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Abstract Introduction
This report is focused on showing the design process implemen-

ted in order to create a culturally significant personal effect for 

scuba divers, through an academic project based on cultural 

understanding, communication and presentation. Throughout the 

report, ethnographic observation methods and research exerci-

ses were performed and analysed in order to gain knowledge and 

understanding of the user group. The culmination of information, 

ideation and user involvement resulted in the design of a personal 

effect that supports ocean conservation.

This report covers the processes performed and information 

gathered during the semester course of cultural understanding, 

communication and presentation. The course presented the 

challenge of creating a personal effect for a chosen cultural group. 

The cultural group focused on in this report is that of the Scuba 

divers. Gaining insight into the culture of scuba divers required a 

lengthy process of research and observation. After the process of 

research was performed and the information was collected and 

analyzed, the information was used in creating ideations that we 

presented to the community. After a series of user involvement 

cycles evaluating proposed ideas, the process led to an alternate 

view of what the design of personal effect could be. The infor-

mation gathered showed a community consensus that the ocean 

environment was a priority. We subsequently developed an effect 

that could better cater to the community’s collective desires, to 

contribute in remedying the global problem of plastic debris in the 

ocean. To this end our personal effect became a pair of sustainably 

built sunglasses that could aid in supporting a diving organization 

that takes aim at this environmental issue. The product functions 

as ambassador tool, spreading message of awareness that resona-

tes with the scuba diving community. 
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Practical and emotional value ME

NOT ME

Importance/Value

Necessity based on the distance to home

Background - our personal artefacts
We are all surrounded by products that we have some sort of emotional connection to. In this crea-

tive exercise, all of the group members made maps of objects that we consider to be personal effects 

that hold an emotional value to us. The goal of this exercise was to explore what we defines as ”us” 

and what we consider ”not” us. The hope and goal of this exercise was to gain a bettere understan-

ding of different user groups we could choose to work with.

Fig 1. Vegard’s personal map. See appendix G. Fig 2. Miguel’s personal map. See appendix E Fig 3.  Andreas’ personal map. See appendix F
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Scuba divers

Choosing criterias

Potensial user groups

• None of us had previous atta-

chement or experience with 

the group

• Found it interesting

• Grade of access to people in 

the group

• Should be a group people 

want  to be a part of

Nurses 

Disabled people 

Lawyers 

Surgeons 

Chefs 

Extreme sports 

Recreational sports 

Hipster 

Climbers

Prisoners 

Prison employee

Service members 

Allergy 

Choosing the right user group

Hipster 

Frutarians 

Chefs 

Prisoner sub-

groups

Prison gangs

LGBT

Skydiving 

Scuba divers 

Military 

Coast guard 

Firemen

After defining our interest areas in the previous exercise, we started exploring user groups that none 

of the participants had any connection to. After a brainstorming session, we discussed all the potenti-

al user groups in light of a set of choosing criterias. This discussion led to our choice of user group.

Fig 4. Scuba diver. Retrieved from scubadiving.com
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How do people dive?
Divers explore the underwater world in different ways, depending on what they want to achieve. 

Some like to challenge themselves by going the furtest down, other just want to hold their breath 

and dive down to a nearby choral reef. The approaches listed underneath are some of the most 

common ways to dive. 

Fig 5. Arctic diving. Retrieved from arctickingdom.com

Fig 8 .Snorkeling. Retrieved from  www.paradisescubasnorkelingpr.
com

Fig 6. Cave diving. Retrieved from paradisescubasnorkelingpr.com

Fig 9. Wreck diving. Retrieved from 9stein.files.wordpress.com

Fig 7. Free diving. Retrieved from shzongyue.com

Fig 10. Scuba diving. Retrieved from https://goo.gl/ljMOCd
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Why scuba divers? 
In the search for a fitting cultural group we had a great many 

potential subjects. Considering that the parameters of the project 

required we have no direct relationship to our subject group we 

allowed for a wide specter of suggestion. We prioritised finding 

a group of people that exercise a specific common action, thus 

allowing a constant variable to be focused on when applying parts 

of a process, like empathy exercises and rapid ethnographic study.

The problem here was that our project group’s collective experien-

ce and personal involvement spanned a surprising amount diffe-

rent sports types. Once we established that none of the partici-

pants in our project had a direct relationship with either the sport 

or its culture we gave it further consideration, 

We focused in on different styles and variants through perfor-

ming interviews with members of the culture. During an interview 

with a master Dive instructor we discovered that the Norwegian 

scuba diving community is very inclusive and welcoming compa-

red to other Scandinavian diving communities. According to this 

Dive master, the Danish Diving community shows much stronger 

characteristics of tribalism, holding to their own clubs and their 

own subculture of the sport. Not to mention the Finnish Cave 

Diving community, these guys are apparently not very inclusive at 

all (Monica Taanevig, personal communication). We intended to 

investigate this aspect of the culture to hopefully uncover areas of 

opportunity.

Through a process of elimination we eventually arrived at the spe-

cific sport of scuba diving, mainly because we felt the sport could 

have a committed but varied base of users since there are a great 

deal more scuba divers than other forms of diving. The extended 

length of time spent below the water seemed to imply that the 

sport could be more complex than other forms of diving. We also 

saw possibilities in the fact that there was more reliance upon 

equipment, the requirement of a license, and a larger emphasis on 

group participation when practicing the sport.  From the superfi-

cial amount we knew about the sport, we felt its participants took 

their sport serious. Finding it to satisfy our requirements of being 

able to perform a thorough research process.

We set out with an initial research question: can we create a per-

sonal effect that holds a cultural significance to scuba divers?

Fig 11. Dive instructor and shop manager at Oslofjorden Dykkesenter. Photo by Vegard Bakke Svendsen
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Design process
The project revolved around a user group we had very limited 

knowledge about. This made it important to choose a design 

process that allowed us to gain an unbiased insight into the 

user groups preferences and needs. 

Observation: Due to the particular unfamiliar relationship we 

held to the subject group in this project we chose to observe loca-

tions and participants to gain insight. 

Fly on the wall: Applying this covert observation method provi-

ded unexpected information and an insight into the natural inter-

personal interactions among the group we were researching. 

Rapid ethnography: Spending time with experienced members of 

the community gave us an in-depth insight into the community in 

a short amount of time. In normal circumstances this this insight 

would only be afforded to someone through experience. 

