
You know the feeling when some 
  everyday product lets you down. 
“I could have designed this better 
  myself” you think.

James Dyson - Product Designer/Entrepreneur



A new idea

In 1978, James Dyson noticed how the air fi lter in the Ballbarrow spray-fi nishing room 

was constantly clogging with powder particles (just like a vacuum cleaner bag clogs with dust). 

So he designed and built an industrial cyclone tower, which removed the powder particles by 

exerting centrifugal forces greater than 100,000 times those of gravity. 

After becoming frustrated with his bag vacuum cleaner that kept clogging James thought 

he could design a better machine using the same principle. 

James Dyson set to work. 

15 years and 5,127 prototypes later, 

the world’s fi rst Dual CycloneTM vacuum cleaner 

from Dyson arrived.



powerful suction created powerful suction created 
from centrifugal force



The Creation of the Dyson Cleaner
1978
Starts to develop his dual cyclone TM technology, after realising his 
conventional system loses suction when renovating his country house 
in the Cotswolds.

1979 - 1984
Spends 5 years developing the cleaner, 
and builds 5,127 prototypes of the Dual Cyclone TM vacuum cleaner.

1983
Dyson produces his fi rst prototype vacuum cleaner, a very post 
modern pink machine called the G-FORCE, which makes the front 
cover of Design MAGAZINE 1983.

1982 to 1984
Dyson spends two years trawling the UK and Europe, looking for 
someone to license the product. The multinationals are reluctant 
to invest in the Dyson as it would terminate the bag replacement 
market, worth $250 million (AUS) a year in the UK alone.

1985
takes his invention to Japan, where his product is more readily 
accepted.

1986
The japanese start to sell the G-FORCE.

1987
The G-FORCE is displayed at the British Design Exhibition in Vienna.

1991 
Dyson’s G-FORCE cleaner wins the international Design Fair prize in 
Japan. 
The Japanese are so impressed by it’s performance that the G-FORCE 
becomes a status symbol, selling for $2,000 (US) a piece.

top images left and right: early cleaner prototypes

above: Dyson team members actively creating a mock-up
for evaluation.

right: The G-FORCE machine Dyson took to Japan in 1985





1993
Dyson opens his own research centre and factory in Chippenham, Wiltshire.

1993 to 1996
James Dyson is the external examiner for the Industrial Design Engineering 
faculty at the Royal College of Art.

May 1993
The arrival of the Dyson DC01, retailing at around £200. Since its 
introduction the DC01 has become the best-selling vacuum cleaner ever 
and now outsells its nearest competitor by 5:1. Turnover of Dyson 
Appliances is £2.4 million.

1994
Turnover rises to £9 million.

February 1995
The Dyson DC01 becomes the best-selling vacuum cleaner in the UK.

March 1995
The Dyson Dual CycloneTM DC02 is launched, and becomes the second 
highest selling cylinder model by value in the GfK hit list.

August 1995
Dyson Appliances moves from Chippenham and buys a larger factory 
at Malmesbury, creating substantial jobs in the area and thousands 
throughout the UK. 

Dyson Appliances wins the largest ever UK export order for electrical 
goods from Japan. 

“It gives a new meaning to the old phrase 
‘shipping coals to Newcastle’,” concludes Dyson.
December 1995
Turnover of Dyson at end of year is £34.9 million.

the cleaning robot . . .

Another problem to solve
Spurred on by a pass away comment from a friend that he 
loved the Dyson cleaner, but didn’t want to push it around. . . 
James Dyson insisted that the Dyson DC06 robot should not only 
clean properly but should also guide itself more logically than a 
human would. It took 3 on-board computers, 50 sensory 
devices, and 60,000 hours of research to create effi cient, 
methodical robot cleaning.

below: Two specialised cleaners developed 
to meet specifi c consumer/user needs



Battling for design. . .
To Dyson, `design’ means how something works, 
not just how it looks - the design should evolve from the function. 
That’s why the people at Dyson who design products 
are called `engineers’. 

The distinctive look of the Dyson products comes from this ethos 
of clearly showing the function of the machine. This has become a
trademark style of the Dyson company .
 
Sadly, most education systems around the world still encourage 
children towards academic subjects and away from 
`getting their hands dirty making things’, according to Dyson.



October 1996
Dyson launches the limited edition DC02 De Stijl in homage to 
the Dutch design movement and the group’s radical use of colour to 
highlight function and form.

The ‘Doing a Dyson’ exhibition opens at the Design Museum. 
The Dyson story is told in the book, “Doing a Dyson”, launched to coincide 
with the exhibition.

Sir Ranulph Fiennes sets out on the Dyson sponsored Antarctica Solo 
Expedition, aiming for a solo crossing of Antarctica in aid of Breakthrough 
Breast Cancer. £1.7 million is donated to Breakthrough raised by a limited 
edition vacuum cleaner.

Dyson establishes a scholarship for two students at the Royal College of Art.

November 1996
Dyson wins both the Grand Prix Trophy and the Consumer Product Design 
Award at the UK Design Council and Design in Business Awards (DBA).

December 1996
Turnover of Dyson is 72 million. 
The DCO1 sells 32,000 units a month, more than fi ve times as many as its 
nearest competitor. 

Dyson now turn their attentions to other household products that could be 
signifi cantly improved.

Below Left: De Stiljl Dyson pays homage to the dutch design movement.
Right: Dyson Demo in London is a space used by Dyson for educational and 
media events to showcase their latest technologies.




