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Abstract 
The company Butong is based on a patented process of casting concrete between two layers of 
bubble wrap, resulting in panels of translucent concrete. This material is mainly applied as 
panels in vertical gardens and light installations. Today, the business is based on projects that 
require custom made designs. Alongside these projects, products with a standardised 
manufacturing process are desired to extend the company towards the consumer market and fill 
the workflow gaps existing in their current production. 	

Through strategic branding, this project aimed to create a new business segment of standardised 
design products and the framework needed for Butong to enter the consumer market. 	

From analysing the company and its values, understanding the possibilities and limitations of the 
material and from investigating the opportunities on the market, the brand position for the 
segment was determined. A strategy to establish the business on the targeted market was 
developed, including a brand identity and design guidelines for the new segment. To exemplify 
the usage of the guidelines, several concepts were produced, of which one was further developed 
to be the flagship product of the segment. 	

The segment was directed to target both Butong’s current market and the consumer market in 
order to facilitate its establishment and to reach a larger public. It is developed to consist of 
products that clearly display the properties of the material and are aligned to the identity of the 
brand. Following the set guidelines, the developed concepts confirm its value and potential by 
communicating coherency and the expressions desired. With a standardised manufacturing 
process, the production can be engaged at any time to make use of the existing workflow gaps 
and complement Butong’s existing business without obstructing it. 

Key words: Butong, product design, strategy implementation, strategic branding, prototyping, consumer 
market, brand positioning, brand identity, brand platform, design guidelines, standardised production, 
customisation, manufacturing 
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Sammanfattning 
Företaget Butong bygger sin verksamhet på sin patenterade tillverkningsmetod av att gjuta 
betong mellan två lager av bubbelplast, vilken resulterar i paneler av translucent betong. Detta 
material används framförallt till att skapa vertikala trädgårdar och effektfulla ljusinstallationer. 
Idag är verksamheten projektbaserad vilket kräver skräddarsydda lösningar. Ett sortiment 
bestående av produkter med en standardiserad tillverkningsprocess skulle kunna komplettera den 
befintliga produktionen genom att fylla de luckor som uppstår i det projektbaserade arbetet. Ett 
sådant sortiment ses även som en möjlighet för att utöka den nuvarande verksamheten mot en 
konsumentmarknad. 	

Genom strategiskt varumärkesbyggande var målet med detta projekt att skapa ett nytt 
affärssegment bestående av standardiserade produkter och det strategiska ramverk som krävs för 
att kunna etablera Butong på konsumentmarknaden. 	

Av att analysera företaget och dess värderingar, förstå materialets möjligheter och begränsningar 
samt undersöka marknaden, kunde positioneringen av segmentet bestämmas. En strategi 
skapades för att etablera segmentet på den tänkta marknaden tillsammans med en 
varumärkesidentitet och riktlinjer för produktutvecklingen inom segmentet. För att exemplifiera 
användandet av dessa riktlinjer skapades flera koncept, varav ett vidareutvecklades som en första 
produkt att representera varumärket med. 	

För att underlätta etableringen av segmentet och utöka verksamheten, valdes både Butongs 
nuvarande marknad och konsumentmarknaden som målgrupp. Produkterna inom segmentet har 
ett formspråk som både demonstrerar materialets egenskaper och följer företagets nuvarande 
identitet. Värdet och potentialen i de framtagna riktlinjerna bekräftas av de uttryck och det 
genomgående formspråk som de skapade koncepten kommunicerar. Med en standardiserad 
produktion, kan tillverkningen av produkterna tas vid när som helst och ta till vara på luckorna i 
arbetsflödet och på så sätt komplettera Butongs nuvarande verksamhet utan att påverka den.  

Nyckelord: Butong, produktdesign, strategi, strategiskt varumärkesbyggande, prototyp, 
konsumentmarknad, varumärkespositionering, varumärkesidentitet, varumärkesplattform, designriktlinjer, 
standardiserad produktion	
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Executive brief
Several strategies and methods can be applied 
when developing a new business and targeting 
a new market. This project has adopted a few 
in the creation of a new business segment that 
supports the establishment of design products 
on the consumer market. 

The project was carried out for Butong, a 
Swedish small scaled company with a patented 
method for casting concrete between two 
sheets of bubble wrap. The material resulting 
from this process, also named Butong, is 
translucent and shapeable. Butong’s business 
is mainly project based, using their material to 
create vertical gardens and light installations. 

The initial request made by the company 
was to design and develop standardised 
products made of the material Butong 
to be introduced to the consumer 
market. The underlying desires of 
this request was however found 
to include a production that 
could extend the business 
and areas of usage for the 
material, reach a larger 
public, fill the workflow 
gaps between the projects 
and first and foremost; 
establish Butong as a brand 
on the consumer market. 
These desires required more 
than simply development 
of products and the scope 
of the project was widened to 
include the development of a 
strategy that could support such an 
extension of the business. 



Butong Design
A framework for a new business segment, referred to as Butong Design, 
was created to assist this extension of Butong. Separated from the 
primary business and yet in close relation to it, the framework supports 
the development of Butong Design through a clear brand identity, a 
strategy for its implementation and guidelines to achieve a coherent 
design. 

Product development
The usage of the design guidelines was demonstrated through the 
creation of six concepts, all expressing the brand identity of Butong 
Design. The concept, most clearly expressing the material properties and 
the stated identity, was further developed as a possible flagship product 
to represent Butong Design on the market.

Alignment with the current business
The new segment is well aligned with Butong’s existing business. With 
products designed to target both the architectural market that Butong 
operates in today and the consumer market, the establishment can be 
facilitated and the business can be extended to reach a larger public. 
With a standardised manufacturing processes, the production of all 
Butong Design products can be engaged at any time to make use of 
the existing workflow gaps. Through this strategy, Butong Design will 
complement Butong’s current business without obstructing it. 

Butong Design offers 
unique interior products by 

altering the appearance 
of concrete to create 

contradicting expressions

Agnes Östevik & Julia Cassel
Master Thesis in Industrial Design Engineering
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Nomenclature 

Butong - The company Butong or the material they produce 

Brand - A person’s perception of a product, service, experience, or organisation; the art and 
science of branding building 

Brand identity - The outward expression of a brand, including its name, trademark, 
communications, and visual appearance 

Brand image - A customer’s mental picture of a product, service, or organisation 

Positioning - The process of differentiating a product, service or company in a customer’s 
mind to obtain a strategic competitive advantage; the first step in building a brand 

Touchpoint - Any place where people come in contact with a brand, including product use, 
packaging, advertising, editorial, movies, store environments, company employees, and 
casual conversation 

Business segment - A single part of a business that can be distinctly separated from the 
company as a whole based on its customers, products, or market places 

Strategy - A plan that uses a set of tactics to achieve a business goal 

Sub-brand - A secondary brand that builds on the associations of a master brand 

SWOT - A conceptual tool that analyses Strengths, Weaknesses, Opportunities and Threats 

Target market - The group of customers a company has decided to serve 

Vision - The story a leader tells about where an organisation is going; the aspirations of a 
company that drive future growth 

Architectural market - The market related to the art or practice of designing and 
constructing buildings and interiors 

Consumer market - The market represented by all the individuals and households that 
purchase products, goods and services for their own consumption 



DIY - “Do It Yourself”, the activity of decorating, building, and making fixtures and repairs 
at home by oneself rather than employing a professional  

B2B - Business to Business 
B2C - Business to Consumer 

Shapeability - The ability to be shaped 

Translucent - A material that light can pass through without allowing one to see more than 
diffuse shadows (not transparent) 

Concrete - Composite material of aggregate bonded together with fluid cement that hardens 
chemically. 

CRC - Compact Reinforced Composite, type of concrete 
UHPC - Ultra High Performance Concrete 
UHPFRC - Ultra High Performance Fiber Reinforced Concrete 
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Introduction
Introducing the company Butong 
and their translucent concrete, 
the starting point of this project is 
clarified. The scope and the purpose 
is formulated, followed by the 
method applied in the course of  this 
project. 



 

1. Introduction 
A business can be expanded through various strategies. One is to develop new products to               
target a new market. This demands a complete understanding of the brand, its consumers and               
competitors in order to create a strong brand image and position the brand in accordance to                
the desires of the target market.  
 
Butong is a company built upon a unique casting method, in which concrete is formed into                
panels with a structured pattern. This material, also with the name Butong, is combined with               
light or greenery to create various interior installations for public spaces and city             
environments. The casting process was developed in 2006 with the vision to recreate the              
feeling of light passing through autumn leaves.  
 
The mission of this project was to investigate a possible way for Butong to expand their range                 
towards the consumer market.  

1.1. Background 

Butong is a small business located in Stockholm and founded in 2009. The company has a                
patented manufacturing process of casting concrete between two layers of bubble wrap            
(Höglund 2010). The result is Butong, a concrete panel with a two mesh structured pattern               
provided by the bubble wrap, see Figure 1. The manufacturing process is patented in Sweden,               
USA, Japan and South Africa.  
 

 
Figure 1. The material Butong 
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During the casting process, membranes of concrete is formed where the bubbles are pressed              
together. These membranes are very thin and possess the property of being translucent.             
Lightened from behind, illuminating effects can be created. The membranes can also be             
removed by hand, leaving holes of various shapes and sizes. See figure 2. 
 

 
Figure 2. Butong lightened from behind (left) and Butong with removed membranes (right) 

 
The company Butong is mainly operating in the architectural market, which is the market              
related to the art or practice of designing and constructing buildings and interiors. Their              
material is most commonly used in combination with light or greenery to create eye-catching              
installations and vertical gardens for both in- and outdoor environments. To create vertical             
gardens, plants are placed in the hollows of the removed membranes and substrate is added               
behind the Butong panels together with a watering system. Figure 3 shows the usage of               
Butong in previous projects.  
 

 
Figure 3. Butong in a light installation (left) and as a vertical garden (right) 
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1.2. Purpose 

The business within Butong is mainly project based and requires custom made designs and              
solutions. The projects are often connected to the architectural market where the company has              
the advantage of being able to easily adjust the products to fit specific requirements. The               
workflow regarding the manufacturing is however unevenly distributed depending on the           
current size and number of projects. An addition of products, with a more standardised and               
efficient production, is desired in the current business to fill these workflow gaps.  
 
The purpose of this project is to create a new business segment of standardised Butong               
products with a strategy that targets the consumer market.  

1.3. Problem statements 

To achieve the stated purpose of this project the following issues were framed as the main                
areas to be investigated. Methods and the disposition of the project were developed in order               
to answer these questions.  
 

● What is the potential of the material Butong? 
● What kind of products will best display the properties of the material?  
● How can the new segment be established on the consumer market?  
● What could be a possible design of a product within the developed segment? 

 

1.4. Project scope and delimitations 

The scope of this project was to create a foundation for a new business segment within                
Butong that supports the development of standardised consumer products. This foundation           
includes a strategy that facilitates the design and development of products for the segment.              
An initial product and the development of it is presented as a guidance of how to apply and                  
use the strategy.  
 
The project was divided into three phases; background research, strategy development and            
product development. All building upon each other. Areas within these phases that will not be               
included within the scope of this project are presented below. During the future development              
of the new business they will require further investigation.  
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Delimitations within the strategy development: 
● The development of a product portfolio will be a future ambition when the product 

line consist of a few products. 
● Logistics and stocking will not be investigated. 
● Marketing strategies will not be investigated. 
● Sales through retailers will be a future step to investigate. 

 
Delimitations within the product development: 

● The final product will stay at a conceptual level. 
● The manufacturing process will only be developed to a conceptual level. Further 

development of tools for a standardised production will not be made.  
● Product packaging will not be provided further than first recommendations. 
● The components for the suspension of the final product will not be produced. 
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2. Frame of reference  
Hands-on investigations were used as the main information gathering made during the project             
to understand the material and the manufacturing. This knowledge was used as the base of the                
project with only complementary information being gathered from literature.  
 
Properties of Butong 
The existing literature on concrete and its properties mainly covers its use as a construction               
material. Due to its structure, Butong possesses properties more in line with its appearance              
rather than its strength. Hands-on testing was therefore more relevant than the existing             
literature in supporting this project.  
 
The properties of Butong and the possibilities and limitations of its manufacturing process             
was gathered from a practical hands-on approach. The insights, presented in the background             
research, provided the basic knowledge regarding the material Butong.  
 
Brand strategy 
The developed strategy is based on information gathered from literature within the field of              
strategic branding. The basic knowledge used is presented below.  
 

Brand identity and image 
The identity of a brand is built on its values and vision. It provides the framework for overall                  
brand coherence and can be defined by answering the following questions (Kapferer 2008,             
172): 
 

● What is the brand’s particular vision and aim? 
● What makes it different? 
● What need is the brand fulfilling? 
● What is its permanent nature? 
● What are its value or values? 
● What is its field of competence? Of legitimacy? 
● What are the signs which make the brand recognisable? 

 
The brand identity includes the key message a company wish to communicate and the brand               
image is the result and interpretation thereof. It is crucial to have a clearly established image                
to project to the public and to know what to send and how to send it. The image is created by                     
all the various brand messages sent by the company, including brand name, visual symbols,              
products, advertisements, sponsoring, patronage and articles. The brand message is also           
affected by external factors, for example found within consumption experience, social           
influence and competition. See Figure 4. 
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Figure 4. Identity and image (Kepfer 2008, 174) 

 
Brand positioning 

Brand positioning describes the angle used to differentiate a brand from its competitors and              
where, or how, it sits in the customers’ minds. For existing brands, identity is the source of                 
brand positioning. Kapferer (2008, 175) uses four analytical questions when positioning a            
brand:  
 

● A brand for what benefit? This refers to the brand promise and consumer benefit 
aspect. 

● A brand for whom? This refers to the target aspect.  
● Reason? This refers to the elements, factual or subjective, that support the claimed 

benefit. 
● A brand against whom? In today’s competitive context, this question defines the main 

competitor(s), ie those whose clientele we think we can partly capture.  
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3. Method  
The project was based on a design oriented methodology and carried out through an iterative               
process. It was structured into three phases, building upon each other. The initial phase              
covers the background research which support and builds the foundation of the project. The              
second phase consisted of a strategy development that creates the framework for the new              
segment. The third phase applies the framework in the development of concepts and a first               
potential product that communicate the brand image for the business segment. Figure 5             
explains the three phases.  
 

Figure 5. The three project phases 
 

3.1. Background research 

The initiating research was focused on the company, its business and its brand. Who they are,                
what they do and what they are aiming for was identified through interviews with the               
employees and by observing and participating in their day-to-day work. 
 
Following, the market they operate in was investigated as well as their previous and current               
projects to gain an understanding of possible clients and potential application areas.            
Interviews with both employees and clients was the main source of information. Potential             
markets and companies within the same field were also investigated. 
 
The manufacturing process was studied through a hands-on approach and critical steps            
pointed out. Several prototyping sessions were held with the intention of learning the various              
steps included in the manufacturing process and to become familiar with the material             

8 



 

properties. Thanks to the prototyping, the limitations and advantages of the material could be              
defined and various methods tried out that can influence the material properties.  
 