Narration: Asking questions while in the field observing gave 

answers and introductions to things we were previously unaware 

of. Often times a simple question could reveal a rather detailed 

reasoning behind something that seemed rudimentary to us.  

Character profiles: Through a compilation of other research exer-

cises we could formulate  personas that reflected our user group 

in different situations. This was particularly relevant in the begin-

ning stages of the research where we were trying to familiarise 

ourselves with the community. 

User involvement: Through a process of frequently presenting 

our ideas to the the user group we were able to evaluate the level 

of consensus at frequent intervals. This involvement prevented 

wasted time and resources by allowing us to quickly adjust our 

direction. 

Empathy exercises: Partaking in the physical act of diving, while 

in full equipment, gave insight to the sport. This exercise was an 

efficient combination of both participation and observation.   

Rapid prototyping: This exercise allowed quick evaluation of 

what what feasible in a practical and aesthetic sense, and also allo-

wed us to better utilize the implementation of user involvement. 

Social Network mapping: Allowing quick and blunt insight, revea-

ling  priorities and interests within the group.  

Secondary research: Viewing more formal community publica-

tions gave an understanding of their illustrative styles, product 

preferences, and the aesthetics associated with their community.  
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Fig 12. Handsignal for underwater communication. 
Retrieved from https://goo.gl/e1w6cU

Communication
When divers get their license from PADI (Professional Association of 

Diving Instructors) they have all learned the same hand signals to commu-

nicate underwater. This unspoken language ties the worldwide diving 

community together across borders and cultural and linguistic differences. 

In many ways this form of communication can be unifying, as the importan-

ce of your personal background or origin is greatly irrelevant when you are 

reduced to communicating only with your hands.

From interviews and observation we gather that communication whilst diving 

is a very honest affair. The serious nature of the sport purges the unnecessary 

aspects of language, particularly factors such as politeness and political cor-

rectness. Only the bare truth comes through while diving. Thus the need for 

specific and recognizable language is important.

Fig 13. Example of hand signal. Retrieved 
from interaksyon.com

Fig 14. Example of hand signal. Retrieved 
from tltatemakeover.files.wordpress.com

Example 1

The sign language divers use is not 

entirely intuitive to non-divers. For 

example, the thumbs up gesture, which 

in the Western culture means ’ok’, but 

in the international sign language of 

divers this means ’Let’s go up again’. 

Example 2

This hand sign means “ok”, or “I’m ok”, in 

the international sign language of divers. 

Yet in several other cultures this can be 

perceived as an obscene gesture. For 

example, If you display this hand gesture 

in Indonesia you could risk being gravely 

misunderstood.
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Social network mapping
Scuba divers have a shared interest in the underwater world, 

and they take to different social media platforms to share their 

knowledge and experiences with other divers. We wanted to 

analyze their behaviour on social media to understand inter-

personal and professional relationship structures (Ideo). 

In performing this research method we began with observing 

places in which divers held an online presence. Since this exer-

cise was performed at such an early stage in the process, it was 

in a large way our entrance into viewing the community. Here 

we were able to observe the discussions they were having, the 

language they used, and the issues they prioritised. This exercise 

proved particularly useful at evaluating engagement of certain 

issues and topics, this was done by noting the amount of partici-

pants commenting or liking the post.  

These were some of the topics that frequently re-occured:

Show the discoveries during personal trips

Discussing and sharing information about dive gear

Comment new or interesting dive-related facts

Buy and sell used equipment

Discuss diving locations 

Environmental issues

Look for people to go diving with

Fig 15. Scuba divers sharing experiences. Print 
screen from Instagram.com

Fig 16. Scuba divers sharing experiences. Print 
screen from Facebook.
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Scuba diving equipment
While in the water, divers carry a large amount of gear and equipment. This amount of equipment would 

be very heavy and uncomfortable to carry during any activity performed above water (Monica Taanevig, 

personal communication). The atmosphere below the surface allows divers to carry these things without 

strenuation, due to the density of water giving the equipment buoyancy.

Most of the equipment divers use 

allow them to adapt to the underwater 

environment.This equipment either ke-

eps the diver warm; or helps facilitate 

functions like breathing and movement. 

Each product’s shape, size and dimensi-

on depends on the purpose it is meant 

to serve. Most products are shaped out 

of necessity and practicality.

This information was obtained from 

structured observation during various 

visits to diving centers.

Fig 17. Trip to Oslofjorden Dykkesenter. Video by Vegard Bakke Svendsen
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Common equipment

Diving mask Diving knife

Wetsuit Fins Scuba tank

Scuba regulator

Snorkel

Submersible pressure gauge

Dive slateDive lightWeightsRescue GPSUnderwater camera case

Buoyancy control device (BCD)

Dive computer
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Fig 18. Common materials used for diving equipment

Colors
Divers are privileged with a wide selection and generous variety of equip-

ment. From our visits to different diving shops combined with our obser-

vations gathered from the internet, we realised that the products native 

to the sport have a quite limited range of color options. 

Most of the products related to thes port have a neutral base color (black, 

white or dark grey), which could be combined with some areas or details 

being in a stark contrasting color, generally dark blue, yellow or red. It is 

worth mentioning that the reason divers prefer discreet colors is due to how 

they look in underwater photographs. 

In addition to the use of these neutral base colors, bright yellow and oran-

ge are often used on parts of equipment that need to be visible, or require 

attention. The color can also correlate with safety equipment that is brought 

along in conjunction with the normal diving gear.

Fig 19. Wetsuits in different colors. Photo by Miguel Carbayo. Fig 20. Smaller objects in a stark contrasting color. Photo by Miguel Carbayo
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Materials

Fig 21. Common materials used for diving equipment. Illustration by Miguel Carbayo

From our structured observation during visits 

to diving shops,  we learned that the materials 

chosen in the manufacturing of diving produ-

cts are selected based on their environmental-

ly suitable characteristics.  

Products used in diving require a material 

strength or property to suit its use or function. 

Some products require a combination of diffe-

rent characteristics or strengths.  An example 

of this is the diving mask. The face sealing part 

of the diving mask is made of silicone to provide 

elasticity, this is elasticity is required to keep the 

mask firmly pressed against the skin. The frame 

on the other hand is made of hard plastic that 

provides a robust protection against impact, as 

well as keeping the the glass frame in place. 

