperate with (Design Company) in the performance of the Services, (Design Company) may, immediately upon giving written notice to Client, suspend the Services until Client so cooperates. If Client’s lack of cooperation continues for a period of thirty (30) days after (Design Company) is forced to suspend services, (Design Company) may thereafter immediately terminate this Agreement by giving written notice to Client. Either party may terminate this Agreement immediately upon written notice for the material breach of any provision of this Agreement by the other party; or in the case of non-payment of fees, five (5) business days prior written notice, provided that the party receiving the notice fails or refuses to cure the breach within the applicable notice period. In the event of any termination of this Agreement, Client shall pay (Design Company) all fees and reimbursable expenses for Services through the effective date of termination together with all reasonable fees and expenses charged by (Design Company) to archive and document work in progress, or to otherwise discontinue the Services.

XI. BUDGET/SCHEDULE
Unless otherwise specified in this Agreement, (Design Company’s) budget and schedule are nonbinding estimates based on experience, the Project complexity, and the information provided by Client at the time of this Agreement. Due to the complex nature of new product development, it is not possible to estimate hours, costs, or time with absolute certainty. If new information, instructions, or lead times are received or if changes (Design Company) deems significant arise during the course of the project, (Design Company) will notify Client and provide a revised estimate. (Design Company) reserves the right at any time to revise its hourly rates, but any increase shall not be effective until the completion of the current project provided the project has not been suspended for more than thirty (30) days. 

XII. INTELLECTUAL PROPERTY: DUTIES AND OBLIGATIONS
(Design Company) will not, in providing Services and Work Product under this Agreement, knowingly and willfully infringe or misappropriate any intellectual property rights of third parties. Client is solely responsible for insuring that the Services and Work Product do not infringe any third party intellectual property rights. (Design Company) has no duty or obligation to investigate whether the Services or Work Product infringe or misappropriate any third party intellectual property rights.

Client shall indemnify, defend, and hold harmless (Design Company), its directors, officers, employees, and agents from and against all Claims that may arise out of or in connection with any proved or unproved claim alleging that the Services or Work Product infringe or misappropriate any intellectual property right of any third party, and Client will undertake (Design Company’s) defense thereof at Client's expense. (Design Company) agrees to notify Client of any such Claim and provide at Client’s expense any information reasonably requested by Client to defend the Claim. The provisions of this section and Client's obligations hereunder will survive expiration or any termination of this Agreement.

XIII. INTELLECTUAL PROPERTY: PRIOR OWNERSHIP
All intellectual property owned by Client prior to execution of this Agreement or commencement of Services pursuant to this Agreement will remain the property of Client.

XIV. INTELLECTUAL PROPERTY: OWNERSHIP OF WORK PRODUCT
All work product which is first developed by (Design Company) to meet specifications supplied by Client in performing Services pursuant to this Agreement shall be deemed original creations for Client and shall hereafter be referred to as Client Work Product.

Client Work Product shall not, however, include: any original work that has been developed by (Design Company) prior its engagement under this Agreement or that has been independently developed by (Design Company) prior to execution of this Agreement or to commencement of Services pursuant to this Agreement; or work product developed by (Design Company) during the term of this agreement for (Design Company’s) own use or use of another Client. 

Upon full and timely payment by Client of all amounts due to (Design Company) under this Agreement, Client shall have ownership of such patentable and/or copyrightable Intellectual Property.

(Design Company) warrants and agrees to execute and deliver to Client, and to cause its employees, its subcontractors and their respective employees to execute and deliver to Client, any and all documents that Client may reasonably request to convey to Client the rights to the Intellectual Property covered under this agreement, or that are otherwise necessary to protect and perfect Client’s interest in such Intellectual Property. Client agrees to pay reasonable compensation to each respective member of (Design Company) for the work required to satisfy the above requirements.

If Client fails to make full and timely payment to (Design Company) of all amounts due under this Agreement, then ownership in all such patentable and/or copyrightable Intellectual Property shall remain with (Design Company) and Client shall have no rights or licenses to such patentable and/or copyrightable Intellectual Property.

XV. RIGHTS TO MARKET
Unless otherwise specified, once the Project has been lawfully introduced to others in the industry, or to the general public, (Design Company) shall have the right to include photographic or artistic representations of the Project among (Design Company’s) promotional, professional, and contest submission materials. (Design Company) shall be given reasonable access to the complete Project to make such representations. (Design Company’s) materials shall not include Client’s confidential or proprietary information. (Design Company) shall be entitled to appropriate credit for its role on the project, in Client’s media and promotional or marketing material.