To understand how the material is perceived and to investigate what impressions it can              
create, observations and interviews were made with attendances at Stockholm Furniture and            
Light Fair where Butong participated as exhibitors.  

3.2. Strategy development 

A literature study was conducted within the area of brand strategy to gain a deeper               
knowledge around how a new segment is created within an existing business. Building on the               
possibilities and limitations within both the company and its material, a strategy to create a               
new segment within the company was developed. A potential market for the expanded             
business was targeted and an outline created with the first plan of implementation. With the               
analyses made of the current brand identity and the targeted market, a framework for the               
brand and guidelines for the design were created in order to gain a conscious direction and a                 
coherency within the segment.  

3.3. Product development 

Using this framework and following the set design guidelines, an ideation process was             
conducted and several concepts developed. Prototypes were made to facilitate a proper            
evaluation, concerning both the manufacturing and their alignment to the desired brand            
image. One of the concepts was selected and further developed as a potential flagship product               
for the segment.  
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Background research
The research covers an exploration of the previous work made by Butong 
and the existing market for consumer products made of concrete. A deeper 
hands-on investigation was made of the manufacturing process and the 
properties of the material Butong. Possible applications were explored by 
examining new areas of usage through prototyping and experimenting with 
various shapes and material appearances. 



 

4. Previous work 
The possibilities and application areas of the material Butong has been widely explored by              
the company. Apart from the vertical gardens and the panels used in walls and ceiling,               
smaller products have been created as well. Figure 6 shows a selection of these products.  

Figure 6. Smaller products made of the Butong material. From left: stool, veil lamp, cylinder 
lamp and color filled panel. 

 
These products are the result of different projects with a small scale productions of only a                
single to a few pieces. Prior to this project, an investigation of introducing smaller sized               
products to the consumer market was also made. Product ideas were generated during             
workshops held at the company which resulted in the development of three prototypes, see              
Figure 7. A vase where flowers are placed through the holes of the Butong into a water filled                  
container was the underlying concept of these prototypes. These were further developed into             
a final concept to be used as a giveaway and source of evaluation at the upcoming Stockholm                 
Light and Furniture Fair.  
 

  
Figure 7. The previous prototypes made by ‘Butong’ as a first product idea for the consumer 

market.  
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5. Market 
Concrete is a material widely used because of its properties of being strong and resistant. Its                
main usage is within construction but the material have lately been introduced more             
frequently to our homes. Being left uncovered and unprocessed at walls and floors and              
appearing in furniture and in details, concrete is gaining popularity as an interior material. 
 
How concrete appears and is used on the consumer market was investigated to gain an               
understanding of where Butong could make an entrance with the new segment of consumer              
products. This research resulted in three areas on the consumer market where concrete is most               
commonly used; interiors, details and DIY (do it yourself).  
 
A few images have been selected to exemplify the three areas, see below.  
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Concrete as interior 
Raw concrete walls are part of the interior and sets a certain atmosphere in the room it                 
appears in. Larger furniture such as chairs, benches, bathtubs and shelves made of concrete              
were also found to be a way of gaining an industrial rougher interior environment. See Figure                
8. 
 

 
Figure 8. Concrete walls and furniture 
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Concrete in details 
Concrete also appears in smaller products and details. Flowerpots, candle holders and lamps             
of various shapes and sizes were common objects found on the market. See Figure 9. 
 

 
Figure 9. Concrete details and smaller interior products   
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DIY with concrete 
Looking at smaller products, there is a large trend of ‘do it yourself’ products where               
instructions are provided for people to make their own products at home. In such products,               
concrete was found as a common material. It is used for example in home made moulds or to                  
drench fabric in. See Figure 10.  
 

 
Figure 10. Concrete as ‘do it yourself’ products 
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5.1. Field observations 

Early in the project, Butong participated at Stockholm Furniture and Light Fair where they              
exhibited their material through different products, displaying the potential of the material.            
Wall panels and large, round shaped leaves of Butong were combined with light and              
greenery. A lamp and cylindrical stools displayed the use of the material in smaller products.               
See Figure 11.  
 

 
Figure 11. Butong’s stand at ‘Stockholm Furniture and Light Fair’  

 
At the fair, the visitors were observed on how they percepted the material, what they said and                 
thought about it. The previously mentioned prototype of a vase, aimed for the consumer              
market, had for this occasion been further developed and manufactured to be used as a               
giveaway. The vase consisted of a container made of coloured aluminium with a top plate of                
Butong and an inner supporting grid for the flowers, see Figure 12.  
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Figure 12. The vase concept exhibited at the fair. 

 
The main insights gained by observing and interviewing the attendances at the fair was that               
the products often were thought to be made of something else, like paper, cardboard or               
plastic. Many had the urge to touch the material and it was upon feeling it they started to                  
question what it was made of, experiencing that the touch was not what they had expected it                 
to be. Several of the attendances found it surprising to discover a material that possesses the                
opposite properties, hard and heavy instead of soft and light. This contradiction arouse an              
interest for the material and its unique qualities among many observers. 
 
Further, the interest of unique handcrafted products was found to be high among both visitors               
and exhibitors at the fair. Similar to the earlier mentioned trend of DIY, it points at a strong                  
desire of custom made designs.   
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6. Material properties 
The initiating research was focused on the material Butong and its properties. The             
manufacturing process was studied and learnt by hands-on testing in Butong’s factory. The             
various stages of the process were mapped out and critical steps pointed out.  
 
The manufacturing process follows in short the four steps presented in Figure 13. An              
extended description of the process can be found in Appendix 1.  

Figure 13. The manufacturing process 
 
Using this manufacturing process, several tests were made to further explore possible shapes             
and different ways to adjust the appearance and properties of the Butong. Through these tests,               
potential and limiting properties possessed by the material were investigated. 
 

6.1. Shaping 

Various Butong pieces were casted and tested during several prototyping sessions to evaluate             
their shapes and sizes, how easy or difficult they are to create and what resulting strength and                 
endurance they possess. The pieces created cover a range of various geometrical shapes.             

18 



 

Different bubble sizes were tested as well as the thickness of the material and various types of                 
concrete. A selection of the prototypes that were made are shown in Figure 14.  
 

 
Figure 14. Prototyping test 

 
Insights: 

● The material is heavy and fragile, thin or long and narrow shapes are thus easily 
broken.  

● Creating sharp angles or joining the ends of the material together is difficult and 
requires preparations in terms of support and pressure. Geometrical shapes and exact 
measurements are therefore also difficult to maintain.  

● The shape must allow enough space to be able to remove the bubble wrap. Two ends 
can therefore not be laid upon each other, a distance is required in between.  

● When a flat sheet of casted Butong is curved, a stronger construction is created. Using 
a double curved shape results in a stronger result compared to an equivalent single 
curved shape. With the double curved geometry the material becomes less fragile and 
the risk of fractures is reduced.  

● Being created from a flat sheet of Butong, a double curved shape cannot be 
maintained without deformation. This deformation is barley notable as long as the 
curves are not made too sharp and the shape not allowed to reach a degree of 
disrupting the bubble pattern.  
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6.1.1. Choice of concrete 
During the prototyping tests that were conducted, a Compact Reinforced Composite (CRC)            
was the main type of concrete used. Two types of Expander concrete, Finja and Weber, was                
also tested to explore the varying properties that exist between different types, see Table 1. 
 

Table 1. The concrete used  

Concrete tested Type 

CRC Joint Cast UHPFRC 

Finja Expander Fin Expander concrete 

Weber exm 721 Expanderbetong super Expander concrete  

 
The various properties of the concrete and their workability were compared. The experienced             
characteristics are concluded in Figure 15. The comparisons focus more on practical views             
when working with the material rather than technical values.  

 
Figure 15. The experienced properties when working with the different types of concrete. 

 
Insights: 

● A wet concrete is easier to work with but requires more time in order to set. 
● The finish of the samples made of CRC were glossier while the ones made of 

Expander concrete were more rough. 
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● A high friability can cause the material to be perceived as dirty.  
 
CRC was found to be the most workable and least friable, which are qualities desired in the 
production. It did however require a longer period of time in order to set.  
 

6.1.2. Choice of bubble wrap 
The bubble wrap is available in four different bubble diameters; 9 mm, 18 mm, 24 mm and                 
30 mm. The largest bubbles with a diameter of 30 mm were used in most prototypes. The                 
smaller sizes of 24 mm and 9 mm were also tested.  
 
Insights: 

● A bigger size of the bubble wrap creates thicker Butong which is more durable 
● The shapeability when working with smaller bubbles increased notably as the 

thickness of the final material decreased. A thicker material is more difficult to shape. 
● The largest bubble size appears at its best in larger products. In smaller products, few 

large bubbles were able to fit on one surface and the appearance of the pattern was 
partly lost.  
 

6.2. Translucency 

When the material is casted between two layer of bubble wrap, thin membranes of concrete               
are formed where the bubbles meet. These membranes are translucent and allows light to              
shine through. Bigger bubbles in the bubble wrap allows larger and thinner membranes to be               
created which will create a more translucent material.  
 
The membranes can also be cracked by hand, leaving holes of varying shapes and sizes. By                
removing membranes in patterns, various expressions can be created, see Figure 16.  
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Figure 16. A translucent wall from one of Butong’s projects, where membranes of bubbles 

have been removed. 
 
Insights: 

● The translucent effect becomes smaller with an increasing thickness, comparing 
pieces of the same bubble wrap size.  

● The more the Butong is pressed and vibrated, the thinner and more translucent it 
becomes. 

● Bigger bubbles creates larger and thinner membranes, allowing more light to shine 
through. Bigger bubbles also results in a more durable material due to the thickness in 
between the bubbles.  

● Different types of concrete creates different degrees of translucence depending on the 
granularity.  
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6.3. Edges  

Various edges can be maintained depending on the method used. The various edges, see              
Figure 17, affects the overall expression of the product in slightly different ways.  
 

 
Figure 17. Cut edge (a), reinforced edge with reinforcement made only on the outer edge of 

the back side (b) and an irregular edge (c) 
 
Insights: 

● The cut edge gives more exact dimensions to the product and a more industrial 
feeling.  

● With a reinforced edge a more durable structure is maintained. These reinforcements 
can be made either on one side to not be noticed on the other, or on both sides for an 
even stronger result.  

● The irregular edge gives a more free form and handcrafted feeling. Each product will 
look slightly different and no waste material will be created. However, the product 
becomes more fragile and sharp along the edges. 
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6.3.1. Water jet cutting 
The sheets of casted Butong created are often cut, either along the edges to get them more                 
even or to create the desired shape. This is done with a hand held angle grinder when the                  
material is not entirely set. The Butong can also be cut when set, but this is more difficult and                   
demands good ventilation and protection to prevent a bad working environment from all the              
dust that is created.  
 
All shapes created today is cut by hand and the precision is therefore limited, no piece                
becomes exactly the same. To allow more advanced shapes or identical pieces, the possibility              
of using a water jet to cut the material was explored, see Figure 18. 
 

 
Figure 18. The cross section of the water-cut Butong 

 
Insights: 

● With the material having a varying thickness due to the bubbles, a difference in 
resistance for the water jet was created. The composition of concrete; aggregate 
combined with cement, could also have contributed to a variance in resistance. The 
edge was uneven at some points, probably a result from movement of the material 
sample caused by the uneven surface and the varying resistance, see Figure 18 above. 

● With a water jet, more advanced shapes can be maintained and the production cycle 
can be shortened. A water jet is however a large investment but it could be a future 
opportunity.  

● The cleaner air provided due to the dust being trapped in the water, would make the 
working environment more ergonomic. 

 

6.4. Reinforcement 

The material can be given a higher strength through different reinforcements. Bubbles can be              
removed along the edges or in cross shaped patterns along the surface, either on only one side                 
or on both for an even stronger result. However, removed bubbles will leave a rugged               
surface. Adding plastic fibres to the concrete is a less visible option and a method that is used                  
by Butong today. The fibers will during the vibration sink into the material and provide a                
reinforcing structure.  
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Towards a consumer market, Butong should communicate an environmental awareness due to            
the large environmental footprint caused by concrete. This awareness and how the company             
is striving to create a minimal environmental impact should be displayed both through the              
products and the brand.  
 
To create a more environmentally friendly alternative, tests were made where the plastic             
fibres were substituted with plant fibres. Ideally, no additional material should be added when              
extra reinforcements is required. Hemp or flax could however be a better alternative and two               
tests were conducted to investigate the possibility. One test with the Weber concrete and the               
other with the CRC concrete. In both tests, five samples of Butong were created; two with                
hemp whereof one was braided, one with flax, one with plastic and one without any               
additional fibres. See Figure 19. 
 

 
Figure 19. Fibres of braided hemp, hemp, flax and plastic (left to right) 

 
The fibres were all added to the lower bubble wrap, the A side, before concrete was poured                 
on top. The Weber concrete was dry and grainy in its consistency while the CRC concrete                
was more fluid. After the casting process was made and the concrete had partly set, the five                 
pieces were cut from the sheet and left to set entirely. See the result in Figure 20.  
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Figure 20. The different fibres casted into the Weber concrete (top) and CRC concrete 
(bottom); braided hemp, hemp, flax, plastic and no addition (left to right). 

Insights: 
● During the vibration, the fibres could more easily travel up into the concrete when it 

was more fluid. Therefore, none of the fibres were visible in the more fluid CRC 
concrete. In the Weber concrete, some fibres stayed visible on the surface. 

● The strength of the different fibres were not tested due to the large amount of samples 
it would require to get a reasonable result. This should be further investigated if 
products requiring additional strength would be created.  

● The reinforcements keep the Butong in one piece if it would crack or a part of it 
would be broken. The more fibres used, the smaller the cracks will be.  

 

6.5. Surface finish 

Depending on what surface finish that is desired, the bubble wrap can be pulled off at                
different times. The pressure towards the plastic texture of the bubble wrap creates a glossy               
finish, a property not commonly associate with concrete. To gain a rougher surface, more in               
line with the typical concrete appearance the bubble wrap can be pulled off earlier. A test was                 
made by removing the bubble wrap at different times after the casting of the pieces, see                
Figure 21. See the entire result in Appendix 2.  
 

 
Figure 21. Two samples from the surface finish test created 4 hours (left) 30 hours (right) 

after the time of casting  
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Insights: 
● During the first hours the bubble wrap holds the concrete in place. If removed too 

early, the bubbles will no longer hold the concrete in place and it risks pouring out 
from its shape. During the first hours after casting, the material is also more fragile 
where pieces of the concrete can be ripped off together with the plastic.  

● The most apparent difference occurred during the first day of casting. The difference 
between each sample became smaller as the time passed. For the samples created the 
days after the casting, the difference in surface finish was not notable. 

● A limitation with this method of pulling the bubble wrap earlier is that it can only be 
done if the shape allows it. If the Butong is placed in a form, the plastic cannot be 
removed from the downward facing surface before the concrete is set.  

