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Abstract

for efficiency in life. However, the concept of smartness 
can have shortcomings for the design contexts of 
well-being and health, which would require a more 
tactful approach to deal with sensitive situations. In 
this paper, wise products as a concept is presented as 

for a definition of wisdom suitable for the context of 
experience design by borrowing perspectives from 
philosophy, phenomenology, and psychology. The 
psychological processes underlying the experience of 

are then mapped on to product experiences facilitating 
wisdom. With the findings, three forms of product 
experiences have been proposed. First, the product is 

the product; and finally, both user and product become 

interactions. The paper concludes with the suggestion 
that wise products with their rich properties offer 
ample opportunities for human flourishing and as a 
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1 Introduction
Facilitating human lives has always been the focus of 
traditional and present-day product design strategies. 
From scissors to cars and from washing machines 
to smart phones, objects have been designed to 

More than 20 years ago, Norman [1] suggested that 
people needed smart products to feel smart and 
efficient. Nowadays, smart products support people 
almost in every aspect of daily practicalities and even 
in social contexts. Smart products and other designed 

complete, capable, and autonomous with their presence 
and functionality [2][3]. However, does having an easy 
life equate to a better life? Do people still value being 
smart to have good quality of life? Are there other ways 
to improve the quality of life through design? 
Design for subjective well-being, as a new design field, 
tries to answer questions such as above. According to 
Desmet and Pohlmeyer [4], three high-level personal 
goals that underlie people’s need for a better life are 
the main ingredients for design for subjective well-
being. That is, people strive for pleasure

virtue
personal 

significance 

considered and proficiently applied, the resulting 
designed objects can have a big impact in our long-term 
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happiness and well-being. Considering the current 
design approaches for well-being, perhaps what people 

products that empower them to achieve and maintain 
their full potential in a healthy way on physical, mental, 
and social accounts. Perhaps, people need new products 
that cultivate wisdom so that in return people can 
become a little wise too.

1.1  Shortcomings of smart products
As much as smart products support our modern 
life styles to a great extent, our experiences with 
them over the years indicate negative effects. By 

characteristics that can have unwanted effects on 
people. Imagine our daily interactions with products 
that have ‘smart’ qualities. For example, mobile phones, 

a result, such products demand that the user acts in a 
desired way; they exhibit an obvious sense of righteousness 
and show authority by insisting on drawing attention 
until the user responds; they are supportive for their 
own purpose but also very intrusive in the user’s 
other daily rituals creating momentary discomfort 
while fulfilling their functions. These are short-term 
positive and negative effects encountered with smart 
products. While smart products aim to have immediate 
positive effects, their long-term negative effects should 
be considered in the design processes. For example, 
increased versions of autonomy or intelligence 
embedded in smart products can potentially harm users’ 
act of judgment and sense of control of their lives. In the 

users lazy in daily events and less intuitive towards the 

distant to basic functioning of life, and eventually 
dependent on products. While avoiding such unwanted 
effects, designers could also reconsider the supporting 
role of products in the long-term with topics such as 
wellbeing and healthy life-styles in mind. 

1.2  An alternative view?

users’ movements during the nighttime in order to 

when they are in the lightest sleep. The user needs to 
be flexible
the user’s sleeping state, SleepCycle has a window of 
30 minutes for its alarm sound to go off. As a result, 

less grumpy and start 
the day more energetic. Thus, the SleepCycle, as a 
smart product, is concerned with the user’s immediate 
context of morning rituals and aims at a pleasurable 

most important function of the product but monitoring 

role of the product. Sleep Cycle is a step closer to 
becoming a wise product because of its sympathetic, 
humble, and suggestive interaction qualities, its flexible 
and considerate behaviour, and positive effects on users 

open for ambiguity and prepare them for 
uncertainty.

However, such a product concept, which is promising 
to be wise, can still be improved to be and act wise. 
Sleep Cycle could further consider the broader context 
of the user in addition to the user’s morning rituals so 
that it has more insight into the user’s current needs 
and emotional state. Sleep Cycle could eventually 
have a situation-based interaction with the user and 
choose behaviour apt for it; its effect on the user 

term happiness of the user. As a result, Sleep Cycle 

Fig. 1. Sleep Cycle, an alarm clock app, analyses users’ sleep cycle 
for the optimum wake-up time.  
(Image courtesy of http://www.sleepcycle.com)
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of starting the day afresh and respecting their own 
biological rhythm. The wise Sleep Cycle would have a 

to encourage users to reflect on the basics of life and on 
their priorities. 

