


Creating a Brand Experience for People who are Visually Impaired or Blind



Three teams of four students each: 
Business
Engineering
Graphic design
Industrial design

Creating a Brand Experience for People who are Visually Impaired or Blind



Personal healthcare products
Team 1: Make-up
Team 2: Hair care
Team 3: Hair Color

Products Selected



People who are blind, not blind people
An underserved market highly appreciative of universal design
Many are active computer users- JAWS

Insights into the Population of People who are Blind



Looking good, fitting in, “ignored and stared at”
Difficulty in identifying objects
Hostile public environments

Primary Difficulties Faced by People who are Blind



Brand essentials, experience, signature elements
Integrated Innovation

Brand Proposals

Brand Proposal

Learn

Shop

UseDispose

Extend



Brand essentials, experience, signature elements
Integrated Innovation

Brand Proposals

What’s desirable?

What’s good?

What’s possible? What’s valuable?Integrated Innovation



Jeremy Smith, Graphic Design
Sean Shiel, Industrial Design
Anthony Wahlbrink, Engineering
Laura Shull, Business 

Team One: Make up Products































Brittany Fullmer, Graphic Design
Dean Bacalzo, Industrial Design
Tuan Lee, Engineering
Amy Chesak, Business 

Team Two: Hair Care Products



Target Market

• Children who are blind or visually impaired

• All Children ages 5 - 13
(36.4 million in the US) 

• Opportunity:  Expansion to 
Developing Countries



Shampoo, Conditioner, Gel



Dispense



Dissolve



Wash



Reusable
Refill



Bracelets &
Tattoos



Bracelets



Conditioner



Packaging



Packaging





Ryan Whillier, Graphic Design
Stephanie Recalde, Industrial Design
Prasoon Saurabh, Engineering
Andrew Donadee, Business 

Team Three: Hair Color Products

























Dedicated to Prof. Paul Rothstein


