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Design for Future Needs 
 

Designers look into the future to meet people’s needs.  

Design for Future Needs is a research project discovering how their methods can help policy makers do the 
same. 

The project, run for the European Commission by a group of European design and business organisations, has 
researched how design techniques for envisioning the future can benefit EC decision-makers’ foresight planning 
and policy work. The project is aiming to help them respond to emerging issues and trends from environmental 
pressures to technological change. 

Copies of this report and further information can be found on the Design for Future Needs website: 

www.dffn.org 
 

Contract number: HPV1-CT-2001-60038 
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Design for Future Needs overview  

Introduction 

Foresight and design are both activities that aim to imagine the future. Both are employed 
for social and commercial benefit, helping to prepare people and companies for change. 
However, these activities traditionally call upon separate professional disciplines and areas 
of expertise which tend to work in rather different ways. 
 

The purpose of the study 

The purpose of this study is to explore the support that each activity—design and 
Foresight—gives presently and could give in future to the other. Lessons learnt from this 
study could improve business strategy and policy-making. 
 

What is Foresight? 

In Foresight, experts offer opinions which are aggregated to form a view of possible futures, 
which can be used to guide policy. Based on knowledge of how things will be, not how they 
are now, Foresight is more reliable and informative than the simple extrapolation of 
forecasts, where one overlooked external factor may throw out the whole calculation. So 
while forecasts tell us, for example, that Europe’s future population will have a higher 
average age, Foresight can provide expert opinion on these people’s likely mobility, 
disability and requirements in that future. Foresight is widely used to assist EU and national 
policy-making, as well as in science and technology to promote innovation, but has been 
slow to appear in the sphere of business. 

What is design? 

Design is a broadly transferable process for giving physical shape to people’s needs and 
desires for the future. Here, it is the designer’s creativity and intuition, often assisted by 
more formal external research, that generates the future vision. Design is widely used by 
manufacturers, and increasingly by service businesses and in academia. But, because it 
has been seen essentially as a process that leads to an actual product, it has hardly been 
exploited as a tool in policy-making. 
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How they could support each other 

For Foresight to succeed, the futures that it generates must be imaginable. Here, 
techniques of visualization are key, especially when audiences include non-expert 
stakeholders and the general public. Designers already engage with Foresight-type data 
informally or intuitively during the course of their creative work. They routinely translate it 
into visible or tangible form.  It’s in its ability to produce ‘more compelling visions’ that 
‘design can increase the impact of Foresight’. 
 
Design methods—whether part of the designer’s tacit knowledge, or externalized as 
separate research activity—can uncover ‘rich information about people’s behaviours and 
cultural patterns’. This provides an important complement to the understanding gained from 
Foresight. Ultimately, design can help make us comfortable with the sometimes 
uncomfortable picture of the future that emerges from Foresight. 
 
Foresight, meanwhile, has already made notable contributions to design activity, especially 
in designs for older users and for environmental sustainability. However, a scoping study 
conducted as part of Design for Future Needs shows that there is further opportunity for 
designers to make explicit use of Foresight research in design projects generally. Design 
can learn from Foresight’s ability to look confidently into the future.  

The range of design methods 

Design is used widely in European business and academia to create an understanding of 
the future—not necessarily always with a product as the goal. Companies such as France 
Telecom and EDF, for example, both use designers to envision potential product and 
service developments even though they themselves do not manufacture products. 
 
The scoping study shows that design activity does not comprise a neat set of defined 
‘scientific’ methods. But this is actually a good thing! Much of the strength of design lies in 
the way that many methods are used to explore the needs of the future product user. They 
overlap and are combined in versatile ways according to individual project needs. Thus, 
there are no special methods that are exclusively used on, say, long-term projects or in 
designing for people with disabilities. 
 
The scoping study reveals that these methods share some distinctive qualities—they are all 
user-focused; they involve participation, collaboration and dialogue between diverse 
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groups; and they result not just in a future vision but in plural visions. All in all, they are 
able to generate rich output from meagre and heterogeneous input. Because of these 
qualities, which are often absent from Foresight probes, design methods have huge 
potential to augment Foresight studies and increase their impact. 

Four case studies 

Four case studies undertaken for Design for Future Needs clearly show that the design–
Foresight connection is two-way. Both design and Foresight have the greatest potential 
when used during the early stages of a project, but they may be brought in different 
sequence and interwoven in various ways according to nature of the project. Both elements 
were handled in this versatile way in these cases. 
 
The Foresight element was perhaps greatest in the case of BAA’s Terminal 5 at Heathrow 
Airport. This massive, long-term project—costing £3 billion and with a designed lifetime of 
50 years—must clearly take account of numerous external factors—economic, social, 
cultural and environmental. In response to Foresight, the terminal design was improved and 
the project’s risk reduced. BAA used design to communicate long-term Foresight findings in 
a variety of familiar visual formats, which promoted team-building and dialogue oriented 
towards the future user experience. 
 
Design and Foresight had roughly equal weight in the Humantec project, which aimed to 
help small-scale office furniture manufacturers understand the huge changes taking place in 
the contemporary workplace which will influence the future success of their products. 
 
In the other two projects, looking at future products for appliance manufacturer Whirlpool 
Europe and sports equipment maker Decathlon, design initially took the lead, with Foresight 
used to provide criteria for selection from a range of future design concepts, or made an 
intrinsic part of the design process. These case studies show how ‘methodologies from the 
design professions can augment the range of strategic Foresight tools already available to 
policy-makers’ and ‘offer and qualitative enhancement to current ways of planning for the 
future.’ 
 
Projects involved multi-disciplinary design teams, prompted and challenged by Foresight 
experts present in person, or by the data they have provided. Some cases involved external 
designers, others isolated the design team from their usual surroundings. The teams used 
varied methods of processing and presenting Foresight data, but all succeeded in 
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translating it into a more appealing and negotiable form, not only as products, but as 
services and as new corporate strategic direction. 

Key findings 

Many individual findings have particular relevance to certain groups. Key findings of 
particular interest to designers, to business managers, and to government and the policy-
making community appear under the appropriate headings below. What follows here are 
findings of general relevance to all of these groups: 
 
Foresight-in-design 

In long-term projects especially, the kind of design employed already embraces many 
traditional Foresight activities. Nevertheless, it was felt that formal Foresight, in addition to 
the intuited or tacit knowledge of designers, could greatly strengthen the design role. 
 
Design-in-Foresight 

Visionary design leadership shown during the early stages of a project can provide a 
framework for more successful presentation and interpretation of Foresight research. 
 
A plethora of futures 

A plethora of Foresight-based design visualizations of the future is better than one. This 
encourages all to treat the visions casually, to add to them, reject some, pick and mix and 
so on, because not too much is riding on any one future concept. ‘By giving more 
information through designed models and materials, and eliciting more in return, planners 
can gather information, gain insights and affect the direction of projects much earlier in the 
process.’ 
 
Keep it vague 

In extreme cases, there is evidence that companies ignore Foresight research unless its 
contents are presented in tangible form. Once this was done, interest focused not, as might 
be expected, on the visual concept, but on the fundamental research data of which it was a 

representation. For Decathlon, for example, ‘the use of scenarios helps to visualize 
precisely the needs of the user without giving a rigid solution.’ Some companies found that 
the vague rather the realistic product concepts ‘more interesting’. Concepts best when they 
were ‘not a template but a springboard’.  
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Don’t just depict—communicate 
It‘s not enough just to depict a range of future visions. These design visualizations of 
Foresight research must be such as to promote action and decision-making. They must 
communicate widely across disciplines and stakeholder groups and provide a focus for 
constructive debate. Foresight information for Terminal 5, for example, was presented in the 
form of a ‘Sunday supplement’ magazine, which could be readily understood by all 
concerned, and became a natural point of discussion just like a real newspaper. 
 
Small business, big change 

Even small-scale Foresight input can be valuable. In the case of the Humantec project, the 
Foresight was condensed to provocative short statements by experts. This still proved 
highly informative to designers creating new products. Here is a way that small businesses 
take advantage of Foresight and inform themselves of the likely effect of big changes, 
leading to greater innovation, reduced risk and increased competitiveness. 
 
Image as innovator 

Backed by Foresight research, a company can be emboldened to put forward a dramatic 
innovation, which may seize the public imagination. Whereas in the past consumers might 
have been confused by presentation of something that is merely a representation of future 
thinking rather than a forthcoming product, it was felt that now the public can appreciate 
what is going on. Such concepts were used to elicit feedback for the development of later, 
real-market designs, but they were also found to serve a valuable function of enhancing the 
company’s image as an innovator. 
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Recommendations for ...   

 

 Design Business Government/policy 

Visualization Through its diverse 
means of visualizing 
abstract concepts, 
design has the 
potential to put the 
Wow! factor into 
Foresight 

Use design to 
communicate, test and 
explore complex future 
concepts, derived from 
Foresight, more simply 
and attractively 

Use design to visualize 
Foresight findings in a 
highly persuasive form. 
Sensory-rich 
presentation promises 
to enrich Foresight’s 
influence on policy, 
especially by improving 
communication to 
important non-
specialist external 
stakeholders and the 
public 
 

 Using Foresight data, 
design can visualize 
not just specific future 
product concepts but, 
more potently, the 
needs of the user  
 

  

New inspiration 
 

Adopt Foresight inputs. 
Design projects often 
start with a 
technological 
innovation or the 
identification of a 
market opportunity; in 
comparison, Foresight 
issues, such as 
anticipated societal, 

There is no one correct 
future prediction. A 
large number of design 
visualizations of 
various futures 
predicted by Foresight 
are more useful and 
more valid than a 
single one. This 
apparent over-

Learn from the way 
companies use design 
as one element, along 
with Foresight, in 
shaping future 
business strategy and 
policy 
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regulatory and 
consumer behaviour 
changes, are under-
exploited as design 
drivers 
 

abundance of images 
may be mixed and 
matched, selected or 
discarded or used as 
prompts for further 
ideas without too great 
value being attached to 
any of them.  The 
visualizations become 
a talking point and 
serve as a link between 
different corporate and 
outsourced disciplines 
 

Low budget benefit Designers should 
promote the fact that 
they already routinely 
manipulate Foresight 
knowledge intuitively  

Use Foresight to inform 
the direction of long-
term projects.  Even 
modest Foresight input 
can provide a useful 
guide in designing 
future products with 
greater innovation and 
less risk 
 

 

Team-building Involve Foresight 

consultants on design 
projects to enrich and 
validate their future 
focus 

Assemble a multi-
disciplinary team, 
including design, R&D 
and other personnel, 
whose purpose is to 
create a future vision 
for the company and its 
products based on its 
interpretation of 
Foresight inputs 
 

Involving designers and 
other creative 
disciplines may enliven 
and empower 
Foresight-based policy 
teams 
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Pulling it all together Foresight produces 
views of the future from 
many different 
perspectives, which 
may be synthesized 
into a coherent whole 
more readily by design 
than by other means 

Foresight and design 
may be used in 
tandem, and mixed in 
different proportions, to 
imagine and visualize 
futures, which can lead 
to new products and 
new strategic directions 

Design methods that 
involve users or 
consumers in the 
design process, such 
as act-out scenarios 
involving product 
prototypes, increase 
the potential cross-
fertilization of Foresight 
professions—the user 
becomes the catalyst 
for multi-disciplinary 
dialogue 
 

Engendering 
cooperation 

 The custom of 
assembling multi-
disciplinary work 
teams, required by both 
Foresight and design 
activities, can have a 
lasting beneficial effect 
on the culture of 
companies in general 
 

Academic and research 
institutions have the 
potential, ‘to pull 
European industry into 
new field by feeding 
the “strategic 
conversation” with the 
possibility of the new 
‘widening policy’ and 
strategy perspectives 
and encouraging 
readiness for change 

  Multi-disciplinary 
discussion based 
around Foresight 
research tends to 
encourage continued 
informal dialogue, 
suggesting that design 
teams should not be 
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kept separate from 
implementation groups 
 

Outreach Design and its methods 
have potential to 
contribute not only to 
the creation of services 
as well as products, but 
to education, local and 
regional planning, 
resources management 
and other policy fields, 
thus extending the 
designer’s traditional 
self-image as problem 
solver to 
socioeconomic 
problems 
 

 Europe’s academic and 
research institutions 
have the resources to 
devise policy  and 
design scenarios based 
on Foresight 
socioeconomic data, 
but must strive to 
present these 
scenarios in a manner 
useful to industry 
 

Image-building Use Foresight to 
supplement the future 
focus already 
embedded in design 
thinking and add weight 
to the role of design 
 

Future concepts based 
on Foresight research 
may never become real 
products, but they can 
serve an important 
purpose in boosting a 
public image of the 
company as a forward-
thinking innovator 
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Next steps 

The results of the Design for Future Needs project will be circulated widely to the 
design, business, government and policy-making communities of the EU member 
states. There are a number of further steps  
 
A growing dialogue 
This study suggests that there are great gains to be made from greater dialogue 
between design and Foresight. Initiatives will continue to maintain and extend 
contact between these two communities, including building links to EC and national 
Foresight programmes. 
 
Measure the benefit 
In some cases, it was felt that the Foresight-based research and design activity 
provided a catalyst for closer cooperation between company departments and a 
powerful motivational experience for employees generally. This beneficial effect 
could usefully be quantified by means of internal audits. 
 