More utility oriented products, such as tanks 

and flashlight housings are comprised of pressu-

re resistant high tensile strength materials like 

aluminum and high density plastic. 
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Who are divers?
Through data collected in our structured observations, we have 

found that the diving community is a diverse group in many as-

pects. The community consist of both men and women in all ages 

and occupations. More than anything, people answered that the 

activity of diving,  and fascination for the ocean, is what ties them 

together. This may seem obvious, but the motivation behind a lot 

of sports and activities can often be tricky to understand. A typi-

cal example of a sport with alternative motivations is golf. A lot of 

golfers actually play golf to socialize with business associates, and 

not because they love the sport. 

Entrance cost

The sport has a rather expensive cost of entrance, especially 

when looking at the basic equipment required to simply par-

take. Through answers in our questionnaire we found that the 

amount of money spent on equipment totalled from 20.000kr to 

450.000kr, with an average of 30.000kr. In many instances peo-

ple rent equipment when diving on vacation, although we found 

through interviews with community members that serious divers 

own and bring their own equipment. 

All over the world 

The sport has a strong presence throughout the world. Many 

people get their introduction to diving while on a vacation, where 

they had no plans to dive in the first place. The presence of the 

PADI organisation helps facilitate the education of instructors and 

centers that uphold a satisfactory standard of safety. Through the 

existence of PADI associated dive centers, diving has become an 

exciting and safe vacation experience in a majority of the world’s 

vacation destinations.

Fig 22.  Scuba divers above water. Retrieved from  reef.org.
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Where do people dive?
According to information gathered by questionnaire 

we found that 82% of the divers asked preferred get-

ting away from the everyday routine and traveling 

abroad to experience beautiful new locations both on 

land and under the ocean. (See Appendix A).

The map shown to the left represents the most famous 

diving spots in the world. While most of these places are 

popular, the qualities and motivations behind visiting 

them vary a lot. Some sites are sought out because of 

their rich sea life or well-preserved shipwrecks, others in-

trigue divers by offering a narrow cave diving opportunity 

with challenging currents.

The popular diving destinations listed are gathered from 

different methods and sources, such as professional 

diving blogs, recommendations to each other on social 

media and by direct observation. We also  asked the shop 

managers about the different places they have visited and 

payed attention to the postcards they were proud to hang 

on the walls of the stores we visited.

Fig 23. Map of most popular diving spots in the world. Illustration by Miguel Carbayo. See appendix D.

Fig 24. Diver exploring an underwater statue the in 
Bali Islands. Retrieved from worldin1001view.com.

Fig 25. The great blue hole in Belize. Retrieved from 
Belizescuba.com
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Divers are a complex group, defined by a great 

amount of different cultural aspects. This map 

illustrates these different aspects in a visual 

form, it shows the relation between them and 

the importance of each by the size of the circles. 

These aspects are:

Environmentalism

Divers not only hear about ocean contamination 

like the rest of the population, but they also experi-

ence it during every dive. They are completely awa-

re of the unique role their sport puts them in, and 

know that their actions can really provide a change.

Communication

The fact that divers have their own language that 

they use during their activity provokes a strong sen-

se of unification among the participants.

Scuba diving culture

Exploration

Communication

Safety

Travelling

Photography

Tribalism

Environmentalism

Fig 26. Illustration of aspects of scuba diving culture. Illustration by Miguel Carbayo
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Exploration

70% of the planet Earth is covered in water, and most of it is 

uncharted. Divers are people who dare go into the unknown to 

discover beautiful and mysteries new places. 

Photography  

Through observation we learned that a lot of divers enjoy being 

able to share their experiences with friends and relatives. Their 

underwater experiences and discoveries mean a great deal to 

them, and the best way to share these are through images and 

videos they take. 

Security

Before receiving the PADI authorization to dive, it is mandatory 

to learn skills that allow you to handle most emergency situati-

ons. These required skills  involve mastering the act of breathing 

tandem (two people from the same regulator), and spotting other 

divers in distress. 

Travelling

Divers are adventurous people by nature, through our interacti-

ons and observations with community members we learned that 

travel is a very common and popular aspect of the sport. One of 

the first things you will notice when you enter a diving center is 

the posters they have hung up, advertising where they plan to 

travel as a group, to partake in an event or experience the excotic 

environment. 

Tribalism

Through interviews with members of the diving community, we 

Identified a curious aspect of the sports’ internal culture. During 

this interview with a master dive instructor we were informed 

that the Norwegian diving community is very inclusive and wel-

coming, compared to other Scandinavian diving communities. 

According to this dive master, the Danish diving community shows 

much stronger characteristics of tribalism, holding to their own 

clubs and their own subculture of the sport. She also mention the 

Finnish Cave Diving community, these guys are apparently not 

very inclusive, not accepting members of other diving related 

subgroups into their community at all (Monica Taanevig, personal 

communication). 

Fig 27. Group of divers in the water. Retrieved from Ecolodge-adventures.com
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Empathy exercise
To gain a better understanding of scuba diver’s fascination with the sport, we wanted to actually experience how it felt 

to breathe and move under water. In the video below you can see us partaking in a beginner diving course. This exercise 

made us aware of factors that we otherwise never would have understood. Among them the feeling of silence and soli-

tude beneath the surface and the surreal feeling of be able to breath underwater. (IDEO method cards)

Fig 28. Partaking in a scuba diving course. Video by Vegard Bakke Svendsen
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Initial ideation
Based on our research, we developed 9 ideas we could present to 

the scuba diving community for feedback for further iteration.

A device that measures and 

shows you how much air your 

diving partners have left in 

their bottles, so everyone can 

be aware of each other and 

avoid running out air it by 

accident.

A device that shows how 

far away each of your diving 

partners are from you, to be 

aware if anyone is missing the 

group.

A ’panic botton’ for each 

diver which would light up a 

beacon on their partners to 

advice about any danger or 

problem happening.

A way to be able to drink whi-

le diving, possibly fitting and 

utilizing cans/bottles that you 

bring from home.

1

2

3

4

All illustrations by Miguel Carbayo
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A container where you can 

fit some drinks and leave it in 

the water to keep them cold, 

tied close to the boat or co-

ast. This way you could keep 

hydrated , or grab a cold drink 

as soon as you are finished 

diving. 

A long bag where you put 

the diving suit after the 

diving session on the way 

back home so the water that 

drops from the suit is kept 

in a sponge at the bottom 

part of the bag, that is easy 

to remove and dry. This way, 

when you arrive home the 

suit would be drier than in a 

normal bag.