2 From smartness to smart products
The Oxford dictionary definition of ‘smart’ indicates 
two sub-concepts: being quick and having intelligence. 

provided momentarily as a response to an external 
stimulus. Smart devices are those that contain digital 
intelligence and can therefore solve problems and/or 

smart products was introduced in the 1980s with digital 

machines or ATMs and in the 2000s smart products 
included navigation devices, PDAs, phones, autonomous 
vacuum cleaners, and thermostats. The main function 
of such products was merely utilitarian: Through user 
input or data collection and with limited capacity of 
data interpretation, smart products served a specific 
need, which was to complement human mental and 

efficient [1]. More importantly smartness was initially 
considered as an added attribute to the existing product 
categories. For example, an autonomous vacuum 
cleaner differed from a normal vacuum cleaner, because 
it had the ability to function independently of the 
user. However, with the advancement of technology 
in 2000s, smart products also existed as a separate 

products contained complex information technology 

systems and had embedded multi-functionality in order 

the future user-context. Thus, problem-solving nature 
of the intelligent/smart products has become less of a 

In the late 1990s, first scientific definitions of smart 
products were given [5][6][7]. Early definitions included 

electronic, high-tech, or intelligent. 
smart products as 

products containing information technology in the form 
of micro-chips, software and sensors and therefore 
able to collect, process, and produce information. 

smart products through seven dimensions: autonomy, 
adaptability, reactivity, multifunctionality, ability to 

A smart product can possess one or more of these 
dimensions to a lesser / higher degree.
In the current decade with high access to connectability 

and easy data collection through mobile devices and 

additional roles; i.e., to support people’s physical, 
mental, and social health. Nowadays, people are 

activities, measure their stress levels, or help them 
socially connect. By doing so, intrinsic human needs 
such as competence, autonomy, and relatedness [3] 
become partially satisfied in the 21st century life styles. 
Thus, supporting subjective well-being and social 
development has become a central aspect in the design 
and development of smart products.

Fig. 2. Some examples for potentially wise products. From left to right: Durr, a shimmering bracelet by Skrekstore; Statistical clock by 
Dunne & Raby; and Nim, an email switch by Dawes.  (image courtesy of http://skreksto.re/products/durr; http://www.dunneandraby.
co.uk; http://brendandawes.com/projects/sixmonkeys)
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reflect on daily phenomena
designed Durr, a shivering bracelet or in more common 
terms, a faceless watch that only indicates time through 
small vibrations every five minutes. The main function 

and train them to rely on their biological rhythm, which 
means that users will start to gain control of their body. 

on the user. For example, Dunne & Raby, two design 

number that indicates the fatalities in that given moment 
of life. Again, users are triggered to reflect on what 
the number heard represents in terms of the value of 
human lives. A third design example is from Brendan 
Dawes. Dawes designed Nim, which is essentially a 
light switch to physically turn email off when one leaves 

reflect on their priorities in life. Such designs with 
speculative nature exemplify a natural shift from smart 
products to wise products.
The aforementioned design examples are symptoms 
of the change in history of product design: i. not all 
products need to be designed for utilitarian functions, 
ii. daily practices and interactions with objects operate 
in alternative ways, and iii. a new domain for the use 
of available technology and the databases seems to be 
emerging. Let us further elaborate these changes. First, 
human needs have been shifting from psychological and 
safety needs to higher level needs such as belongingness, 

with intrinsic motivations for people to engage in daily 
activities and objects such as competence, autonomy, 
and relatedness [3]. Furthermore, products’ impact 
in our lives also goes further than the individual and 
concerns people in relationships and in communities. 
Secondly, people started to enjoy the presence of new 
technologies and what the technology allows them to 
do. People instantly document important aspects of 
their lives, publicly share them, wear high-tech devices, 
and demand immediate response from systems. As a 
result, our interactions with objects have become more 

sophisticated but less intuitive. Thirdly, technologically 

collecting data is no longer an issue; people are even 
willing to help collect data through social media or 
wearable devices. However, data alone are meaningless. 
It is more interesting to turn data into information 

[12], and Rowley [10], explain that data represent 
properties of objects, information is what the objects 
are, and knowledge is how those objects function life. 
According to these authors, current technologies can 

However, there is a wisdom level, which elaborates why 
those objects exist in life and that level is the most 
challenging to currently achieve. Once achieved, data 
could turn into wisdom and systems, using wisdom-

trends in supporting well-being of people and societies. 
As exemplified, the notion of smartness associated 
to products and systems has come a long way since 
the 1980s as a result of the shift in and awareness to 
current human needs, daily practices with objects, 
and the advancement of technology. However, the 

early days of smart products. For that reason, wisdom 
can be a new paradigm for smart products of the 21st 
century.