 

6.6. Butong in consumer products 

With the stated project direction of investigating the possibility to apply the material Butong              
in consumer products, the consumer market served as the underlying focus during a first              
brainstorming session.  
 
Using the previous analysis of the consumer market, a few criteria were stated: 

● The products should be suitable to be sold through retailers 
● The products should not be too fragile or heavy 
● The products should fit in reasonably sized packages  

 
During the brainstorming session, the focus was mainly directed towards interior usage. The             
session was divided in different topics; space, shape and usage which in turn have underlying               
subcategories, see Table 2.  
 

Table 2. The categories used in the brainstorming session 

Space Shape Usage 

kitchen 2D light source 

living room/bedroom arch plants 

office cylinder decoration 

hallway angle  storage 

bathroom pendant shielding 

balcony/outdoors hexagonal  

 organic  
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Within all the subcategories, a large number of ideas were created, varying in degree of               
development and realism. Ideas were clustered together in groups of products that were             
developed and formed into one sketch, each representing a concept of a product. A few of the                 
sketches are presented in Figure 22. See Appendix 3 for the complete work resulting from the                
brainstorming session.  

 
Figure 22. A selection of the sketches from the first cycle of conceptualisation 

 
How well the concepts fulfilled the desired qualities of a consumer product was then              
discussed together with Butong. How they would fit into the market, how well they followed               
Butong´s brand identity and what resources they required during production were aspects of             
importance. Being well experienced with their own material and business, Butong made clear             
what was possible to manufacture and what criteria that were important for them in the               
products. See the list of criteria below. 
 

● Require minimum production work after casting 
● High number of products per casting 
● Create a value for the user  
● Strengthen the brand 
● Small amount of waste material 
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● The material properties translucency and shapeability are used  
● Durable and lasting from an environmental point of view  
● Simple shape regarding the manufacturing process  
● Suitable for packaging 
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7. Identifying Butong’s desires 

The initial request made by the company regarding this project was to design and develop               
standardised products made of the material Butong that could be introduced to the consumer              
market. The underlying desires of this request was however investigated. By analysing the             
company and together with the employees discuss the potential of such a product, it was               
concluded that through the development of standardised products, Butong wanted to:  
 

● Provide products that create a ‘wow feeling’ and thrill people's senses 
● Develop a standardised production to fill the workflow gaps existing in their current 

business 
● Grow as a company and extend the business 
● Establish Butong on the consumer market and grow in the current business on the 

architectural market 
● Reach a larger public 
● Extend the areas of usage and application of the material and investigate new material 

possibilities 
 
The initial request to develop products for the consumer market, without either a structure or               
a plan for how to launch them, would not be enough to reach these desires. Instead, these                 
insights became the foundation for the direction of this project; to create a new business               
segment of consumer products, separated but in close relation to their current business, and to               
create a strategy for its implementation on the market. To accomplish this, the required steps               
would be to: 
 

● Create a new business segment within the company, separated from their current 
business  

● Define the brand identity for the new business segment and how to communicate it  
● Create design guidelines to achieve a coherent design direction that follows the stated 

brand identity 
● Develop concepts and an initial product using the design guidelines  

 
The development of this strategy is presented in the next chapter.  
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Strategy development
The strategy was built upon the insights from 

the research presented in the previous chapter. 
The following pages presents the analysis 

of this research and the conclusions that 
could be drawn from it. It continues with 
the development of a brand identity 
and positioning of the new business. 
As a guide for Butong to follow, a 
brand platform and a strategy plan 
was created. The brand platform 
provides design guidelines and 
possible manufacturing directions 

f o r for the material. The strategy plan 
presents the company analysis, the 
targeted market and suggest an 
implementation plan for the new 
business. 



 

8. SWOT analysis 
A new business segment was created to hold the new development of consumer products.              
Creating it to be a sub-brand would ease the process of deviating from the current restrictions                
and ways of working while still be in close relation to Butong and complement the current                
business without obstructing it. This sub-brand is chosen to be referred to as Butong Design               
to distinguish it from the main business. However it will only be the internal name used by                 
the company, the products will still be known by the name Butong.  
 
To succeed on the market, the market position where the products of Butong Design have the                
best opportunity of competing needs to be determined. This position must be in line with the                
brand identity of Butong and the products must be feasible to manufacture with the limits               
bought on by the material and be profitable for the company to produce. Since all consumer                
choices are made upon comparisons, where to position a brand is important and affects the               
overall perception of it (Kapferer 2008, 175).  
 
A SWOT (Strengths, Weaknesses, Opportunities, Threats) analysis (van Boeilen et al. 2013,            
73) was applied to investigate the strengths within Butong and the opportunities they can              
make use of to differentiate themselves and compete on the market. Followingly, the method              
investigated how Butong can minimise their weaknesses and avoid current and possible            
threats. The SWOT is presented in Figure 23.  

 
Figure 23. Butong’s strengths (S), weaknesses (W), opportunities (O) and threats (T). 
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The main areas to analyse was determined to be the following four; the material, the               
environmental aspects, the manufacturing process and the market. Below follows the           
resulting conclusions drawn within each area and how they were found to influence the four               
categories of the SWOT. 

8.1. Material  

Strength: Unique appearance  
The material can be moulded into unique and unexpected shapes and is            
easily recognised with its hexagonal bubble pattern. It also possess the           
property of being translucent. 
 
Weakness: Material properties 
Apart from the environmental aspect, the material has limitations regarding          
strength and shapeability. It is heavy and fragile, limiting the possible usage            
and shape. Some shapes are easily created while others demand a lot of             
preparations and after work.  
 
Opportunity: Increasing interest for unique products 
Two products made in the material Butong will never look the same. All             
products will differ slightly in both appearances and dimensions and          
possess a handcrafted expression. The recognisable pattern can allow the          
material to be the main characteristic of the products and the properties of             
being translucent and shapeable can be used to challenge the perception of            
concrete. 
 
Threats: No notable threats. 
 
 
 
 
 

Suggested strategy: To make the most of the material, the unique properties of shapeability              
and translucency should be emphasised. Shaping the Butong in dynamic shapes and            
displaying the translucency with light are possible methods to use. To build on Butong’s              
current business and enhance the brand image, a product with an integrated light source is a                
beneficial direction to follow. Therefore, the business of Butong Design will aim for the lamp               
industry.  
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8.2. Environmental aspects  

 
Strengths: No notable strengths. 
 
 
 
 

Weakness: Environmental impact  
In the production of concrete, the greenhouse gas carbon dioxide is           
released, causing a negative effect on the environment. 
 
 
Opportunities: No notable opportunities. 
 
 
 
Threat: Increasing environmental demands.  

Concrete is well known for having a relatively large environmental          
footprint. With an increased environmental awareness, demands from both         
consumers and the society is a concern. 
 
 

Suggested strategy: All products should be made to affect the environment as little as              
possible. The design has to take the prospects of recycling and the replacement of              
components into account by being easy to disassemble. Developing a plan for the recycling              
of the products and providing this information to the customers is important. Butong could              
also offer to take the product back when it is no longer desired. Plant fibres should be used                  
instead of plastic fibres for reinforcement. The goal is to minimise the mix of other materials                
in the concrete. Due to the negative environmental effects caused by concrete, the products              
should preferably not be ‘wear and tear’ products. Instead, they will be be designed to last.  
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8.3. Manufacturing process 

Strength: Flexible manufacturing. 
With a local and flexible production process, Butong can easily adjust           
product development and experiment with new ideas. 
 
 
 
 
Weakness: No notable weaknesses. 
 
 
 
 
 
Opportunity: Increasing interest for custom made products. 
Being able to adjust the production, the proportions, shape and colouring           
of the products can be custom made.  
 
 
 
Threat: No notable threats. 
 
 
 
 
 

Suggested strategy: Butong should make use of their flexible production and give customers             
the opportunity to order custom made designs of the products.  
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8.4. Market 

 
Strength: Existing channel to market. 
Through their current business, an established connection to the         
architectural market exists within the company. 
 
 
 
Weakness: No notable weaknesses. 
 
 
 
 
 
Opportunity: No notable opportunities. 
 
 
 
 
 
Threat: Competitive market. 
The lamp industry is a demanding and overcrowded market, difficult to           
enter and difficult to get attention on. But the unique effects and            
experiences created by the material in combination with light is a strong            
feature to build from.  
 

Suggested strategy: Butong’s already established contacts on the architectural market,          
provides a beneficial platform to introduce the products of the new business on. The products               
could be a possible extension as additional sales within the already established projects. It              
would also provide a smooth entry to the consumer market. 
 
A first establishment on the architectural market is regarded as the most beneficial path              
towards the consumer market. To further narrow down the market, the architectural lamp             
industry should be a first target. With already existing contacts and opportunities for public              
and attention drawing installations, Butong can more easily be established as a brand within              
this field.  
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9. Target market 
The new segment will be directed towards the lamp industry. Being in close relation to               
Butong’s current work, it is a natural first direction to follow. Light will also bring out the                 
unique properties of Butong and could establish a strong brand with recognizable products.             
The selected direction was deliberately made narrow within the architectural lamp market in             
order gain a distinct base to build from. When the first products and a clear brand identity are                  
established, the guidelines and the targeted market can be widened and new product areas              
introduced.  
 
By targeting the architectural market through their already established contacts, the business            
of the new segment will at first be close to what they do today. From there, new channels for                   
the consumer market can be established. The products can, through the architectural market,             
be evaluated and their potential on the consumer market can be investigated for further              
extension. This direction would require less effort in the introduction of new products and              
minimise the risk for the company. It would also make use of their ability to make ‘made to                  
order’ products and produce products more in line with the brand Butong. These are aspects               
that would help to differentiate the brand on the market. Figure 24 shows the connections that                
would arise between the business, the architectural market and the consumer market. This             
illustration will later on be used to highlight where the various steps of the developed strategy                
will be applied.  

 
Figure 24. The connections between the company and the two markets they will operate in, 

the architectural market and the consumer market 
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B2B 
The main revenue channel will, to begin with, be the sales made in the Business to Business                 
(B2B) market. These can exist of various orders connected to interior projects and additional              
sales made during Butong’s project based work.  
 
B2C 
The second channel will be through the Business to Consumer (B2C) market which initially              
will be reached via the website. The products will through this channel be made available for                
the consumer market.  

10. Strategy plan 
Based on the conclusions made from the SWOT analysis, a strategy on how to approach the                
targeted markets was developed. All communication and contact established by Butong will            
affect the brand image received by the market. This is illustrated in Figure 25, with the sender                 
of the brand identity being the company and the receiver of the brand image being the target                 
market. The green overlapping area is the connecting touchpoints that transmits the signals of              
the brand identity and is important to consider in the strategic choices.  

 
Figure 25. The connection between brand identity and brand image with the created 

touchpoints (green). 
 
The steps to be taken in the creation of the new segment are explained and illustrated in a                  
summarising strategy plan, see Appendix 4. The approaches of the strategy are described             
below with illustrations showing the touchpoints created between the company and target            
market in each step.  

10.1. Add-on sales 

Butong will first and foremost target their clients of vertical          
gardens and illuminated panels. By presenting their full range of          
products in the initiating phase of a project, additional sales could           
be made possible. Supplementary details and products made to fit          
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the project could be exemplified. The products will be available for presentation through a              
brochure, see Figure 26,  and the website.  

 
Figure 26. The ‘Butong Design’ brochure 

10.2. Displayed projects 

The marketing of the products is mainly thought to occur through           
larger interior projects where the products can be displayed to a           
larger audience in places such as hotel lobbies, restaurants and          
public spaces. The logo should be placed visible to display the           
brand. 

10.3. Fairs 

The Butong Design products should be exhibited at fairs, directed to a            
design and interior interested public to establish important contacts         
with future clients.  
 

10.4. Social media 

The main social channel will at first be established through an           
Instagram page, displaying the products and targeting an interior         
interested audience. The account will be distinguished from the         
already existing Butong account. To reach a larger audience, the          
account should be used actively and interactions be made with design           
oriented accounts. 
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10.5. Pricing  

The positioning of the price will influence the perceived quality, performance and prestige of              
the product and its brand. It should follow the established market positioning to communicate              
a consistent direction. (Kapferer 2008, 465). The Butong Design products are priced in the              
higher section of the lamp market in order to communicate exclusiveness and reflect the              
handcrafted and unique appearance of the products. Towards consumers, the price will be             
fixed and displayed on the website. For the architectural market, the price can be adjusted to                
the size of the order or the project they provide.  
 

10.6. Website  

The website will include a separate section of Butong Design products.           
Product information will be available concerning dimensions,       
appearance and price. Customers will be able to purchase the products           
directly from the site with a possible contact channel for orders of            
custom made solutions and designs. See Figure 27. 

 
Figure 27. ‘Butong Design’ products on the website. 
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10.7. Packaging 

The packaging of the products is an important communication channel on the consumer             
market. Even more so if the products are to be sold through retailers in physical stores                
(Neumeier 2006, 90). The packaging provides a first impression and can have a great impact               
at the point of purchase. The design of the package should follow the Butong profile and                
communicate the values of Butong Design. It should reflect the price level and be strong               
enough to support storage and transportation of the products that, due to the material, will be                
relatively heavy. See suggestion of a first design in Figure 28.  

 
Figure 28. A first design suggestion of the ‘Butong Design’ packaging.  
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11. Brand platform 
The brand identity is communicated through a brand platform that operates as a foundation              
for the new segment and guides future branding and marketing decisions. Usage during the              
product development process will support a coherent design within the segment. By having a              
company-named brand, it will become a spokesperson for the company (Kapferer 2008, 205).             
Therefore, the identity of Butong Design was decided to be closely related to the identity of                
Butong. See Appendix 5 for the complete document.  

11.1. Brand identity  

The core of the brand identity is communicated through the vision and mission of Butong               
Design. Developed to align with the identity of Butong, associations are facilitated regarding             
both the environmental approach existing within Butong and the wow-feeling they want to             
create.  
 
The vision was formulated to explain the focus, meaning and purpose of the new segment to 
provide a picture of what the future can hold: 
 

Vision 
The experiences we create through our products will at first sight enthral the viewers and at 

second sight, and the many more to come, be recognised instantly. 
 
The mission of Butong Design was formulated to explain the purpose of the business that 
decisions and tasks should be aligned with. It gives a clear objective of why the business 
exists and informs the public of its direction:  
 

Mission 
We exist to provide exciting experiences by transforming the rigidness of concrete into 

dynamic, living shapes. Our biggest opportunity and challenge is in our products. It is our 
mission to, through our creativity, offer lasting products.  
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12. Design guidelines 
The design guidelines were developed to translate the established brand identity into a usable              
tool that can support the process of developing products within the segment. Assisting the              
development of a coherent design within the product range, these guidelines should be             
followed reasonably strict in the beginning. As the brand gets established on the market, they               
can be stretched to open up new application areas and product possibilities.  
 
