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2.1 Team members
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2.1.1 User research expert

1

1 The terms used to describe the person for whom the future concept is intended varies depend-

ing on the point of view of the author and the relevant research tradition. “User”, “customer” and

“human” are the most commonly used expressions. “User” emphasises the interpretation of the

person as someone who is in operational and goal-oriented interaction with the product, such as

“uses” a mobile phone to call someone. “Customer” underlines the decision-making behaviour

when purchasing a new product and the more long-term satisfaction with the product, where vari-

ous issues that are not directly related to the attributes of the product may have an influence. A

“customer” chooses the mobile phone but can become dissatisfied with it when her friends replace

their phones with more impressive models. “Human” highlights a holistic perspective on the

person for whom new products are designed. The problem with “human” is that it fails to explain

the difference between the roles of different players in the concept design team (e.g. designers are

also humans). Here we have chosen the term “user” because it defines the role of the person for

whom the team is designing the concept with reference to the concept. User orientation in con-

cept design is covered in more detail in Chapter 4.
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2.1.2 Domain expert
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[8]

2.1.3 Design expert
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2.1.4 Communications expert

2.1.5 Feasibility specialist
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2.1.6 Team leader

[9]

[6]

2.1.7 Setting up a concepting team
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Younghee Jung, Nokia

Creating concepts for human communication often 

requires us designers to keep our eyes on both 

the mundane aspects of life as well as the solemn 

academic theories. I always joke that my sources 

of inspiration range from Cosmopolitan to The 

Economist and Bonnie Nardi’s publications.

My responsibilities include identifying what to 

research on and design for, coordinating the direction 

and execution of user research by other experts, 

participating closely in the execution of user research 

and identifying constraints and trends in business and 

technology; and, in general, making sense of stuff.

Working in an environment full of technogeeks, 

we are often approached by people asking us to 

generate concepts while sitting in a 1-day workshop. 

A design concept is not born within the space of 1 day. 

But it is difficult to prove that ideas 

that are designed are better.

We’ve created a concept that people can use 

while in face-to-face discussions. We created a set 

of user scenarios and ran focus groups. When they 

were presented with the scenarios, the focus group 

participants started to say “This is an insult to our 

social skills”. The facilitator did not understand 

the concept very well and because she was so 

embarrassed by the impassioned discussion, she did 

not want to continue. We had to look for another 

way. 

Many people will need some convincing to 

understand the value – and the concept – of concept 

design. Sometimes it is not about innovation and 

creativity, but more about creating a sensible design 

that can be implemented. Sometimes it is all about 

finding a ground-breaking idea.

Phillip Butt, Suunto

We are motivated by how we can deliver the ”want-

me factor”. This is question we hope all our products 

will ask the consumer, and it manifests itself in pride 

of ownership and a sense of satisfaction. Ultimately 

we want people to want our stuff. 

Concept creation is executed in both long- and 

short-term initiatives with a definite emphasis 

towards the latter. The “official concept creation”, 

meaning those projects that have research status, 

tend to be technology-centric and the domain of a 

scientist. They would greatly benefit from the input of 

a multidisciplinary team that could contribute depth 

to the concept, possibly leading to surprising and 

unexpected manifestations. The design department 

contributes through user-centred concept creation 

studies, aesthetic and mechanical design, user-

experience design, and more generally by knowing 

the sports, the people and the business.

The concept creation initiatives I have personally 

been involved with include outlining a new business 

opportunity augmenting existing technological 

competencies, exploring the potential of a newly 

entered market that had questionable business 

fundamentals, an online survey that identified mass 

customisation preferences with our existing market 

and a study of a new consumption paradigm directly 

challenging the way we currently segment our 

offerings.

The number of times we have been 

misunderstood over what is conceptual and what is 

production-oriented is simply stunning. Without clear 

differentiation about the design intent there can be 

quite a few misunderstandings – these are avoidable.
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Jane Fulton Suri, IDEO

My role is primarily to tell stories and encourage 

others to tell stories too. These are stories about 

real people’s behaviour and experiences now, 

and stories about a future where both the client 

company and its customers feel more effectively 

supported. From stories we discover patterns in 

behaviour, motivations, pleasures, frustrations 

and opportunities for technological developments 

to provide a better experience in the future. This 

is a way of helping teams uncover insights about 

humanly beneficial opportunities that lie ahead, and 

it often involves interacting directly and in context 

with a range of people who represent the edges and 

extremes in a particular domain. 

What motivates me is simply the idea that 

design is an exciting creative activity that is all about 

exploring the abilities of technology and human 

imagination to make life better. For me it is 

important that conceptual design is not just blue-sky 

thinking, but is rooted in the overlapping reality of 

human, business and technical possibilities.

One of the joys of my work is the privilege of 

learning about other people’s worlds, especially 

the sense they make of technology systems that do 

not work perfectly for them, by designing their own 

surprising and delightful ad hoc solutions: a list of 

important phone numbers written with a permanent 

marker inside the cover of a flip-format mobile phone 

or discovering a magazine picture of a favourite 

television star that a girl propped up in front of her 

video recorder to remind her to record the show. 

She would never have learned to set the system to 

record automatically. These workaround solutions 

are amusing, memorable and very often convey 

important themes for conceptual design.

←↑ FIGURE 2.1.

Concept design experts
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2.2 Helping the team to work together
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2.2.1 Methods for working together

[11] [12]



46 Turkka Keinonen

2.2.2 Physical premises

[13]
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2.2.3 Balancing the team size
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[14]

FIGURE 2.2.

Communication in teams of eight and four members
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2.3 Briefing the team
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[15]

2.3.1 Business strategy and the generic objectives of concepting
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2.3.2 Vision as a starting point for concepting
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[14]

[14]

2.3.3 Ownerships in the concepting process

[15]
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FIGURE 2.3.

Concept generation workshop 

at GE Healthcare
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2.3.4 Trust
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2.4 Individual team members

[16]
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