XVI. INDEPENDENT CONTRACTOR
(Design Company) acts solely as an independent contractor. Nothing in this Agreement creates a relationship of employer and employee, principal and agent, partnership, or the like between Client, (Design Company), or any of their affiliates or personnel. (Design Company’s) personnel will not be eligible for, and will not receive, any so-called “fringe benefits” or other benefits extended to Client’s employees. Unless expressly stated in this Agreement, neither (Design Company) nor Client shall have any authority to enter into any contract on behalf of the other.
XVII. TAXES
Client shall pay and indemnify (Design Company) from all applicable sales, use, and other taxes (except only (Design Company’s) net income taxes), duties, licenses, fees, excises, or tariffs on the Services or any tangible items provided to Client under this Agreement, regardless of whether Helix invoices such taxes or other charges.
XVIII. CONFIDENTIALITY
Client and (Design Company) may enter a separate confidentiality agreement that shall form part of this Agreement.
XIX. FORCE MAJEURE
Neither (Design Company) nor Client shall be liable for any Claims arising from any nonperformance or delay in performance caused by circumstances beyond (Design Company’s) reasonable control, including without limitation, act of God, fire, flood, military action, terrorist action, government action, accident, labor trouble, or shortage, or inability to obtain Intellectual Property rights from third parties, material, equipment, or transportation.
XX. APPLICABLE LAW; JURISDICTION
This Agreement shall be construed in accordance with the substantive laws (as opposed to choice of law provisions) of the United States in the jurisdiction in which (Design Company’s) principal place of business is located. Any action arising out of this Agreement shall be brought in the state or federal court that has jurisdiction of (Design Company’s) principal place of business. Client consents that such courts shall have personal jurisdiction over Client.
XXI. VALIDITY/BINDING
Other than the annexed Confidentiality Agreement this agreement constitutes the entire agreement between the parties with regard to the Project and is binding by any of the following approvals:
Signed by both (Design Company) and Client
Issuance of a Purchase Order from Client to (Design Company), with reference to this Agreement
E-mail approval of this Agreement authorizing (Design Company) to proceed
Any previous communications or agreements pertaining to the Project are hereby superseded. Amendments to this Agreement must be in writing and be approved by both parties. The provisions of this Agreement are severable and if any provision is declared invalid or unenforceable, the remainder of this Agreement shall continue in full force and effect. Waiver of any particular default will not result in waiver of any subsequent or prior default.

XXII. NOTICE
Notices required or desired to be given under this Agreement shall be in writing and shall be sent either by commercial overnight delivery service or e-mail transmission confirmed by mailed copy of the notice. Notices sent by commercial overnight courier shall be deemed received on the business day following deposit of fees prepaid. Notice sent by confirmed facsimile or e-mail transmission shall be deemed received on the day given, if prior to 4:00 p.m. recipient’s local time on a business day, otherwise on the next regularly occurring business day. 
XXIII. ACCEPTANCE
This Agreement supersedes any other proposal, purchase order, or document related to the project. If Client sends to (Design Company) a purchase order or other form of acceptance in response to or referencing this Agreement, this acknowledgment represents consultant's expression of acceptance, but (Design Company) and Client shall be deemed to reaffirm all of the terms and conditions contained in this Agreement and reject any terms or conditions contained in Client’s purchase order which are additional to or different from the terms and conditions contained in this Agreement.  If Client expressly conditions its acceptance, purchase order, or any form of offer upon assent by (Design Company) to any such different or additional terms, the commencement of services under this Agreement is a rejection of and does not constitute assent by (Design Company) to any such different or additional terms.



Pitching an Idea
J. Schappler 10.2016
You have an idea to share with you boss, a client, or your team. You’re excited about the idea and now have the opportunity to pitch it to them to get the project green-lighted. 
What to do…
Be Confident
Sometimes we’re not exactly sure of our self and maybe our idea.  This is not the time to communicate that – fake it if you have to.  People buy confidence. Being prepared and knowing as much about your idea will help this confidence shine.
Know your Audience
This means you have to frame your ideas within the context of the business considerations.  If the check-writer is in the room, show how this idea can be a big financial win for the company. If pitching to your peers, show how the idea makes a better product solution. 
The Format
This is the plan for the pitch.  In the book, Sell without Selling, the author offers a seven-step plan for winning with the pitch:
• Insight: Share your most relevant observation from your research.
• Therefore: Explain the conclusion you’ve come to based on the insight.
• Concept: Articulate the design concept by revealing your actual idea in a few sentences.
• Execution: Communicate how the concept will conveyed in the project/design you’re   creating.
• Benefit: Reveal the reason why you’re executing the project in this way and how it will relay the perks to the consumer.
• Message: State the takeaway for the consumer based on the project you’ve described.
• Objective: Reiterate the goal that was outlined in the initial client brief or project assignment.

During the pitch keep the focus on the idea, not you.  It’s ok to let a bit a passion show through, just keep it secondary to the idea.
Prepare for the Pitch
It is common to see a pitch made to early, before enough homework has been done. It’s easy to understand because we get excited about our ideas and want to share them. An idea such as “we should have a shuttle to take people to the moon in under a day” sounds very cool, but is lacking the logic and substance to be effective. A good idea, ready to pitch, has tangible plans and understands reasonable limitations.  Otherwise, the idea will be dismissed very quickly. 
A pitch must communicate the problem the idea is solving, has the problem been vetted out with data to show it is real, or matters enough to enough people. The pitch must have a plan to approach refining the idea, prototyping, and vetting it out for market success.
How Big is the Idea?
Ideas come in all sizes.  Is your idea a tweak to a current product, an improvement. Or is it a new and up till now, brand new product that never existed. Is it a small, simple product idea, or a complex one that will require many skillsets, long development times and big budgets. Cater your pitch to the scope of the idea.
Who has the Power?
You need to plan your pitch towards the decision makers.  This could be your boss, a client, you peers or others. Look at your idea from their perspective. What is their role in the company and how does your idea fit within that their world.  The more your idea fits within their needs, the more likely the will align with you.
Materials
It’s a good idea to have printed out materials for your idea. Take aways that your audience can reflect on afterwards can often lead to success. In your materials, show your research of what the problem is, how your idea can solve the problem, why people want what you’re pitching, hoe extensive is the project to resolve, timelines, budgets etc.  Put in as much information as you have targeting toward the interests of the decision makers.
Summarize
You will be going through the pitch with a lot of information (if you did you homework).  Close out the pitch with a brief, maybe 2 minutes, summary hitting the high points of the idea.  This will leave them with the final thoughts, so make it matter.


Product Interrogation

Things to look for:
1. How is it put together – screws, snaps, glue etc.?
2. How are the parts made – what processes?
3. Finishes – molded in, paint
4. Material wall thicknesses - protection, process etc.
5. Identify the materials and processes used
6. Identify fasteners – same or multiple
7. Identify steps to assemble in manufacturing
8. Graphics – how applied, labels, pad printing?
9. Identify components that exit to outside – these you will need familiarity with
10. Identify part-to-part break-up and determine why?