3 Wisdom and its role in well-being
According to the Oxford dictionary, wisdom pertains to 
experience, knowledge, and good judgment. Thus, wisdom 
is fundamentally different from smartness: Smartness 

whereas wisdom relies on the interpretation of 
multiple, repetitive, or longitudinal life experiences. 

which relate wisdom to ethical decisions and being 
virtuous [13][14][15]. Baehr [16] discusses two types 
of wisdom, i.e., practical and theoretical. Theoretical 

on critical situations often through common sense 

practical wisdom would help individuals flourish, cope 
with dilemmas or help them resourcefully explain their 
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wisdom therefore is associated to intuition, values, and 
emotions, which should help an individual’s process of 
wise
Modern views on wisdom [15][17][18] do not focus 
on excelling as an ultimate human being and is more 
tolerant towards individuals and suggest that wisdom 
can be cultivated and acquired in the span of life. 
Similar to the ancient views, the acquisition of wisdom 

are fundamentally necessary [19]. As a result of such 

mature, tolerant, empathic, experienced, and intuitive. 

definition of wisdom is based people’s daily experiences. 

and assertion, and empathy and support. Knowledge 
and flexibility
experience and operates with the tolerance for both 
compromise and uncertainty. It concerns applying 

accepting uncertainty and trade-offs. Self-determination 
and assertion relies on personal capacity and beliefs 

intuition, and following one’s goals or priorities. Empathy 
and support considers other peoples’ perspectives and 
feelings, and offers or provides social support.
The aforementioned human qualities pertaining to wise 
people are symptoms that cognitive, affective, reflective, 
and conative processes underlie experiences of wisdom 
[19][21]. Cognitive processes allow people to obtain 

people, and places are related within a given situation. 

Here, Rowley’s [10] wisdom hierarchy explains the 
cognitive aspects of wisdom: not only the identity of the 
objects but also their role in life has to be understood in 
order to answer the ‘why’ questions related to them. 
Affective processes pertaining to wisdom favour 
eudaimonic rather than hedonic emotions. Thus, 
temporary feelings are learnt to be discarded in order 
for greater gain in life. Because, wisdom is most needed 
when people undergo important and emotional life 

having to move to a different country for love, having to 
quit job after having children, or feeling depressed and 

to have emotional mastery in such critical situations. 
Although affective processes are active in the experience 

of affect. The aim of wisdom is to regulate the emotion 

tendencies are motivated by cognitive and reflective 
processes not by emotion. Reflection is a process that 
evaluates and reappraises the current situation with 
past events for the purpose of predicting the future. 
The reason for emotion regulation through cognitive 
and reflective processes is to activate the conative 
process, i.e., to be able to properly act on critical 

for how wisdom can be applied in the conduct and 
understanding of life. According to the authors, wisdom 
is applied to life planning

life management 
life review

The multidimensional nature of the experience of 
wisdom should be able to help people in dealing with 

improve one’s quality of life; people, by learning lessons 
in life, change their attitude towards life and focus more 
on how they see things rather than what they see. 
Ultimately, people strive to produce novel solutions to 
their problems or the critical situations in which they 
are involved. 
All in all, the literature on wisdom supports the 
possible design directions envisioned for positive 
design and design for subjective well-being. The three 

Essentially, human flourishing is at the heart of the 
theories for both positive design and wisdom. Thus, 
the design for wise products would fundamentally aim 
at fostering better and healthier lives by offering users 
the possibilities for personal development, increasing 
awareness in the self, others and environment, and 
becoming more sensitive towards the consequences of 
current events.
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4 Prospective characteristics of wisdom 
implemented in product experiences

4.1  Situations
Critical situations during which users face difficulties 
to cope with will define the need for wise products. 
Critical situations may also vary. One way to recognise 
them would be to observe the emotional impact of 
critical events on people. For example, in one case, 
people could be simply stressed due to momentary 
complications or high-demand for attention; in another 
case, people may be overwhelmed because they 
are going through life-changing events or they have 
experienced a negative event [20]. Wise products do 
not aim to solve such critical and problematic situations, 
but rather help people prevent, avoid, predict, and 
overcome them and possibly regulate the occurring 
emotions through different approaches such as using 

and life events.

