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Research Focus: Experience

Creative and radical designs to recapture connections between people, information, and
places.

Using cutting-edge technology, the labs seeks to Improve people’s lives through meaningful
experiences.

With a multidisciplinary team, we research and design new technologies and explore their
Impact on spaces, communities, and society.
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DESIGN
THINKING




Design I hinking

s problem making, not
problem solving




Design Thinking

|s not focused on objects or products, but design
thinking Is a way of understand and identifying
problems and create customized solutions.
It's experiential first.
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DESIGN
THINKING
THROUGH

MAKING




MISSION DRIVEN
Vs
MARKET DRIVEN







who are millennials?
young adults from ages 16 - 35 (born 1980 - 2000]



why millennials?

By 2017, Millennials - will have more
spending power than any generation.

Millennials” expectations will define how our world works



8 key characteristics
of millennials

01 Millennials are digital natives, 05 Millennials are self-sustaining prosumers
empowered by data seamlessness

(02 To Millennials, purpose matters 06 Millennials are forever learners
Millennials want to “feel good”

03 Millennials seek difference 07 Millennials are experience samplers

04 Millennials are Story-Doers 08 Sharing (with strangers) is the norm



01

Millennials are digital natives

They are the first generation who don't know life without the
iInternet and personal tech devices. Also known as the
screen generation, they grew up with interactive technology



millennials want immediacy

millennials purchase directly from insurance companies, they are
twice as likely to buy their policies online instead of dealing with a
local agent




02

To Millennials, purpose matters.
Millennials want to “feel good”

They are a compassionate generation with regards to social
issues. Millennials celebrate brands with purpose,
products with soul, food with respect and actively support
a cause that aligns with their values.
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Lemonade

Instant everything. Killer prices. Big heart.

Fight Poverty in Nyt

Help NYC Women in Need
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Millennials seek
Diversity, Difference, Uniqueness

Authenticity i1s key.
They support products that represent themselves.
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04

Millennials are Story-Doers:

They expect brands to tell a story, but millennials also want
to take an active part in creating the story with the brand.
They demand to be spoken with, and expect a dialog.



review hunting

millennials read reviews to get a feel for a brand
if comfortable, they'll purchase immediately

89% of millennials trust recommendations from friends and family more
than claims by the brand.
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peer-to-peer conversations”

Every product come with a story
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Millennials are Self-Sustaining Prosumers

The ME-generation are savvy makers and consumers that
are ready to craft their own experience. They are
empowered by their expansive network and data.



&

the maker culture

the home becomes the place for production. )
from 3D printers, laser cutters, to desktop CNC mills, millennials can
easily partake in the market as prosumers.
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Millennials are Forever Learners

Millennials enjoy embedded learning as an indirect and

additional product offering. Playfulness is an expected
bonus.
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learning for new grownups e B
offline cafe-like places, such as Society of Grownups, offer an . e

familiar place to take classes on "grownup” matters such as
financial and career planning
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Millennials are Experience Samplers

Millennials are attracted to product relationships that foster
a sampling culture. Subscription services offer way of
experiencing bite-size contents regularly.



scheduled reward - sample boxes

Subscription services reach out to all genders of millennials, by
providing sampling of experiences and convenience.
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For millennials, sharing
[with strangers) is the norm

Value of access wins absolute ownership.

Millennials can easily collaborate with people around the

world, crowdsource ideas and share resources, and
comfortably interact with strangers in unconventional ways
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60% of millennials prefer to rent things like homes and cars instead of ~%: =& @) Y w0t 0 A A Dl L

owning them. When they aren't ride-sharing, theyre car sharing. ‘
1/3 of millennials use them frequently.

Uber, Spotify, BlablaCar, AirB&B, ...



Uber Pitch

A ride with experience




Uber health

A ride with experience
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UBEREATS

Uber Eats

ride with services

1{'s Uber
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Cet the food you want, from the local
restaurants you love, delivered at Uber speed.