Industrial Design Process
A good design begins with a good design concept. How to start concept development?

1. Identify problem you’re trying to solve
2. Get as much information as possible
3. What are the business goals for the product?
4. Define brand elements to consider, if applicable
5. Understand end user requirements and desires
6. Think configurations early – tall, flat, wide etc.
7. Understand product cost constraints
8. Research competition to avoid duplicating – learn what works and what doesn’t
9. How to differentiate from the competition?
10. Look for inspiration from other products
11. Consider universal design guidelines
12. When going blank with ideas, keep sketching, let your mind wander
13. Define a basic form before getting into the details
14. Understand available production processes
15. Think of the assembly
16. If a redesign, identify the attributes and weaknesses of current design
17. Identify real world component constraints – what’s fixed and what is open
18. Break the rules early – get realistic later!
19. Use written words to generate new thoughts
20. Take a break when too stuck…collaborate with others 


Product Branding
J. Schappler 11.2016


Branding – the promise a company makers to its consumers. It establishes a lasting impression  with the consumer connecting the company with a value proposition – quality, luxury, best of class, reliability, etc. Branding defines expectations for what consumers can expect from a company.

What makes up a brand? A brand is much more than the products, logo and website. It is the emotion or intangible aspect that a consumer feels when thinking of a company. But for product designers purposes, it is mostly visual. On a global level, visually it begins with a logo – recognizable instantly. Websites, advertising, taglines, promotional materials etc. all build upon the logo.  [image: Mac:Users:Joe:Desktop:coca_cola_logo-300x104.gif]

One of the most important traits of a brand is consistency.  Without it, the brand will fail. Which is why companies are very careful when updating a brand logo – too much departure and they can lose the consumer.

Per Hubspot, the following 7 components make up a successful brand strategy.

1) Purpose
"Every brand makes a promise. But in a marketplace in which consumer confidence is low and budgetary vigilance is high, it’s not just making a promise that separates one brand from another, but having a defining purpose," explains Allen Adamson, chairman of the North America region of brand consulting and design firm Landor Associates.
While understanding what your business promises is necessary when defining your brand positioning, knowing why you wake up everyday and go to work carries more weight. In other words, your purpose is more specific, in that it serves as a differentiator between you and your competitors. 
How can you define your business' purpose? According to Business Strategy Insider, purpose can be viewed in two ways: 
· Functional: This concept focuses on the evaluations of success in terms of immediate and commercial reasons -- i.e. the purpose of the business is to make money. 
· Intentional: This concept focuses on success as it relates to the ability to make money and do good in the world.  
While making money is important to almost every business, we admire brands that emphasize their willingness to achieve more than just profitability, like IKEA: IKEA’s vision isn't just to sell furniture, but rather, to "create a better everyday life." This approach is appealing to potential customers, as it demonstrates their commitment to providing value beyond the point of sale. 
2) Consistency
The key to consistency is to avoid talking about things that don’t relate to or enhance your brand. Added a new photo to your business' Facebook Page? What does it mean for your company? Does it align with your message, or was it just something funny that would, quite frankly, confuse your audience? 
In an effort to give your brand a platform to stand on, you need to be sure that all of your messaging is cohesive. Ultimately, consistency contributes to brand recognition, which fuels customer loyalty. (No pressure, right?) 
3) Emotion
Customers aren't always rational. 
How else do you explain the person who paid thousands of dollars more for a Harley rather than buying another cheaper, equally well-made bike? There was an emotional voice in there somewhere, whispering: “Buy a Harley.”
But why?
Harley Davidson uses emotional branding by creating a community around their brand. They began HOG -- Harley Owners Group -- to connect their customers with their brand (and each other). 
By providing their customers with an opportunity to feel like they're part of a larger group that's more tight-knit than just a bunch of motorcycle riders, Harley Davidson is able to position themselves as an obvious choice for someone looking to purchase a bike. 
Why? People have an innate desire to build relationships. Research from psychologists Roy Baumeister and Mark Leary best describes this need in their "belongingness hypothesis," which states: "People have a basic psychological need to feel closely connected to others, and that caring, affectionate bonds from close relationships are a major part of human behavior."
4) Flexibility
In this fast-changing world, marketers must remain flexible to stay relevant. On the plus side, this frees you to be creative with your campaigns.
You may be thinking, "Wait a minute, how am I supposed to remain consistent while also being flexible?"
Good question. While consistency aims to set the standard for your brand, flexibility enables you to make adjustments that build interest and distinguish your approach from that of your competition. 
In other words, "effective identity programs require enough consistency to be identifiable, but enough variation to keep things fresh and human," explains president of Peopledesign, Kevin Budelmann.
A great example of this type of strategic balance comes from Old Spice. These days, Old Spice is one of the best examples of successful marketing across the board. However, up until recently, wearing Old Spice was pretty much an unspoken requirement for dads everywhere. Today, they're one of the most popular brands for men of all ages.
Their secret? Flexibility.