An object/badge that reacts 

and alters its color or shape 

when exposed to a certain 

level of pressure. (In this case, 

how deep you dive), to show 

to other people your personal 

achievments.

A solution to get the water 

out of the diving mask to 

avoid the rudimentary action 

of blowing air in it.

A device / product that 

recreates diving sensations 

(sounds, floating...) and bring 

them into the daily life.

5

6

7

8

9

All illustrations by Miguel Carbayo
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We engaged the diving community on facebook early in our 

ideation phase, this was done in a large part to receive user en-

gagement. During this phase we learned that the divers on the 

facebook forum we questioned were strongly opposed to the 

idea of non-divers trying to solve technical or technique related 

issues. 

When we proposed a system or device that could monitor group 

Answers from questionnaire 
air supply we were met with skepticism, and rejection of the idea. 

Most of the commenters implied that we were outsiders trying to 

implement a quick-fix solution to a problem that would not exist 

if proper technique were applied. This same attitude persisted 

through the comment section of our questionnaire. We can un-

derstand the critical nature we were confronted with. The issues 

of brand trust, and perceived intention can be crucial elements in 

successfully proposing product ideas to certain communities. 

Be aware of the amount of oxygen 
left in the partners bottles

Drink underwater to keep hydrated

Show personal achievment on how 
deep you dive

Be aware of proximity of partners

Cold drinks in the sea for gathering 
after a dive

Take the water out of the glasses 
while diving

Panic button to find your partners

Dry the diving suit before coming 
back home

Bring any diving feeling into 
normal life

Fig 29. Illustration of results from questionnare. Illustration by Miguel Carbayo

Fig 30. Example of different responses. Print screen from Facebook.
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Adjusting to feedback
After a receiving clear message through collective sensus, we gathered that their prefer-

red solutions to safety is abiding by and practicing correct technique.

We concluded in going back through our data and distinguishing what was generally 

expressed by the people we observed and interacted with.

We found a common consensus expressed by many people in the community, several in-

stances where experienced members expressed concerns about the environment.  

We felt this was a substantial move in a more culturally relevant direction. The question 

became, how can we create an effect that assists or improves the process of cleaning the 

ocean/ocean floor while not involving technical solutions, or compromising technique and 

procedure. 

In addition we should include the priorities and values we had discovered through our 

prior research. Simplicity, practicality, and protocol were all qualities that were considered 

when proceeding in our new direction. 
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Relevant projects: environmental organizations

Project aware

Focusing on the critical issues of Sharks in Peril and Marine De-

bris, Project AWARE empowers thousands of divers in more than 

182 countries to work together for a clean, healthy and abundant 

ocean planet.

This organization, part of PADI (Professional Association of Diving 

Instructors), informs people about the situation of the oceans with 

facts and images, show how divers are working to solve the issue 

and encourage anyone to take part on this fight.

Greenpeace

Worldwide known organization, they take part in a large range of 

activities related to defend the environment. One of their projects 

is called ‘Protecting the oceans’, which they diefine in their webpa-

ge as ‘Campaigning to end ocean exploitation and ensure a healthy 

ocean future’.

They have realised about the oceans importance and much 

mankind is mistreating it, so they focus their efforts in informing 

people about the situation so they change their daily habits to a 

more eco-friendly way. However, their biggest challenge is convin-

cing the mighty companies of making this change, due to they have 

much more relevance in the topic.

Fig 31. Image and branding material for Project Aware. Retrieved from projectaware.com Fig 32. Image and branding material for Greenpeace. Retrieved from shawglobalnews.wordpress.com
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Relevant projects: eco-friendly sunglasses

Norton point

Cleaning our oceans by recovering ocean plastic and turning it into 

high-end sunglasses. It is a company created in 2015 by two long 

time college friends who took the decision of cleaning the ocean, 

and the best way they found to earn enough money to do so was 

by the sale of sunglasses made by the plastic the collect from the 

sea. 

They have developed the first line of eyewear made from reco-

vered high-density-polyethylene (HDPE) ocean plastics, and after 

their very succesful first lauch they started to give back 5% of net 

profits to global clean-up, education and remediation practices.

Solo eyewear

With the main objective of change lifes, this company manufactu-

res eco-friendly sunglasses made with repurposed bamboo and 

recycled plastic. However, they do not define themselves as a 

sunglasses company, but as a company that care about people and 

the environment. 

SOLO Eyewear contributes to the society by donating 10% of pro-

fits. They have restored vision for 13.000+ people in need through 

the funding of eye exams, eyeglasses and cataract surgeries.

Fig 33. Image and branding material for Norton Point. Retrieved from https://goo.gl/im7UIL Fig 34. Image and branding material for Solo Eyewear. Retrieved from https://goo.gl/DMWEVT
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Scuba diving and environmentalism

”By 2050, there will be more plastic 
than fish in the world’s oceans”
- Ellen MacArthur Foundation

After moving forward with our new direction, derived largely from analysis of user 

involvement, and observation exercises that yielded culturally significant data. We 

then began our new ideation phase, attempting to stay on the newly defined para-

meters set by the results of our research. The user input pointed us in an environ-

mental direction, and members of the community informed us that the majority of 

the concerns lie with oceanic plastic debris. We take into consideration that people 

who participate in diving see 70% of the earth and its environment. Diving allows 

you to access and witness what impact our society’s actions are having, the effect 

that spills out from the human populated 30% of the planet. How can we better 

facilitate divers, the ones who access the less traveled parts of our planet, to be 

more efficient shepherds by cleaning the oceans they love. We set out with this new 

vision, ready for a blank slate and more ideation. 
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Trash net concept
 We began to create new concepts and ideas as seen in the picture, with the focus on collecting and disposing 

of ocean debris. The product in the illustration was a net that could be detached and used to collect debris 

without any part of the bag tethered to the body. When finished, the bag could then be reattached through 

a buckle system on the front of the vest. Each diver would then have their own personal net for contributing 

in the collection of debris. In addition to the net, a part of the idea was also that individual participants could 

register the amount of trash they had picked up. This would be done through a system of scanning some type 

of identification or barcode. The amount of contribution would then be shown on a website, or in your local 

dive center. Giving the system an aspect of gamification that could motivate participation.      

Fig 35. Concept. Illustration by Miguel Carbayo
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Balloon concept
This concept expanded on the concept of collection, the product being a type of communal net that would 

contribute to a community oriented feeling of participation. Instead of being focused on every individual diver 

contributing for themselves, this floating platform would serve as a type of underwater dumpster. The system 

would have a tray surrounded on the sides by net to keep the debris in place, and be tethered to an inflatable 

balloon that could be activated when needing to bring the collected debris to the surface. 

