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EXTENDED MOBILITY

A ROLLING WALKER THE PROMOTES DESIGN INNOVATION FOR DISABILITIES IN UGANDA

WHY A ROLLING WALKER? BRIDGING THE GAP BETWEEN CULTURAL CONTEXTS
MARKET OPPORTUNITY PROJECT DEVELOPMENT THROUGH CROSS-CULTURAL COMMUNICATION

Rolling walkers are popular in North America,
but are rare in Africa despite their usefulness
and the great amount of people who could
benefit from them. However, existing walkers
are not appropriate for the African context.
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A CO-DESIGNED CONTEXT-SPECIFIC SOLUTION
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