Popularize 
Foresight research is of immense potential value, but much of it does not reach the 
audiences that could make most use of it. Foresight communication should be sure 
to make ‘viable and usable research available to industry’. 
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Commonalities and differences in design and Foresight  

Introduction 

This chapter aims at clarifying the ground on which foresight and design -and more 
specifically the design of objects- might benefit from each other methods, 
approaches and insights. Foresight seems predominantly used for large scale 
planification and strategic decisions, often at the level of public interest, whereas 
product design is mostly a service offered to private companies with specific 
perspectives.  
 
Primarily intended for non designers, it will outline some specificities of design that 
appear relevant to the Design for Future needs project. The first part drafts the 
context in which design takes place. A second part presents some reasons why 
product design impacts in a specific way on the understanding of future possibilities 
and decision making. A third part outlines the differences between what is often 
called "strategic design" and future oriented design. The conclusion discusses some 
differences between foresight and design tools, such as scenarios. 

The world is a [mediated] project 

Design, generally speaking, sees the World as something that can be transformed -
hopefully improved- to better suit human needs. To quote once more H. Simon, to 
design is to "[devise] courses of action aimed at changing existing situations into 
preferred ones" (Simon, H. : The sciences of the artificial., p. 129).  
 
In its current model, this transformation relies to a large extent on an improved use 
of technology and objects. In fact, very few activities, nowadays, don't imply the use 
of artefacts, which, as simple as they might be, are the output of a complex system 
of production. Even a simple object of daily use, such as a fork, is likely to be made 
of stainless steel (a material that cannot be produced by simple melting of coal and 
ore), which has then been cut with hard tools, before being stamped with a press 
that requires an amount of energy that cannot be produced by a human; not to 
mention the complexity of the machine itself, which is the result of a cumulative 
knowledge about force transmission, mechanics, hydraulics.  
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In other words, one might say that, in its broadest sense, design's main concern is 
the development of a sensible mediation between humans and the world. This 
mediation involves the actual construction of objects, but connects them to systems 
of production and distribution, as well as to associated representations: 
understanding needs requires the use of inquisitive methods, making objects 
desirable, and helping people to make sense out of them involves a vast array of 
communication strategies. To wrap it in a nutshell, the specificity of design is to mix 
constantly technology and representations, or objects and humans.  

  Increasing expectations 

The expectations laid on design have increased since the mid-60's. A detailed 
analysis exceeds the scope of this study, but a few aspects which are relevant to 
the thematic of future needs are worth being outlined. 
 
The economical turmoil that has affected the developed countries since the 70's 
demonstrated that the crises affecting industry were primarily crises of demand 
rather then a shortage of offer; once the post-war reconstruction and the leveraging 
of the basic needs of Europeans (housing, transportation, healthcare) were 
achieved, industry has had to rely on three strategies to survive at the same pace. 
One is to look for exports, another to support the implementation of new national or 
transnational regulations and technology driven standards, or to address directly 
individuals, survey their latent hopes and expectations and to propose desirable 

objects. 
 
In the same time, technological change tends to generate systems that are more 
complex to understand and to use. Arguably, most of us are confronted to situations 
where we feel illiterate in front of many technical devices that we have to use. 
Interacting, even with many standard objects in any contemporary household is 
seen as something so complex that the design of a washing machine will soon 
requires cognitive scientists. Designers are more and more requested to make 

technology appear familiar and easy to master. 
 
Design has become a significant agent in the development of the former strategies. 
An increasing competition has led to the sophistication of the design approaches. 
Nevertheless, it must be mentioned that some members of the design community 
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hold a critical view on the way many industries approach the issue of "human" 
needs, and consequently use design or designers.  

Why is product design a relevant case of foresight [in action]? 

There is an ongoing debate in the design profession as to whether design is a 
generic human process (some authors declare that "humans are natural designers") 
or a discipline. In the latter case, this would imply that the commonalities between 
architectural, engineering, product, graphic... design are fundamental, whereas the 
former would focus predominantly on the differences between all these fields of 
activity. Though the theoretical debate is interesting, product design epitomizes the 
diversity of possible connections between society (users), economy and technology. 
Considering the central issue of this study, we have to outline the relevance of 
product design as a model. 

  Mass-production and design 

Producing an object for mass consumption in today’s context is the result of a 
decision-making process involving many heterogeneous agents with different 

interests. It also requires heavy investment, and might yield small benefits due to 
the competition. The product development time has dramatically shortened in a 
couple of decades, the increasing complexity of many production processes, the 
globalisation of labour and markets, the sophistication and the range of materials 
available creates a situation where the number of choices and possibilities expand, 
resulting, as a consequence, in a higher number of decisions that must be taken at 
earlier stages. 
 
Because the market is an expensive testing ground, companies are putting a lot of 
pressure on the design phase, in the broadest sense, looking for tools that can 
enhance the evaluation of the potential -economical- success of a product. These 
tools fit into two main groups, which are, generally speaking, those between which 
the design(er) operates. 
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PROBLEM SPACE  >Design space< SOLUTION SPACE 

evaluating needs  proposing objects/services 

observation techniques representing / prototyping 

keyword : heterogeneous/complex keyword : integrity 

making sense 

circulation of 
observations and 
proposals in an 
iterative manner making a form (scenario, object, 

story...) 

 
Designers argue that the value of their work lies predominantly in the ability to 

generate a recursive loop between the problem and the solution spaces, rather then 
respond in a linear fashion to a problem. Even though designers would suggest that 
they respond to a brief, they commonly say that the first thing they do is to 
"question the brief". In fact, design never stands either in the problem space or in 
the solution space, but navigates between the two. 
 
This aspect gets even more obvious when new product development is done 
through teamwork. Some authors suggest that one cannot limit design to the activity 
of a person called designer. Given the complexity of most production systems, one 
should define design as a collective process involving heterogeneous approaches 
and forms of knowledge. 

The role of representations 

Nevertheless, one main skill attributed to designers is the ability to generate 
representations, ranging from "quick and dirty" mock-ups to diagrams, storyboards, 
appealing renderings, or full scale prototypes. The purpose of these multiple 
representations is to allow people included in the design process (whether they are 
engineers, marketers, potential users, decision makers...) to personally engage into 
the fictive existence of the product. 
 
We all know that non-verbal representations opens to other forms of understanding, 
mostly because they indulge and even invoke emotion and personal feelings. This 
is why design can become a powerful tool to allow people to sense possible future 
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environments, express their desires regarding technology driven changes, and 

debate about the orientations they wish to support. 

Still, this doesn't mean that all (technical) innovations result in a perceptible change 
for the end user. In fact, many changes are, in the world of objects, incremental, 
rather then revolutionary. From that perspective, the washing machine or the fridge 
haven't changed much since the 50's, neither in their use, nor in their aspect, but a 
lot of innovations have taken place in the manufacturing process or in the technical 
components. Whether this needs to be expressed in the outside shape of the 
product is a debatable issue. Nevertheless, these are difficult to communicate if 
they are not associated with some re-looking of the object. In other words, it seems 
that the lack of technical literacy requires an increased effort on design as an 

expression of innovation.  
 
In parallel, the sudden -and sometimes volatile- success of products that might not 
be technically innovative, but convey strong symbolic values have sufficiently 
demonstrated that in affluent societies, social practices (either inclusive or 
differential) might predominantly involve objects. 
 
If one was to chart the heterogeneity of contemporary product design, the result 
would look like an incredible balance between contradictory fields: 

 individual needs > differentiation VS mass-production 
 consumption VS sustainability 
 market competition VS long-term investment 
 cultural diversity VS global markets 
 incremental adaptation VS revolutionary innovation 

This is probably the reason why the notion of "shared vision" is more and more 
used, and design or designers are seen as those who might help in communicating 
it, if not in creating it. 

Differences between strategic design and foresight 

Managing uncertainty 

A design project stands as a compromise between three fields, namely use, 
economy and technology. De facto, there are qualitative differences between 
projects: time is seen as a factor that increases the level of uncertainty in each of 
these fields, but the scale of the project, as well as the type of brief and the 
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purpose of the exploratory work will determine various approaches and methods. 
When looking for long term perspectives, two forms of output seem to predominate: 
either the construction of scenarios which will describe patterns of daily life, or the 
design of "dream products". The role of design in forecasting can be loosely 
connected to the strict know-how of a company (its market segments), which in turn 
might use designers proposals to identify potential areas for development.   
 
We might roughly outline the difference between strategic design and future 
oriented projects in the following terms. Whereas product design responds to a 
precise demand framed by the company, strategic design is an activity that is 
increasingly used to evaluate potential market changes that might affect the 
company as it currently is. Future oriented design deals with longer term issues, 
and is less tied to the current competition. We could suggest that, as a thumb rule, 
forecasting would start when the project time-scale is over the average 

product/service life-cycle in the given industry. In some industries, forecasting 
starts beyond a couple of years, in some others, it might be well over 5 years. The 
value of long-term projects is that they are often visionary and inspiring, rather then 

predictive. They are often driven by broader perspectives on social and 
technological change, and tend to foster inclusion in communities and the resolution 
of global challenges. 
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 strategic design design foresight 

Time-scale A couple of years (or one 
product cycle) 

> 5 years 

Business attitude Strongly driven by competition Anticipatory 

Field Consumers goods 
predominantly 

consumers goods, but also public 
services, communities etc. 

Design attitude Predictive Visionary 

Approach of users Analysis of latent needs Proposal of possible/desirable 
futures 

Economical evaluation High, and based on the current 
model 

Low (if any) 

Technological factor In the lb (State of the art or 
under development) 

In the lab 

Green light Inside the company Could open to public debate and 
democratic choice. 

 

A few words on design methods 

The diversity of projects, context, practices and values grouped under the heading 
"design" fuels a very lively debate on the possibilities to formalise "design 
methods”. The fact that there is neither a unified theory of design nor a single (or 
even a few) design method(s) doesn't imply that designers work in an unstructured 
manner.  
 
We might quickly chart out the following fields in which methods or tools (we'll leave 
the distinction aside for the moment) are developed or exist: 

 creativity methods, either individual or collective 
 production methods (prototyping, evaluation of quality, communication of 

technical data, evaluation of technical possibilities) 
 communication techniques 
 observation methods 

There are, as to our knowledge, no specific methods for forecasting, but rather an 
adaptation of the existing methods, with an emphasis on their qualitative aspect. 
Nevertheless, one must admit that, for reasons that this study should try to clarify, 
design approaches are playing an increasing role in the orientation of major 
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companies, even in domains that except the design of consumer goods. Whereas 
the most common approach was to rely on marketing and technology to define 
possibilities, and then ask designers to create a product based on the former 
investigations, one might notice an emerging situation in which designers are asked 
to envision possible objects or services, which in turn will drive technical choices 
and re-orientate market segmentation. 

Some categories 

It is probably because of these new expectations that some design consultancies 
gain recognition because of their expertise in techniques that chart the 

subconscious needs of the users. Teams tend to involve psychologists and 
anthropologists as well as designers. Issues that are most critical relate to the 
emotional and sensual values mediated by objects in an increasingly trans-cultural 
urban context. 
 
Designers are also approached to suggest scenarios related to major environmental 

and social challenges, such as aging. These scenarios dare specifically driven by 
end-users perspectives and attitudes, and help to examine various alternatives, 
either technical (e.g. reducing waste) or social (e.g. car sharing). 
 
Design might also investigate the potential use of new materials, or even specify 
them. Many technical inventions remain in the labs just because no one sees what 
they might be used for. This last aspects resorts to a traditional, though sometimes 
less praised, aspect of design, which is closer to arts and crafts. Nevertheless, it is 
an essential driver of fashion and plays a significant role in the furniture industry. 
 
Finally, it seems also important to include in the study some examples in which 
design or designers are directly addressing the general public and invent 
alternatives practices. Because objects and images can include as much as the can 
exclude people in a society that changes rapidly, design might become a powerful 

tool for healing, by including back those who strongly feel excluded and might 
resort to violence. People are invited to contribute at their pace and with their 
language(s) to the building of their own image and space. This approach is, under 
various forms has produced significant results, and is gaining more and more 
interest from the communities.  
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In a preventive way, some governmental bodies are also increasingly requesting 
design approaches to keep in pace with the needs, capabilities and diversity of 
populations. Things as simple as administrative forms, redesigned, translated in 
some of the most used languages have a huge impact on social integration. We 
could call this "incremental design", as it is a response to drifts in society rather 
then revolutions.  

Conclusions 

If foresight and design are future oriented activities, they tend to operate in two 
different environments, and, as a consequence, their aims and means differ but 
overlap. I will outline some of these analogies, concentrating on three aspects: 
operational framework, stakeholders, and the means of action. 
 