The design has to meet the requirements of three units; material, company and market, see               
Figure 29. The material limitations cannot be exceeded and its strengths should be             
emphasised. The production must fit within the resources of the company and a product              
should be a profitable addition to the business. The product must also communicate the brand               
identity of the company and meet the requirements of the market.  
 

 
 

Figure 29. The three units creating the requirements of the design.  
 
The tools provided in the Brand platform guides the communication of the brand through the 
products and sets the principles to achieve a coherent design.  

12.1. Brand communication 

To communicate the brand identity through the design of the products, the following             
guidelines were established. 

12.1.1.  Product expression  
Axes with opposing expressions indicates where the products should be positioned in order to              
communicate the brand identity and establish a coherent and recognisable design. The design             
should strive for an expression within the green areas, see Figure 30.  
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Figure 30. The desired expression of the products 

 
The chosen characteristics were based on the analysis of the material and its properties. The               
positioning where concluded from the desired material characteristics and how these were to             
be enhanced.  
 
Various properties can be experimented with to slide along the axes and gain different              
expressions. For example, to position the product closer to a handcrafted expression, irregular             
edges can be investigated. To gain a rougher feeling, the bubble wrap can be pulled earlier to                 
produce a less glossy finish. The position along the axes will also be affected by what details                 
and materials the Butong is combined with.  
 

12.1.2. Product criteria 
The previously formulated product criteria were weighted together with the employees of the             
company to take the desired direction of the company into consideration.  
 
The weighting of the criteria are not included in the design guidelines, instead the criteria are                
listed from most important to least. The focus is thus kept on the design and the expression of                  
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the products while holding the criteria at the level of desires rather than demands. The criteria                
are listed in order of importance below, starting with the most important.  
 

● Create a value for the user  
● Strengthen the brand 
● The material properties translucency and shapeability are used  
● Durable and lasting from an environmental point of view  
● Require minimum production work after casting 
● High number of products per casting 
● Small amount of waste material 
● Simple shape regarding the manufacturing process  
● Suitable for packaging 

12.1.3. Appearance  
The strength of Butong lies within how the material contradicts the expected properties of              
concrete. Through the shape and usage of the material, contradicting characters can be             
obtained in the Butong Design products. Through the shape and usage of the material,              
contradicting characters can be obtained. The strongest contradictions were found to be the             
following pairs. Heavy - Light, Hard - Soft and Durable - Fragile. These contradictions are               
expressed in the mood board shown in Figure 31.  
 

 
Figure 31. Moodboard for the products of ‘Butong Design’ 
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The following guidelines are created to support the design of the first products. These              
products sets the direction of the segment and should strongly communicate the brand and its               
identity: 
 

● The design should make use of the material being translucent and shapeable. 
● To enhance the feeling of concrete, the Butong is as a standard in greyscale.  
● The material with its hexagonal pattern should be the main characteristic of the 

product.  
● To minimise the disruption of the pattern, reinforcements should be displayed as little 

as possible.  
● Contradictions between light and heavy, soft and hard can be created by combining 

the Butong with other materials.  
● The additional materials should be used to create a more dynamic product, match with 

the Butong and not draw too much attention from it.  
● The product should be designed for disassembly where all parts should be possible to 

separate and remove for recycling. 
● The design should aim at a prolonged lifespan for the Butong Design product.  

 

12.2. Design principles 

To establish a coherent design within the product range that clearly communicates the brand,              
following guidelines were created.  

12.2.1. Additional components 
Additional components and materials can be used in the design to enhance the expression and               
provide functionality to the product. Fastening and suspending mechanisms as well as light             
sources, containers for water and reinforcing details are possible add-ons.  
 
Plants 
Similar to Butong’s existing vertical gardens, plants are possible additions to a Butong Design              
product. Using plants does however add extra requirements and a higher complexity to the              
product, such as a watering system.  
 
Light sources 
Light should preferably shine through the Butong to enhance the translucent effect. The light              
sources should fit the construction and the design and should be possible to remove for               
replacement and recycling. Visible cables should be clean and discrete. 
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Glass 
The fragile and clean appearance of glass will appear as a contrast to the rough concrete.                
Glass will also add transparency to the product. 
 
Metal 
The strength of the metal will cause the Butong to appear more fragile. Metal can be used in                  
products that require more complicated constructions, such as attachments and          
reinforcements. 
 
Scratch-proof 
With the edges being quite rough, the material can damage the surface it is placed on. To                 
prevent this, no-scratch feet or an outer framework must be used if the product is intended to                 
stand.  

12.2.2. Colouring 
The concrete is as a standard always in greyscale. Darker and lighter shades of gray can be                 
given by adding black or white pigment to the blend. Figure 32 shows the material in various                 
shades of grey. 
  

 
Figure 32. Butong in various shades of grey.  

 
Additional components and details will also be provided in metallic or grayscale as a              
standard. The colour pallets shown in Figure 33 applies to the concrete and details. 
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Figure 33. The color pallet of ‘Butong Design’. 

 
The colouring of the products can however be customised. Coloured pigment can be added to               
the blend and the additional components can be provided in various colours. In addition to               
coloured light sources, coloured light can also be obtained by colouring the inner surface of               
the Butong. 

12.2.3. Logo 
Butong design products should foremost be recognised by the material. The logo should             
discreetly exist on every product, leaving the characteristic material to speak for itself. 
 
Butong tag 
A logo tag made of nylon fabric should be casted into the edge of a Butong Design product                  
when suitable. The tag is fastened by simply pressing the pointed strip, that is made stiffer by                 
a plastic coating, into the unset concrete, see Figure 34. The shape allows the concrete to hold                 
the tag in place when set.  

 
 

Figure 34. The logo tag. 
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Engraving, cutting & punching 
If the product consists of an additional material, the logo can be engraved, cut or punched                
into it, see Figure 35.  

 
 
 
 
 
 
 
 
 
 
 
 

Figure 35. The logo laser cut into metal. 
 
Cord tag 
If a Butong Design product has a visible cord, a tag can be placed around it, see Figure 36. 

             
Figure 36. The cord tag. 

 

12.2.4. Customisation 
The possibility of customisation should be maintained within the product and its design.             
Customers that desires an alternative expression can obtain Butong Design products that            
deviates from the original guidelines to a certain extent.  
 
A possible feature that can be customised is the colouring or the shade of grey. The                
manufacturing can also be adjusted to customise shapes and sizes that meet certain             
requirements. Additional materials, other than the standardised, is also something that can be             
further explored. 
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13. Implementation 

An implementation plan was created to support the process of creating the new segment and               
to follow the steps pointed out in the strategy plan. It provides a description of the different                 
phases of the strategy and suggests the order in which they should be carried out, see Figure                 
37. 
 

 
Figure 37. The implementation plan illustrated. 

 
1. Apply the brand identity 
The initiating phase is to get familiar with the brand identity for Butong Design. The brand                
platform, including the brand identity, design guidelines and a summarising description of the             
material, aids the product development. It supports a coherent design that communicates the             
key message and the brand image of the segment.  
 
2. Develop concepts  
Supported by the brand platform, concepts will be generated. The concepts should follow the              
profile of the company, make use of the material properties and meet the demands of the                
market.  
 
3. Include earlier work 
Selected products already existing in the product range of Butong, see chapter 4, will be               
included in the collection of design products and if needed, modified to fit the new segment.  
 
4. Develop design products 
The concepts possessing the largest potential to succeed on the market will be further              
developed. This stage includes prototyping, testing, evaluating and refining.  
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5. Develop packaging 
The packaging will not only simplify the storage and transportation of the products but will               
also be a channel of communication. A clean design should be applied that corresponds to the                
design profile of Butong Design.  
 
6. Create a product portfolio 
A product portfolio that displays the product range and communicates the brand identity of              
Butong Design should be created. The portfolio will be available as a brochure and be               
displayed on the website. A web-shop should be created on the company website to make the                
products more available and to reach a larger group of consumers.  
 
7. Extend the product portfolio 
As the brand becomes more established, the product range should be extended and new              
possible product categories investigated.  
 
8. Establish distribution channels 
As the products eventually have been tested and evaluated against the market, retailers,             
relevant to the target market and suitable for the brand, should be considered. Through these               
channels, the identity of the brand can be communicated and the business expanded. 
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Product development

This chapter descirbes the process of 
developing products for Butong Design, 

supported by the created brand identity 
and the design guidelines. It covers 
the entire process from ideation 
and conceptualisation, to a final 
design. The process and the final 
product exemplifies the application 
of the design guidelines in the 
development of new products. 



 

14. Ideation  
The initial products of Butong Design will establish the first impressions of the brand and               
should therefore be well aligned with the identity and design direction. By following the              
developed strategy of first targeting the architectural market, the constraints that were set on              
the size and weight of the products were loosened.  
 
The ideation phase build upon the design guidelines. With the limitations and possibilities of              
the material in mind, the ideation process was directed towards the identity of the brand -                
what expressions to create and how to enhance the material properties. The focus was to               
develop concepts suitable for the architectural market with environments such as hotel            
lobbies, restaurants and public spaces in mind, as well as the design oriented and more               
exclusive home environments of the consumer market.  
 
In total, six concepts were developed, see Figure 38. The concepts were thought to fit into the                 
targeted environments as a single piece or arranged in clusters and did at the same time make                 
use of the shaping and translucency of the material. All sketches from the ideation process               
can be found in Appendix 6.  
 

 
Figure 38. Sketches of the six concepts developed during the ideation phase.   
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15. Concepts 
The concepts were prototyped to better evaluate their correspondence to the brand image. The              
manufacturing process, material properties, expression and design were all aspects that were            
given a better evaluation possibility though the prototyping. The prototypes were developed            
with focus on shape and material workability rather than specifics of assembly solutions and              
details. All prototypes were evaluated with and without an integrated light source in a studio               
with adjustable light surroundings.  
 
The prototyped concepts are presented and analysed below. For the complete description of             
the concepts, including sketches and manufacturing descriptions, see Appendix 7.  
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15.1. Concept 1 - Våg 

The concept Våg consists of two layers of Butong that are shaped as a wave with a light 
source placed in between, see Figure 39 and 40. 
 

 
Figure 39. The prototyped concept ‘Våg’ 
 
The shape is simple and provides a contradictive expression of soft curves and subdued light               
in a hard, rough and sharp edged material. The concept is thought to be suitable in larger                 
dimensions and in arranged installations of several pieces, in correspondence to the targeted             
environments. It can either be suspended or placed standing.  
 

   
Figure 40. The prototyped concept ‘Våg’ in various light settings.  
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15.2. Concept 2 - Instängd 

Instängd displays the shape of a lightbulb trapped in Butong. The prototype consists of two 
identical pieces, holding a light bulb in the space created in between, see Figure 41 and 42. 
 

Figure 41. The prototyped concept ‘Instängd’ 
 
A light bulb trapped in concrete creates a shape that draws attention and arouse questions.               
The durability of concrete, that possess the potential of supporting large and heavy             
constructions, is contradicted when embracing the fragile light bulb. The material is            
perceived as both hard and soft through the appearance of both sharp and curved shapes.  
 
A dimmed light is provided, with the alternative of placing a one-sided version on the wall to                 
emit more light, using the reflection. It can either be suspended or standing.  
 

 
Figure 42. The prototyped concept ‘Instängd’ in various light settings.  
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15.3. Concept 3 - Moln 

Moln is built from three pieces of Butong, formed in a wavy, almost closed ellipse, with                
several light sources placed within it, see Figure 43 and 44.  
 

Figure 43. The concept ‘Moln’  
 
This concept plays with the contradiction of an uneven yet strict appearance created by the               
shape of each piece. The heaviness of the concrete also appears in contrast to the light                
appearance created by the movement from having the three pieces hanging in wires,             
separated from each other. The three pieces creates a variation in the appearance of the light,                
with strong direct light emitted in between the pieces and only glittering dots of light               
appearing through the material. Being open in the top and bottom allows a larger amount of                
light to pass through.  

 

 
Figure 44. The prototyped concept ‘Moln’ in various light settings.  
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15.4. Concept 4 - Lilla Moln 

Lilla Moln is a smaller version of Moln, shaped from only one piece of Butong. See Figure 45 
and 46. 

 
Figure 45. The concept ‘Lilla Moln’ 

 
Using the larger 30 mm sized bubble wrap made the prototype seem thick in proportion to its                 
dimensions. It added to the heavy feeling created by the material and caused the appearance               
to be rigid and compact which could create an effectful contradiction when suspended. The              
concept in its desired shape is thought to have possibilities as localised light, alone or in                
arranged clusters.  
 

   
Figure 46. The prototyped concept ‘Lilla Moln’ in various light settings. 
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15.5. Concept 5 - Snurr 

Snurr is a coil of Butong, manufactured with irregular spread edges, see Figure 47 and 48. 

 
Figure 47. The concept ’Snurr’ 

 
The spread edges and the coiled shape causes a very fragile appearance, contradictory to the               
usual hardness and strength of concrete. The folded shape creates effectful shades on the              
surface and causes the light to appear in layers of varying intensity. Similar to light passing                
through a leaf, fragile and light expressions are created, opposing to the usual characteristics              
of concrete. The organic structure is further enhanced by its irregular edges  
 

     
Figure 48. The prototyped concept ‘Snurr’ in various light settings. 
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15.6. Concept 6 - Kon 

Kon holds a lightbulb inside of a cone shaped opening, created by two pieces of Butong, see 
Figure 49 and 50. 

 
Figure 49. The concept ‘Kon’ 

 
The design causes the appearance to change depending on the point of view. This dynamic               
appearance is reinforced by the irregular edges which creates a handcrafted impression. By             
illuminating both the cone and the cord its shape is highlighted.  
 

 

 
Figure 50. The prototyped concept ‘Kon’ in various light settings.   
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16. Concept evaluation and selection 
The previously presented product criteria were transferred into an matrix to be used as              
support when evaluating future concepts (van Boeilen et al. 2013, 151), see Figure 51.  

 
Figure 51. Evaluation matrix with weighted product criteria 

 
The matrix functions by rating each concept (1-9) by the qualities in the first column.               
Multiply the number with the already weighted importance and summarize them all in a final               
score. This score can be compared between concepts. A higher score indicated that the              
concept fulfils the criteria to a higher degree. The six concepts were all evaluated through the                
matrix and the concluding scores compared, see Appendix 8.  
 
The analysis of each concept and the received matrix score were all considered in the               
evaluation and selection of a final concept to develop into an initial product for Butong               
Design. The main indicator of what concept to choose was also based on the theory of a                 
flagship product, as explained by Kapferer (2008, 209). A flagship product should be the              
outward expression of a brand’s long-term design. Therefore, the concepts alignment with the             
brand identity was the most important factor in the selection of a concept.  
 
The concept chosen to proceed with was Moln. The product draws attention through the              
shifting in the strength of the light and the casting of a dynamic shadow play. Its appearance                 
creates contradictory expressions through the heavy pieces of concrete being displayed in a             
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moving construction. The hard material with leaf thin sections of concrete is shaped into a               
soft curvature that displays the shapeable and translucent properties of the material.  
 
