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>WHAT IS... THE SWEET SPOT?_

Social changes

the bad news.
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Sweet Spot

remaining awkwardness for a
wide range of users and their
daily tasks.
Obviously, the entire user
experience counts here. You can
actually go and buy this thing in
a department store today, stick
it to your windshield, turn it on,
and after making a few obvious(!) choices, enter your first
destination and be on your way.
This is careful design. Some
companies, such as TomTom
and Apple, get how important
this “first-encounter usability”
is, from just the right software
default settings, to physical
device design, to the printed
quickstart, to the design of the
packaging. It’s no coincidence
that for a brief, innocent period,
Googling “iPhone porn” actually led to slideshows of devoted
users unpacking their new gadget.
So what can we learn from
the TomTom story? At some
point the mix of features,
technical feasibility, and taskcentered product, software,
and user-interface design came
together to shape a product
that could make such a radical
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the TomTom story? At some
point the mix of features,
technical feasibility, and taskcentered product, software,
and user-interface design came
together to shape a product
that could make such a radical

thing and begin to evangelize
others about it.
Another sweet-spot indicator
is that social behavior around
the associated tasks changes.
These days, when someone
gives me driving directions—
a sales clerk on the phone,
or a friend inviting me to his
house—I find myself politely
cutting them short, just asking
them for their street address,
which I then write down and
later type into my TomTom.
Clearly, using these devices
also has questionable consequences. For one, we quickly
begin to rely on them. Usually,
after going to a new destination
with my TomTom, I still can’t go
there on my own: There was no
need to memorize the route. A
more subtle effect is the potential loss of a mental area map—
with a TomTom, you never care
to develop a picture of your city
as a whole in your head. Will
people forget how to describe
the way to their home to others?
Will real-estate owners bribe
TomTom to direct traffic away
from their upscale properties?
Studying these effects will keep
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Obviously, the entire user
experience counts here. You can
actually go and buy this thing in
a department store today, stick
it to your windshield, turn it on,
and after making a few obvious(!) choices, enter your first
destination and be on your way.
This is careful design. Some
companies, such as TomTom
and Apple, get how important
this “first-encounter usability”
is, from just the right software
default settings, to physical
device design, to the printed
quickstart, to the design of the
packaging. It’s no coincidence
that for a brief, innocent period,
Googling “iPhone porn” actually led to slideshows of devoted
users unpacking their new gadget.
So what can we learn from
the TomTom story? At some
point the mix of features,
technical feasibility, and taskcentered product, software,
and user-interface design came
together to shape a product
that could make such a radical

thing and begin to evangelize
others about it.
Another sweet-spot indicator
is that social behavior around
the associated tasks changes.
These days, when someone
gives me driving directions—
a sales clerk on the phone,
or a friend inviting me to his
house—I find myself politely
cutting them short, just asking
them for their street address,
which I then write down and
later type into my TomTom.
Clearly, using these devices
also has questionable consequences. For one, we quickly
begin to rely on them. Usually,
after going to a new destination
with my TomTom, I still can’t go
there on my own: There was no
need to memorize the route. A
more subtle effect is the potential loss of a mental area map—
with a TomTom, you never care
to develop a picture of your city
as a whole in your head. Will
people forget how to describe
the way to their home to others?
Will real-estate owners bribe
TomTom to direct traffic away
from their upscale properties?
Studying these effects will keep
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Long-Term Storage
• Hobby – Pro – Consumer –Sweet
Spot – Baroque

• New genre, simplifying
• Do Sweet-Spot, not Baroque systems
• Vertical design
• User interface is key
• hci.rwth-aachen.de/sweetspot