[image: ]

Between new commercials, a new website, new packaging, and new product names, Old Spice managed to attract the attention of a new, younger generation by making strategic enhancements to their already strong brand. 
So if your old tactics aren’t working anymore, don’t be afraid to change. Just because it worked in the past doesn't mean it's working now.
5) Loyalty
If you already have people that love you, your company, and your brand, don’t just sit there. Reward them for that love.
These customers have gone out their way to write about you, to tell their friends about you, and to act as your brand ambassadors. Cultivating loyalty from these people early on will yield more returning customers -- and more profit for your business.
Sometimes, just a thank you is all that's needed. Other times, it's better to go above and beyond. Write them a personalized letter. Sent them some special swag. Ask them to write a review, and feature them prominently on your website. (Or all of the above!)
When we reached 15,000 customers here at HubSpot, we wanted to say thank you in a big way, while remaining true to our brand ... so we dropped 15,000 orange ping pong balls from our fourth floor balcony and spelled out thank you in big metallic balloons.
Loyalty is a critical part of every brand strategy, especially if you're looking to support your sales organization. At the end of the day, highlighting a positive relationship between you and your existing customers sets the tone for what potential customers can expect if they choose to do business with you. 
6) Competitive Awareness
Take the competition as a challenge to improve your own strategy and create greater value in your overall brand. You are in the same business and going after the same customers, right? So watch what they do.
Do some of their tactics succeed? Do some fail? Tailor your brand positioning based on their experience to better your company. 
A great example of how to improve your brand by learning from your competitors comes from Pizza Hut: [image: Mac:Users:Joe:Desktop:Screen_Shot_2015-08-07_at_3.10.53_PM.png]
When a pizza lover posed this question to his Twitter following, Pizza Hut didn't miss a beat. They playfully responded in minutes, before Domino's had a chance to speak up. 
If Domino's is keeping an eye on the competitors, they'll know to act fast the next time a situation like this arises.


Product Branding

Products are a part of the visual reinforcement of a company’s brand, and consistency plays a vital role. Not that all products of a particular company should look the same, but per product category, establishing a visual identity can go a long way in supporting the brand.
Consumers relate to a brand, and are loyal when having happy experiences.  Think of the success Toyota and Honda have with recurring customers. Their brands communicate value, quality and reliability, across all of their products.  A customer can buy any product and have confidence they are getting the consistent company value, regardless of vehicle.  
American automobile companies fell way behind in consistency, thus a buyer may be willing to but a Chevrolet truck, because it has a good reputation as being reliable, but may steer clear of one of their cars, because of a different reputation of being of poorer quality and reliability than their Japanese competitors. They are slowly catching up and realizing consistency among the brand is essential to success.
A signature element is often a strong brand identifier.  Using automobiles again, consider the grill of a Cadillac, or an Aston Martin.  These strong signature design elements are carrying across, with varying degrees of differences allowed, to form a recognizable feature for the brand.

[image: Mac:Users:Joe:Desktop:th.jpeg][image: Mac:Users:Joe:Desktop:th-2.jpeg]
 [image: Mac:Users:Joe:Desktop:th-5.jpeg][image: Mac:Users:Joe:Desktop:th-4.jpeg]

Several elements can establish product branding, including:
	
· Color
· A signature element
· Use of the logo
· Design form details
· Tactile Feedback – sound, feel

Dewalt, a highly recognizable tool brand, owned by Stanley Black & Decker, maintains its own identity, primarily through the use of color and the logo.

[image: Mac:Users:Joe:Desktop:TOOL_PowT_Saw_4COL_MiterSaws.jpeg][image: Mac:Users:Joe:Desktop:TOOL_PwrTools_4COL_OscillatingKit.jpeg][image: Mac:Users:Joe:Desktop:TOOL_PwrTools_4COL_Cordless.jpeg][image: Mac:Users:Joe:Desktop:TOOL_PwrTools_4COL_TableSaws.jpeg]



Look at Apple products of an example of a very strong product branding using a form language.  Very consistent among the different models within a category, and yet they are also very identifiable among different product categories.
 [image: Mac:Users:Joe:Desktop:th-1.jpeg][image: Mac:Users:Joe:Desktop:th.jpeg][image: Mac:Users:Joe:Desktop:all-apple-iphones.jpg]


An Income Statement Example

It is also known as the profit and loss statement.
The income statement is a report showing the profit or loss for a business during a certain period, as well as the incomes and expenses that resulted in this overall profit or loss. The amount of the profit or loss for a business during a certain period indicates the financial performance of the business.
Also note from the income statement example that a common expense is interest paid (or "bank charges"). Interest is often payable on loans taken from the bank (or taken from other sources). A loan of $10,000 may have an interest rate of 10%. This means that if you haven’t paid the loan back in a year, you would owe $1,000 more ($10,000 x 10%). 
An income statement usually covers a year; however this statement may be drawn up for shorter periods, such as one month, three months (quarters) or six months. The period of time that is covered by the income statement (and other financial statements) is called the accounting period. A regular 12-month accounting period does not necessarily have to begin on the first day of the year and end on the last. Accounting periods can, for example, run from March 1st to February 28th, or July 1st to June 31st, etc. The choice of the accounting period rests with the enterprise itself.
[image: ] 



Cash Flow Statement Example
Save
But before we start, have you heard of this saying?

Cash is king.

This is a common saying in the business world. It is also true, because cash is the lifeblood of the business. Without it, you can't pay bills, you can't expand the business by purchasing assets. You can't pay employees. As the business owner, you couldn't even pay yourself! The cash flow statement is a statement (report) of flows (both in and out of the business) of cash.
The cash flow statement is a key accounting report. One could show the most fantastic performance according to the income statement, with huge profits, and yet have nothing left in the bank. In this situation the business would not survive. How could this occur? It could occur if all your sales have been made on credit. And it could occur if additionally you weren't monitoring the cash flows of your business.
In real life this extreme situation would rarely occur, but this example serves to explain that the cash situation of a business is key. And the cash flow statement, which shows us what the business has been doing with its cash - provides vital information. So yes, cash is king - in the business world and even in accounting.