Moln can add to the atmosphere of both architectural surroundings and private homes.             
Aligned with both the brand identity and the design guidelines, it upholds the requirements of               
a flagship product for Butong Design.  
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17. Concept development 
The guiding directions of the brand platform was again used in the development of the               
concept to ensure a close correspondence to the brand image. The concept was adjusted and               
prototyped in two iterations, details were specified and the shape adjusted. The development             
process and the application of the design guideline are described below. 

17.1. Applying the design principles 

First, the more direct principles of the design guidelines were applied. Solutions for the              
suspension were developed and the light source specified as well as the placement of the               
logo. These features were added in the developed version of the concept and evaluated              
through a second prototype.  

17.1.1. Light source 
To achieve the dynamic expression, three freely hanging light sources were chosen. In             
addition, the possibility of installing the light sources at different heights opened up for              
further explorations of the light and shadow play that could be created. 
 
Several light sources were tested in both daylight and darkness to find the right intensity and                
colour of the light. The light sources placed within the lamp will be visible and should                
therefore be pleasant to look at and not cause too much discomfort through the glare. At the                 
same time the light should be strong enough to create shadows.  
 
The light source chosen was three 190 lm LEDs with a colour temperature of 2700 K. They                 
were chosen based upon the effect created from the cast shadows and the pleasant appearance               
and colour of the light. See Figure 52. 
 

 
Figure 52. The chosen light sources. 
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The cable cup should also be provided in the same colour as the cords which will be available                  
in either black or white to keep the focus on the Butong.  

17.1.2. Suspension 
The suspension mechanism was developed in two steps. First how a suspension could be              
fastened on the Butong pieces was developed, followed by the attachment to the ceiling. 
 
Dyneema loops 
A suspension mechanism was developed that consisted of knotted loops of dyneema thread             
casted into the upper edge of the Butong pieces. Two knots were fastened into each Butong                
piece and through the loop appearing on the edge, wires could be attached, see Figure 53. 

  
 

Figure 53. Loops of dyneema thread to be casted into the Butong. 
 
The dyneema thread was selected due to its strength and flexibility. It can easily manage the                
weight of the Butong while its flexibility would avoid the creation of tensions in the material                
and facilitate the casting and cutting of the Butong pieces. The soft and thin appearance of the                 
threads does also in combination with the Butong add to the contradictory expression wanted              
in the design. 
 
Attachment to ceiling 
To minimise the visibility of the suspension, wires were chosen as the suspending solution.              
Combining the Butong with thin wires will also correspond to the contradiction of heavy and               
light, where the heaviness of the concrete is supported by thin threads only.  
 
For most ceilings, there is a limitation to where suspensions can be made. A ceiling fixture                
will be provided to assist both the placement of the Butong pieces and the fastening to the                 
ceiling. The ceiling fixture will hold the total weight of the lamp. Several holes for the screws                 
are provided to enable the fastening to be placed where the ceiling allows it. The three cables                 
are combined into one socket and the wires are fastened on hooks. They are all first pulled                 
through the cable cup which is fastened on the outside of the ceiling fixture. The Butong                
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pieces are lastly suspended by the loops to the hook attached at the ends of each wire. Figure                  
54 shows the assembly of all pieces.  
 

 
Figure 54. The suspension and assembly of the lamp.  

 
The length of the wires and the cords are adjusted to the desired length with a maximum                 
length of 2,5 meters with the remaining length hidden within the cable cup. The wires can                
also be screwed directly into the ceiling, for which the ceiling fixture can be used as a drilling                  
template to have the pieces hanging at right distance from each other. 
 
The adjusted concept was prototyped and the suspension of it is shown in Figure 55. Further                
development of the ceiling fixture and cable cup is not within the scope of this project but                 
should be investigated as future work.  
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Figure 55. The first version of the developed concept, suspended with light sources. 

 
The prototype proved that the suspension loops casted into the Butong can support the total               
weight. The placement of the loops must however be repositioned in order to gain a straight                
position of the pieces. The loops were also decided to be further inserted into the concrete to                 
receive an even more subtle appearance.  
 
To get the pieces to hang more straight, attaching them to each other is a possible solution.                 
The decision was however made to first give the placement of the loops another try since a                 
larger degree of movement is allowed in the current suspension. This functionality was             
thought to greatly add to the expression and the perceived contradiction of light and heavy.  

17.1.3. Logo 
The logo will be displayed on a tag, casted into an edge of one of the pieces. This would                   
provide a visible yet discrete placement of the logo, see Figure 56.  
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Figure 56. Placement of the logo on ‘Moln’ 

 

17.2. Alignment with the brand identity 

A second iteration was then made of how the brand was communicated through the product               
and its design. The developed prototype was evaluated against the desired product            
expressions and product criteria. This resulted in a few adjustments of the shape that were               
applied in the third and final prototype of Moln.  

17.2.1. Expression 
The expression of the suspended prototype was again evaluated according to the design             
guidelines to investigate possible improvements to be applied in the prototype. The created             
expressions were concluded to be the following as seen in Figure 57. The green markings are                
the perceived expression and the dashed markings are the desired positions stated in the              
design guidelines.  
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Figure 57. The perceived expressions of the prototype (green) and the desired expressions of 

a ‘Butong Design’ product (dashed).  
 
The result was close to the desired expression of a Butong Design product but could be                
improved even more. To have the sheets double-curved would add to the handcrafted and              
organic feeling and would enhance the material’s feature of being shapeable. It would make              
it look more complex and would create a more exclusive expression, better aligned with the               
brand identity. This development would move the position of the expressions closer to the              
desired ones. The construction would also be made stronger through a double curved surface.              
This new design is show in Figure 58.  
 

 
Figure 58. Sketch of the developed design of the concept ‘Moln’. 
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17.3. Final prototype 

The last adjustments were added to the concept and a final prototype were made, this time                
using the concrete ‘CRC Joint Cast’ to be able to compare the shapeability, surface finish and                
colour with the previous one. CRC was the concrete found to possess the best properties               
concerning workability in the previous comparison, and again, it was found to be the better               
option. 

17.3.1. Shape 
To create the double curved surface, more distinct curves in several directions were added to               
the foundation. Bubble-wrap was also placed in between the sheets before they were placed              
upon each other to enhance the curvature on all pieces. Figure 59 shows the resulting               
prototypes. For a detailed description of the manufacturing of the final prototype, see             
Appendix 9. 

 

 
Figure 59. The prototypes made from the first (left) and second (right) iterations.  
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17.3.2. Suspension 
By adjusting the placement of the loops in a better reliance to the estimated centre of mass,                 
the tilting was prevented and the straight vertical openings between the pieces were obtained,              
see comparison in Figure 60. 

 

 
Figure 60. Comparison of the suspended prototypes before (left) and after (right) adjusting 

the curving of the surface and placement of the loops. 
 

17.3.3. Light 
The division of three pieces creates a variation in the appearance of the light, with strong                
direct light emitted in between the pieces and only glittering dots of light appearing through               
the material. The membranes of some of the bubbles was also removed to increase this effect.                
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This intensified the varying appearance of the light and the varying strength of the brightness,               
extending the effect created in the room. Figure 61 compares the two appearances.  

 

Figure 61. Comparison of before (left) and after (right) removal of some thin membranes. 

17.3.4. Product criteria 
Evaluating the final prototype against the product criteria, it was concluded that the final              
design follows the criteria and values desired within a Butong Design product. The design              
displays the material properties of shapeability and translucency and directs the primarily            
focus to the Butong. The strong contradictory expressions strengthens the brand by closely             
following the brand identity. The dynamic shadow play and varying light appearance            
possesses the ability to alter the atmosphere in a room, and does thus provide a value for the                  
customer.  
 
The manufacturing process is relatively simple where the extra time required is compensated             
by its usability and strong expressions. The environmental aspects are considered through the             
possibility of separating all components.   
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18. Final Design 
Aligned with both the brand identity and the design guidelines the final design of Moln               
upholds the requirements of a flagship product for Butong Design. See Figure 62. 
 

 

 
Figure 62. The final design of the concept ‘Moln’ in various light settings.  
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The total weight of the product is 12 kg with a height of 30 cm and a diameter of 65 cm. The                      
measurements of the product are shown in Figure 63.  

 
Figure 63. The measurements of ‘Moln’. 

 
The logo is casted into the side of one of the Butong pieces, see Figure 64.  

 
Figure 64. The logo on ‘Moln’ 

 
 
 

73 



 

Moln placed within potential environments are exemplified below, see Figure 65.  

   
Figure 65. The lamp in a private home (left) and in a hotel environment (right). 

18.1. Manufacturing 

The manufacturing process of the lamp was only conducted on a prototyping level, and not               
made as efficient as a larger production quantity would require. See Appendix 9 for a detailed                
description of the process.  
 
The manufacturing process must provide the specified shape, dimensions and appearances           
through an easily replicable method. A reusable cast should be built to obtain a consistent               
shape. Having the three pieces formed on top on each other save space and adds pressure to                 
the lower ones through the weight. A first suggestion of a possible shaping method are shown                
in Figure 66.  

 
Figur 66. Suggestion of a reusable form for shaping of the Butong pieces.  
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The three sections of Butong are placed between plates that provide the right shape and               
curves in both the x and y directions. The top and bottom plates are fastened and pulled                 
towards each other to apply pressure on the construction and thus force the material into the                
curves. This construction does also provide a good support and protection during            
transportation and could be stacked on top of each other. The bubble wrap can be left on for                  
protection until packed into the final package. A developed method for producing large             
scaled series is however not included in the scope of the project but an area for future work to                   
explore.  
 
The manufacturing at Butong today are conducted at a project basis with peaks of high               
workflow and finalised products being shipped off as soon as they are ready. By              
complementing the business with a standardised production, a new manufacturing strategy is            
required. Higher demands are put on logistics and the ability to stock finalised products.  
 
With an additional production of standardised products, the resources within the company            
will also be used more efficient. Between the work peaks of the projects, the factory and its                 
employees can now take up the production of the Butong Design products and just as easy                
pause it when the workforce is required by yet another project.  

18.2. Packaging  

The three pieces of Butong can be stored on top of each other. To prevent damage, protective                 
layers should be placed in between. The pieces fit in a 70x70x30 cm box together with all the                  
additional components used in the design. The whole list of components are shown in Table               
3.  

Table 3. The components supplied to install the lamp with 

Component Amount Specifications 

Butong 3 30x60x10 cm 

Ceiling fixture 1 65x65x3 cm 

Screws for ceiling fixture 6 2,5 m 

Wires with snap hooks 6 M6 

Cable cup 1 65x65x5 cm 

Screws for cable cup 6 M3 

Light bulbs  3 190 lm LED 

Cables  3 2,5 m 
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If longer wires for suspension are desired, these and the accompanying cords are possible to               
order at a specific length.  
 
The contents in the package will weigh about 15 kg. The design of it should communicate the                 
brand identity and follow the guidelines stated in the strategy plan, see chapter 9. Supplied               
instructions for the assembly and suspension of it should be included in the package, see               
Appendix 10.  

18.3. Cost analysis 

Calculations were made of the material cost and the cost of components used to manufacture 
the final concept ‘Moln’. The final amount is summarised in Table 4.  
 

Table 4. Material cost for the final prototype 

Material and components Amount Cost 

Concrete 10 kg 50 

Bubble wrap (150x120cm, bubble size 30 mm) 2 12 SEK 

Dyneema thread, grey  (⌀5 mm) 6x10 cm 170 SEK 

Wire with snap hooks (⌀1,5 mm) 3x250 cm 75 SEK  

Lamps LED 190 lm  3  275 SEK 

Cords (250 cm) 3  297 SEK 

  Total: 879 SEK 

 
The total cost is calculated to 879 SEK. This only includes the cost for the material and                 
components used to produce the prototype. Additional fixed costs exist as well. If Butong was               
to produce the lamp in a greater scale, material and components could become cheaper              
through larger orders. Possible suppliers of the components should be compared. To make the              
lamp feel more exclusive, light sources and cables of higher quality could be considered. All               
these factors will influence the final cost.  
 
To calculate the total cost of manufacturing, the material cost of the prototype was added to                
the estimated cost for the components not included in the prototype and the fixed costs               
including work hours, tools and facility rent to produce one lamp, see Table 5.  
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Table 5. The cost for the final product 

Expenses Cost 

Material cost for the final prototype  
(from Table 4) 

879 SEK 

Ceiling fixture 50 SEK 

Cable cup 50 SEK 

Screws 20 SEK 

Fixed costs  300 SEK 

 1299 SEK 

 
The cost to produce the lamp was roughly estimated to be 1299 SEK. This is the calculated                 
cost for small scale productions. If a larger amount of products were to be produced, the price                 
would be significantly lower.  
 
The market price for the product should however be set at a higher level to align the product                  
with the brand positioning of being exclusive and unique. The recommended price is set to               
6000 SEK. 
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Results
This chapter presents the results of the project and the conclusions 
drawn from it. The findings from the research, the strategy development 
and the product development are discussed, as well as how the work 
could proceed in the future. How the new segment is aligned with the 
current business of Butong is also discussed.  



 

19. Result 
The project resulted in a foundation for a new business segment within Butong, existing of               
standardised products that targets a wider market than the one Butong is operating in today.               
The new segment provides an opportunity for Butong to explore new application areas for              
their material and reach a more even flow in their production.  
 
A strategy of how to create and implement the new segment and how to enter the market was                  
developed. This strategy plan consists of a brand platform, created to guide and support the               
design process in order to achieve coherence and a trustworthy brand image in close relation               
to Butong. The strategy also contains an analysis of the company to highlight the strengths               
and opportunities existing within the business and support future decisions. Based on this             
analysis, a target market was chosen and a strategy to enter it was developed.  
 
Building upon the set design guidelines, concepts of products for the new segment were              
developed. The concept found to be most suitable as a flagship product for the segment was                
further developed and prototyped, delivered with manufacturing and assembly instructions. 
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20. Discussion 
Below follows a discussion of the project and its outcome.  
 
The purpose 
The task provided by the company was at first a general request of a consumer product,                
without further specifications than being an additional more standardised product to add to             
their current product range. However, the purpose was refined to include the creation of a               
new business segment, complete with a strategy that supports the implementation of it and              
the development of its products to cater to the underlying desires. These were found to be: 
 

● Provide products that create a ‘wow feeling’ and thrill people’s senses 
● A standardised production to fill the workflow gaps existing in their current business 
● Grow as a company and extend the business 
● Establish Butong on the consumer market and grow in the current business on the              

architectural market 
● Reach a larger public 
● Extend the areas of usage and application of the material and investigate new material              

possibilities 
 
The implementation of Butong Design was developed to cater these desires. With a             
standardised manufacturing process, the production of all Butong Design products could be            
engaged at any time with minor preparatory work. Making use of the existing workflow gaps               
through the production of Butong Design products and stocking them for future sales can be a                
way to complement Butong’s current business without obstructing it.  
 