4.2  Role
Wise products are intended to play an important role in 

the concept of wise products is not driven by practical 

development, mental and physical health, bodily 

would be to support, encourage, and empower people 
in their quest for meaningful and long-term happiness. 

4.3  Function 
What procedural properties of wisdom are relevant 
to the human-product interactions and how can they 
be implemented in the function of wise products? 
Again, the mental and emotional activities underlying 
experience of wisdom observed in the literature review 

concerning wisdom. These activities include cognitive, 
affective, reflective, and conative processing of the 
critical situation or its components. The function 
of wise products then should be to trigger these 
mental and emotional activities during human-product 

interactions. With cognitive processes, the user/product 

components, and contextualizes the problem. With 
affective processes, the user/product recognizes and 

and tends to regulate it. With reflective processes, the 
user/product reappraises the negative meaning of the 
situation and tends to find positive motivations for 
the future impact of the critical situation. Finally, with 
conative processes, the user/product acts confidently 
on the situation. These processes are prerequisite and 
complementary to the experience of wisdom and thus 
should be active during the human product interactions 

4.4  Effects & Behaviour 
The long-terms effects of wise product on users have 
been mentioned earlier in the paper. While the ultimate 
goal would be to cultivate wisdom in the society and 
incite human flourishing, this paper focuses on the 
positive contribution of wisdom on subjective well-
being and physical, mental, and social health. In the 
short-term, wise products also have a direct effect on 
their users. During human-product interactions, wise 

comparison between intelligence and wisdom for a 

effects, wise products’ behaviour should be empathetic, 
sympathetic, suggestive, intuitive, flexible, motivating, 
autonomous, empowering, supportive, and caring. 

5 Wise product experiences 
So far, I have used the term ‘wise products’ quite loosely 
to present a new paradigm of products as opposed to 
‘smart products’. However, the objective of design for 
wisdom is not necessarily to design products that are 
wise, but to demonstrate that wisdom can emerge in 
the mutual experience between the product and the 
user. 

5.1 Basic framework for wise product experiences
To be able to discuss the characteristics of wise product 

This figure essentially summarizes the basic factors that 
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influence user experiences with products [23] and it 
also frames the special conditions for wise experiences 
to happen. These factors will be further explained 
in detail below using the figure and later used for 
conceptualizing wise products experiences. 
Product

properties, function, and their roles in daily lives are 
deliberately designed. User related properties, however, 
are more complex and often idiosyncratic either to a 
specific user or a group of users that share the same 
concerns, goals, and attitudes. Users in general feel 
a certain need and have a clear motivation to use a 
product, which shape their expectations about the 
product properties described above. Furthermore, 

prior experiences with products in particular and the 
world in general influence how they interact with and 
experience the product. Interactions depend on the 
user and product properties and result in basic product 
experiences

and build meaningful associations with inherent product 

properties; consequently, the identified product affects 
the user either on an aesthetic or emotional level. 

In the case of wise product experiences, the context 
is named as situations, which are mainly critical but also 
emotional, sensitive, ambiguous, and uncertain. Finally, 
wise product experiences should occur within these 
critical situations. As mentioned above, a typical wise 
experience yields four stages of mental processing: 
cognitive, affective, reflective, and conative. 
 
5.2 Three forms of wise product experiences
To summarize wise product experiences and their 
roles in our daily lives, the three forms of wisdom 

Products facilitating experiences of wisdom could 
possibly have these forms or emerge in situations that 
require these forms of wisdom. Each form of wisdom can 

and product experiences from different angles. 
The first form of wisdom, knowledge and flexibility, can be 
applied on the product. Because, this form of wisdom 

attitude for its utilization. Products can acquire wisdom 

WISE
EXPERIENCE

SITUATION

critical, 
emotional, 
sensitive, 

ambiguous, 
uncertain

INTERACTION ACTION

PRODUCT

physical 
properties, 

technological 
properties, 
functions, 

connectability,
expression, 
personality

ACTION

USER

background, prior 
experiences, 
rituals, skills, 

emotional state, 
concerns, needs, 
goals, attitudes, 
expectations,
motivations

COGNITIVE
AFFECTIVE
REFLECTIVE
CONATIVE

Fig. 3. Conceptual framework for wise product experiences
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systems, whereas for people acquiring factual and 

with this approach product becomes wise.
The second form of wisdom, self-determination and 
assertion, can be applied to nurture wisdom in users. 
Because, this form of wisdom concerns human values 
and helps people discover their individuality on mental, 
emotional, and physical accounts. As a result with  
this approach user becomes wise with the help of 
designed objects.
Finally, the third form of wisdom, empathy and support, 
can be applied both to the product and to the user. 

such as communication, negotiation, and cooperation 
in which more than one entity needs to interact to 
understand different/opposing views. Therefore, with 
this approach both the user and the product become wise 
through their mutual experiences and human-product 
interactions. As a result, wisdom can be acquired, 
shared and experienced by both entities. 