Fig 36. Concept. Illustration by Miguel Carbayo
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How can we best contribute?
After generating a multitude of concepts oriented around the act of collection, we came to the realisation that 

a glorified bag would fall short in form of a contribution to this staggering problem. We discovered that there 

is an organisation called “project aware”, a part of the PADI organisation (Professional Organisation of Dive 

Instructors), that is motivating, organizing and educating divers about the importance of cleaning ocean debri. 

We subsequently began to shift over to the idea that the greatest impact may lie in supporting this organisati-

on, one that holds a very strong standing in a community that can be rather skeptical of outsiders.    

Fig 37. People. Illustration by Miguel Carbayo
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Choosing an ambassador product
When choosing what kind of ambassador product to design, we asked the following questions:

• Is it useful for the target group?

• Will the accessory potentially attract attention and work as a conversation starter?

• Will we be able to customize the accessory in a way that linkes it to the cause of preserving the oceans?

We also considered objects like phone cases, pins, stickers, flip flops and  key chains, but none of them were 

considered as good as sunglasses as effective ambassadors for the cause.  

Why sunglasses?

• Useful both in daily life and when 

going diving

• Greatly visible when worn

• Used by both men and women

• A lot of people already use sunglasses 

as a way of showing their personality

Fig 38. Sunglasses. Retrieved from oakley.com
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What would sunglasses 
for divers look like?
Different diving mask’s have their own characte-

ristic shapes. In this creative exercise we tried to 

isolate the shape of the actual glasses to see if we 

can draw inspiration upon that in our own product 

development. 

As the sunglasses were to function as ambassadors 

for a diving related cause, we wanted the shape to 

create a product with a connection to equipment 

the divers already had adapted. 

Fig 39. Sunglass lens shapes. Illustration by Miguel Carbayo
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Rapid prototyping
Angle testing

With lasercut templates and a glue gun, we could rapidly make a series of glasses with different angle of the 

front part that holds the lenses.  These prototypes helped decide at which angle the different parts should be 

connected to make the most comfortable fit. (Lerdahl, 2013, p. 191)

Size testing

Getting the size right is crucial for developing sunglasses that people actu-

ally would want to wear. With prototypes in a range of different sizes, we 

were able to determine a size that would fit most people. We also wanted a 

rather large front area that mimics the diving mask, which normally is a lot 

bigger than glasses. 

All photographs by Vegard Bakke Svendsen
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The material choices we made during the design of our final product, 

were  derived from combination of observations gathered from our 

users. Also we used materials we found to satisfy semantical and practi-

cal requirements. We wanted to communicate through design as well as 

material choice.

The inner frame: Here we use the recycled plastic material derived from the 

ocean. The inner plastic part of the front frame is plastic, giving the structure 

a stiff but slightly flexible quality.

The outer frame: On the outer portion of the frame we line the surface with 

cork material, this cork makes the frames float, as well  gives our glasses a 

strong aesthetic character. The cork layer also works well in the prevention 

of sun reflection.

Temples: The temples are also made of recycled plastic. The plastic gives the 

right amount of flex needed to keep a slight but constant pressure against 

the head. 

Lenses: The lenses are made of tempered and polarised glass. Tempered 

glass gives the best resistance to scratching, and keeps the lense from brea-

king under pressure. The polarisation of the lenses assists in seeing through 

waves and protects the eyes from the full aspect of the sun’s harmful rays.

Material choices

Fig 40. Sunglass protypes. Photo by Vegard Bakke Svendsen
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ONLY 

170$

All profits goes directly 
towards our mission!

Fig 40. 70/30 sunglasses sales poster . Photo by Vegard Bakke Svendsen
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Recycled plastic Wide arms to prevent 
sun reflections

Polarized glassCork front to make the glasses 
float and be easily recognized 

Fig 41. Technical details of the 70 / 30 sunglasses

Technical details: sunglasses
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Fig 42. Technical details of the cover for the 70 / 30 sunglasses

Robust neoprene 
cover

Reinforced 
for increased 
strength 

Carabiner clip for easy and 
practical attachment

Technical details: sunglass cover
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SEE THE 100%

View the world through our lenses
Divers have a perspective most poeple never get to experience, as they in addition to the land co-

vered parts of the world get to experience the underwater world, which is over 70% of the world. 

Non-divers as a consequense only get to see maximum 30% of the world.  

This project is dedicated to the divers who choose to both acknowledge and act upon the chal-

lenges the world’s oceans face. These sunglasses are for the people who see the 100%.

Fig 43. Community of divers. Photo by Vegard Bakke Svendsen
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Partnering with an established 
sunglass brand
The purpose of this product is to inspire divers to partake in a collective 

effort of preserving the ocean. It is therefore critical that the our produ-

ct doesn’t become just another pair of sunglasses that get thrown away 

after a short period of use. If the glasses’ lifespan becomes a short one, it 

totally defeats their purpose (Walker & Giard, 2013, p. 110). 

The phrase ”the trippel bottom line” was first coined in 1994, this describes 

the three ways a company can measure their bottom line. The first being the 

traditional measure of corporate profit, the second is a measure of social 

responsibility, and third a measure of the company’s impact on the environ-

ment (The Economist, 2009). In compliance with society’s growing concern 

for the environment, an increasing number of enterprises are willing to act 

in socially responsible and environmentally conscious ways (Psychology & 

Marketing. 2013). 

One way to make our product more sustainable is to make them last longer 

than the glasses divers normally would wear. To achieve a level of quality 

that could add in the products sustainability, it could be beneficial to team 

up with a company that has the knowledge and ability to make high quality 

sunglasses. In addition to sales profits, the sunglass manufacturer would 

also benefit from the cooperation in a branding point of view. According 

to a strategy officer at a well-known NYC brand agency, milliennials’ views 

have changed from the “right thing to do” to the ”cool thing to do” (AdWeek, 

2015). 

Fig 44. Ray-Ban logo. Retrieved from Awebtoknow.com

Fig 45. Oakley logo. Retrieved from Awebtoknow.com

Fig 46. Persol logo. Retrieved from Awebtoknow.com
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How can the sunglasses contribute to cleaning the oceans?