The additional production process would however put higher demands on the logistics.            
Compared to the project based manufacturing, where the products are delivered almost as             
soon as they are produced, the stocking ability, packaging and distribution are some of the               
logistic aspects that now would require consideration.  
 
Targeting both the current architectural market and the consumer market through the new             
products, the business can be extended to reach a larger public and grow in both customer                
segments. The Butong Design products can reach the architectural market through additional            
sales where it can be displayed for potential purchasers on the consumer market. Both the               
current project based business and the new consumer products can be marketing channels to              
each other when displayed to the public.  
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The process 
The applied methods in this project, with the three phases building upon each other,              
supported the process and helped to fulfill the purpose of the project. The described process is                
however a simplification of the reality to give a structured explanation of the project in its                
entirety. During the course of the project, the various stages ran more or less parallel with                
passages of progress as well as dead-ends. Working simultaneously in all phases and going              
back and forth in an iterative process was necessary in order to provide each step with the                 
insights, knowledge and material needed to push forward. The parallel process also resulted             
in the phases being closely intertwined, supporting a consistent direction.  
 
Earlier work 
Butong has earlier made products with a possible fit on the consumer market. However, the               
effort required to introduce such a product has not been invested. With the developed              
strategy, the continuous work is mapped out and hopefully easier to prioritise.  
 
In the latest attempt of creating products for the consumer market, focus was put on smaller                
products with a resulting concept of a vase and a few prototypes. Using metal frameworks               
and very simple shaped concrete, these vases rather hid the Butong rather than displayed its               
unique properties. The similarity to the brand Klong and their vase Äng was also pointed out                
by several observers. A product with less obvious similarity to Äng or any other product is                
desired in order to make use of the originality that exist within the material. The material                
possess the possibility to create something new, and this chance should be taken and used in                
the product development.  
 
At Stockholm Furniture and Light fair, several visitors showed interested in the vases. These              
finding was not taken too seriously because the vases were giveaways which often attracts              
people. The focus of the observations and the interviews conducted at the fair was instead               
directed to their thoughts of the material. Resulting in the conclusion that Butong is              
considered more attractive in larger products and that 3D-shapes are prefered over flat sheets.  
 
Manufacturing experiments 
The reinforcement tests with plant fibres were only evaluated on how well they were              
integrated into the material. Evaluating the strength and degree of reinforcement provided by             
the different fibres demands several tests before a reliable result would be given. Difficulties              
will arise in these tests from the fact that no piece of Butong will be identical.  
 
Cutting the Butong using a water jet can give it the exact measurements desired and make it                 
possible to give the material more complex shapes. The piece cut in the test was however flat                 
and the cut was straight. Curved shapes and lines requires further investigation. This method              
provides advantages in creating a better working environment by reducing the dust created             
from cutting in the material. The water jet is however a big investment and further research                
should be done before considering a purchase.  
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Environmental aspects 
Since concrete is a material with a large environmental footprint, all means to minimise the               
environmental effects from the manufacturing process should be used. This includes the            
choice of components and how they are integrated, to produce as little waste material as               
possible and to recycle what can be recycled. This is why the use of fibres should be reduced                  
for the Butong Design products and why Butong should offer to take back their products               
when they are no longer wanted. Being environmental aware and communicating this to the              
customers can have a positive impact on the brand image.  
 
To investigate the total environmental impact caused by the products, a Life Cycle             
Assessment (LCA) could be conducted. However, at this stage, the lack of information would              
provide an uncertain outcome, not possible to draw any justified conclusions from. To get a               
realistic result, this should be done when all components, the origin of the material, the               
manufacturing process and the distribution can be specified. The end of life treatment of the               
products should also be specified and included in the LCA.  
 
The design 
The major aspect to affect the possibilities of the design is the material properties. The               
Butong is fragile, cracks easily and cannot take on all shapes. The design must manage what                
the product is meant to be used for concerning strength and durability as well as               
transportation. It is also important for the product to take on a design that makes it possible to                  
remove the bubble wrap after the casting has been done.  
 
To make the material worth using and prefered over other materials despite its fragility, the               
translucency and shapeability of the Butong must be displayed. This is why the developed              
Butong Design concepts are all given a 3D-shape with a light source added.  
 
Company resources 
Butong is a small company that only has been operating in their current market for a few                 
years. Their production capacity is limited but does on the other hand provide possibilities for               
customisation. The resources of the company affects the strategies that the business can work              
from. Generating changes and developing the business is however easier to do in a small               
company.  
 
Creating a new business segment and entering a new market is a big investment that will not                 
exist without risk. Time and resources will be required and it is up to Butong to decide if this                   
development of a new segment will benefit the business and help the company grow. This               
might not be a top priority at the moment and it is up to them to continue the work. The                    
outcome of this project is provided for Butong as guidance on how to proceed. 
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Entering a new market is a large step and investment for a small company like Butong. The                 
consumer market is also a difficult place to compete in. Using their already established              
position on the architectural market will support the establishment of the segment and its              
products. The strategy was therefore aimed towards a first establishment in that direction.             
Making use of this position will also enable Butong to evaluate and refine the segment and its                 
products. When later on targeting the consumer market through distributors and other            
channels, the packaging and presentation of the products becomes more important as the             
products will communicate with the consumers through the design of the package and the              
selection of retailers.  
 
The final concept 
The final concept was chosen due to its attributes of being well aligned with Butong Design                
and its design guidelines, with less attention to sales or manufacturing potential. It was              
considered to communicate the brand well and be a suitable flagship product to establish the               
brand on the market and become a first association to Butong Design. It also fits well as an                  
add-on to custom interiors made in Butong. 
 
The final concept should however be further developed. When the final shape has been              
determined, a more exact form can be developed to cast the Butong pieces in. Components               
and suppliers have to be found and the packaging has to be developed. All components and                
the attachment to the ceiling need to be further investigated as well to guarantee safety.  
 
Future work  
The first step to proceed with would be to create a product range of few products, together                 
with the concept Moln and the developments discussed above. The concepts developed in this              
project and earlier products made by Butong can be refined, using the guidelines, to fit the                
brand. The guidelines can also be provided to an external designer to support the design of                
new products. All developed products should be put into a product portfolio and be presented               
in the initiation of new projects, proposed as additional products to use in the interior design.  
 
The steps that should follow in the development of Butong Design are all explained in the                
Strategy plan, see Appendix 4. However, it is up to Butong if, when and how they will                 
proceed with this work.  
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21. Conclusion 
The purpose of the project was achieved by investigating and answering the four problem              
statements.  
 
What is the potential of the material Butong? 
The potential of the material Butong lies in its properties of shapeability and translucency,              
properties not often associated with concrete. The characteristics of the material also holds             
the potential of creating exciting contradictions in a products appearance and expressions. It             
provides unique opportunities to experiment and explore new design possibilities.  
 
What kind of products will best display the properties of the material?  
The shapeability and translucency of the material will best be displayed by casting it in               
various 3D shapes and by letting the material create compelling effects in combination with              
light. The product category found to best display the material properties are lamps.  
 
How can the new segment be established on the market?  
By targeting the architectural market Butong is operating in today, the new segment can be               
established and evaluated to eventually be introduced on the consumer market as well.             
Towards the architectural market, the sales will mainly be made through add-on sales in              
connection to the projects. Towards the consumer market, the products will at first be              
available through the website and later on, hopefully be accessible through retailers.  

 
What could be a possible design of a product within the segment? 
A possible design of a product within the new segment is demonstrated through the              
developed concept. The product exemplifies how to use and meet the requirements of the              
design guidelines and displays the existing potential of the material and the brand Butong.  
 
Alignment with the current business 
The new segment is well aligned with Butong’s existing business. With products designed to              
target both the architectural market that Butong operates in today and the consumer market,              
the business can be extended to reach a larger public. With a standardised manufacturing              
process, the production of all Butong Design products can be engaged at any time to make                
use of the existing workflow gaps. Through this strategy, Butong Design will complement             
Butong’s current business without obstructing it.  
 

  

84 



 

References 
 
Höglund, L.(2010) Cast sheet and method of producing the same. EP 2496389 B1 
 
Kapferer, Jean-Noël; The new strategic brand management: creating and sustaining brand 
equity long term; 4th ed. 2008,  Bodmin, Cornwalls, MPG Books Ltd. 209  
 
A.G.C. van Boeilen, J.J. Daalhuizen, J.J.M. Zijlstra and R.S.A. van der Schoor (eds.) (2013) 
Delft Design Guide. Amsterdam: BIS Publishers. 
 
Neumeier, Marty; The Brand Gap; revised ed. 2006, Berkekley, CA: New Riders Publishing. 
 
 
 
 
 
  
 
 
 
  
 
  

85 



 

Figures  
All figures not listed are created by us, Agnes Östevik och Julia Cassel.  
 
Introduction. Butong 
Figure 1. Butong 
Figure 2. Butong  
Figure 3. Butong 
Figure 4. Kepfer 2018, 174 
Figure 6. Butong 
Figure 7. Butong 
Figure 8. https://i.pinimg.com/564x/f3/de/6e/f3de6e9d6370610f01017f1f7d6368f4.jpg 

    https://i.pinimg.com/564x/60/17/52/60175290251d54217cbe926a707858bd.jpg 
     https://i.pinimg.com/564x/92/7d/47/927d475ef9f45de2fc1ebe003a5ac217.jpg 

    https://i.pinimg.com/564x/99/80/e8/9980e81bba5e681a67c2db375707d9f6.jpg 
https://pbs.twimg.com/media/DNiLoNwW0AAiiHb.jpg 
http://www.jacksons.se/media/product-pictures/2016/04/15509a_jpg_1459758523_
15509a.jpg 

Figure 9.  https://design-milk.com/images/2014/07/slash-lamp-concrete-lighting-1.jpg 
https://i.pinimg.com/736x/cc/3e/73/cc3e73ffde30b4a721be96315fd6e381--mint-flo
wers-wabi-sabi.jpg 
https://cdn.notonthehighstreet.com/fs/e2/ee/c100-73c1-4abb-9f52-b98b9655dee7/o
riginal_cloud-toilet-paper-shelf-by-lyon-beton.jpg 
https://static1.squarespace.com/static/54cdf382e4b08cc71426c717/54cdfa67e4b03
66f57527fef/566869084bf118de77b5568f/1508176890839/57577.jpg?format=750
w 
http://www.homecrux.com/wp-content/uploads/2017/12/Daniel-Skoták’s-Fortify-c
oncrete-chess-set-is-ideal-for-minimalists.jpg 

Figure 10.  https://i.pinimg.com/236x/eb/cc/69/ebcc69d5ef6387285f219e79180a199e.jpg 
http://blog.decoratorsnotebook.co.uk/wp-content/uploads/2014/04/diy-concrete-pl
anter-growing-spaces-blog.jpg 
http://diyjoy.com/wp-content/uploads/2016/06/ConcretePlanter-480x270.jpg 
https://i.pinimg.com/564x/0b/c3/21/0bc3212b16962cec0be8614e2ba083a7.jpg 
http://www.ilovemyinterior.nl/wp-content/uploads/2016/02/DIY-Betonnen-kruk-
maken-10.jpg 

Figure 13. Butong 
Figure 16. Butong 
Strategy development. Butong 
Figure 31. Agnes Östevik och Julia Cassel 

      https://i.pinimg.com/564x/8e/a7/4c/8ea74c337d554a4d9b0bae7acb54c76a.jpg 
      https://i.pinimg.com/564x/2a/21/f0/2a21f0368e9dca7b50a20650580032d1.jpg 
      https://i.pinimg.com/564x/f7/0f/9e/f70f9e394b0379defd34b2ba6c8c9deb.jpg 

86 



 

Purchased materials for the final prototype 
The pricing of the components used in the prototype were based on the following sources:  
 
Concrete:  
https://www.xlbygg.se/gimo/sortiment/bruk-block-sten/betong-golvavjamning/expanderbeton
g-fin-k50-25kg-13924 
 
Bubble wrap:  
https://sealedair.com/product-care/product-care-solutions/blocking-and-bracing/bubble-wrap-
brand-packaging  
 
Dyneema thread: 
https://www.hjertmans.se/produkter/ankring-linor/tagvirke/dyneema-100-procent/dyneema-1
00-5mm-gra-12-flatad  
 
Wires:  
http://www.biltema.se/sv/Bygg/Wire-och-staltrad/Stalwire-2000041231/  
 
Lamps:  
https://www.clasohlson.com/se/Dekorationslampa-LED-Retro-E27/36-6355  
 
Cords:  
https://www.lagerhaus.se/inredning/belysning/sladdar/textilsladd-svart-3  
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Appendix 1. Manufacturing process 

The manufacturing process follows in short the four steps presented in Figure 1. 
 

 
Figure 1. The manufacturing process 

 
Various outer conditions can affect the manufacturing process and the final result.            
Temperature and humidity mainly affects the time it takes for the concrete to set, where               
higher temperatures and lower humidity speed up the process.  
 
Building upon this process, different properties and appearances can be enhanced by            
modifying and adding to the process. A detailed explanation of the basic manufacturing             
process are explained below.  
 

1.1. Plastic sheets 
The first step is to prepare the bubble wrap sheets that the concrete is to be casted between.                  
Two sheets are required, one upward-facing F side and one downward-facing A side, see              
Figure 2. Upon casting, the F side of the Butong will get a smoother finish while the A side                   
will become more rough.  
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Figure 2. The two layers of bubble wrap 
 
The sheets are cut into the right size and the desired shapes are measured and marked up on                  
the back side of the A sheet. If possible, different pieces are patched together during casting                
to be cut apart later on, when being left to set for a few hours. The marked up lines will later                     
on be used as guidance for the cutting. On the F side, only the outlines of the shape are                   
required to guide the placement and amount of concrete. The concrete should not cover the               
whole sheet, a few centimeters of extra plastic is needed on all sides to prevent the concrete                 
from pouring out.  
 
The direction of the upper A sheet is turned 90 degrees towards the F sheet to gain different                  
bubble directions on each side of the Butong, see Figure 3. This creates a stronger material                
and and a variety in the shapes and sizes of the membranes and wholes.  
 

 
Figure 3. The two layers of bubble wrap with the bubble direction of the top sheet turned 90 

degrees.  
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1.2. Reinforcement 

The strength of the material is highly affected by how it is shaped. It can however be given a                   
higher strength through two different reinforcements. The first one is to remove selected             
bubbles. The concrete will then fill the available space and result in it being thicker in that                 
specific area. Bubbles are often removed in this way along the edges or in cross shaped                
patterns. This can be done either on one sheet or on both sheets, resulting in an even stronger                  
material with additional concrete on both sides. 
 
The bubbles are usually removed by using a hot air gun that melts the plastic and thus pops                  
the bubbles. A metal frame is used to only apply heat to one row of bubbles and avoid the                   
bubbles beside from melting as well, see Figure 4.  
 