5.3 Three examples of wise product experiences

Below, I will exemplify these approaches in design 

the design interventions for eliciting wisdom. The 
design contexts used below are borrowed from ongoing 

Faculty of Industrial Design, TU Delft. The author is 
involved in the supervisory team of all the project ideas 
presented below. 

Product is inherently wise – knowledgeable and 
flexible. This design context concerns the application 

users may feel distrust towards the system or even feel 

for the authorized. Therefore, in this scenario, the 
product has properties of wisdom already embedded. 

product level. That is, the product maps users’ daily 
behaviour, pinpoints the problem, regulates users’ 
emotions, reflects on the criticality of the situation, 

User becomes wise with the product - self-
determined & assertive. This design context 
concerns the application of a mobile app that promotes 

health of this age group can deteriorate quite rapidly, 
especially if they cannot recognize the symptoms of 

because aging is a life-changing event and accepting 
to live with it can be very confronting. The challenge 

current state of their health and conscious about future 

the user needs to gain a wise attitude for preventing 

health and functions of body offered by the product 

motivating intervention. With sufficient emotional and 
cognitive interventions, the user decides whether or 
not to act on preventing future health problems. As 
a result, the user becomes self-determined because 
s/he feels empowered by the impact of the app and 

health. Furthermore, the design of such a product can 
encompass the properties of a smart product, as long as 
its interaction qualities indicate confidence, openness, 
audacity, and willingness to communicate. 

Both user and product become wise through 
continuous interactions – empathetic and 
supportive.
problem such as boredom through a product. Due to 
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busy social and professional activities, people never 

because bored people, by disconnecting themselves 
from external stimuli, enter a voluntary reflective 

too many options for a desirable activity. The challenge 

and product become wise. Product cannot rely much 

intrinsic to its user. User identifies daily overwhelming 
activities and relaxing activities with the support of 
the product. Both the user and the product exchange 

entities put these activities in daily context and life 
context and discover potential gains and losses. Acting 
is part of the dynamic relationship between the product 
and the user. The progressive exchange of experiential 

both entities and flexibility to adapt to an updated 
situation. In fact, users become more empathetic 
with the product and their environment and product 
becomes more supportive throughout interactions. 

5.4  Discussion
The three forms of wise product experiences present 
us with ample opportunities for design for subjective 

further from smart products. What is challenging here 

and embedding it in the system providing wisdom to the 
product. Connectability is essential for wise products 
and Internet of Things is a good direction to explore 

for behaviour change. The aim of the product is to 
facilitate wisdom through human-product interactions. 
Such application of wisdom will have big impact on the 
physical, mental, and social health of the user. Users 
will observe a changed attitude towards life. The last 

for designers because the occurring interactions are 
dynamic and unpredictable. Moreover, both product 
and user change properties over time and desired 
effects can be observed in the long-term. This form 
may be more suitable for social issues that require 

strong statements. The occurring products may have 
speculative nature with their novel functionality and 
aesthetic qualities.

6 Conclusions
In the field of product design, smartness has been 
explored and adopted as a product attribute that 
supports people in their daily activities. In this paper, 
the extreme richness of wisdom as a concept has been 
illustrated from the modern perspectives of philosophy, 

trends in experience design and societal needs. With 

properties of wisdom has been selected and argued as 
suitable to be applied to the different components of 
product experiences. Finally, three design strategies for 
wisdom were presented within the contexts of physical, 
mental, and social health. 
As much as smartness embedded in products would 
persist to exist for its own reasons, wise products/
experiences, as a new paradigm, should have a special 
place in product design. That is, design objects of 
wisdom should aim to empower people in critical 
daily situations that require it. I further suggest that 
smartness and wisdom could co-exist because they 
are complementary concepts. Especially for the 
implementation of wisdom for subjective wellbeing,  
a product must first have properties of smartness 

interaction as a baseline, and in addition characteristic 
qualities of wisdom to have more positive and long-
lasting effects on people. As a continuation of Norman’s 
suggestion [1], I believe that current human needs 
require wise products to stimulate people to act wisely.