ENTER YOUR ADDRESS
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| Gartner B Cisco B Intel . IDC

~ |25 billion units
- 50 billion units
N 200 bition unin

IDC 212 hillion units

Gartner

Cisco

Intel
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| anding the Cloud: MIT Eyeriss Chip

mobile deep learning for your mobile
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Internet
of things
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JOIN THE NIKE+ COMMUNITY
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S LM MODELS MODELX MODEL3 CHARGING ENERGY UPDATES SUPPORT FINDUS SHOP MY TESLA

Model S
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P OSITITON |IN LANE

B MANUAL DRIVING
B AuTOPILOT

Left lane edge Lane center Right lane edge



4 Millions KM of data per day

Constant just in time upgrades

Across all the products
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Before Autosteer After Autosteer

Figure 11. Crash Rates in MY 2014-16 Tesla Model S and 2016 Model X
vehicles Before and After Autosteer Installation.
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Al:
from reactive to proactive




Al:

human augmentation not
replacement



1990 DIGITAL
2000 PRYSICAL
2010













bio printed and
cultured meat







bioMASON







Visit the uBiome clinical website Sign In

Discover your microbiome

Order a Microbiome Explorer™ kit to learn about your bacteria ‘
and join the thousands of citizen scientists who have had their

microbiomes sequenced.









AUGMENTED
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SMART COOK BOX
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COOKBOX.NET

AUGMENTING THE COOKING EXPERIENCE

HOW CAN WE USE THE DIGITAL TECHNOLOGIES TO CREATE A SOCIAL ENVIRONMENT FOR
COOKING EXPERIENCE, BASED ON SHARING AND COLLABORATION?

COOKBOX is a smart kitchen appliance that augments cooking experience using artificial intelligence, computer vision and
social networking. It can register any item through barcode scanning and object recognition. It knows the inventory, makes
suggestions and sends notifications about the items. It creates a social network around cooking, allowing users to create and

share recipes visually.



When cutting ingredients, a
great attention needs to be
paid. No safety devices
are present in the kitchen,
but rounded knives are
used If vegetables have to
e cut quickly.




https://vimeo.com/85719281



VIRTUAL
REAIITY



Turk Telekom Customer
Experience Center
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SIX DEGREES



FROM

TRANSACTION
10
CONVERSATION
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HILTON HOTELS
73 years to bul

610.000 rooms
83 countries
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Airbnb
4 years to bul

650.000 rooms
1972 countries
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. Dorene

. Spencer

Suruchi D.

Federico C.

’ Amar B.

@ shilah H.

MARRIOTT

SIX DEGREES

SCHOOLS
@ Massachusetts Institute of Technolog
o Endicott College

Cornell University

Rochester Institute of Technology

Various

WORKPLACES

@ MIT Mobile Experience Lab

@ Marriott International
Burger King

Various

HOME STATES
o Massachusetts
@ New York

» Various

LOCATIONS
® Cambridge, Massachusetts



The area around her glows I When they sit next to each other,
signalling that she is connected. Y | the thing they have in common (MIT)
| is projected onto the glow “cluster”.










http://design.mit.edu/projects/
marriott-six-degrees-a-social-
platform-for-the-hotel-lobby
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. PLUS CONCIERGE

ARTIFICIAL INTELLIGENCE

LPERSONAL CONCIERGE



When a guest first walks into a hotel, they are
greeted and asked if they are willing to receive
notifications to help them have a better stay.

@ PLUS CONCIERGE

Hello, welcome to Marriot Midtown!
Slide for more




When they leave for the day, provide them with service... 10:00 AM

Are you leaving for the day?

Yes!

Enjoy your day! We've notified

housekeeping that it's ok to
clean your room.




And when they return, give them a reward. 5:00 PM

. PLUS CONCIERGE

Welcome back! There’s a free drink at the bar
waiting for you :)

Slide for more

P PLUS



TECHNOLOGIES



SUCCESFULL
o]







Cross-
industrv




secure
transactions




succesful
technologies



embedded into
meaningful social

experiences &

cultural values




benefits
perceived by end
users




THANK YOU

MIT Mobile Experience Lab
-ederico Casalegno, Founder & Director

casalegnoldmit.edu
http://mobile.mit.edu
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