 
Figure 4. Melting a line of bubbles 

 
The heat will cause the additional plastic to attach flat to the bottom. It will however leave a                  
visible, rugged surface in the concrete, see Figure 5. It is therefore often done on the backside                 
only. 
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Figure 5. Reinforcement made by melting bubbles  

 
If this rugged surface is not desired it can be avoided by carefully peeling of the plastic from                  
a bubble after breaking it. This is however done by hand and requires a great amount of time                  
and patience. Another reinforcement method used is to mix plastic fibers into the concrete.              
The fibers are spread out on the down facing F sheet before pouring the concrete on top.  

1.3. Casting 

The first steps of the casting method, is as mentioned above to spread the concrete on a sheet                  
of bubble wrap and to place another one, with the bubble direction turned 90 degrees, on top.                 
High pressure is then applied to spread the concrete evenly between the sheets. While under               
pressure, vibration is added to remove air bubbles and distribute the concrete evenly. The              
vibration also causes the concrete to be pressed into thinner membranes to gain the desired               
translucency. If plastic fibers are used, the vibration causes them to go further into the               
material. See Figure 6. 

 

 
Figure 6. The concrete spreaded on the F side (left) and pressed between two sheets (right) 
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1.4. Setting 

After being pressed, the sheet of concrete is left flat to set. When about 60 percent of the                  
setting process is reached, the material can be shaped and given the desired form. The cutting                
and shaping of the Butong must be made within a time span where the concrete is hard                 
enough to keep its structure and at the same time loose enough to change its shape. If the                  
material is moved too early, the concrete will pour out from between the two sheets of bubble                 
wrap. If shaped too late, the concrete will have become too hard to take the wanted form.  

1.5. Shaping 

The bubble wrap is left on when shaping the Butong since the bubbles help to keep the                 
material in place. The sheet of unset concrete is placed upon a mold and being unset, the                 
concrete will follow the underlying shape to a certain degree. Being left to set, the Butong                
will obtain the mirrored shape of the foundation, see Figure 7. 

 
Figure 7. A sheet of Butong given a cylindrical shape. 

 
When shaping the concrete, the material should be moved and twisted as little as possible to                
avoid cracks within the material. These cracks can later on cause the concrete to crack.               
Narrow angles and sharp twists are difficult to follow and requires an outer pressure to help                
holding the material in place. How much the Butong can be shaped depends on the thickness                
and bubble size used in the sheet of concrete.  
 
The concrete can also be joined together in seams and other components can be integrated               
into the material before its entirely set, see Figure 8. This may require additional water and                
concrete to make it more workable.  
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Figure 8. A seam between two Butong edges 

 
When the Butong is entirely set, the plastic can be removed. If plastic pieces are stuck in the                  
material, these can be removed by melting them with the hot air gun. The shape must allow                 
some space to make it possible to remove the plastic on both sides of the Butong. 
 

6 



The surface finish 
of the Butong, cre-
ated by removing 
the bubble wrap at 
different times (x) 
after the casting of 
the pieces. 

x=2,5h x=3h

x=3,5h x=4h x=4,5h

x=5h x=5,5h x=6h

Appendix 2. Surface finish



x=18h x=24h x=30 h

x= 48 h x=5 days x=9 days
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Appendix 3. Brainstorming sketches
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Appendix 4. Strategy plan



Strategy Plan

design

Julia Cassel & Agnes Östevik



Butong Design is our new segment of consumer 
products. Separated from our panels, this segment will 
apply the material and its unique properties to products 
more available for the consumer market.

The new business consists of a product development 
that explores the usage of Butong in standardised 
consumer products. It will offer products for both the 
B2B market of architects and for the B2C market of 
design interested consumers. 

design



1    Vision & Mission

2   Our offer

3    SWOT analysis
4     Material
5     Environmental aspects
6     Manufacturing
7     Market

8   Target market

10  The strategy

13  Implementation

Content

Strategy Plan
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We exist to provide unexpected 
experiences by transforming 
the rigidness of concrete 
into dynamic, living shapes. 
Our biggest opportunity and 
challenge is in our products. 
It is our mission to, through 
our creativity, offer lasting 
products.

Mission

Vision
The experiences we create 
through our products will at 
first sight enthral the viewers 
and at second sight, and 
the many more to come, be 
recognised instantly.
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Butong Design offers unique 
interior products by altering the 

appearance of concrete to create 
contradicting expressions. 

Our offer
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SWOT analysis

S W
O T

Unique appearance

Flexible manufacturing Material properties

Environmental impact

Increasing interest for unique 
products

Existing channel to market

Increased environmental demands

Competitive market

Increasing interest for customised 
products
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Material
Strength: Unique appearance 
The material can be moulded into unique and unexpected 
shapes and  is easily recognised with its hexagonal bubble 
pattern. It also possesses property of being translucent. 

Weakness: Material properties
Apart from the environmental aspect, the material has 
limitations regarding strength and shapeability. It is heavy 
and fragile, limiting its possible usage and shape. Some 
shapes are easily created while others demand a lot of 
preparations and after work. 

Opportunity: Increasing interest for unique products
Two products made in the material Butong will never look 
the same. All products will differ slightly in both appearance 
and dimensions and possess a hand-crafted expression. 
The recognisable pattern can allow the material to be the 
main characteristic of the products and the properties of 
being translucent and shapeable can be used to challenge 
the perception of concrete.

Conclusion: To make the most of 
the material, the unique properties of 
shapeability and translucency should 
be emphasised. Shaping the Butong 
in dynamic shapes and displaying the 
translucency with light are possible 
methods to use. To build on Butong’s 
current business and enhance the brand 
image, a product with an integrated light 
source is a beneficial direction to follow. 
Therefore, the business of Butong Design 
will aim for the lamp industry. 
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Environmental aspects

Weakness: Environmental impact
In the production of concrete, the greenhouse gas 
carbon dioxide is released, causing a negative effect 
on the environment.

Threat: Increased environmental demands
Concrete is well known for having a relatively 
large environmental footprint. With an increased 
environmental awareness, demands from both 
consumers and the society is a concern.

Conclusion: All products should be 
made to affect the environment as little 
as possible. The design has to take the 
prospects of recycling and the replacement 
of components into account by being easy 
to disassemble. Developing a plan for the 
recycling of the products and providing this 
information to the customers, is important. 
Butong could also offer to take back the 
products when the consumer not longer 
wants it. Plant fibres should be used instead 
of plastic fibres for reinforcement. The goal 
is to minimise the mix of other materials 
in the concrete. Due to the negative 
environmental affects caused by concrete, 
the products should preferably not be ‘wear 
and tear’ products. Instead, they will be 
designed to last.  
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Environmental aspects Manufacturing

Strength: Flexible manufacturing
With a local and flexible production process, 
Butong can easily adjust product development and 
experiment with new ideas.

Opportunity: Increasing interest for custom 
made products
Being able to adjust the production, the proportions, 
shape and colouring of the products can be custom 
made. 

Conclusion: Butong should make use of 
their flexible production and give customers 
the opportunity to order custom made 
designs of the products. 
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Market

Strength: Existing channel to market
Through their current business, an established 
connection to the architectural market exists within the 
company.

Threat: Competitive market
The lamp industry is a demanding and overcrowded 
market, difficult to enter and difficult to get attention 
on, but the unique effects and experiences created 
by the material in combination with light is a strong 
feature to build from. 

Conclusion: Butong’s already established 
contacts on the architectural market, 
provided a beneficial platform to introduce 
the products of the new business on. The 
products could be a possible extension as 
additional sales within the already established 
projects. It would also provide a smooth entry 
to the consumer market.

A first establishment on the architectural 
market is regarded as the most beneficial 
path towards the consumer market. To 
further narrow down the market, the 
architectural lamp industry should be a first 
target. With already established contacts 
and opportunities for public and attention 
drawing installations, Butong is though to 
more easily take place as a brand within this 
field. 
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Market

The new segment will be directed towards the lamp industry. Being in 
close relation to Butong’s current work, it is a natural first direction 

to follow. Light will also bring out the unique properties of Butong 
and could establish a strong brand with recognizable products. 

The selected direction was deliberately made narrow within the 
architectural lamp market in order gain a distinct base to build 
from. When the first products and a clear brand identity are 
established, the guidelines and the targeted market can be 
widened and new product areas introduced. 

By targeting the architectural market through their already 
established contacts, the business of the new segment will at 
first be close to what they do today. From there, new channels 
for the consumer market can be established. The products 
can, through the architectural market, be evaluated and 

their potential on the consumer market can be investigated 
for further extension. This direction would require less effort in 

the introduction of new products and minimise the risk for the 
company. It would also make use of their ability to make ‘made to 

order’ products and produce products more in line with the brand 
Butong. These are aspects that would help to differentiate the brand 

on the market.  

Target market
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Architectural 
market

Consumer 
market

The main revenue channel will, to 
begin with, be the sales made 
in the B2B market. These 
can exist of various orders 
connected to interior 
projects and additional 
sales made during 
Butong’s project based 
work. 

The second channel will be 
through the B2C market, 
reached via the website. 
The products will through 
this channel be made 

available for the consumer 
market. 

B2B

B2C
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Add-on sales
Butong will first and foremost target their clients of vertical 
gardens and illuminated panels. By presenting their full range 
of  products in the initiating phase of a project, additional 
sales could be made possible. Supplementary details and 
products made to fit the project could be exemplified. The 
products will be available for presentation through a brochure 
and the website. 

The strategy

Consumer 
marketArchitectural 

market

Displayed projects
The marketing of the products is mainly thought to occur 
through larger interior projects where the products can 
be displayed to a larger audience in places such as hotel 
lobbies, restaurants and public spaces. The logo should be 
placed visible to display the brand. Consumer 

marketArchitectural 
market



Fairs
The Butong Design products should be exhibited at fairs, directed to a 
design and interior interested public to establish important contacts with 
future clients. 

Social media
The main social channel will at first be established through an Instagram 
page, displaying the products and targeting an interior interested 
audience. The account will be distinguished from the already existing 
Butong account. Actively using the account and interacting with design 
oriented accounts should be done to reach further out.

Consumer 
marketArchitectural 

market

Pricing
The positioning of the price will influence the perceived quality, 
performance and prestige of the product and its brand. It should follow 
the established market positioning to communicate a consistent  direction. 
The Butong Design products are priced in the higher section of the lamp 
market in order to communicate exclusiveness and reflect the hand-
crafted and unique appearance of the products. Towards consumers, 
the price will be fixed and displayed on the website. For the architectural 
market, the price can be adjusted depending the size of orders and 
projects.

11
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Website 
The website will include a separate 
section of Butong Design products. 
Product information will be available 
concerning dimensions, appearance 
and price. Customers will be able 
to purchase the products directly 
from the site with a possible contact 
channel for orders of custom made 
solutions and designs. 

Packaging
The packaging of the products is an important communication channel 
on the consumer market. Even more so if the products are to be sold 
through retailers in physical stores. The packaging provides a first 
impression and can have a great impact on the consumer at the point 
of purchase. The design of the package should follow the Butong profile 
and communicate the values of Butong Design. It should reflect the price 
level and be strong enough to support storage and transportation of the 
products that, due to their material, will be relatively heavy.

Consumer 
marketArchitectural 

market
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Implementation

Market releaseBrand alignment

1

2

3

4

6

Product development

7

5

8



Apply the brand identity
The initiating phase is to get familiar with the brand identity 
for Butong Design. The brand platform, including the brand 
identity, design guidelines and a summarising description of 
the material, aids the product development. It supports a 
coherent design that communicates the key message and the 
brand image of the segment. 

Develop concepts 
Supported by the brand platform, concepts will be generated. 
The concepts should follow the profile of the company, make 
use of the material properties and meet the demands of the 
market. 

Include earlier work
Selected products already existing in the product range of 
Butong will be included in the collection of design products , 
and if needed, modified to fit the new segment. 

Develop design products
The concepts thought to succeed on the market will be further 
developed. This stage includes prototyping, testing, evaluating 
and refining. 

Develop packaging
The packaging will not only simplify the storage and 
transportation of the products but will also be a channel 
of communication. A clean design should be applied that 
corresponds to the design profile of Butong Design. 

Create a product portfolio
A product portfolio that displays the product range and 
communicates the brand identity of Butong Design should be 
created. The portfolio will be available as a brochure and be 
displayed on the website. A web shop should be created on the 
company website to make the products more available and to 
reach a larger group of consumers. 

Extend the product portfolio
As the brand becomes more established, the product range 
should be extended and new product categories investigated. 

Establish distribution channels
As the products eventually have been tried out and evaluated 
against the market, retailers, relevant to the target market and 
suitable for the brand, should be considered. Through these 
channels, the identity of the brand can be communicated and 
the business expanded.

1

2

3

4

6

7

8

5
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Appendix 5. Brand platform
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Brand Platform

design

Julia Cassel & Agnes Östevik



The experiences we create 
through our products will at 
first sight enthral the viewers 
and at second sight, and 
the many more to come, be 
recognised instantly. 

We provide unexpected 
experiences by transforming 
the expected rigidness of 
concrete into dynamic, 
living shapes. Our biggest 
opportunity and challenge is in 
our products. It is our mission 
to, through our creativity, offer 
lasting products to benefit 
both our customers and a 
sustainable future.

M
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Product expression

industrial

organic

rough

available

basic

simplistic

hand crafted

strict

polished

exclusive

extra

complex

Axes with opposing expressions 
indicates where the products 
should be positioned in order to 
communicate the brand identity 
and establish a coherent and 
recognisable design. The design 
should strive for an expression 
within the green areas. 

Various properties can be 
experimented with to slide along 
the axes and gain different 
expressions.

For example, to position the 
product closer to a hand-crafted 
expression, irregular edges 
can be investigated. To gain a 
rougher feeling, the bubble wrap 
can be pulled earlier to produce 
a less glossy finish. 

The position along the axes will 
also be affected by what details 
and materials the Butong is 
combined with. 

Positioning
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Product criteria of importance

The material properties translucency and shapeability are used

Durable and lasting from an environmental point of view

Strengthen the brand

Create a value for the user

Suitable for packaging

Simple shape regarding the manufacturing process

Small amount of waste material

High number of products per casting

Require minimum production work after casting



 heavy

light

durable

fragile

C
O

N
T

R
A

D
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T
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N

hard

soft
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Butong design

The strength of Butong lies within how the material 
contradicts the expected properties of concrete. Through the 
shape and usage of the material, contradicting characters 
can be obtained in the Butong Design products. 

To enhance the feeling of concrete, the Butong is as a 
standard in grey scale. The material with its hexagonal 
pattern should be the main characteristic of the product. 
To minimise the disruption of the pattern, reinforcements 
should be displayed as little as possible. 

Contrasts between light and heavy, soft and hard can 
be created by combining Butong with other materials. 
The additional materials should be used to create a more 
dynamic product without drawing too much attention from 
the Butong.