                               Operational framework 

"Technology foresight is fundamentally a sound concept. Who can deny the essential 
validity of attempting, in a systematic way, to map out the long-term evolution and 
possibilities of developments in science, technology, society, the economy in general and 
in specific economic sectors - all at regional, national and supra-national levels - in order 
to provide at least part of the information that decision-makers need to make better 
strategic decisions. Strategic decision-making without such an input is likely to be highly 
deficient."1 
 
Design, in comparison to foresight, can be defined as a "weak discipline" (in the 
sense given to the word "weak" by the Italian philosopher G. Vattimo). A discipline 
which appears, as the scoping studies suggests, predominantly interpretative, 
rather then based on objective descriptors. A discipline in which facts don't seem to 
be surveyed systematically, described and ranked, but instead perceived, matched, 
and arranged to form a discourse about reality and potential for transformation. And 
a discipline that doesn't look at technology from the point of view of innovation, but 

                                                           
1 Travers, John:The role of technology foresight in public sector strategy. Formulation and 

decision making at sub-national, supra-national and European Union levels, in PRACTICE 

AND PROSPECTS in THE ROLE OF FORESIGHT IN THE SELECTION OF RESARCH POLICY 
PRIORITIES-Seville 13-14 May 2002, p.178 
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rather from the point of view of usefulness. In other words, innovation would look at 
"what could be available in the future", whereas design would attempt at qualifying 
"what could be useful in the future". 
 
This discourse serves as a justification for proposals that are concrete in their 
aspect, tangible for a hypothetic end-user, and positive in their perspective. Design 
starts from now and always supposes a "better future". Foresight studies seem to 
carefully avoid any qualitative judgment.  
 
In the same way, designers seldom claim that they are experts, but act rather as 
catalysts, and possibly as facilitators.  
 
Finally, design acts mostly within the narrow frame of a business, and therefore 
tends to comply to a relative set of values (those of company A might be different 
from those of company B). The notion of "common good" is, to a large extent, 
abstract, or, more precisely, appears as a programatic intention of design2 that is 
harnessed by the context in which it operates. 

                              Stakeholders 

Agents involved in the shaping of future are therefore different. "It is one of the key-
features of a foresight exercise to involve the societal actors. The notions of 
diversity of visions, debate, appropriation by the participants, networking are 
central. In all foresights, representatives from government, industry and research 
are members of the steering committee and panels (circle 1 and 2 participants). The 
differentiation is about the involvement of the societal actors: foresights differ in 
terms of who participates and of what is meant by participation."3.  
 

                                                           
2 for an insightful analysis, see Gauthier, Philippe : Technological intervention and the 

malady of happiness, Design Issues, 15, 2, p. 40-54 (summer 1999) 
3 Barré, Rémi : Foresights and their themes : analysis, typology and perspectives 
in PRACTICE AND PROSPECTS in THE ROLE OF FORESIGHT IN THE SELECTION OF RESARCH 

POLICY PRIORITIES-Seville 13-14 May 2002, p.127 
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Similarly, design has developed an increased interest in observation methods that 
would offer deeper insights about users. The notion of co-designing has just started 
to expand : but we don't have at this point any critical study that would assess the 
method(s) and impact(s) of such approach(es). The recent interest in 
ethnographical methods is certainly positive, but the user remains still under control 
(he/she is observed, and often becomes mediated by some stereotype). Design and 
design proposals are not yet open to democratic debate, and despite its 
"weakness", design has not developed means of aggregating people and turn them 
into agents of change, setting up the conditions for a dialectic dialogue with 
companies. 

                               Means of action 

Foresight impacts mostly on our futures through the implementation of policies and 
regulations. Whether this is because foresight activities are predominantly initiated 
by governmental bodies, who can act only through such means, or whether this is 
intrinsically the way foresight studies are constructed is probably worth discussing.  
Design, on the other hand, relies only on technology -but also on how it is 
controlled- to shape a "better" future. The risk is to believe that "more technology 
will save us from technology". This is causing some paradox when trying to resolve 
environmental issues. Because design has not integrated the social and collective 
dimensions of use in its core, ways of acting at a global level (for instance : 
fostering new behaviours) remain rather intuitive. On the other hand, the power of 
suggesting that solutions can exist is certainly a positive perspective about 
transformation.  
 
As Ezio Manzini captures it : "in turbulent times, the only way to forecast the future 
is to try to design it. [and] To design the future does not mean to invent the future it 
means to re-orient and re-conceptualise some existing drivers of change". 



Connections and opportunities between design and foresight 

 

    

page > 27 

Connections and opportunities between design and Foresight 

Introduction 

Foresight and Design are linked in their aim to prepare the construction of the 
future. The DFFN project examines how design, when it is concerned with 
timescales outside of normal development periods, constructs an imaginable future 
to aid decision making.  
 
Foresight, with the similar objective of constructing an imaginable future that helps 
to anticipate unseen issues and plan for, operates through a system of knowledge 
collection. This system is effective when it clearly communicates in two directions: 
to policy makers in key decision making areas; and to researchers, managers, 
creators and the public. 
 
In comparing design and Foresight and looking to identify potential collaborative 
links, we have identified key advantages in both systems. 
 
Design, as a system of analysis, creative synthesis, modelling and detailed 
specification, ensures that broad alternative solutions are captured to enhance 
decisions and manage risk. In a future focused context, design stretches 
perceptions of the possible and provides provocative and challenging images of the 
future. 
 
Foresight, therefore, can greatly add to the activity of future focused design in 
building a reasoned and challenging context for design creativity to work within. The 
advantages in more closely identifying future scenarios are obvious. As our scoping 
study shows, there are many commercial and academic examples of design being 
used to create an understanding of the future. In Government and policy there are 
very few examples. Here, Foresight activity has been focused on providing long 
term information to aid planning and investment. 
 
For Foresight activities to be successful requires its findings and visions to enter 
into the consciousness of decision makers and policy makers. Here design, as a 



Connections and opportunities between design and foresight 

 

    

page > 28 

device to create a visible dialogue with which stakeholders and society can engage, 
can empower and connect Foresight activity to its objectives. 

Foresight 

The term foresight is given to an exercise where a combination of expert opinions 
are bought together to establish and influence decisions with long term implications. 
Foresight exercises across the EU have attempted to provide broad practical 
visions which aim to assist long term planning decisions. Building on, but different 
to, techniques of Forecasting, which takes previous and current data to extrapolate 
into the future, Foresight brings together holistic sets of data to challenge and 
redefine future scenarios in order to construct the corresponding necessary actions. 
 
Foresight has been widely used in the science and technology sector as a means of 
stimulating innovation and growth in certain specific areas (Webster, University of 
York). As such, Foresight is effective when it effects policy decisions on future 
research areas, investment in new science and technology, and in anticipating 
geophysical or socio- economic needs for which technology and science can 
provide solutions. 
 
In the words of EU partners participating in Foresight projects, Foresight….. 
 
…brings together key people, knowledge and ideas to look beyond normal planning 

horizons to identify potential opportunities from new science and technologies. (UK 

Foresight, within the Office of Science and Technology, Department of Trade and 

Industry).  
 
This definition establishes the drawing together of different players, with different 
knowledge, expertise and concepts facilitated by a future focused process with the 
objective to identify and generate innovation. 
 

…produce a set of coherent and thought provoking images of the future of Europe. 

(Cordis – EC Research activity) 

 
An important outcome of Foresight is therefore the creation of an image which is 
instrumental in provoking a response, in terms of future activity and planning. 
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…a systematic attempt to observe the long-term future of science, technology, 

society, the economy and their mutual interactions. (Prospectiva 2002 - Foresight 

Conference in Seville, Spain) 
 
This statement reflects the concern of Foresight activity with the combination of 
scientific advance and the interplay with social and economic developments.  
…provides difficult-to-acquire strategic information for decision-making,…functions 

as a socio-economic mobilisation tool to raise awareness and to create consensus 

… to exploit the opportunities and diminish the risks associated with new S&T 

developments.( EC Research Directorate) 
 
Foresight is therefore a unique process, which, when applied to science and 
technological exploration, has the objective of drawing together information to 
assist in the creation of long term strategic planning. Furthermore, outcomes of 
Foresight activity are intended to drive change in their own right and both inform 
and focus thought on future strategies. In doing this, new opportunities are 
identified, as is potential risk from low yielding returns from investment in 
technologies that do not align with real needs or applications. 
 
In summary we can see that the aim of Foresight is to create a vision of the future 
that is believable, because it is formed from expert opinion, holistic, in that a broad 
range of expert knowledge is combined, and able to assist and influence policy 
decisions in terms of resources, activities and objectives in many areas but 
especially Science and Technology.  
 
One final definition from the FORMAKIN project is a purposefully organised process 
bringing together expectations of diverse actors about a technology, to formulate 
strategic views about the future that take into account broad social and economic 
developments. This in the context of the recognition of the unavoidability of 
uncertainty, and the desire to plan to anticipate probable or possible futures that 
challenge our preconceptions. We can then begin to create the systems, technology 
and design responses which embrace and engage with a better understood future. 
 
Foresight activities are most clearly visible in a series of projects carried out by EU 
member governments in key areas of social and scientific planning. A number of 
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publicised outcomes have influenced national debate and development agendas for 
government and commerce alike. Foresight projects carried out in the mid 90’s 
bought to policy makers attention social economic issues such as ageing 
population, crime and environmental sustainability and more recently developed 
into themes around information technology, the impact of new scientific 
developments in nanotechnology and environmental change. 

Models of Foresight Methodology 

Models of Foresight relate to a process rather than a set of techniques. The 
process involves consultation and interaction between sets of “actors”. These are 
drawn from scientific community, research users and policy-makers, and are often 
reiterated to take account of feedback and new developments.  
Foresight needs to be differentiated form forecasting techniques of which there are 
many. (Trend Extrapolation, Delphi Survey, Critical Technologies, Scenario 
Development, Cross-Impact Analysis, Group Decision Support System).  
Some of these techniques can be seen in Foresight methodology and a typical 
model shows the mixture of collaboration and expert oracles that Foresight 
represents. 

 Consultation and discussion and background reports focused through 
expert panel meetings 

 Future scenario projections built from individual expert statements 
 Collective analysis based on consideration of scenarios and expert 

reports 
 A report, combining the opinions and agreed positions from the 

process, which in its summary provides a macro vision of future 
probability. This report, and the work of the steering group, is the 
Foresight tool to assist and influence decisions on policy and future 
science and technology activity. 
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Every act of design combines a desired outcome or solution that is built within a 
framework of possible components and factors. The premeditation aligns possible 
physical or systematic solutions to factors such as economic cost, physical 
requirements to enable use, investment required to establish or create the outcome. 
This very broad general principle can be applied to almost every type of creative 
activity. 
 
Design as a functional activity is perceived mostly within industrial and commercial 
contexts as the process which connects technological opportunity to real 
applications. This might be in the technological or engineering field, in terms of the 
design of components or systems.  
 
Design activities are also explicit in the design of the boundaries between 
technology, physical objects or services, and human operators. Whereas the design 
of technical systems or components is within a measurable, quantitative context 
and objectives are finite, design of the human interface deals with cognitive, 
emotional and physical domain. Where some of these aspects are measurable, 
many are not. Furthermore, design must engage and allow both individual 
difference and large scale societal requirements and expectations in various 
cultural settings. 
 
Design as an activity is most often categorised according to the medium it works in. 
Graphic design is the design of information on surfaces, whereas product design or 
fashion design denote the output of the design process. The skills and processes 
required for each design discipline can differ. N the course of the DFFN project, we 
have looked at design as a methodology or process that is transferable across 
many disciplines. 
 
Design in all these situations is an act of future contemplation with set objectives, 
whether to improve systems performance or quality of life.  When operating in a 
contemporary time frame, design is about combining currently available properties 
to improve outputs in terms of impact or performance, cost or desirability. When it is 
concerned with future activities, it has to consider and facilitate decisions on the 
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basis of potential future performance, forecast costs and, most difficultly, projected 
expectations of human requirement, and desirability. 
 
Future focused design activity therefore has to combine two components that are 
found in the Foresight process: the potential capability of technology in a set future 
period and economic feasibility required to provide access to that technology. 
However, design process expresses these potentials not into a report but as sets of 
images that present opportunities that show how resulting applications and objects 
could be of benefit to humans. 
 
In the course of research a number of models of design, and more especially future 
focused design, have been developed. In the Whirlpool case study, the context of 
design is shown in relation to the commercial business and to the customer, or user 
of technology. Richard Eisserman of Whirlpool depicts the relationship as a triangle. 

 
In this relationship the relationship between a business and technology is a product. 
The relationship between the business and the user is managed through brand. 
Brand in this model is therefore the communication of values and the expectation of 
performance, service and other qualities that the organisation represents. Finally, 
the outcome of the relationship between the user and the technology is an 
experience. This experience can be heavily influenced, and optimised, by the 
design process.  
 

user 

technology business 

product 

experience brand 
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If we attempt to construct a similar model in a foresight and policy context we get a 
relationship between the user as a member of society, foresight as a process to 
plan for the future and policy decisions. 

With the relationship between government and citizen defined in a democratic 
process, the implementation of policy lies in the tools of legislation. The forming of 
policy would most commonly be based on reactions to current requirements but 
strategic planning and the policy needed to develop long term strategies can be 
influenced strongly by Foresight activities, which allow our assumptions of the 
future to be challenged and more useful and appropriate scenarios as the basis of 
policy. 
 
As is explained on the summary to our scoping work on design future activity in the 
EU, design methodology is not a scientific process that is exactly repeatable. 
Almost every situation generates bespoke combinations of design process. Our 
research has identified several key components of design that are unique.  
 
User focused 
System design and engineering is mainly concerned with the physical and technical 
possibilities or capabilities that limit or enable solutions. Design at the human 
interface places human users at the core of the activity before evaluating physical 
and systems requirements.  
 

society 

policy government 

legislation 

foresight democracy 
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In practical terms this means that all design activity is orientated around the 
cognitive, physical and emotional status of users. Technical and physical solutions 
can be measured against sure criteria, and where cost, or technical difficulty is not 
feasible, its impact is measured against the human user criteria.  
 