Cash Flow Statement Format
[image: ]
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The Balance Sheet

The balance sheet is also referred to as the Statement of Financial Position.
A balance sheet is a quantitative summary of a company's financial condition at a specific point in time, including assets, liabilities and net worth. Typical line items included in the balance sheet (by general category) are:

· Assets: Cash, marketable securities, accounts receivable, inventory, and fixed assets
· Liabilities: Accounts payable, accrued liabilities, taxes payable, short and long-term debt
· Shareholders' equity: Stock

The first section of the balance sheet gives a detailed list of a company's assets, including long-term assets (such as real estate and machinery), current assets (anything that can easily be converted to cash in less than a year), and cash.
The second section goes over the company's liabilities, or what it owes others. This is always an important section for investors to read because even the most stable of companies will face problems if it has an unusually high amount of debt on its books (especially if it has to pay it back sooner rather than later).
The third section outlines stockholders' equity, and provides information on common and preferred stock, retained earnings, and capital surplus.
A balance sheet can help both business owners and investors understand the financial health of a company. And because companies generally include the corresponding balance sheet figures from previous quarters, balance sheets can be a useful way for investors to track trends in the way a business pays off its debts, builds its assets, or improves its financial standing.


The Cover Letter
J. Schappler 8.16

Cover letters are the first chance you have to impress a potential employer.  Today, applicants typically send in their information by email, so the cover letter can be in the email itself, with the resume as an attachment. Or it can also be a separate attachment with just a brief email.  Consider putting it right in the email to save your reader having to take an unnecessary step and wasting their time.
The cover letter can be more important than your resume. Especially since, as new graduates, you will not have much depth of experience to share. Many job seekers consider the cover letter as simply a brief “introduction” and do not put enough effort into its development. But if you do, you can stand out from the crowd and get the hiring manager’s attention.
The cover letter lets the reader get a glimpse of who you are, your work ethic, background and passion for the position you are applying for.  It demonstrates your attention to detail, the homework you’ve done about the company and why you are the best candidate for the position.
Do not use the same generic template for all companies.  It should be tailored specifically towards the company and job. Do your homework. Otherwise, you’ll be weeded out fairly quickly.
The cover letter can say what a resume cannot. You can include explanations for gaps in employment, non-traditional paths, or any other out-of-the-ordinary experiences that have impacted to where you are at in your career.
The Format

There are four basic elements of the cover letter. Each should be brief.  The reader does not have the time to read a book so be concise and engaging to keep their attention.

· Greeting: Address your cover letter to a known person when possible. If you know the name of the hiring manager, your salutation should be something like "Dear [name]" followed by a colon, not a comma. Commas are for personal letters; colons are for business letters. Address the person formally using their full name and title. If you don't know the name, use "Dear Hiring Manager," or something similar. It is not necessary to use “Dear” if you’d prefer not to. Avoid "To whom it may concern," because it comes across as a template letter. Do not use gender-specific references in the salutation, such as “Gentlemen”.

· Introduction: You’ll want to have an engaging opening paragraph that communicates the job you are applying for and your key strengths. Write a personable, inviting opening paragraph that highlights how your skills are a perfect fit to the job. This only needs to be a few short sentences.

· The Body: This is the heart of the letter, where you will highlight your qualifications and how you match their position.  It should only be one to two paragraphs. You’ll want to highlight past achievements as they relate to the job, and relevant skills learned from courses taken or past employment. Impress upon the reader your desire to be a contributor to the company’s success and growth (homework on the company is relevant here). Why do you want to work for this company specifically? This section is where your personality and passion should come through. Let the reader know you are genuine, engaging and have a strong work ethic to be successful for the company. What makes you different?

· The Close: This section is a call to action. Let the prospective employer know you are available for an interview. Briefly summarize your strengths, interest in the position and include your contact information, including email, cell phone etc. You could mention you’ll follow up at some chosen date. Mention that your resume and/or portfolio are attached, or provide a link to your portfolio. Close with “Sincerely, and your name” or something similar that fits your personality.

General Do’s and Do Not’s…

· Proofread your cover letter for any spelling, grammar and formatting errors? Avoid common errors like listing the wrong job title, company name and date. Nothing shows lack of attention to detail than misspellings and misinformation.
· Keep your cover letter concise and fit it on one page.  Too short and it shows a lack of effort and too long probably will not be read.
· If responding to a posted ad that lists requirements to be submitted, make sure you follow directions. Employers want to know you can follow directives.
· If salary requirements are requested, do so if you want to be considered.  Otherwise, it’s an easy way to dismiss your application.
· Do not include any negative information, such as past conflicts, issues with your present employer, or bad-mouthing of any type.
· Be direct – employers will appreciate a well-written, error-free letter combined with your strong qualifications and enthusiasm.
· Use the same font for your cover letter and resume.



Examples

Dear Mr. Alfredi:
As soon as I saw your posting for a ____, I knew it was the perfect position for me – and that I was the perfect solution for you. Let me explain further:
I’ve worn a lot of different hats. As a freelancer I’ve run the marketing gamut. From e-blasts, public relations and web marketing to copywriting, video and print production, you name it, I’ve done it. I’m extremely motivated, organized and disciplined – you have to be to work from home – and, it’s important to note, never had a dissatisfied client.
While writing is my passion, project management is my bread and butter. Keeping on top of projects and making sure all parts get to the finish line at the same time is one thing I do best. The ability to juggle projects and never missing a deadline didn’t just develop through my professional experience. It also comes from having three kids in four years – all with very different personalities, activities, schedules and demands. It was adapt or die trying. I’ve learned to budget my time and my assets, and most importantly, I’ve learned to be flexible and to get things done.
I’m looking for a position where my contributions count and my efforts are appreciated – and hopefully a long-term commitment. Benefits such as a short commute and flexibility mean just as much as salary to me. The fact that you’re ten minutes from my house is a big plus – and you’ll never have to worry that I’ll be late! So let’s talk soon.
Sincerely,
Roberta Aldari