The product should be designed for disassembly where all 
parts can be removed for recycling.
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Additional components
Greenery
Similar to Butong’s existing vertical gardens, plants are possible additions 
to a product. Be aware of the extra maintenance that may be required 
and the higher complexity of the product.

Glass
The fragile and clean appearance of glass will appear in contrast 
to the rough concrete. Glass also add a transparency to the 
product.

Metal
The strength of the metal will cause the Butong to appear more 
fragile. Metal can be used in products that require more complicated 
constructions, such as attachments and reinforcements.

Scratch-proof
With the edges being quite rough, the surface a product is placed on 
can be damaged. To prevent this, no-scratch feet or an outer framework 
can be used. 

Light sources
Light should preferably shine through the Butong to enhance the 
translucent effect. The light sources should be aligned with the 
design and be possible to remove for recycling. Visible cables should 
be clean and discrete.



7

Stainless steel

Concrete

Details

Colouring

The concrete is as a 
standard always in grey 
scale. Darker and lighter 
shades of grey can be given 
by adding black or white 
pigment to the blend.

Additional components and 
details are as a standard 
provided in their metallic 
appearance or in grey scale.

Black

White

Light

Dark

Grey

White

Black
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Logo

Cord tag
If a Butong Design product has a visible 
cord, a tag can be placed around it.

Logo tag
A logo tag made of nylon fabric should be 
casted into the edge of a Butong Design 
product when suitable. 

Engraving, cutting & punching
Details and additional material can have 
the logo engraved, cut or punched into 
the surface.

Butong design products should foremost be recognised by the material. 
The logo should discreetly exist on every product, leaving the characteristic 
material to speak for itself.
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Customisation

The products can be customised to fit 
specific requirements and alternative 
expressions. 

A possible customisation is the colouring, 
where the Butong can be coloured with 
pigment. To gain coloured light, the inner 
surface of the concrete, facing the light, 
can be spray painted.

The manufacturing can also be adjusted 
to change size and shape to fit the 
customers needs. Adding additional 
materials, other than the standardised, 
is also something that can be further 
explored.
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Casting
Process
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The process

1
Concrete is pressed 
between two layers of 
bubble wrap

2
The unset concrete is 
placed on a form

3
The concrete is left to 
set, taking its current 
shape 

4
The bubble wrap is 
removed from the final 
Butong material
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Material properties

Translucency

When the material is casted  
between two layer of bubble wrap, 
thin membranes of concrete are 
formed where the bubbles meet. 
These membranes are translucent, 
allowing light to shine through.  

The membranes can also be cracked 
by hand, leaving holes of varying 
shapes and sizes and the possibility 
to create further  expressions.

Shaping Thickness

The concrete is shaped still 
supported by the bubble wrap to 
keep the material in place as it sets.

Avoid movement of the material as 
much as possible to minimise the 
creation of cracks.  

Narrow angles and joining of the 
material in seams demands a high 
degree of preparatory work and 
outer pressure while setting.

A thicker material is more durable 
but the translucent effect becomes 
smaller with an increasing thickness.
A thicker material is also more 
difficult to shape. 

The bubble size affects the 
shapeability with bigger bubbles 
resulting in a less shapeable 
material.
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Material variety

Concrete

Numerous types of concrete exist 
on the market with a varying range 
of properties. From endurance 
and strength to shapeability and 
required time to set.

The main type of concrete used 
by Butong is compact reinforced 
composite (CRC).

Bubble wrap Surface finish

The bubble wrap is available in four 
different bubble diameters.

9 mm
18 mm
24 mm
30 mm

Big bubbles results in a thicker 
and more durable material, more 
appropriate for larger products. 

Depending on the desired surface 
finish, the bubble wrap can be 
pulled off at different times. If 
pulled off after just a few hours 
into the hardening phase, a more 
matte finish is given. The longer 
the plastic is left on, the shinier the 
surface becomes. 
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Reinforcements

The material can be given a 
higher strength through different 
reinforcement methods. 

Selected bubbles can be removed 
before pouring concrete on the 
bubble wrap to have the concrete 
thicker in that specific area. Bubbles 
are often removed along the edges 
or in cross shaped patterns along 
the surface. This can either be done 
on only one side or on both for an 
even stronger result. Removed 
bubbles will leave a rugged surface.  

Fibres can also be added to the 
concrete mixture as reinforcement. 
Fibres of plastic are mostly used 
today. However, natural fibres 
of hemp or flax are desirable in a 
consumer product. 

Edges

Various edges can be maintained 
depending on the method used. 
The various edges affect the overall 
feeling of the product in slightly 
different ways. 

Cut
The cut edge gives more exact 
dimensions to the product and a 
more industrial feeling. 

Cut and reinforced
With reinforced edges a more 
durable product is maintained.

Irregular
The spread edge gives creates a 
hand-crafted feeling and each 
product will look slightly different. 
No waste material is created. 
However, the product becomes 
sharp and fragile along the edges.

Material variety
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Appendix 6. Ideation sketches
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Appendix 7. Development of concepts 

Concept 1. Våg 

To get the desired shape the two sheets of Butong was laid on top of each other upon a                   
foundation. Casting the pieces on top of each other shaped the pieces to a close fit. The shape                  
was easily created and did not require much support.The manufacturing specifications are            
presented in Table 1.  

Table 1. Specifications of Instängd 

Concrete CRC Joint Cast 

Dimensions of casted sheet [cm] 20x70 (x2) rectangular shape 

Bubble size [mm] 18 

Shaping of the concept 

foundation of tubes and bubble wrap 

The result of the prototype can be seen in Figure 1. A suitable light source and how to                  
integrate it requires a deeper investigation as well as explorations of possible suspensions and              
connecting mechanisms. 

Figure 1. The prototyped concept ‘Våg’ without and with light. 

1 



Concept 2. Instängd 

Instängd is shaped by placing the two sheets on foundations with the shape of a light bulb cut                  
in half. Sharper edges and a more distinct shape can be obtained if the Butong instead was                 
shaped through a mould with a concave form. The manufacturing specifications are presented             
in Table 2.  

Table 2. Specifications of Instängd 

Concrete CRC Joint Cast 

Dimensions of casted sheet [cm] 24x24 (x2 if two-sided) square shape 

Bubble size [mm] 18 

Shaping of the concept  
 

 
foundation of styrofoam 

 
The next step would be to decide upon what lightsource to use, investigate how the Butong                
pieces should be attached to each other and how to suspend the lamp to ceiling or wall. The                  
result can be seen in Figure 2.  

 
Figure 2. The prototyped concept ‘Instängd’ with and without light.  

2 



Concept 3. Moln 
 

 
Due to the advanced manufacturing technique required, the design was at first illustrated             
through computer-aided illustrations. A realistic view of the concept was quickly gained that             
easily could be experiment with to determine size and dimensions, see Figure 3.             

 
Figure 3. The computer-aided and rendered illustration of the concept ‘Moln’ 

 
To simplify the manufacturing process, the design was modified and the shape divided into              
three pieces, see Figure 4. 

 
Figure 4. The new design of ‘Moln’ with the original shape divided into three pieces.  
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The prototype was constructed from tubes and pipes of different sizes. The first sheet of               
Butong was laid upon these and the following two placed on top to gain a similar shape on all                   
three pieces. The manufacturing specifications are presented in Table 3. 
 

Table 3. Specifications of Moln 

Concrete Weber exm 721 Expanderbetong super 

Dimensions of casted sheet [cm] 30x60 (x3) rectangular shape 

Bubble size [mm] 30 

Shaping of the concept  
 

 
foundation of tubes and bubble wrap 

 
What light sources to use is still to be determined and adjustments to the suspension 
mechanism is required.The suspension can also be made adjustable to invite the user to 
interact with the product to change the amount of direct light by adjusting the distances. The 
prototyped concept can be seen in Figure 5.  
 

 
Figure 5. The prototyped concept ‘Moln’ without and with light. 
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Concept 4. Lilla Moln 

 
The prototype was created by folding the Butong sheet around different sized pipes to create               
the desired curves. Support on the outsides was required to put pressure on the sharper               
curvations. The manufacturing specifications are presented in Table 4. 
 

Table 4. Specifications of Lilla Moln 

Concrete CRC Joint Cast 

Dimensions of casted sheet [cm] 30x70 rectangular shape 

Bubble size [mm] 30 

Shaping of the concept  
 

 
Core of tubes. Outer support of bubble wrap 

 
Exploring the use of smaller bubble sizes and building a more supportive and exact mould               
should be done in order to gain the desired shape. The suspension of the concept also requires                 
further explorations. The result can be seen in Figure 6.  
 

   
Figure 6. The prototyped concept ‘Lilla Moln’ without and with light. 
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Concept 5. Snurr 

The prototype was from a rolled up sheet of concrete with bubble wrap put in between the                 
ends to create a distance between the edges.The shape was reasonably simple to make but               
would require a supportive packaging solution to minimise the risk of breaking during             
transportation. The shape does not provide a distinct solution for suspension and additional             
materials might be needed to secure the fastening of it. The manufacturing specifications are              
presented in Table 5. 
 

Table 5. Specifications of Snurr 

Concrete CRC Joint Cast 

Dimensions of casted sheet [cm] 35x50 oval shaped  

Bubble size [mm] 18 

Shaping of the concept  

 

 
The prototyped concept are shown in Figure 7. Using a smaller sized bubble wrap made it                
possible to create a thinner sheet of Butong, which allows more light to shine through. 

     
Figure 7. The prototyped concept ‘Snurr’ without and with light. 
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Concept 6. Kon 

.  
The sheet is formed by placing it on a foundation in the shape of half a cone. Two similar                   
pieces is required. The manufacturing specifications are presented in Table 6. 
 

Table 6. Specifications of Kon 

Concrete CRC Joint Cast 

Dimensions of casted sheet [cm] 30cm (x2) circular shape 

Bubble size [mm] 18 

Shaping of the concept  
 

foundation of styrofoam 

 
The pieces are fragile and requires carefully developed packaging and support during            
transportation. The suspension and how to connect the two pieces is yet to be solved and                
requires further development. The prototyped concept are shown in Figure 8.  
 

 

 
Figure 8. The prototyped concept ‘Kon’ without and with light. 
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Appendix 9. Manufacturing of the final prototype 
Below follows a description of the manufacturing process used to create the final prototype              
and suggestions of improvements. The final prototype are shown in Figure 1 and             
specifications regarding dimensions is presented in Table 1.  

Figure 1. The final prototype of ‘Moln’ 

Table 1. Specifications of Moln 

Weight 10 kg 

Height 30 cm 

Diameter ～65 cm 

Suspension height < 2,5 m 

The manufacturing process of the lamp was only tested on a prototyping level, and not made                
as efficient as a larger production quantity would require. This manufacturing process could             
however be applied when creating the first series of only a few products to evaluate against                
the market. For a larger production scale, the manufacturing requires further development to             

1 



provide the specific shape, dimensions and appearances through an easily replicable method.            
The materials required in the manufacturing of the prototype is presented in Table 2. 
 

Table 2. The material required in the final prototype 

Concrete 10 kg x1 

Bubble wrap (bubble size 30 mm) 100x120 cm x2 

Dyneema thread, grey (⌀5mm) 10 cm x6 

Logo tag x1 

Wires with snap hooks 250 cm x6 

Ceiling wire attachment x6 

LED 190 lm  x3 

Cords 250 cm x3 

Cable cup 1 

 
The first step is to cut out the sheets of bubble-wrap needed and mark the placement of the                  
three pieces on the back of both sheets. The directions of the bubbles should have a 90°                 
difference. The inner side of all edges are reinforced by removing the outer row of bubbles on                 
plastic sheet A, using the melting method. The placement of the loops were marked out as                
well and the bubble removed to provide more concrete in the fastening points. Figure 2 shows                
the marked up placement of the three sections on both plastic sheets (black lines). The blue                
marks show where bubbles should be removed. 

 
Figure 2. The marked bubble-wrap sheets with removed bubbles (blue), prepared for casting. 
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The dyneema threads are made into loops and knots to enable the concrete to fill the smaller                 
gap and thus fasten it securely in the panel, see Figure 3. The larger gap is partly filled while                   
the upper part of the thread creates the fastening loop. Two loops are used in each Butong                 
panel. 

Figure 3. The dyneema loop 

Concrete is then poured upon the F sheet before the A sheet is placed on top. Hard pressure                  
and vibration is then applied.  

The loops should be inserted as shown in Figure 4 when the concrete still is unset. The plastic                  
is carefully cut open and the loop pressed down. The concrete can be sprayed with water to                 
make the mass more yielding when pressing down the loops. If required, additional concrete              
can be added around the loop to secure the fastening of it.  

Figure 4. The dyneema loops pressed into their place 
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The logo is also inserted at this moment, at the side of one of the pieces, see Figure 5. The                    
placement should be 8 cm from the bottom on the right side in one of the panels. 

Figure 5. Placement of the logo 

When the material has been left to set into the right texture, not too fluent and not to hard, the                    
cutting that separates the pieces are made. Knowing when the concrete has gained is right               
texture is learnt by experience of working with the material. No exact period of time can be                 
said as outer conditions affects the setting time. If the concrete is too fluent it will pour out                  
and lose its structure, if its too hard it will not be shapeable.  

The pieces are cut by an angle grinder along a large metal ruler to ensure straight lines. The                  
loops are folded in underneath the ruler to avoid being cut, see Figure 6. 

Figure 6. Cutting with the angle grinder with the support of a ruler. The loops are folded in 
underneath it.  
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The cutted pieces are formed on top of each other and bubble wrap is put in between to create                   
the desired curvature on all pieces. The form used during prototyping are shown in Figure 7.                
Pressure was required from the top to force the material into the curved form.  
 

 
Figure 7. The shaping of the final prototype and the temporary form used 

 
When the desired shape of the lamp is determined, a reusable form should be built to get a                  
consistent shape. Having the three pieces formed on top on each other save space and adds                
pressure to the lower ones through the weight. A possible design of a form are shown in                 
Figure 8. The three sections of Butong (light grey) are placed between plates that provides the                
right shape and curves in both the x and y directions. The top and bottom plate are fastened                  
and pulled towards each other to apply pressure on the construction and thus force the               
material into the curves.  
 

 
Figur 8. Suggestion of a form to manufacture the Butong pieces with in the future.  
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When the concrete is set, the bubble-wrap is removed and the thinnest membranes are              
cracked by tapping them. See Figure 9. 
 

Figure 9. Removing the thin membranes.  
 
The bubble-wrap used during casting are collected and recycled.  
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Appendix 10. Assembly instructions



Moln



Total weight: 12 kg

30 cm 

65 cm 

<250 cm 

Specifications



Assembly

Wires x6

Screws x6

Ceiling fixture

Light bulbs x3

Cables x3

Butong x3

Cable cup

Screws x4



We exist to provide 
unexpected experiences by 
transforming the rigidness 
of concrete into dynamic, 
living shapes. Our biggest 
opportunity and challenge 
is in our products. It is our 

mission to, through our 
creativity, offer lasting 

products.

design
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