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Quialitative research is a method of inquiry employed in many different
academic disciplines, traditionally in the social science, but also in market
research and further contexts. Qualitative researchers aim to gather an
in-depth understanding of human behavior and the reasons that govern
such behavior. The qualitative method investigates the why and how of
decision making, not just what, where, when. Hence, smaller but focused
samples are more often needed than large samples. In the conventional
view, qualitative methods produce information only on the particular
cases studied, and any more general conclusions are only propositions
(informed assertions). Quantitative methods can then be used to seek
empirical support for such research hypotheses. This view has been
disputed by Oxford University professor Bent Flyvbjerg, who argues that
qualitative methods and case study research may be used both for
hypotheses-testing and for generalizing beyond the particular cases
studied.

J‘r"ﬁk J;_‘ A mcul 4_%% z‘.\q‘}@ﬁ /’ ‘,._,m/év\ ‘%ﬁ‘ Tm £ ;L“
2:‘:%0,;,@,’7 ?‘E‘l’}_‘s"g\};’q‘_‘ 7"‘1%—4)(4&]@1\,4‘('?5\.7\?‘%?,_

MEPNBROFATZFE AR SCELE 0 AT B KDEHK
Lgd A FRRAT BT - BEOFT I R E-

1


http://en.wikipedia.org/wiki/Reason
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...It is the pervading law of all things organic and inorganic, of all things
physical and metaphysical, of all things human and all things superhuman, of
all true manifestations of the head, of the heart, of the soul, that the life is
recognizable in its expression, that form ever follows function. This is the
law.

Shall we, then, daily violate this law in our art? Are we so decadent, so
imbecile, so utterly weak of eyesight, that we cannot perceive this truth so
simple, so very simple? Is it indeed a truth so transparent that we see through it
but do not see it? Is it really then, a very marvelous thing, or is it rather so
commonplace, so everyday, so near a thing to us, that we cannot perceive that
the shape, form, outward expression, design or whatever we may choose, of the
tall office building should in the very nature of things follow the functions of
the building, and that where the function does not change, the form is not to
change?...
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In the 1980s, in writing The Design of Everyday Things, I didn’t take
emotions into account. | addressed utility and usability, function and form, all
in a logical, dispassionate way—even though | am infuriated by poorly
designed objects. But now I’ve changed. Why? In part because of new
scientific advances in our understanding of the brain and of how emotion and
cognition are thoroughly intertwined. We scientists now understand how
important emotion is to everyday life, how valuable. Sure, utility and usability
are important, but without fun and pleasure, joy and excitement, and yes,
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anxiety and anger, fear and rage, our lives would be incomplete.

Along with emotions, there is one other point as well: aesthetics,
attractiveness and beauty. When | wrote The Design of Everyday Things, my
intention was not to denigrate aesthetics or emotion. | simply wanted to elevate
usability to its proper place in the design world, alongside beauty and function. |
thought that the topic of aesthetics was well-covered elsewhere, so | neglected
it. The result has been the well-deserved criticism from designers: “If we were
to follow Norman’s prescription, our designs would all be usable—Dbut they
would also be ugly.”
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