______________________________________________________________________________

Dear Ms. Green:

· Confused by commas? 
· Puzzled by parenthesis? 
· Stumped by spelling? 
· Perturbed by punctuation? 
· Annoyed at the apostrophe? (And alliteration?)
Well, you're not alone. It seems that fewer and fewer people can write. Unfortunately, there are still a lot of people who can read. So they'll spot a gaffe from a mile off. And that means it's a false economy, unless you're 100% sure of yourself, to write your own materials. (Or to let clients do it for themselves.)
To have materials properly copywritten is, when one considers the whole process of publishing materials and the impact that the client wishes to make, a minor expense. Sloppiness loses clients, loses customers.
There is an answer. Me. You can see some of what I do on my multilingual website at [insert web address]. If you'd like, I can get some samples out to you within 24 hours. And, if you use me, you'll have some sort of guarantee that you can sleep soundly as those tens of thousands of copies are rolling off the presses.
Luck shouldn't come into it!
With kindest regards,
Abigail Holstood


The Resume
J. Schappler 8.16
The resume is the fact-based list of your credentials, often following a chronological order. Following the cover letter, it will support your statements with a list of your qualifications. This means your resume will be important tool for you stand out amongst other designers applying for the same position. 
 When preparing your resume, it is helpful to have a potential list of employers identified and to understand the position you are applying for. Allow for the opportunity to modify your resume for different employers and positions, so it doesn’t appear to be a generic template you’ve sent out to hundreds of companies.
Your resume should be no longer than two pages, with a preference to keeping it to one page.  Anything longer and you risk it being dismissed.  Hiring managers do not have the time to sift through lengthy resumes, as they may receive dozens, or even hundreds of applicants for the same position. The average time a hiring manager spends looking at a resume is six seconds.
 Content
Industrial Designers develop concepts and designs for manufactured products. Your resume for this position could state skills such as concept sketching, soft foam modeling, 3D CAD, photorealistic rendering, manufacturing processes, design research and storyboarding to define user scenarios. A degree in industrial design is an essential component of an applicant's resume, and prior experience, such as an internship, may help you get an entry-level position. 
Design
Your layout needs to be simple, tasteful and to-the-point to facilitate easy and quick reading for the viewer.  Adding some designer flare is OK, but keep it limited so it is not a distraction. 
· Fonts: There are two kinds of fonts: san-serif and serif. Some prefer to use a serif for headers and a san-serif everything else. In large sizes, serif fonts can strain the eyes. Keep it to a maximum of two typefaces. Using a single font style is also just fine. When choosing your resume font, chooses ones that won’t confuse the ATS systems, such as Arial, Calibri, Cambria, Tahoma, Book Antiqua or Franklin Gothic.

· White Space: White space creates visual separation for the reader and makes for a pleasing presentation that is easier to read the content. Avoid making the resume look crowded on the page.


· Consistency: Make sure your body font is the same size, color, boldness and font; same goes for the headers. Consistency on your resume communicates your attention to detail, an essential design skill. Your resume should be consistent with your portfolio and cover letter schemes.

· Grammar & Spelling:  Make sure to check for any errors.  This reflects your attention to detail and many hiring managers have rejected applicants simply for being sloppy on with their resume.  If you can’t take the care to bother checking this, an employer may think you will be lazy in the work environment too.
What to Include…

Your resume should clearly state:

· Who you are
· The position you are applying for
· Communicate how you can contribute to the company’s success
· Communicate your experience relative to the position
· Qualified educational background
· Contact information

Contact Information: Your contact information should be included near the top of your resume. An e-mail, personal portfolio website and a single phone number will satisfy the need. Adding an address is a controversial topic. Some hiring managers do not believe it is necessary to include your personal address due to the privacy risk that it entails. But in my opinion, it helps to include your address. The reason is that some employers may only be looking to hire locally, especially if there is a tax incentive like some states offer.

Summary Statement: The traditional “objective” statement is out of style and should not be used.  Your cover letter communicates your intentions when applying for the position. A brief statement at the beginning of your resume to summarize your skills and experience helps a hiring manager get a sense of your skills and how you can contribute to the company. Think of this as you “elevator pitch”. Remember, you’ve only got 6 seconds!
Education:  As a new graduate, you will place your education before experience experience. Later, reverse this, as experience will matter most. Communicate academic achievements, extracurricular activities and related design courses.
Experience: Though limited initially, listing your work experiences, even unrelated, or low-level jobs, can be helpful to communicate people skills. For example, employers know that working at a fast-food restaurant isn't always easy and workers learn teamwork, time management and how to work for someone and follow directions.
Skills: This section is hard for recent graduates looking for their first design job. You might be familiar with the skill, but may not competent enough for it to be considered proficient. List skills pertinent to the position you are applying for, listing your dominant ones first followed by the one less confident in. Avoid saying you are an “expert” unless you truly are one of the best.  When employers see this from recent grads, they can become doubtful of everything you state and disqualify you.
Academic Grades: Your GPA is necessary for recent graduates.  This becomes less important as you gain work experience.
Computer Skills: Include a list of your computer skills, especially those related to industrial design, such as 3D CAD, Illustrator, Photoshop etc.
Internships:  Because you will be a new graduate, if you’ve been fortunate to have an internship it should be stated. Keep internships on your resume for the first few years after you graduate only.  After that, work experience is more important.
Keywords: Many larger employers use applicant-tracking systems to filter candidates. Therefore, it is important to use the right keywords on your application materials. Especially those you can take from a job posting. 
What to dismiss…
Times change and some items traditionally put on resumes are no longer needed.  The space is better used for keywords and other data. Because of the limited 6 seconds you have to make the right impression, make every word on your resume count.
References: “Reference Available Upon Request” is not necessary, although it’s a good idea to have references ready to send over if requested.
Head Shot: The prospective employer does not need to see a picture of you. Your photo may show your nationality, religion and age that could inadvertently lead to discrimination. There is no need to give them any of those details until they’ve considered your application based solely on your qualifications.
Personal Details: There is no need to include personal information such as your marital status, nationality or religious beliefs. It is illegal for an employer to ask for these personal details. I also recommend removing your hobbies from the resume unless they relate to your career objectives and target position.
Should I do a Video…