This component of design thinking means that design can facilitate shared decision 
making by placing the user as the highest criteria from which to plan 
implementations.  
 
Collaboration 
Design is by definition a collaborative venture bring together experts and 
knowledge. Understanding the practical limitations or potential opportunities of 
technological systems, industrial processes, physical properties, investment 
feasibility, and human behaviour is inherent in the act of design. Designers are 
often responsible for pulling together many strategic arms of organisations or 
combining previously unconnected issues. The result of this collaborative approach 
is often innovation, as new practices or processes are required to achieve new 
objectives. 
 
Visioning 
In pulling together the possibilities to align with user requirements, communication 
is required to understand capability and likely impact, or outcome, of the outputs. 
Modelling in some form a plural of possibilities is a key aspect of design. Sing 
human creative skills, objects and systems can be understood before they are real. 
A variety of tools from drawings, physical modelling and computer modelling are 
used by designers to create a focal point for decision making.  As we see in the 
Whirlpool case study especially, visioning possible future scenarios allows a 
dialogue to take place. This dialogue can be internal, in understanding how 
solutions will be found, and also external, where future possibilities can be 
discussed and potential problems discussed and anticipated prior to investment. 
 
Plural Visions 
Decathlon case study investigation of the Imagineering process shows how 
designers create multiple visions of the future before focusing of actual strategy. 
Refinement and decision making is deferred until an idea or future concept is 
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created to a high level. In modelling or envisioning a concept without appraisal, 
opportunities can be nurtured rather than trampled on and the full benefits of a 
particular future idea can be appreciated and the value measured. Intuition is a 
common component of design, as is the sensitivity to latent needs that might be 
observed in user behaviour, even though this may contradict controlled research 
such as focus group or market research. 
 
A number of respondents referred to the divergence and convergence of design 
process. From initial information, specification and research, the design process 
encourages a broad expansion of ideas. Specific techniques, such as 
brainstorming, encourage new thoughts to be developed and discourage 
assumptions, preconceptions or judgements that may hinder more creative thought. 
 
The concept visualising stage of design process herds ideas and possibilities 
together to allow reflection, investigation and feasibility to be considered before 
focusing on agreed direction and implementation.  
 
Implicit in this process is consideration of the potential impact and risk of ideas. By 
creating visions, which can in some cases be modelled to a high level of accuracy 
in hardware or software prototype form, both physical and emotional impact can be 
evaluated. This provides a key advantage, in that problems or unseen opportunities 
can be spotted before investment has commenced. 

The relationship between design process and Foresight 

At first glance design and Foresight processes have a number of similar objectives 
but different strategic positions. Both are concerned with future scenarios and the 
ability to make informed decisions to enhance success. However, whereas design is 
seen as the manipulation of visual or tactile aspects of physical matter or 
information at the point of output, Foresight is seen as a policy and technical 
effecting activity that takes place well in advance of actual outcomes.  
 
In the proposition of this project was the aim to examine how future focussed 
design, which aims to set business strategy and direction, or organisational policy, 
may relate to Foresight activities. In the study of each of the case studies we have 
found differing relationships with Foresight activity and ways in which design is 
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behaving as a foresight process, sometimes at odds with our expectations in 
choosing the case studies. 
 
What is clear is that in each case study the relationship with Foresight has the 
potential to travel in two directions. Foresight activity has effected, or triggered, 
design activity. In some cases Design has enabled or generated Foresight process. 
To explain how this dynamic has worked we can look at each case study in turn and 
map the process by which information has effected long term strategy or policy. 
 
Terminal 5 
The fist iteration of the T5 concept was a conventional specification relating to the 
physical and functional requirements of an international airport terminal which 
provides entry to a country and transfer to other forms of transportation including 
further air travel, rail, road, private and public transportation systems. In this sense 
it is similar to many large scale infrastructure projects. 
 
Due to the extended length of the planning enquiry that was a political requirement, 
it was obvious that the life period of the terminal would begin some time in the 
future, and that its operating life would extend in to decades away from that which it 
as designed in. In terms of Forecasting, it was obvious that there were a number of 
rapid environmental and social economic changes that were likely to affect the 
project, and which, if not anticipated, would limit the success and may require 
further constant corrective investment and cost during its operating life. 
 
For this reason it became imperative that the T5 project include a Foresight activity. 
In this case there was a strong additional advantage in the management of a wide 
and diverse development resource, 80% of which was from outside the 
commissioning organisation BAA (British Airports Authority). A secondary motive for 
a Foresight project was, therefore, to provide shared knowledge and criteria for the 
many decisions that would have to be taken. 
    
In creating a “Vision” document, forecasts on meteorological, technical, social and 
economic aspects could be presented to provoke and stimulate creative solutions to 
what were likely scenarios for the terminal. In this sense design and foresight 
combined to create powerful device to communicate and affect many different 
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people working on the project and therefore implicitly influence the long term 
strategy of the airport. 
 
A simple model of the T5 future thinking process would show something similar to a 
classic Foresight process. A number of experts were collected to create a 
composite picture of future scenarios. One additional key aspect in this however, is 
the addition of information from existing users of the airport, both as passengers 
and operatives.  
 
This Foresight activity culminates in a report, but in this case the report was 
designed as a piece of communication, a “Sunday Supplement” that created a 
believable scenario where assumptions were challenged and new possibilities were 
channelled implicitly through a familiar medium. This may seem to be a superficial 
difference from Foresight expert reports. However, in identifying more compelling 
visions, design offers it’s most tangible advantage in increasing the impact on 
policy makers and stakeholders alike. 
 
The creation of this theatrical vision is not an end in itself and its role in T5 was 
successful in that it allowed the design team to readdress the design solution that 
had been created in response to functional specification and recognise that 
changes were required to anticipate future requirements not identified before. As a 
result the design was radically altered and improved, reducing the risk to BAA and 
enhancing the eventual performance and maintenance of the future terminal.  
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The process by which the T5 strategy was affected by Foresight and design can be 
modelled as below: 
 

 
The creative vision of the 2020 Foresight exercise allowed a dialogue during the 
development phase that generated a new design conceptual vision that in turn 
created the specification for the subsequent implementation and build of this major 
piece of infrastructure planning. 
 
The direction of the relationship is at first glance how Foresight has helped forge a 
superior design response. This shows us that where future focused design thinking 
uses current user research, intuitive response to latent requirements and 
forecasting of future technology and processes, a more formal Foresight exercise 
using appropriate expert opinion can greatly assist the design process in 
subsequently expanding potential solutions and then focusing design specification. 
 
This example also shows however, the role of design as an integral part of the 
Foresight activity. In designing the nature that the Foresight activity is presented 
and communicated enhances the impact and subsequent action and therefore 
influences actual policy implementation.  
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As in the T5 case study, this development cycle o
students and SME’s in the furniture sector provide
Foresight and Design activities. In this case expe
initial trigger for the project and design responses
this case Foresight was not communicated as coll
expert statements, so the first step in the design p
scenarios that integrated the expert statements. 
 
These scenarios are of interest in that they consis
communicate Foresight from within the context of 
concepts are the Foresight activity; they have sho
Foresight and supplanted in its place readily acce
directly be of use to the target audience.  
 
In this situation, Foresight and design have comb
term Design Foresight. Subsequent business stra
affected and specific design briefs, in the convent
process, can be generated directly from the exerc
 
This ability of design and Foresight to be integrate
dialogue can be established very early on in a dec

Foresight: 
2020 Visions 

Foresight 
Enhanced impact and 
sustained knowledge 
through project life 

 

Design 
Redesign to 
encompass new
knowledge  
  

page > 40 

 

f this project between design 
s a clear relationship between 

rt statements were placed as the 
 generated around information. IN 
aborative report but as the raw 
rocess was to create future 

t of future visions that 
the target audience. The design 
rt circuited the “report” of 
ssible design concepts that can 

ined together and give rise to the 
tegies can be immediately 
ional tactical design development 
ise. 

d in this way means that a 
ision making process. The 

Design 
Modelling and 
envisioning of 
Foresight activity 



Connections and opportunities between design and foresight 

 

    

page > 41 

emphasis is moved from expert prediction to potential opportunity and response. In 
generating that response, however, there is - alongside the advantage of being able 
to respond to the vision - the limiting of potential future scenarios. This is, however, 
a key role of design to collect available possibilities together in such a way that we 
can understand and even experience them in some way to enhance our ability to 
create better decisions about the future. In this case the outcome of responding to 
the Design Foresight visions is likely to result in innovation and heightened 
competitiveness, with investment risk at least quantifiable if not reduced. 
 
The way Humantec affects strategies in the commercial sector can be seen as 
modelled here: 
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In Humantec the relationship between Foresight and Design can be modelled as: 
 
Humantec Foresight and Design interplay  
 

 
 
 
Perhaps the greatest impact of this integration of design and Foresight activities is 
that the impact of the Foresight activity is more rapidly and more tangibly felt and 
acted upon. The design envisioning process provides a tangible set of actions and 
possibilities that can be responded to immediately. System, process or technology 
development opportunities can be immediately identified and feasibility quantified. 
In other words, decisions are facilitated and impact on strategy felt very rapidly. 
 
Whirlpool Project F 
The objectives of Project F are, at first sight, although obviously concerned with the 
future, the complete opposite of Foresight process. In this project, the role of expert 
opinion was deferred until knowledge around possible futures was required. The 
starting point of project F was much more heavily orientated around users and 
possible technical developments chosen on their ability to improve quality of life or 
meet latent behavioural needs. 
 
In this example Foresight is a result of future contemplation and the creative 
assemblage of possible solutions. The output of this future focussed activity is 
vividly modelled and is intended not just to influence strategy but to affect future 
social acceptance of solutions that may provide specific advantages, such as 
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reduced environmental impact, but require a change of expectation or change of 
behaviour. 
 
The theatrical illusion of the future that is the output of Project F is not created from 
what is most likely to happen, as a result of forecasting, but what could be imagined 
to happen, The result of this is to modify the basis form which we begin to plan and 
consider the future, and widen the horizon of possible solutions and available 
responses. 
 
Possible technical solutions are interwoven into the illusions that are created. 
Project F uses highly realistic models to create an illusion that allows an 
accompanying story to be told about what the future might be like. The result of this 
is similar to Humantec in that an internal and external dialogue is started and 
preparation and anticipation of future concerns can be anticipated. 
 
This version of Design Foresight was fed qualitative research into social behaviour 
around fabric cleaning and attitudes to cleanliness. In this case the data was 
concurrent and not linear, but added to the visionary process. Possible 
technological or biological solutions, such as Ultrasound or the use of hydroponic 
plants, are used as explanatory devices for the shaping of the future, a future which 
is not necessarily correct” or even likely, but simply possible. The desirability or 
attractiveness of the future visions can be evaluated, which will then possibly effect 
and influence the direction of future technology development and business strategy, 
with potentially lessened investment risk. 
 
In terms of the process model, design activity seems to be leading to Foresight, a 
collective embodiment of a possible future which can influence subsequent policy. 
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Whirlpool Project F Strategic Impact  
 

 
In summary Project F represents a vision of the future built on a creative 
exploration. This future creates a dialogue with our more emotional reactions and 
as a result, helps us understand the social and cultural context that technology 
developments take place in. This context can be a driver of innovation and 
technological development in its own right, as examples in telecoms have shown. 
Where technology allows new behaviour, such as in text messaging, growth can 
very rapid. This emerging behaviour, in both a positive or negative sense, as can be 
seen in negative  emotional reactions to other technological developments such as 
genetically modified foods or attitudes to animal testing of human drugs, cab 
severely impair or enhance that rate of acceptance in society or even arrest 
continued progress. The Design Foresight process of Project F has the potential to 
experience prototype new technologies within the context of everyday activity. 
 
In relation to Foresight activities Project F replaces Foresight as a stand alone 
process.  
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Project F Foresight and Design interplay  
 

 
 
 
Decathlon Imagineering 
The fourth case study example explores an identified process within this 
commercial manufacturer which is used to identify innovation and future product 
development direction. The process is future focussed in that it looks to create new 
forms that do not exist at the present, in order to gain competitive advantage. 
  
In that it is future focused, it would be obvious to expect a link to Foresight. 
However, the case study shows that conventional Foresight process dos not take 
place within this model. Future opportunities are discovered or generated by 
scenarios that are built in the present tense. Furthermore these scenarios are not 
built with actual consumer research or data, but on probable or possible people who 
are modelled by the participating designers when they come to consider future 
possibilities. 
 
The mere act of creating stories around real or identifiable people provides the 
Imagineering process with a context that can lead to great innovation. In 
understanding real and latent needs, requirements and desires of modelled people, 
a creative process can take place and real visions can be created. Once these 
visions are generated, they can be evaluated and decisions taken as to their 
potential and risk of investment.  
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Here, the expert panel or technical or social data is not required. What is vital is 
collective creativity and teamwork that enforces the strength or identifies 
weaknesses in ideas. In this sort of creative process, what can at first seem to be a 
negative can generate new ideas in response that create innovations of their own. 
 