Divers participates in Project 

Aware’s mission to preserve the 

world’s oceans

Diver supports Project Aware financially through 

buying the 70/30 sunglasses and by wearing the 

glasses as an ambassador for the cause. 

The glasses sunglasses attracts attention 

and makes more divers want to help clea-

ning the ocean. 

Newly recruited divers repeat the cycle

All illustrations by Miguel Carbayo
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Presentation evaluation
Preperation

While preparing our final presentation, our group (Scuba Divers) 

were focused on a number of cultural factors and messages that 

needed to be communicated efficiently. Based on our previo-

us milestone presentations we learned among many things the 

importance of direct and concise visual illustrations. Keeping the 

pictures and illustrations linear with our message, as well as buil-

ding the emotional journey of our presentation. Most importantly, 

we wanted to communicate the cultural relationship our product 

had to the scuba diving community. 

To structure ourselves, and give a proficient storyline we began 

by drawing out an arrow on a whiteboard. Around the perimeter 

of the white board we wrote down all the important information 

that was required to drive home our point, as well as tell a convin-

cing story. As a group effort we contributed in proposing different 

illustration methods, as well as digging up in prior research and 

observation data to give possible citations and methods of backing 

up our presentation’s message.

Feedback

As mentioned, we were very happy with the feedback we received. 

Especially the reception of our message, tying the glasses to the 

organization, and the function being as an ambassador product. 

We did receive feedback regarding the products name “70/30”. 

Recommending that if we mention the earth’s water to land rela-

tionship of 70/30, then we should mention the water based 70% 

first in our presentation. Since the 30/70 relationship between the 

earths “land mass”  vs “ocean” was mentioned on several occasions 

this caused a slight semantical confusion with some of the audien-

ce. We will therefore change this part in the written assignment.

Fig 47. Slide from final presentation. Illustration by Vegard Bakke Svendsen
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Inspired by the iconic shape of a diving mask, the size and shape 

of the frames helps cover a significant part of the field of vision. 

This also gives a look that strongly references the sport itself.  
This cork accent gives a distingu-

ished look that is uncommon in 

sunglasses, although not out of 

place. The result is an interesting 

quality that draws attention 

Thick temples tthat has a visually 

connection to the iconic diving 

mask

Semantics and aesthetics

The frame of the 70/30 

sunglasses is quite wide, 

covering the whole span of 

the eyes and upper face. 

The front area of the frames are 

designed with from cork material 

for a differentiating accent. 

Semantics Aesthetics

Fig 48. Final prototype. Photo by Vegard Bakke Svendsen

(See Appendix C)
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This carabiner attachment gives a 

practical and utilitarian expression.

This material choice is very familiar to the 

community and communicates the protective 

qualities it holds while used in wetsuits. 

Semantics and aesthetics

The case has a metal carabiner 

attachment toward the opening.

The case is made in neoprene 

black neoprene material. 

Semantics Aesthetics

Fig 49. Final prototype. Photo by Vegard Bakke Svendsen
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Semantics
The 70/30 sunglasses frames we have designed are modelled and inspired from 

the iconic and easily recognizable shape of a diving mask. The diving mask is such 

a large part of both the sport and the cultures visual recognition, we felt it commu-

nicated the sport in a way we wanted to incorporate. The sunglasses’ wide frame 

emphasizes the similarity with the mask, in addition to the fact that we modelled 

the glasses lense shape from a very popular scuba mask. 

Fig 50. Illustration of lens shape. Video by Vegard Bakke Svendsen
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Web design
Front page structure

One of the most important aspects of this project, is the values the 

sunglasses are affiliated and assosiated with. For the user to un-

derstand these value, we have to communicate the reason for the 

glasses’ to exist. We therefore  chose to emphasize the tremendo-

us challenges we face in regards of ocean pollution. 

Our goal with the website is to tell the story about ocean polluti-

on, and how the 70/30 sunglasses can contribute to making a real 

difference. To achieve this, we have to keep the readers attention 

long enough to really understand our mission. It is therefore criti-

cal to present our information in a concise and interesting way.

We have chosen a one-page layout where the reader will be able 

to get an overview of our mission and product just by scrolling 

down the front page. Should the reader be interested in more in-

depth information, we have provided links til more detailed pages.

Quote or fact that catches the readers attention, followed by a 

question the reader must scroll further on to get answered. 

Logo

Answer to the question and interesting information to keep 

the reader interested

About the state of the oceans and how we as individuals can 

contribute

Information about the 30/70 sunglasses
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Exhibition design

Plottet picture that shows 

our cultural group of focus. 

Cork accent on the plateau of the 

stand, to complement the featu-

res of the glasses. 

Ipad with website showing, this will 

lay on top of the angled shelf instead 

of static written information.

Lights that can highlight the written 

information, as well as illuminate and 

put an emphasis on our final product. 

Clear logo and slogan at top left of the 

back wall.

Final product showcased on a small 

raised shelf. Under the lights for better 

visual effect. 

Color of stand chosen to fit with the 

color palette of the background image

Fig 51. Exhibition stand. Illustration by Miguel Carbayo
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Conclusion
In process of designing an effect for the cultural group of our choice, we learned 

a great deal about scuba diving sport and culture. Gaining insight into the culture 

of scuba divers required an in depth process of research and observation. After 

the research process was performed and the information was collected and analy-

zed, the information led to the ideations that we presented to the community. The 

user involvement exercises resulted in cycles of evaluating proposed ideas. This 

community feedback helped us in finding an alternate view of what the design of 

personal effect could be. Ultimately the information gathered showed a community 

consensus that the ocean environment was a priority. We subsequently developed 

an effect that could help contribute to the community’s collective ambitions. The 

product we created contributes in remedying the global problem of plastic debris in 

the ocean. Our final product and personal effect became a pair of sustainably built 

sunglasses that could aid in supporting a diving organization that takes aim at this 

environmental issue. The product functions as ambassador tool, spreading message 

of awareness that resonates with the scuba diving community. Even though this 

design process has been an academic exercise, we are eager to send a proposal to 

“Project Aware”. We hope this product could be a helpful personal effect and tool, 

that could spread awareness about what divers do to preserve the environment 

and inspire others to join. 
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Results from Survey 1
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P Q