Acknowledgments

contribution of the industrial design engineering 
students at TU Delft to the topic of wise products 

 
& Conceptualization; Product Use, Understanding,  

Schifferstein, Marco Rozendaal, Arnold Vermeeren,  
and Elisa Giaccardi for the valuable discussions we  
had on the topic of ‘wise products’. 



Design and semantics of form and movement232

References
1. Norman, D.A. (1993). Things that make us smart: Defending 

human attributes in the age of the machine. New York: Basic 
Books.

2. Maslow, A. H. (1954). Motivation and personality. New York: 
Harper. 

3. Ryan, R. M., & Deci, E. L. (2000). Self-determination theory  
and the facilitation of intrinsic motivation, social develop-
ment, and well-being. American Psychologist, 55, 68–78. 

4. Desmet, P.M.A., & Pohlmeyer, A.E. (2013). Positive design: 
An introduction to design for subjective well-being. 
International Journal of Design, 7(3), 5-19.

5. Feldman, L.P., 1995. Increasing the usability of high- tech 
products through design research. Design Management 
Journal, 5, 27-33. 

6. Den Buurman, R. (1997). User-centered design of smart 
products. Ergonomics 40, 1159- 1169.

7. Han, S.H., Yun, M.H., Kwahk, J., & Hong, S.W. (2001). 
Usability of consumer electronic products. International 
Journal of Industrial Ergonomics, 28, 143–151. 

8. Rijsdijk, S.A., Hultink, E.J. (2002). The impact of product 
smartness on consumer satisfaction through product 
advantage, compatibility, and complexity. Proceedings of the 
13th PDMA Research Conference, Orlando, USA.

9. Rijsdijk, S. and Hultink, E.J. 2009. How Today's Consumers 
Perceive Tomorrow's Smart Products. Journal of Product 
Innovation Management, 26(1), 24-42. 

10. Rowley, J. (2007). The wisdom hierarchy: representations of 
the DIKW hierarchy. Journal of Information Science, 33(2), 
163-180. 

11. Ackoff, R.L. (1989). From data to wisdom. Journal of Applied 
Systems Analysis, 16, 3-9. 

12. Zeleny, M. (1987). Management support systems: towards 
integrated knowledge management. Human Systems 
Management, 7(1), 59-70. 

13. Taylor A.E. (1955). Aristotle (Rev. ed.). New York: Dover 
Publications.

14. Kekes J. (1983). Wisdom. American Philosophical Quarterly, 
20, 277–286.

15. Nussbaum, J. F. (2013). The communication of wisdom: 
The nature and impact of communication and language 
change across the life span. Journal of Language and Social 
Psychology, 32, 243-260. 

16. Baehr, J. (2012). Two types of wisdom. Acta Analytica, 27, 
81-97.

17. Brugman, G. (2006). Wisdom and aging. In J.E. Birren & K.W. 
Schaie (Eds.), Handbook of the psychology of aging (6th ed., 
pp. 445– 476). Amsterdam, The Netherlands: Academic Press. 

18. Thiele, L.P. (2006). The heart of judgment: Practical wisdom, 
neuroscience, and narrative. Cambridge, United Kingdom: 
Cambridge University Press. 

19. Baltes, P.B., Smith, J. (2008). The fascination of wisdom: 
Its nature, ontogeny, and function. Perspectives on 
Psychological Science, 3, 56–64.

20. Glück, J., Bluck, S., Baron, J., & McAdams, D.P. (2005). The 
wisdom of experience: Autobiographical narratives across 
adulthood. International Journal of Behavioral Development, 
29, 197–208. 

21. Birren, J.E. & Fisher, L.M. (1990). The elements of wisdom: 
overview and integration. In R.J. Sternberg (Ed.), Wisdom, 
its nature, origins and development (pp. 317-332). 
Cambridge: Cambridge University Press. 

22. Bluck, S., & Glück, J. (2004). Making things better and 
learning a lesson: ‘‘Wisdom of experience’’ narratives across 
the lifespan. Journal of Personality, 72, 543–573. 

23. Fokkinga, S.F., Desmet, P.M.A., Hekkert, P., Özcan, E. (2014). 
From Product to Effect: Towards a human-centered model 
of product impact. Paper presented at the 6th Design 
Research Society Conference, 16-19 June 2014, Umeå, 
Sweden.

24. Ardelt, M. (2000). Intellectual versus wisdom-related 
knowledge: the case for a different kind of learning in the 
later years of life. Educational Gerontology 26, 771-789.