The similarities to Foresight are that these future models influence the strategy of 
the company and provide a mechanism for making long term decisions. They are 
wholly concerned with emotional and social activity and are therefore non 
dependant on technological development. In creating new models of health activity, 
they may in fact become the drivers of new behaviour, where they combine 
personal advantage with desirability, an essential part of commercial endeavour. 
 
Decathlon Imagineering Process 

 
 
It could be argued therefore that there is no relationship between Foresight and 
Design in this model of future focussed design activity, or, as with Whirlpool, the 
activity is integrated and is therefore Design Foresight. The activity influences 
internal policy and aligns with the business strategy for innovation but does not 
result in a strategic vision as it is more concerned with tactical outcomes.  
 
Imagineering does however have many important components that relate to 
Foresight. It is very collaborative and team based and is built on soft values and 
latent knowledge to identify future opportunity. Visualisation is again the key, 
though the Decathlon process deliberately removes the styling or any aspect within 
the visualisation that might interfere with the consideration of the abstract concept. 
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This is an important point and allows pragmatic and fair comparison between 
alternative future scenarios in a style otherwise achieved in a Foresight report, 
devoid as that is of a figurative vision that an audience can interact with.  
 
Imagineering Foresight and Design interplay  
 

 
 
Despite the future focus of the Decathlon process, it is most concerned with tactical 
new product development and offers insight from a creative process that is of 
benefit to Foresight.  

The contribution of Foresight thinking to Design. 

The research we have carried out shows that successful design, as a future 
concerned process, depends on an ability to consider future possibilities. In those 
projects that are specifically concerned with a longer term future, beyond natural 
development cycle times, which effect and set longer term strategy or policy, then 
design has developed techniques which integrate information and creative 
envisioning  to provide the means to take long term decisions. 
 
It seems easy to conclude therefore that the formal activity of Foresight, where 
broad expert knowledge is bought together to challenge, strengthen or rearrange 
our assumptions of future scenarios which provide the foundations on which future 
plans can be built, will hugely strengthen design activity. 
 
Design takes place in the context of individual behaviour, cultural mores and the 
reality of physical materials, technology and systems. The components of the 
design process can be used to create a number of advantages to our ability to 
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create the future, but these processes can result in more effective visions and 
interventions depending on the quality of the information and the context they are 
formed around.  
 
We have seen in the case studies that Foresight has been constructed from within 
the project structure and framework, and Foresight can be the result of the creative 
visions. This seems to create an entirely different outcome to conventional results 
in that it exposes softer and les tangible aspects that can have a major effect on the 
rate of the social acceptance of new developments. 
 
To emphasis this point, there are already good examples of Foresight activity 
triggering corresponding design activity which results in policy impact and 
innovation. Foresight projects around ageing population and environmental 
sustainability have triggered design research activity and new design responses. 
 
Where Foresight combined socio economic data and statistical expertise to 
population ageing, the resulting knowledge has impacted hugely on organisations 
from health services to financial insurance and pension providers. The Foresight 
scenario has dramatically impacted on the tactical outputs of different types of 
designers. User interface designers of public transport information and signage, 
digital TV providers, and the product design of household domestic equipment have 
all been influenced and in turn influenced their organisations to modify design 
practices.  
 
In this type of example we begin to see the benefit not just on design of Foresight 
activity, but also the way that design can implement the strategic change as a  
result of new futures. Design is a strategic tool that marshals the tactical response 
that come from strategic intent and as such compliments and combines with 
Foresight. 
 
In fact, our perception of design as a tactical response within a set context can 
severely limit the ability to create new opportunities and actions as a result of 
Foresight. The research sows that design activity is capable of coordinating a great 
many aspects together to create the illusion of a real future. When this takes place 
in the context of a Foresight project, then design can create very tangible and 



Connections and opportunities between design and foresight 

 

    

page > 49 

believable scenarios that empower the Foresight participants to understand, and 
challenge further, their knowledge and resulting vision. 
 
There can be no doubt on the basis of this research that full Foresight activities 
would greatly enhance the power of design to address future problems and 
opportunities and feed the process of design in it’s ability to expand and then create 
planned action for the future. 

The contribution of Design to Foresight.  

In terms of their intended outcomes, design and Foresight have identical aims. Both 
create in the present an understanding of future needs and situations that will allow 
direction to be set and planned for, thus impacting on organisational strategy or 
influencing political policy. 
 
Both processes are dependant on the quality of their inputs and the synthesis of 
these inputs into future actions. They differ most greatly however in two major 
respects: the methods of syntheses, and their method of envisioning. 
 
In examining design future or Foresight activities, we have recorded the importance 
of the graphic visual envisionment as an outcome. In T5, and Whirlpool, the illusion 
of future reality is the main component in connecting real time current decision 
making with the requirements of the future that will only be met by the decisions of 
today. This situation is, of course, exactly the reason that Foresight activity takes 
place. Effective future planning depends on an ability to anticipate new and 
challenge existing ideas of how we plan for the future. 
 
The success of both Foresight and design activity is dependant on eventual 
implementation. Foresight effects implementation through policy influence by the 
strength of expert opinion and broad remit. Design achieves implementation by 
balancing and driving specification right up to the implementation process. Whereas 
Foresight offers to influence strategy and policy, but is disconnected from actual 
implementation, design is an integral part of final implementation. Successful 
design implementation can, however, be severely hampered by lack of strategic 
consideration that limits tactical options or necessary investment.  
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Our research therefore leads us to believe that just as there are many advantages 
to be gained in the design process from Foresight activities, the impact and 
strength of Foresight can be enhanced by design methods. Those aspects that the 
research has identified are as follows: 
 
Identification of human responses to functional situations.  
Drawing on current behaviour, observational research as carried out by designers 
can provide an additional input into initial knowledge and context of Foresight 
projects. This especially true in areas of scientific and technological advances that 
may interfere with social mores or behaviours. Recent examples include health 
scares on mobile phones, genetically modified foods and vaccination programmes. 
 
Creative Visions  
Creating many visions provide Foresight activity with a number of contexts to 
explore projected Foresight outcomes. This allows deeper analysis and discussion, 
assisting Foresight actors in there ability to share and build together convincing 
scenarios. 
 
Policy Influencing 
Foresight outputs are documents. The power of their vision and wisdom may be 
easily uncovered when read but there power remains locked into the document. 
Design visualisation will enable rapid understanding of the content, and more 
importantly, increased impact of the Foresight findings. This will clearly enrich the 
ability to influence strategy and policy. 
 
Public Debate 
The impact of visual modelling in science fiction literature and films shows the 
potential impact of future scenarios on society. The US readily identifies the power 
of imagery to anticipate and influence public acceptance of new ideas and future 
concepts. The public relations nature of the Whirlpool project enforces the 
commercial belief in the power of design to communicate effectively with the public.  
 
This aspect of design has the potential to connect Foresight outputs directly to 
policy makers, society and businesses. 
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Response Prototyping 
As part of the Foresight process, but more effectively to gauge response to and 
awareness of policy decisions, design provides a high profile but risk free dialogue 
with society policy makers. Risk management of decisions around future scenarios 
becomes easier and Foresight activity can be more readily embraced in normal 
decision processes. 
 
In summary, Foresight as a stand alone activity undertaken by government 
departments in member nations of the EU, and business concerned with managing 
their future direction, is a vital and increasingly integrated activity. 
 
This report shows that design activities require Foresight activity to provide the 
context and parameters in which products, services and systems can be created. 
Moreover, key components used by designers to facilitate the development of these 
systems have the power to hugely enhance our ability to incorporate Foresight into 
decision making processes. In many ways, design and Foresight are two naturally 
integrated activities that are artificially separated. This separation reduces both 
processes effectiveness. In constructing the future design and Foresight need to be 
combined to ensure that we successfully anticipate and exploit future possibilities 
for social and economic gain. 

Where next? 

As part of the dissemination of the DFFN Project the outputs and summary findings 
will be sent to both the Foresight and design community in member states of the 
EU. In order to establish how collaborations between design and Foresight can be 
taken forward, it is vital that real engagement between the two communities takes 
place.  
 
Seminars will take place based on this project in France, Finland and the UK and it 
is planned that these will identify how a dialogue can be started. 
 
The project has formed a network from the design community from business, 
practitioners, academic institutions and national bodies. This network will, over the 
next few months, identify future research activities within the EU where design and 
Foresight methodologies can be developed.  
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Potential links to EC initiatives such as the Policy Lab and other research and 
Foresight projects will be identified. Future focused design activity will be linked 
into a number of key design conferences and publications, bringing Foresight 
thinking into design process. 
 
In connecting with national Foresight bodies, the network will identify current or 
future projects which it can be involved with. A number of presentations have 
already been made and project opportunities should be identified by the end of this 
project. 
 
The website contains more information for this project and will be maintained by the 
Design Council for the next 12 months.  
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Glossary of Design Methods Relevant to Foresight Activities 
Actors See ‘Users’ 

 
Backcasting (desired future—to—present/past) Is the creative process of 

identifying or anticipating a desired situation (including 
underlying needs and preferences) at a determined future 
point, and interpolating back from there to the present 
circumstance. Backcasting is the antonym of forecasting. 
 

Concept An abstract set of ideas or way of thinking about something 
that helps distinguish it from other elements; can be an 
object/subject, relationship, or process 
 

Concept Models* Diagrammatic representations of a solution’s main categories 
and features that seek to reconcile business needs with user 
needs and technical capabilities. 
 

Concept Testing* Research with target users to evaluate the conceptual 
framework of a solution and generate refinements of that 
solution. 
 

Conceptual Scheme A series of concepts connected together to form an integrated 
whole that specifies and clarifies the relationships between 
them; individually, each concept describes a unique  
object/subject, relationship or process; as a set, the concepts 
still retain common characteristics. 
 

Context Research* Review and gap analysis of existing user research, positioning 
the current experience within a relevant context. 
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Creativity Workshops Fully immersive, day-long sessions dedicated to 

brainstorming aimed at stimulating innovative ideas for the 
design of products/services/systems. Often these activities 
are supported by sketching ideas (on post-its, boards, 
etc.) in collaboration among interdisciplinary workgroups. 
 

Customers See ‘users’ 
 

Diaries See ‘Self-Observations’ 
 

Design See ‘Human-Centred Design’, ‘Participatory Design’, 
‘Strategic Design’ 
 

Ethnography Type of social science research that investigates the 
practices and life of a community, by becoming one of its 
members. It is based on learning about a context and the 
people living in it, by understanding their values, needs 
and vocabulary. It usually requires long periods of time 
playing this role and a faithful report of what is 
experienced or observed avoiding any interpretation or 
evaluation as far as possible. 

 
Within the field of interaction design, ethnography or video 
ethnography are methods used to capture human 
behaviour in the context of the person’s natural 
environment, as a means of gaining insights about user 
behaviour and unarticulated needs, in order to create 
innovative solutions. A more adequate terminology might 
be cultural, design or industrial ethnography. 

 
Experience Modelling* User research that describes the dimensions of a user 

experience, suggests how to support an existing user 
experience, and identifies how to transform and redefine 
this user experience. This may include observing users in 
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context, observing what people say and do to support the 
creation of useful models and frameworks that illuminate 
relevant aspects of experience and behaviour. 

 
Experience Models* A useful conceptual representation of a user experience; 

used as the foundation for opportunity generation and 
solution design. 

 
Focus Group Representative samples of a target group, usually involved 

in qualitative-quantitative research, with the aim of 
understanding behaviours, needs and preferences of a 
specific population relative to innovative products, 
services and systems that are under development. 
 

Forecasting (past/present—to—
future) 

The process of thinking about the future as an extension  
of the past and present.  In this sense, forecasting is an  
extrapolative process based on known data, facts, values  
and behaviour.   
 

Foresight The human capacity to think ahead and consider, model,  
create  
and respond to future eventualities and possibilities. 
 

Futures Scenario Shared motivational alternatives based on a hypothetical  
sequence of events constructed for the purpose of  
focusing attention on casual processes, relationships and  
decision points.  
 

Generative An activity that encourages or provokes ideas; including  
the ability to integrate new ideas with existing schemata,  
which serves as the foundation for effective adaptation to  
change. 
 

Human-Centred Design or User-Centred Design Putting People First.  
Human-centred design is based on the simple premise that  
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in order to create and deliver valuable and compelling  
solutions for people, businesses or governments,  
designers have to understand experience and apply that  
understanding to strategy and design. This approach  
guides the systematic and iterative development of  
desirable, usable, useful and sustainable solutions for  
Governments, businesses and their constituents. 
 

Iteration A term used to refer to the repetition of a cycle of   
processes with a view toward moving ever more closer to  
desired results.  In design, for example, the term is used  
to describe how the organization or designer can  
progressively refine concepts and components through  
research and feedback from various stakeholders. 
 

 
Laboratory Observations 

Qualitative or experimental studies used to analyse  
cognitive and behavioural responses of people in specific  
(recreated) situations. Usability laboratories usually apply  
techniques such as simulations, video observations or  
observation through mirror walls. 
 

Map See ‘Opportunity Map’ 
 

Market Research 
 

Quantitative studies often based on the use of  
questionnaire/interview techniques to uncover social  
phenomena and trends on a larger scale, providing results  
at a statistical level. 
 

Models See ‘Concept Models’, ‘Experience Models’, ‘Task Models’ 
 

Modelling See ‘Experience Modelling’ 
 

Observations See ‘Laboratory Observations’, ‘Self-Observations’ 
 

Opportunity Map* An experience-based analysis of gaps in the current  
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experience that reveal new business opportunities. 
 