R S

Australia     Canada     Nicaragua     Norway     U.K.      U.S.A     Belgium

10

5

0

0

1

2

3

1      5      8      15      20      25       30      40       50      60      100     250      700
Ear 

problems
UnknownL ost / 

abandoned
Downcurrent Drowning / 

Out of air
Gear 

malfunction
Losing controlN o fearsNot being 

able to dive

0

1

2

3

4

5

Appendix A



PAGE  49 

T U

V



PAGE  50 

W X

PO PP

20.0008.0003.0002.0001.5001.0007505003002000

5

0

1

2

3

4



PAGE  51 

PQ

PS

PR

100.00050.00030.00020.00015.00011.0005.0004.0003.0001.000600250100

0

1

2

3



PAGE  52 

PT PU



PAGE  53 

PX

PV PW

0

3

5

7

Cave DeepAllU nderwater
photography

Group Recreational Technical



PAGE  54 

Results from Survey 2
54 responses
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Appendix C
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Data vizualisation 101 

Appendix D
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Necessity based on the distance to home

Miguel’s map

Appendix E
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ME

NOT ME

Importance/Value

Andreas’ map

Appendix F
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Practical and emotional value

Vegard’s map

Appendix G
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Workshop (Norrøna + Roma) 
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1 Concept sketches. The f irst part of the project had 
no creative limits. The main objective was to illustrate 
as many ideas as possible, regardless the viability of 
them.

Workshop:
Miguel Carbayo Viejo

The Norrona workshop was probably the most interesting short 
design activity I have experienced so far at HiOA. This could be 
related to the fact that the degree that I was studying at Spain 
was a engineering focused on the industrial design and manufac-
ture of the product, so we were taught that there exists a phase 
of quick prototyping but we never practised it. 

The way I arranged the presentation area was based on the four 
stages that were proposed on the activity planning and each of 
them h eavily d epends o n the previous one: Concept sketches, 
Mock ups, Detail sketching and Prototyping.



PAGE  85 

I started basing my concepts on products that are 
related to d ivers and already exist, s uch as t he 
oxygen b ottle a nd t he s tereotypical p irate chest 
that can be found on the sea bottom.

Secondly, I thought about a practical organizer for 
all the equipment that divers have to carry to the 
diving z one. Following this d irection I draw t he 
unfoldable bags that allow the users to see al the 
gear when opening it or before closing it, to avoid 
forgetting any part of the equipment.

After that, I wanted t o stick t o the concept of 
‘organizer’ as people commonly know it, a  redu-
ced size object which can hold the mos used per-
sonal objects such a s wallet, mobile phone a nd 
keys. T he e xternal appearance o f this p roposal 
was a diving oxygen bottle.

To end with, thinking out of the box was my main 
goal, basing the concepts on the most important 
cultural aspects about the user group, and here is 
when the most interesting ideas arised. Having in 
mind the ‘exploration’ aspect I  came up with the 
concept of a box where you do not know where 
you place y our b elongings. Based o n the ‘tea-
mwork’ or ‘community’ part of the diving culture I 
thought about a box with numerous locks which 
needs m ore various p eople at t he time to be 
opened.

This l ast c oncept is t he one I  p ersonally f ound 
more interesting and enjoyable to develop during 
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ideas, each of them with diffe-
rent results.

The ‘folding b ag’ model 
showed that the final product 
would be t oo l arge and 
uncomfortable to u se w hen 
carrying a diving s uit, w hat 
makes the final product unvia-
ble.

On the other hand, both mock 
ups o f the ideas r elated t o 
‘community’ ended up w or-
king, the general and the one 
focused on the mechanism, so 
I had a concept to f ocus on 
during the next stage.

3 Detail sketching. This phase 
might b e the easiest o ne f or 
me due t o my e ducation on 
technical aspect of t he p ro-
duct design. 

During this period a few 
number of i ssues r elated t o 
the mechanism h ad t o be  
solved. There had t o be a n 
external e lement t hat conec-
ted the main p art of t he b ox 
with t he c over t o be a ble to 

2 Mock ups. This stage consists on produ-
cing fast models of the ideas we draw, to 
verify i f they w ork also i n a 3D version. 
Although I  had a  c lear i dea of w hat I 
wanted to keep working with, the objecti-
ve o f the activity w as t o try s everal c on-
cepts at the same time to test the possibi-
lities of all of them. I realized paper models 

This e xternal p iece w hould be t he m ost 
complicated to b uild and had s everal 
details to d efine so i t worked p roperly. It 
had t o be c omfortable enough t o grab, 
allow  its m ovement along the box a nd 
being able to hook up the case.
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4 Prototype. For the final phase I decided to build the pro-
totype in wood, due to its ease to cut and work with. Even 
though cutting the material needed was a fast operation 
thanks t o a previous g ood measuring defining phase, I 
was not expecting the wood to blend that much beacuse 
of its reduced thickness.

I also used some textile for details, such as the hinges, the 
external p art of t he m echanism where the user h as t o 
place h is fingers a nd a  f ront r eference to a pirate chest 
mentioned at the Concept sketches.

Although the blending wood modified the initial dimen-
sions of the box, the fact that did not allow ir to work pro-
perly w as t he l ocation of t he l ocks, that w here h igh 
enough to open the case with the thumbs. In a real pro-
duct design process this issue would have been solved in 
the next prototype.

Conclusion. The fact that we had so few time to produce 
various ideas and create a prototype farced us all to redu-
ced t he time employed o n each p art of t he p rocess. 
However, the acceptable quality of the final results show 
me that i do not need as much time as I thought to produ-
ce fast ideas. 

Moreover, taking part on this workshop has allowed me to 
understand a stage of the designing process which I only 
heard about, what makes me consider this activity highly 
educational.
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Workshop:
Andreas

After an initial days’ excercise of sketching and different ideation we began 
making paper mockups of different orginizers. The first idea I began on was this 
diving mask organizer. The thought behind this idea was that the diving mask 
would have an open area on the bottom part where water could evaporate and let 
the diving mask dry quickly.
This design not only helps in drying the mask rapidly but also prevents the 
potential for mold to build up on the equipment. This is a known problem on 
equipment used in water sports, since the water builds up and will not drain on 
its own. 
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This prototype was designed to be a stand for a gopro and the subsequent equipment carried along under water. The idea here is that the box could be 
brought on a dive and stood up on the bottom of the sea bed, then you could use it as a type of tripod for filming yourself. 
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This idea and prototype was a refined version of the previous, drawnn in solidworks and cut symetrically from peices of foam. The benefit in this 
design being that it could be used as an underwater wing in addition to an orginizer. The diver could use it to steer while swiimimg, then unfold 
the wing and use it as a camera stand for a gopro on the ocean floor. this double design would lessen the requirement for additional required 
equipment while diving.
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ROME WORKSHOP - VEGARD BAKKE SVENDSEN