A video resume is gaining in popularity.  I do not suggest discarding he standard resume, but adding a link to a video may separate you from the crowd. It’s a great way to show your personality and give the hiring manager an insight into your people skills and how you might fit within the culture of the company.




The Portfolio
J. Schappler 9.2016
Goal of a portfolio – to get a job in industrial design!
The portfolio is the visual tool to demonstrate you acquired skill sets during your education.  It follows a basic format of:

· The Problem
· The Approach
· The Solution

The prospective employer is looking to see your process – your thinking about how you approached a problem to find the best solution.  This is best demonstrated visually by the showcase of rough sketches, foam modeling etc.  Your refinement to a design can be shown in a photorealistic rendering created from a 3D CAD model.
Common today is to set up an online portfolio or send a PDF file as an attachment with your resume.  A couple of popular sites used are:
https://www.behance.net
https://www.coroflot.com/signup
I also recommend you have a printed portfolio to bring to in-person interviews.  They may not have an internet connection in the room or a projector available.
1. Show you best stuff…
It’s better for you to have a few projects that are excellent than many that are not. This will give you the advantage of showing off your best work and let you give a lot of context around that work. If you simply throw in some work to "round out your portfolio" you will be judged by your weakest work.
2. Add structure to your portfolio…
· Project Background: Set the context for the project. What was the goal of the project? What were your constraints? What was the timeline?
· Team and your role: What was your explicit role, what did you uniquely contribute and who did you work with?
· The Work: Go deep to show what you produced. Research, sketches, wireframes, mocks, and a link to working site or application if possible.

3. Showcase your process…
Seeing how you understand the problem (can be text), how you think about the problem (visual), and how you solve the problem tells the story so the hiring person can understand.
Putting a physical portfolio together…
· For each page, prioritize what you want the audience to see. You want the most importance content to be easily seen first.  This can be done by making an image larger, bolder etc.
· Start off by introducing yourself with a title page, then include your resume, your work content, then a closing page.  Make sure you include your contact information.
· Choose your layout – 8.5 x 11 is common but you can stand out with something a bit larger or a different format (square, vertical). Make something than can be transferred to digital media easily, such as a PDF than can be emailed.
· In the layout, remember people read from top left to bottom right.
· For fonts – no more than 2 styles.  It’s ok to mix sans serif with serif.
· Limit the number of ideas per page – too many is too confusing.  It’s even Ok to have just one thought per page.
· Make your starting and ending content your strongest work.
· Keep in mind what employers are looking for and showcase those skill sets.
· At minimum, your work content should include:
· Research or brainstorming
· Ideation sketches – quality of ideas ranks as top priority to employers
· 3C modeling and rendering skills
· Demonstrate the problem, approach and solution
· Aesthetic sensitivity
· Mock-up and prototypes
· 

INDESIGN is the most common, and easiest tool to use to put your portfolio together

Reference:
http://www.portfoliohandbook.com/PortfolioHandbook_UCID12.pdf
The above portfolio guideline was put together by students at the University Of Cincinnati in 2012.  It has a lot of great tips for using InDesign as well as portfolio content.


Interviewing
J. Schappler 10.2016
The interview is here.  Now is your chance to demonstrate your capabilities, your passion and your personality to the prospective employer. Selling oneself require confidence, being respectful and a bit of self-promotion.
Keep in mind…
1. Be Prepared
Before your ready to get to an interview to share your work, make sure you’re ready and able to explain your projects in a clear and concise way.  This means practice.  One of the best ways to do this is share a project with someone who is unfamiliar with design and the process and see if they can understand your work. If they cannot clearly get your message, then rethink what you’re saying so that it makes sense to those you’re talking to.
Make sure you’ve identified and brought with everything you may need at the interview. Don’t assume they’ll have a computer waiting (if you’re showing a digital presentation).  Bring a laptop. Bring extra resumes, even if you’ve already sent one in by email. Bring a hard copy of your portfolio. Turn off your phone – you don’t need it during an interview.
2. Be On Time
You want to start off making a good impression.  Being late does the opposite. Plan to arrive a few minutes early, even if you wait outside before coming in.  You don’t want to run in out of breath and looking rushed. Make sure you have the company’s phone number with you in case you are late, due to traffic or other reasons beyond your control.  Communicating is important.
3. Research the Company
Knowing something about the company you’re interviewing with will let the prospective employer see that you are interested in working with them. Visit their website and learn about the company, its products, mission, and culture. You need to know enough that you can ask specific questions about the company.  For example, if the company provide one day a year for their employees to give back to the community with some kind of volunteering, you could mention that and expand on some causes of your interest.
4. Dress for Respect
The first impression is a lasting impression.  You don’t have to wear an expensive suit and tie, but in today’s design business world, you should be business casual at minimum.  Wear comfortable clothing, but not shorts, flip-flops and a t-shirt. This sends a bad message that will probably cause for a very short interview.
5. Be Yourself
An interviewee is looking to see if they would enjoy working with you. In person, you have the opportunity to let your personality come through, and this is important to the prospective employer. Be respectful and considerate, but be authentic and be yourself. Remember that an interview is more than the employer understanding your skillsets and love of design.  It’s also very much about whether you’ll fit into with the team and be a cultural fit.
5. Communicate your Skills
It’s critical that you sell your skills appropriately. Design firms, when looking to add talent, are looking for something new to add to their capabilities. But keep in mind the position they need to fulfill and put your primary emphasis on these skill sets. Others that you may have can be positioned as added values that you can bring to the company.
6. What to Show
You want to keep in mind, “quality over quantity”.  Tell a good story about the reason for the project, the problem, approach and solution. Make sure to explain the process you went through to get to the solution. Show mock-ups, even if somewhat crude.  This can demonstrate confidence as long as the crude mock-ups were at the beginning of the process and not your final solution.
7. Engage with Interviewee
A successful interview needs to be a two-way conversation.  Your body language is important – eye contact, a firm handshake, and remembering names make a solid impression. They have to feel and believe that you want to be there and you want the job. Have prepared a handful of questions to ask, such as “how does the company develop products” or “are most products developed as a team or individually based”.  This will show interest and also help inform you as to whether the job is a fit for your wants. 