Participatory Design A term used to describe various activities through which  
users provide input, ideas and feedback to researchers  
and designers to help shape the concept and design of  
new products and services. 
 

Participatory Design Activities Participatory design activities include concept  
testing, collaborative prototyping, card sorting and  
scenario testing - that aim to foster the evolution of  
concepts and the development of prototypes 
 

People See ‘Users’ 
 

Primary Research   Actual, unmediated field research dedicated to  
understanding users within their environments (home;  
work place; public, retail or entertainment environs).  
Research techniques include interviews, video  
ethnography and self-documentation by users etc. 
 

Process Flows* Visualised representations of the interactions between the  
user and product or service functions in the design  
solution. 
 

Research See ‘Context Research’, ‘Market Research’, ‘Primary  
Research’, ‘Secondary Research’ 
 

Prototype Testing* 
(low/medium fidelity) 
 

Testing interim solution designs with users in order to 
evaluate the usefulness and usability of the design. 
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Prototyping  1/ Development of 2D-3D physical objects implementing 

ideas about future products/services/systems that can 
help to understand their benefits, drawbacks or other 
issues related to their future use by consumers in the 
intended contexts. The observation of user interaction 
with behavioural prototypes allows the designer to gain 
insights on what works, what doesn’t and why, at an 
early stage of the design process. 
2/ The development of incomplete representations of a 
target system for testing purposes and as a way of 
understanding the difficulties of development and the 
scale of the problem.  Prototyping is an essential 
element of an iterative design approach, where designs 
are created, evaluated, and refined until the desired 
performance or usability is achieved.  

 
Reflexivity Is a coupled feedback feed-forward process in which 

reality helps shape the participants thinking and the 
participants thinking helps shape reality. 
 

Scenario Building A character-based story line describing the assumed  
practical context of use for a product or service. It helps to  
communicate the essence of the product/service idea  
within a defined and probable context of use. In focusing  
on the ‘what if’ question, scenario building helps to  
delineate desired or problematic outcomes. See also ‘User  
Scenarios’ 

 
Secondary Research A review of published articles, papers and other relevant 

documents useful to develop an informed point of view 
on the state-of-the-art within an area and to identify 
trends in the field. 
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Self-observations / Diaries Method used when it is difficult or impossible to directly 

access a certain place (like people’s homes) or access is 
too time consuming. It consists of asking people to 
provide self-observations about their activities in the form 
of log reports or diaries, for example. Although this 
method involves the subjectivity of the participants in the 
data collected, it can be valuable to get a glimpse of life 
through the eyes of the people that are being studied. 

 
Simulation Any process that projects future results based upon 

possible scenarios: involves an exploratory environment 
in which a learner can construct less-constrained 
solutions and try out ideas without having a fixed or 
determined path to knowledge. 
 

Strategic Design  Strategic design helps to manifest the company’s 
vision/image/goal of a marketplace to come, the 
position/placement of its products and services in relation 
to other competitors, and its answer to anticipated user 
needs. Strategic design is based on and shapes mid- to 
long-term business strategy and goals.  It concerns the 
whole product system, i.e. the integrated body of 
products, services and communication with which a 
company presents itself to the market and society, giving 
form to its strategy. 
 

Tacit knowledge Knowledge that is not easily expressed in words.  Tacit 
knowledge is highly personal, difficult to formalize, 
express and share with others.  Tacit knowledge has two 
dimensions or facets: cognitive models and technical 
skills. 
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Task Models* Description of how users think about and accomplish 

goals which serves as a foundation the concept, 
functionality and features of a product, service or website, 
etc.. 
 

Testing See ‘Concept Testing’, ‘Prototype Testing’, ‘Usability 
Testing’ 
 

Usability Usability is the extent to which users can access the 
functionality of a system with effectiveness, efficiency and 
satisfaction to achieve specific goals. 
 

Usability Testing* Testing final or near-to-final designs with users in order 
(medium/high fidelity)  to evaluate the usability (i.e. ease 
of use) of the solution. 
 

User A term chosen to refer to people involved during the 
 design, evaluation or actual usage of new products,  
services or technological systems.  Actors‚ customers, 
participants and people are other terms in common usage 
and reflect the design philosophy most relevant to the 
situation or process described. 
 

User-Centred Design See ‘Human-Centred Design’. 
 

User Scenarios Personalised, fictional stories with characters, events,  
products and environments; used to shape the design of  
concepts, test prototypes and validate the design of the  
solution. 
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User Segments* Representations of user groups that provide the basis for  

a strategic design that will meet user and business needs. 
 

Workshops See ‘Creativity Workshops’ 
 

 
Reference   
* Armstrong M., Burrell M., et al, (2001). User-centred Design at Sapient.  
Poster. New York: Sapient publication. 
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The work Package 3 objective is to identify examples of current design forecasting 
practices in different sectors and different areas of the EU.  The expected outputs 
are a report and a database of examples. 
 
The study was done using a questionnaire based survey. This report will summarize 
how this survey was conducted. It will then focus on the main findings regarding 
design approaches to future needs, present the specific contribution of some 
"outliers", and conclude with a discussion about the relevance of design thinking, 
method(s) and approach(es) to foresight in technology.  

Design Future Thinking Survey 
The premise of this project is that design methods provide tools that facilitate a 
decision making process. To establish the methodologies that exist within current 
design practice, examples of design activity that are particularly concerned with 
creating solutions for future scenarios across a wide spectrum of activities have 
been identified. 
 
Design future thinking is defined as design projects which consider future product, 
services, or environments that will happen in a timeframe ahead of that normally 
required for product development. This development time scale may vary 
significantly according to the technologies available. Products that require the 
development of specific tooling, such as an automobile, will take a few years to 
develop from concept to market. A large public space, such as an airport, may take 
up to a decade. Moreover, there are virtually no chances that a prototype might 
exist. Communication material, or a web site, will take much less, as they rely on 
existing devices, but they might be anticipatory in the visual language that they 
develop. Any act of design is a projection into the future based on understanding, 
expectations and interpretations.  
 
The scoping study was to capture as many examples of future design thinking and 
activity as possible, and demonstrate "how actual design processes are shaping the 
future of society". To achieve relevance and credibility the initial aim was to collect 
at least 100 examples, spread across Europe, and from the data identify clusters of 
similar methods, as well as existing networks and resource centres.  
At the initial project workshop in London (28-29 January) one of the central 
questions raised was the existence of specific "design methods" for long-term 
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projects. A set of criteria was developed and reviewed at a planning meeting (18 
March, Paris), and a questionnaire was derived. It was also clear that some design 
approaches that are less tied to future technology, but concentrate more on social 
change would have to be considered and included in the study.  
 
Examples of design future activity have been identified in two ways: 

> Partner identification of known centres of future orientated design activity, 
whether they are consultancies, companies, research centres, resource 
centres... 
> Sending of questionnaire to wider partner networks  

The Questionnaire 

The method of exploring the quantitative and qualitative use of design for future 
thinking has been developed through a questionnaire to be completed for each 
identified project activity.  
The questionnaire is split into two sections: 
 
Section 1  
Overall information on the participant including geographical location, sector, size 
of company and nature of design resource. Questions go on to identify the amount 
of design activity, the role of design and the number of projects that are focused on 
projects beyond the normal commercial development cycle. Answers are entered as 
ticks to prompted suggestions with occasional text entry. 
 
Section 2  
A text based response to a number of questions designed to identify in greater 
detail the design methods used in any individual project. These are divided in to 
three sections, covering the context, the process and the results and impact of the 
project. 
 
Overview of survey sample 
Each partner organisation was collecting known examples and sending out the 
questionnaire to its own national; design bodies and contacting organisations in 
countries not covered by the partner members. In addition BEDA, as a pan 
European organisation, has sent the questionnaire to each of their member 
organisation who were in charge of distributing it to their individual constituents. 
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Partner Countries Sent 

APCI France, Benelux, Germany 240 

APCI Design schools and other networks 200 

BEDA Europe 50 * 

DESIGN COUNCIL UK and Ireland 350 

Interaction Ivrea Southern Europe, Austria, Germany  20 ** 

UIAH Scandinavia 10 *** 

 
*  BEDA, as a membership body, has the potential to reach indirectly 20.000 respondents. 
**  Rather then "mass mailing" to a large number of potential respondents, IVREA has chosen,  

to send out the questionnaire to survey identified examples. 
***  UIAH hasn't sent many questionnaires, as most Scandinavian designers can be reached 

through BEDA's mailing. 
 

Because of the low level of responses mailings have been repeated sometimes (these extra figures 
are not included in the table above).  Most of the Reponses were filled in questionnaires, but some 
people have responded in other forms (letter, paper or publication, telephone interview...). The 
number of answers of such type is stated in brackets, and is not added to the other figure. 
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Country Total no. of 
responses 

Design 
consultancies 

Companies Academia 

Austria     

Belgium 3 3   

Denmark     

Finland     

France 17 [+2] 13 4 2 

Germany 1 [+1]   2 

Greece     

Ireland 1 1   

Italy 3 2  1 

Luxemburg     

Netherlands [1]   1 

Portugal     

Spain     

Sweden     

United Kingdom 9 7 2  

Slovakia 1 1   

Total 35 [+4] 27 6 6 

 
 
 
 
 
 
 
 
 
 

(Some responses were not returned in the form of filled questionnaires) 

 

In trying to understand why there were so few answers, people complained that the 
questionnaire was too long or that it didn't fit with their specificities. On the other 
hand, a few questionnaires are irrelevant, as obviously some consultancies 

Type of project No. of questionnaires 

Capital goods 5 

Mobile telecom 6 

Healthcare 1 

Consumer goods 13 

Public services 1 

Services 4 

Environment 3 
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considered that "designing" was in essence dealing with the future, and therefore 
that any project they had in mind was good enough for the study.  
 
In case another similar study was conducted, I would recommend (telephone) 
interviews. The discussions I could have with some of the respondents suggest that 
the words that describe design methods (e.g.: brainstorming, scenarios...) might 
cover seemingly different ways of doing things, in terms of scale, depth, impact and 
profile of the actors involved.  

  Analysis  

The small number of responses4 would make any statistical treatment irrelevant.  
This is why a qualitative approach has been used. Despite the diversity of projects 
in terms of scale, some global conclusions might be reached. Four main points will 
be covered : 

1. Are there specific fields in which design can, or can't operate? 
2. What are the origins of a project? 
3. Is there a specific time frame that would characterize a "future oriented 

project"; and in relation to this  
4. Are there specific design methods for such projects? 

Are there areas in which design can/can't be used as a forecasting tool? 

As indicated above, and as the list of identified examples shows, design 
approaches are applicable in many fields, either material or "immaterial". 
As most consultancies responses documented an actual project done for some 
customer, there is a bias towards consumer goods. But projects managed by some 
large corporations offer better demonstrations of the value of design. Hitachi, 
Samsung, France Telecom, Alcatel, EDF, Thomson, Whirlpool or Philips are keen 
on running exploratory projects and tend to make them public, even though most of 
these "prototypes" are not intended for the market. Responses coming from those 
corporations are well summed up in this sentence: "Design produced were meant as 
concepts only. To clarify thinking and to act as discussion drivers to allow [the 
company] to define its future strategy" (27). France Telecom or EDF, who do not 
have any manufacturing facilities are involving design and designers to envision 

                                                           
4 For confidentiality reasons, all quotations are referring to the original questionnaires by 
numbers rather then names. 
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possible product and service developments. These companies might engage in 
extensive (and expensive) user testing, validate solutions and transfer knowledge to 
other partners. One might wonder about the business model that sustains such 
activities? Part of the answer can be found in the following sentence: it is a 
"management of technology represented in the form of intellectual property" 
(Ponthou,L. and Musso,P. : The France Telecom R&D creative studio,  Journal of 
the IBTE, 1,4, Oct.-Dec. 2000, p.37-44). 
The essential contribution of design, as seen by the managers of these groups, is 
less in the fact that designers would have some "crystal ball" that would allow them 
to predict the future, but rather that designers generate (many) responses from 
possibly little, and heterogeneous information input. Design ability to respond in a 
material form is generally seen as a way to "speed up the decision process" and to 
"identify critical gaps".  
 
But the unpredictability of design responses could also be a drawback. As one 
respondent stated about a large exploratory project that was halted : "Projects of 
this scale need a small design team..., an advisory team... and a CEO that is 
behind/in tune with the project but trust the team to deliver the best, given the 
context." (31). Some design consultancies might end up refraining their creative 
potential: "there is a difference between "fiction" and "future thinking". Fiction might 
bring in some new orientations, but this is not the primary aim, whereas "future 
thinking" answers to the question: "how could this product look like if...?"" (33)  This 
bias towards products seems to limit the contribution of designers to the design of 
services. It is one of the reasons why France Telecom involves also artists in its 
projects, and gives the justification, for some other major companies, to run 
projects in partnership with schools: "when running future oriented projects, ... 
trends and needs are interpreted through a global analysis of all the proposals of 
the students."(1) 
 
Beside services, some important fields remain largely untouched by designers, such 
as education, local and regional planning, management of resources, etc. There is 
evidence that they are not out of reach, but probably the (economical) connections 
are not well established. Global changes in society require continuous adaptation, 
and the contextual awareness that design fosters might prove useful.  One seminal 
example could be this "project [that] has been going for 25 years, and will 
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continue". Its justification is to respond to change in society: "there is a shift in 
medicine from ‘paternalistic’ (that is: the doctor and pharmacist prescribe and 
dispense medicines that are beneficial for patients, based on an examination) to a 
‘cooperative’ model (patients are part of their health-situation, and discuss 
opportunities and possibilities with doctors and pharmacists.) The shift is from 
'compliant' (= follow my rules accurately) to 'concordant' (= follow what we 
agreed.)." (35) I will come back to such projects at the end of this report. 