Experiencing Rome
The rich history and well-preserved architecture of Italy’s captital, attracts millions of tourists every year. Iconic 

buildings like the Colosseum, St. Peters Basilica and the Pantheon are just some  examples of what this historic 

city has to offer. An important part of our workshop was to gain a better understanding of what attractions the 

city has to offer. The 50 min long walk through the city’s historic center from the apartments to Sapienza Uni-

versity was a great way to see a lot in the relatively short time we had available.
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ROME WORKSHOP - VEGARD BAKKE SVENDSEN

Understanding souvenirs
In a place with lots of tourists, souvenirs are usually not far away. We have all seen the typical 

souvenirs, ranging from postcards and coffeemugs to fridge magnets and miniature models. Acco-

rding to the Cambridge Dictionary, a souvenir is something you buy or keep to help you remember 

a holiday or special event. To really understand the value of souvenirs, we discussed and explored 

different types of existing souvenirs used to help people make their holiday memories from Rome 

last. 
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ROME WORKSHOP - VEGARD BAKKE SVENDSEN

Romapp - keep your experience alive
The goal of the workshop was to develop a souvenir concept that had the possibilty to be persona-

lized. We created ”Romapp”, a souvenir that is custom made based on the travellers own experien-

ce of the city. Romapp is a physical map created from information gathered from your mobiles GPS 

through a mobile application. 
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ROME WORKSHOP - VEGARD BAKKE SVENDSEN

Technology and personalization
After collection information about what parts of Rome you have experienced, the Romapp applica-

tion will make it possible for the user to choose what streets and memorable places to highlight in 

their personal map. These places will be CNC machined and glued on top of a map of Rome. In this 

way, the map represent each users experience of the city. To personalize it even more, the map will 

include stickers and miniature models the user can place on the map.

!?Food

Great experience 

Park Landmark

Good view

Weird experience

CNC machined buildings

Laser engraved map on wood

Examples of stickers

CNC machined path

Printed stickers
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“How can I get to the 
Colosseum?”

??
Track the route

Enjoy Rome

Lasercut the map

Get the map with parts

Map Buildings and parts
Box

Pack the box with you

Travel home

Build your own memories

Be your own architect

ROME WORKSHOP - VEGARD BAKKE SVENDSEN

Customer journey
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Reflection notes
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The biggest challenge in this subject by far, has been the fact that 

the entire course has taken place in english. Early on, I thought the 

presentations was going to be the hardest part of using the english 

language. While it has been a totally different ball game keeping 

presentations in another language, this form of well thought 

out communication turned out to be a lot easier than both daily 

communication and writing reports. Working in an english spea-

king group has been both challenging and fun, and I would defini-

tely choose an international group if I were to choose again. 

Having the opportunity to partake on the study trip to Rome was 

a great experience. Even though the University wasn’t particular-

ly impressive, the trip as a whole was an incredible experience. 

Attending the next trip to Milan too, no doubt. 

The lack of training in academic writing made it hard to showcase 

the project in the final report. Even though we had gathered a lot 
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of information during the project, it was surprisingly time de-

manding to collect and put it together as an academic document. 

Probably a good exercise before writing our bachelor degrees next 

year. 

I really enjoyed and learned from the photo workshop early in the 

subject. Lots of practical advice I have already gotten use for. 

The subject had more independent workshops than I am used to. 

In the next subject I will do a better job checking beforehand how 

the upcoming weeks and plan my work accordingly. A couple of 

times I didn’t check my schedule good enough, and felt that whole 

days just “disappeared”. This surely could have been avoided by 

having better time management. 

All in all a very good subject, and I am proud of the work my collea-

gues and I have put into this project!
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This class has been a very enjoyable addition to the courses we 

have had throughout our 2 years of the bachelor course. There 

was a healthy but manageable amount of relevant lectures spread 

out through the beginning and middle of the class. During the 

lectures we were were presented with new and relevant process 

theory to be applied in our design process. This was also the first 

time we were truly introduced design theory to be used in con-

junction with our related project, giving much more insight to 

what we were expected to deliver. 

The milestone meetings were a good method of gauging progress 

and keeping ourselves on track with the schedule we were suppo-
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sed to follow. I felt that we were able to make positive and ne-

cessary changes to our project with the feedback gained from the 

teachers and other students during the milestones presentations. 

I feel like our group have a very evolution from the start of the 

project to the finish. We were able to evolve our illustrative skills, 

presentation, and design process with help from the teachers. 

The teachers almost always available , and were helpful in guidan-

ce and explanations. I really enjoyed this class, and feel that the 

skills acquired leave me a lot more capable to go forward in the 

3rd year with more theoretically oriented subjects.  
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This course has been very interesting and fruitful, mainly because 

is focuses the first part of the design process, from understanding 

our user group to design an object that they accept. It comple-

ments my studies from the University of Valladolid, the Degree 

of Engineering of Industrial Design and Product Development, 

where we selected a product to design within the first weeks and 

spend most of the time of the semester defining it.

I have enjoyed every part of the subject, from the short workshops 

where we rapidly develop punctual skills to the group work and 

discussions on how should we focus and develop the project. 

One of the most interesting part has been getting to know the 

user group. Talking to the people who we were going to design to 

instead of trying to understand them from our desks really makes 

a difference. Having a conversation with the users, see how they 

behave among their partners, hear what expressions and words 

they use while talking... Any of these details gives much more 

information than what we could find out by the internet.
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Also, the iterations have a huge relevance in the designing process, 

more that what I could have imagined. The constant contact with 

the user group make the final product much more solid. Specially 

in our group, that when we thought we were going in the good 

direction with a wide variety of great ideas, the divers made us see 

the reality and realize that we didn’t understand our user group 

yet.

It is also worth mentioning the rapid prototyping phase, supported 

by the Norrona workshop. The ideas nearly always work when 

they are on the computer screen, but unexpected issues show up 

when the model comes to the three dimensions. Taking decisions 

on which shape is better for sunglasses is much easier and well 

based when you can actually can touch the option and try them on.

For these and many more reasons I have enjoyed and learnt a 

lot from this course. I also have developed skills such as rapid 

sketching and mock up building that I surely will use during my 

next years of design work.