How to answer common questions…
Question: “How well do you work as a team player?” 
What the employer is looking for here is to see if you’ll fit into the company’s environment. If possible, give specific examples as to how you worked on a team, what your role was, how decisions were made, etc.
Question: “Do you have any questions for me?” 
This question will always come up. Do not answer “no”, or begin asking about benefits, pay etc. unless the company brings these items up first (especially in the first interview). Have a few prepared questions about culture, kinds of projects, process etc.
Question: “What kind of design projects are you interested in? “
The employers is looking to see if you did any homework on the company, so much sure you answer this question in the realm of their products.  If you answer that you love designing sporting equipment and the company make medical products, don’t expect a call back.
Question: “What’s your greatest weakness?” 
The employer knows that not every project goes perfectly and is looking to see how you’ve dealt with issues as they arise. Don’t be afraid to say a weakness, as not everybody can be good at everything. For example, maybe you struggle with time management.  Explain that but offer up what you’ve been doing to improve your effectiveness in meeting deadlines.


NHTI Design Class
Helix Design Demo
11.3.16


Tablet Sketching Demo
· Tablet Sketching (Roy’s Desk)
· Review various sketching styles and techniques
· Use of underlays – component layouts, early sketches and photos
· Mechanical concept development
· Aesthetic Concept development

Foam model development
· Foam modelling video (Conference Room)
· Foam models and useful applications in the design process (Development Lab)
· Foam modeling as a checkpoint
· Types of foam and densities – Urethane, Expanded foam

· Types of foam cutting machinery and safety
· Table Saw, Band Saw, Lathe, Milling/Machining

· Types of foam cutting tools
· Files, Chisels, Sanding blocks

· Squaring up foam pieces and gluing together as a model block
· Application of views to the model block
· Planning cuts to the block
· Squaring cuts/milling operations
· Cutting out block sections and re-application of pieces
· Review of the rough model
· Planning fine cuts
· Scribing and detailing

Foam Core modeling techniques (Saw Horse)
· Tools of the trade and user preferences (Triangles, pencil, blades, cutting mat, glue gun)
· General material knowledge and safety (grain of paper, squareness, etc.)
· Layout and preparation to create forms with minimizing seams
· Cutting techniques- feel and depth of cuts
· Folding and corner management 
· Scoring for bends and rounded forms
· Round scoring and management for smooth bends
· Gluing and assembly techniques
· Clean-up of glue overruns 
Copyright and Disclaimer Statement
This Syllabus for INDS 232C Business of Design by Joe Schappler is licensed under the Creative Commons Attribution 4.0 International License. To view a copy of this license, visit http://creativecommons.org/licenses/by/4.0/deed.en_US.
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Noah @TheUncannySnai - 9m
What do you guys think Dominos or Pizza Hut?

4:01 PM - 7 Aug 2015 - Details.

Reply to @TheUncannySnail

Pizza Hut Gpizzahut - 7m
@TheUncannySnail You know our vote. AAB
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INCOME
Services rendered

EXPENSES
Salaries

Telephone & internet

Water & electricity

Property rates and taxes
Insurance

Advertising costs

Fuel

Stationery

Bank charges | interest paid
Tax expense

NET PROFIT

(60,366)
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CASH FLOW FROM OPERATING ACTIVITIES
Cash receipts from customers (10,500 + 5.000)
Cash paid to suppiers and employees (4,000 + 200)
Cash generated from operations

Net cash flow from operating activties

CASHFLOWFROM INVESTING ACTIVITIES
Additions to equipment
Net cash flow frominvesting activiies

CASHFLOWFROM FINANCING ACTIVITIES
Proceeds from capital contributed

Drawings

Proceeds from loan

Payment of loan

Net cash flow from financing activiies

NET INCREASE/DECREASE IN CASH
Cash at the beginning of the period
Cash at the end of the period

15,500

(4.200)
11300

12,000
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CASHFLOW FROM OPERATING ACTIVITIES:
Cash receipts from customers

Cash paidto suppiers and employees

Cash generated from operations

Dividendsreceived *
Interest recsived

Interest paid

Taxpaid

Net cash flow from operating activties

CASHFLOWFROM INVESTING ACTIVITIES
Additions to equipment

Replacement of equipment

Proceeds* from sale of equipment

Net cash flow frominvesting activiies

CASHFLOWFROM FINANCING ACTIVITIES
Proceeds from capital contributed
Proceeds from loan

Payment of loan
Net cash flow from financing activiies

NET INCREASE/DECREASE IN CASH
Cash at the beginning of the period
Cash at the end of the period
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