         What are the main starting points for design projects? 

 

To exploit a new technological innovation 10 
To enhance an existing 
product/service/deliverable 

10 

To create a new product/service/deliverable line 
in existing market 

6 

To increase competitiveness of 
company/product/service 

10 

To create a completely new marketplace 5 
To address changing consumer/customer 
needs/lifestyles 

10 

To address changing regulatory environment 9 
To address changes in society 5 
To anticipate future changes in regulations 6 
To anticipate future changes in consumer 
behaviour 

7 

To anticipate future changes in society in general 5 

 
One interesting point that paves the way for deeper investigation is the impact of 
the changes in regulations. As it is almost equally important as the changes in 
consumer needs, it suggests that the link between design and policy making could 
be studied and possibly re-invented in many ways. In fact, the connection between 
artefacts and regulations is behind the notion of "technological style" (Th.P. 
Hughes, The evolution of large technological systems, in W.E. Bijker, Th. P. 
Hughes, T. J. Pinch, The social construction of technological systems, MIT Press, 
1987, p.68-70). 
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If changes in regulations are sometimes anticipated by companies, this concerns 
goods that will be manufactured. What happens or could happen with existing 
objects is seldom considered. 
 
But, apart from the prescriptive impact of regulation, there is another indication that 
design might have an ability to respond with "empathy" to change in society. Some 
of the projects that "respond to a change in society" were fully initiated by designers 
and generated either businesses or alternative business models: the invention is 
both technical, but also social and economical. For example, the problem caused by 
landmines led a small consultancy to develop a protective shoe: the project was 
"self supported", and a small company set up just for the development of the 
project: "one can become a shareholder only if he/she contributes with his/her 
knowledge"(11). The main motivation behind the project was the conviction that the 
"contextual approach of design could be a positive contribution..." to a problem in 
which "technical responses are still missing" (11). 
 
Another example, strikingly similar, illustrates how an environmental issue, was 
approached by the designer in a pro-active way: "[the issue was] to leave aside the 
usual conservative approach to preservation [of marine reefs] and to develop 
means to repair the environment".  (6) Experts from different fields (biology, 
engineering, marketing) were called in from the beginning. In both cases, the 
designer describes his approach as a shift from what is perceived as a dominant 
paradigm (non-technical response, in the landmines related case, repairing rather 
then "freezing things" in the other). 
 
Other initiatives led by designers, demonstrate that small scale actions have an 
impact on the way populations gain confidence and take control of their 
environment. Nevertheless, these initiatives are still marginal, mainly because they 
don't fit into any clear economical model, and rely on "bits and pieces" of public 
funds. 

  Is there a unique "time scale" that characterizes a "future oriented project". 

There is no single answer. If, exceptionally, one project focuses on 2050, most 
projects are between 3 and 10 years ahead. In some cases, 3 years is the actual 
time span required to get the product ready to go on the market. As one respondent 
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stated, "in the mobile phone business, two years ahead is uncharted" (1): it is clear 
that the issue at stake is not the technology itself, which is well defined, but the 
expectations of the users.  
 
Some exploratory projects, such as Whirlpool's "Fabric care Futures", which is 
studied in this report, future appears to be a vague notion which allows alternative 
visions to take substance: one should rather use the word "possibilities". No one 
would expect the output of such workshop to be a washing machine similar in its 
aspect and function to those existing today. But, if one looked back at the 
symmetrical time span, a recollection of most of the domestic appliances 
manufactured since the 60's would show very little variation. 
 
Most of the examples collected would suggest that the relevant time is in fact a 
balance between many factors: the general evolution of techniques, the possible 
changes in uses or regulations, but also the gap between the technology currently 
used inside a company and the challenge of implementing a new one. "Future 
needs" are interpreted both outwardly (needs of customers in a general sense) and 
inwardly (the need for a company to survive): "we discovered early in the research 
phase that social change was the principal reason why the business was failing. 
People no longer bought lighters as gifts...". (14) 
 
In another example, a company was using the same technology for the past 35 
years. Through a design research aimed at solving a technical issue, they ended up 
changing their whole manufacturing process. 
 
Finally, it seems also important to consider again, in the context of future needs, 
"incremental change": somehow, this might be the specific way for design -or 
designers- to react to change in society. One respondent mentioned, for instance, 
that "tax forms [are] an annual project. However, some of the testing result of the 
current forms will influence the forms in 6-10 years from now"(35) 
 
Are there specific design methods for long-term projects? 
Here, the answer is clearly "no". Most respondents use the same tools for dealing 
with almost any project. There are no specific methods for forecasting, but rather an 
adaptation of the existing methods, with a higher emphasis on their qualitative 
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aspect. This raises four questions: are "design methods" perfect, are they "generic" 
enough, is the variable "time" not integrated in design, or are there no methods at 
all? The discussion is certainly beyond the scope of the study, and moreover the 
lack of detailed responses makes it difficult to answer to all the questions.  
But there is probably a need to develop new design methods, as one unique project 
demonstrates. Organized by the Politechnico di Milano, it was set in a very long 
term future (2050), to develop, using backcasting, specific design methods that 
would be applicable to near future (5 to 10 years) projects. 
 
What appears to be common to all projects can be grouped under three headings: 

a. engaging in some sort of participatory observation (first hand or  
through experts) 

 b. creating representations at an early stage, of all kind 
 c. setting up the conditions of some sort of dialogue  
Engaging in some sort of participatory observation (first hand or through experts), 
Design justifies its actions by giving a central role to the user. Approaching, 
understanding and surveying consumers/users desires and habits an essential 
activity. But these observations and the analysis that follows up differ from scientific 
methods. As indicated by one respondent: "when trained researchers observe 
people, they tend to look for repeated behaviour to identify insights. When 
designers observe, they gather insights in a more random way and imagine them in 
a future context" (31). Nevertheless, some inspiration is taken from ethnography, 
either by including ethnographers in the early phases of a project, or by doing 
simply more "real-life" and contextual observations: "ethnographic user research 
...permits project team to distinguish between what users say they do and what they 
really do in their everyday lives." (Linington, R., Real time, real lives, Arttu ##, p. 
28-31).  
 
"Scenarios" are a favoured tool to include the "future" user in the design of a 
product or service. Nevertheless, it is very clear that behind the word itself, 
approaches may vastly vary. One consultancy favours a method called "Imagining", 
in which the group "focuses on the week in someone's life". Many will develop 
"user-centred scenarios", which might be a narrative representing the use of the 
future product, based on fictitious characters. But the same label might describe an 
approach in which a group of potential users is confronted to models or prototypes 
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of the future product. The notion of "Co-design", which seems to imply a longer 
commitment of users to the development of products, under the supervision of a 
design team, is also emerging. It is very difficult to assess the commonalities, 
potentials and drawbacks of all these methods in detail without doing an 
"observation" of the whole process. One might retain that the contextualization of 
the use of a product is a current trend, it seems clear that the individual 
user/consumer is generally at the centre of the observation, and that broader 
social/collective aspects (such as those analysed by M. de Certeau) are not yet 
used by designers : "There are plenty of instances in which collective 
representations are arrived at only by examining specific social groups that are in 
conflict with other groups" (B. Byrne, ethnographer, personal communication) 
 
But this lack of strict criteria’s is in fact more and more regarded by managers as 
being a core value of design. One respondent stated: "We depend on the intuitive 
and non Cartesian side of design thinking to gain insight"(01). A trend seems to be 
to put designers to work in their own way, and "later confront their proposals to the 
marketing studies. “If it resonates, then it is interesting" (01). The production of 
such heuristics (very many "quick and dirty proposals") is the reason why some 
companies establish partnerships with design schools. To sum it up: designers are 
not expected to deliver a "true vision", but to offer tangible propositions of possible 
futures. Beyond any rationale, the so-called "wow" factor (the seduction of the 
proposal) is sometimes the most important decision factor. A seminal example, 
extensively documented in this report, is Decathlon's "Imaginew" workshops which 
iteratively generate many proposals filtered through a step by step process. As the 
study concludes, "there is no hypothesis about the future as it is the case in 
traditional foresight method. Will present trends continue in the future? Will new 
target groups or new sport domains appear in the future? Designers do not question 
supplied information. They take it for granted. They do not discuss the likelihood of 
possible scenarios".  

   Creating representations at an early stage, of all kind 
For this to happen, various representations, including sketching, modelling and 
prototyping are seen as absolutely necessary, mixed together if needed: "Concepts 
[were] shown as sketches, data, scale model and a verbal presentation" (31). It is 
because a chunk of possibilities is made concrete that a committed team of people 
can make the project happen. This iterative approach to the result is described by 
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one respondent : "[the project was developed] from "quick and dirty" solutions 
towards more elaborate solutions, guided and controlled by the scenario process 
and by permanent negotiation of all participants."(18). Or, as stated in an even 
bolder manner : [when developing a new product, we run an] "iterative process : I 
make it, evaluate it, modify it" (15). 
 
Getting as many people to understand, at least partly, a project, is seen as a 
necessity : "we opened the research to everybody and integrated the remarks.  We 
communicated our ideas through the creation of a hyper realistic but fictitious 
shopping site"(15). This effort has also been made by France Telecom, who has a 
full scale stage of a Paris Street, as well as some flats where users are confronted 
by the most realistic simulations possible. The same approach has been developed 
by EDF design lab, which constantly monitors an office space with 20 users: this 
has led, in collaboration with external partners, to the development of new 
interactive systems. 
 
It could well be because these (re)presentations rely 1/on a shared visual language 
(designers sketches are based on conventional perspective and cartoon like figures 
and narratives) 2/on the possibility to project a physical relation with a full scale 
prototype, that the diversity of persons that will be involved in the project can build 
a common ground.  
 
As a possible drawback, it seems important to reflect on the fact that designers are 
seldom those who will give the "green light". In one project, connected to the 
"Tunnel du Mont-Blanc" disaster: "Designers proposed visions which would have 
avoided being confronted to similar problems. The techno-centred vision of the 
decision makers led them to choose technical solutions that do not solve the global 
problem of environmental pollution".(34) 

   Setting up the conditions of some sort of dialogue  
It is probably also because "design methods" are rather simple, varied and 
adaptative that many people can be easily included in various phases of the project. 
A few respondents outlined that everybody in the office participates in projects, 
designers as well as administrative people. One of these respondents declares, 
about the research phase : "if at all possible, we get our clients doing it with 
us"(31). 
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Design is open to debate, even at the earliest stages, and team-work can be truly 
interdisciplinary. One project had "designers [working] in team with: 
researchers/technical experts, semioticians, a design school, a CAD drafter, sub 
contractors... An artist was called in for one specific aspect." (13).  
 
Design concepts create a constructive approach to future and stimulate dialogue : 
"the project has helped people to get the business back to thinking outwardly –
rather then just inwardly"(31). Or, as outlined by one respondent: [we were brought 
in] "because there was an urgent need to renew the products, but also to shake the 
whole R&D department"(16). Getting people committed was one of the main 
motivation behind the use of design in the management of the development team of 
Heathrow Terminal 5 (see attached case study in this report). This stimulation is 
possibly the most important value of design projects, even when they get shelved. 
One of such projects main result was described in these words : "I think we 
managed to educate engineers about User Centred Design. Simple techniques like 
video clips and site visits showed them that the technical issues they concentrated 
on were often less important to users. We also showed them that simple non-
technical solutions are often very effective" (26). 
 
By allowing heterogeneous groups of actors to envision, build, and communicate a 
shared understanding of the future, design fosters adaptative and pro-active 
approaches to change in society. 

   Designing in a flow: incremental change 

"Most of the projects that I am involved in take several years. It is necessary to 
continuously benchmark and test artefacts and use these findings to improve 
design. This requires a longer-term vision than a single ‘project-deadline’. It is 
essential that there is a long-term commitment to continuously improve." (35) 
 
To allow some projects to happen, some designers have developed alternative to 
the usual client-consultancy business model. This form of long-term commitment 
seems to be an effective way to deal with continuous change, such as changes in 
the values, the structure and the culture of a society. Whether they wish to deal 
with healthcare, poverty, social violence, and consider "users" that cannot become 
consumers, either because there is nothing to buy, or because their income 
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wouldn't allow them to do so, designers investigate alternative possibilities. For 
instance, one graphic design consultancy runs, in parallel to commercial projects, 
some social ones: "Our most comprehensive projects have focused on the 
revitalization of small cities or towns that are critical to the survival of food 
production in the United States. The projects removed third generation Midwestern 
farmers from welfare rolls and evolved them into citizens who could support a 
school system, a bank and several stores within their community. The local 
organizers are now able to build factories, link with major corporations for services, 
have individual purchasing power and be forces in self-determination of local 
government. The projects spanned four states "(F. Crane, private communication). 
 
If such projects remain marginal, it is mostly because they rely on complex funding 
patterns. Nevertheless, they might well be prototypes of future design 
developments, or at least highlight the potential contribution of design to an 
inclusive society. 
 
As stated by Peter Butenschon, ICSID President, in his opening speech at the 
Common Ground International Conference (5-7 Sept. 2002, Brunel University) : "In 
these issues, we are dealing with users who are not buyers, we are dealing with 
intermediaries in the shape of governments and international and local 
organizations, with communities on the spot, and we are dealing with a cultural 
context that is more demanding and sensitive than anything we ever face as we 
work with brand builders and marketing analysts. We are dealing with raw humanity, 
bare need, a context which may be impolite, ungrateful, un-cool, not dealt with at 
polished negotiating tables. 
 
 ....If these are difficult design issues to handle for the commercial world, it is also 
difficult for the community of designers, and their organizations. ICSID does not 
have its membership located out there, in or near the urban slums of this world. 
This is not where we find our network. To be effective there, we need to build co-
operation with international aid organizations, with UN bodies and with 
governments, more than with advertising agents and fashion trend experts." 

Conclusion 

The questionnaires have validated and sharpened the intuitions that motivated the 
original project.  
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At its best, the tangible output of design, including all its "seduction" allows the 
diversity of those who might be in contact with it, whether they will be users, 
workers, distributors, to sense the value of an innovation, discuss it, possibly co-
design it and to turn from a passive role into agents. The importance of this 
"common ground" echoes some key concepts from the sociology of technology and 
innovation, such as the notion of "technological frame" developed by W. Bijker or 
that of actors as used by M. Callon.   On the other hand, design is an activity that is 
predominantly serving the current business model. Companies might have limited 
interests in users, environmental and social issues; and design "theory" has still 
little to offer to challenge these limits. 
 
In respect to decision making the design approach seems to differ from the 
foresight process. Whereas foresight tries to gather as much input as possible and 
weight the different variables, and then models their interaction to develop some 
scenarios (teleological approach), designers seem to offer (many) solutions without 
much evaluation. It is the dialogue that takes place later that will discuss the 
validity of these proposals. 
 
Nevertheless, design futures and foresight seem to pull each end of the same string 
which is the interrelation of technology and society. 

  List of examples 

In order to search for future thinking activity, a database of a 108 examples has 
been populated and is available on line on the DFFN website. (www.dffn.org) 
 
The following categories of design projects being generated by different groups of 
people, have been created, and examples identified by the scoping study have been 
included:  
 

 Designers and design consultancies  
 Corporate design teams 
 Academics 
 Research environments 
 Urban planning work 
 Foresight projects 

www.dffn.org
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Introduction 

Terminal 5 (T5) is the biggest planning project ever undertaken by BAA Plc, both in 
terms of physical size and financial investment. The overall site is equivalent to 22 
football pitches and the development budget is nearing £3 billion. The new terminal 
will supplement Heathrow’s four existing passenger terminals, improving the 
airport’s ability to utilise existing capacity and accommodate the world’s most 
advanced aircraft as well as providing a new facility to serve 30 million domestic 
and international passengers per year. After at least 13 years of planning and the 
UK’s longest public inquiry, of almost four years, construction is now underway. The 
first phase of the terminal will be operational in 2008. 
 
‘….the biggest challenge for all of us concerned with this exciting project is to 
consider these key factors in a truly open-minded manor, to ensure that T5 remains 
both a relevant and refreshing experience for travellers for decades beyond its 
launch. To achieve this we must employ not only our intellectual capacity, our 
logical reasoned thought, but also our imaginations.’                   
 
Eryl Smith, Managing Director T5 
 
Figure 1 CAD Visualisation of Terminal 5 
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The planning of T 5 presented significant challenges for both design and foresight. 
For example: 
 

• Designing a terminal that would continue to meet its purpose for at least 25 
years.  How can changes in climate, lifestyle, technology and regulations be 
anticipated and accommodated? 

• Ensuring that teams from different disciplines and companies involved in the 
project have shared goals and a collective vision that enables them to respond 
creatively to changing requirements. 

• Managing the needs of over 50 stakeholders, including government, local 
communities, regulatory bodies and public interest groups, making sure that 
their requirements are represented and satisfied in order to get approval for 
the project. 

 
The case study describes the role of design in the ‘front end’ of the development 
process, before the drawing begins, this is the strategic phase of the process where 
the overall direction of the project is formulated and the brief is defined. 
 
Focusing on this early part of the process, the case study describes the importance 
of design leadership in order create a strategic vision, set a creative direction and 
create a framework in which to interpret and use Foresight information.  
 
The challenges of the T5 project were not just technical but also cultural.  Managing 
over 50 stakeholders with different needs in the project as well as creating a shared 
vision and cooperative culture for both companies, made the project even more 
complex.  
 
First, the case study briefly charts the history of the project, and then it examines in 
turn the milestones over the last seven years of planning, that relate to design and 
foresight.  Finally, we consider how design tools and techniques used in design 
leadership may be relevant to foresight activities. 
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Background 

BAA Plc, formally British Airports Authority, employs over 11000 people through 
international operations. It owns and operates seven airports in the United Kingdom 
and also has management contracts or stakes in 12 airports outside of the UK. In 
total BAA serve around 200 million passengers worldwide, including over 120 
million in the UK.  

 
The original proposal for building a fifth terminal at Heathrow was put forward in the 
early eighties when it became evident that steady growth of air traffic, amounting to 
a 60% increase in passengers per year, indicated that soon Heathrow would no 
longer have sufficient capacity to deal with the volume of people, nor the 
sophistication of design and technology to be efficient.  
 
By 1989 BAA Plc  and BA had agreed to a joint venture to build Terminal 5, what 
would be the UK’s largest terminal, then unaware that construction would not start 
for another 13 years. Figure 2 shows the last 13 year of development and also the 
expected horizons for completion. 
 
Figure 2 Time line for the development of Terminal 5 

 

The project was launched with an architectural competition to which leading 
architects were invited to pitch for.  Architects, Richard Rogers Partnership won the 
competition with a distinctive building design, however the design would not be 
developed further until the project had been through the public inquiry process. 
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The UK Government requires that all major developments must be approved 
through a formal consultation process, where stakeholders have the opportunity to 
read through the proposal and comment on it if they wish to. Stakeholders range 
from government bodies to local community groups, each with different and often 
conflicting interests that must be resolved before approval can be given.  Finally 
after almost four years, the longest public enquiry in UK history, T 5 was given 
approval by the government.  
 
Construction has now started, 13 years after the original business case was put 
forward. The build is expected to take 5 years although the first phase of the 
development will open by 2008. 

 

Design and Development Process 

The context for the design process in the T 5 case is different from the other case 
studies included in the ‘Design for Future Needs’ study, it differs the following ways: 

 
 T5 involves the design of a building and infrastructure in addition to products and 

experiences 
 The expected lifespan of T5 will be around 50 years  
 The amount of financial investment required for T5 was significantly larger  
 The complexity and therefore risk of the T5 development was far greater 

 
Beyond the construction of the terminal itself, further investment is required in order 
to develop transport links with Heathrow Airport. As well as plans to provide a bus 
and coach station at terminal 5, plans are being made to link the terminal to a 
widened M25, extend the underground Piccadilly line and develop six multi-storey 
car parks. 
 
As a consequence of the project’s scale and complexity, accurate and realistic 
interpretation of Foresight was critical in order to design a terminal which would 
stand the test of time; advances in technology, changes in politics, demographic 
and climate changes and also shifts in lifestyle. 
 
Raymond Turner officially joined the T5 team in 1997 as Design Director. Having 
previously worked for BAA as Group Design Director with responsibility for several  
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projects including the Heathrow express, he was well placed to review progress and 
re-assess the overall design proposal against the strategic objectives.  
 
Before Raymond Turner joined, the design strategy for the project took the form of 
a detailed technical specification document which was largely based on engineering 
constraints and the visualisation model from the architects.  
 
Raymond Turner worked within BAA principally to re-connect the design of the 
project with the company’s strategic objectives and ensure that the final solution 
had the right criteria for success.  Working with the design and engineering teams 
of both BAA Plc and BA, Raymond Turner worked with employees to re-evaluate 
existing plans and generate improved solutions which were more future focused and 
responsive to the needs of the user. 
 
A new design strategy was developed in order to refocus and energise the 
workforce, extend thinking horizons beyond standard airport practice and integrate 
activities and thinking across many teams.  ‘The world’s most refreshing 
interchange’ became the visioning statement for the T5 project, a phrase which 
embodied ambitious objectives, encouraged future-focused solutions and delivered 
the business objectives of both BAA Plc and BA.  T5 would aim to be an 
international benchmark for airports and set a future standard and ethos for BAA 
operations that would anticipate and evolve with future change and provide a user-
experience that exceeded expectations. 

2020 Vision: A view from the future 

Long term planning projects can be extremely vulnerable to external changes in 
technology, society and the economy and during the 13 years of planning T5, the 
context for design had already changed.  The design challenge was to understand 
the nature of these changes and the impact on the passenger experience, then 
respond with solutions that would be flexible enough to accommodate these 
changes.    
 
To highlight the implications of future change in the design process, a magazine 
report called 2020 Vision was compiled to examine the major issues, trends and 
changes that might affect the design of airports in years to come. The report drew 
upon previous work by Raymond Turner at BAA called ‘Airports of the future’ which 
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explored how an airport might function in 2020 and mapped out  the likely impact   
of change, given the information and opinions of experts in different fields. 
The distinctiveness of the 2020 report was in the way it translated foresight 
knowledge and made it accessible to project teams.  The report interpreted 
information on future change, offered future scenarios and presented challenges 
which shaped new constructs for the T 5 design brief.   
 
The document was a significant step in connecting up the macro issues with the 
strategic objectives and in explaining to those involved the importance of design in 
defining and optimising the ‘everyday airport experience’. The 2020 vision 
document triggered discussion and extended team thinking towards the future. 
These ideas were later taken forward by the teams into potential solutions. 
 
Figure 3 shows the 2020 magazine that was commissioned from the ‘Airports of the 
future work’. Figure 4 highlights some of the issues raised by the document and 
also a selection of inferred challenges for the design teams. 
 
Figure 3 2020 Vision Magazine 
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Figure 4 2020 Vision Document 

Issue Challenges for design 

Global  
Concerns 

What would it take to achieve containment of an airborne 
hazard? 
 

Technology What would hydrogen fuels mean for aviation? 
 
When everything is instantly locatable, how will this change 
airport processes? 
 

Lifestyle What is needed to cater for group travel?  Prevalent in Asia. 
 
If people want to travel light and switch planes at a moment’s 
notice, can we cope? 
 
What type of experience would tempt passengers with their 
heads in cyberspace to give you their attention? 
 
What sort of lifestyle brand would an airport be a part of? 
 

Personal 
security 

In a world of pervasive invisible security scanning what does 
airside mean? 
 
Who will own access to information about the passengers? 
 
What do concerns for personal security mean for the design of 
car parks? 
 
How can airports serve passengers who are confused and 
those in need of reassurance?  
 

Transport 
futures 

Are there any new transport models for surface access?  
Hybrid taxi-buses? 
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In a 24-hour world with few night flights how is the terminal 
utilised at night? 
 
What does it mean to have no queues anywhere? 
 
Could airports develop into ‘trunk’ interchanges with separate 
satellites for private cars and local transport? 
 

Climate change How will buildings, aprons and operations cope with flash 
floods? 
 
It it worth safeguarding for water recycling? 

Sharing the vision 

Whilst distributing the 2020 Vision report, workshops were held at a senior level 
and with key teams.  This helped to develop an understanding of the vision, get 
‘buy in’ amongst employees from both BAA and BA and encouraged them to think 
beyond what they knew or were comfortable with.    
 
Encouraging the project teams to believe in the new vision was a cultural challenge.  
In addition to unifying the two organisational cultures there were also 60 different 
suppliers involved in delivering design.  
 
The next step was to share the vision with the rest of the employees, to achieve this 
Raymond Turner created a presentation intended for a larger audience, to underpin 
the thinking behind the vision and demonstrate where it had already improved 
solutions.  
 
The presentation explained: 

• What that vision was 

• Why a vision was necessary in T5 

• What kind of culture was needed to help deliver this 
 

It was important to excite the workforce to ensure that they wanted to be part of 
creating and delivering the ‘most refreshing interchange.’ Raymond Turner coined 
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the phrase ‘motivating proposition’ to describe ways in which employees could be 
inspired and encouraged to deliver the vision.  This entailed showing examples to 
illustrate how and where this type of approach was used, for instance in improving 
the design of the roof structure. The re design maximised interior space, allowed 
flexibility for changes in the floor layout and also led to cost savings and aesthetic 
improvements.   
 
After the presentation, smaller workshops with 8-10 different teams were organised 
to sustain the team’s enthusiasm, this renewed their energy for the new programme 
and provided support to help them move beyond traditional ways of working.   
Raymond Turner commented on how the well the teams responded to the 
workshops and the challenge set, offering many suggestions and creative solutions 
once they felt they had a supportive and creative environment.  To support this, 
posters were also used internally to motivate the workforce to think differently and 
share the same vision.  (See figure 5)   
 
 
Figure 5 Internal poster campaign to encourage employees to think differently 
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Owning the vision 

Through participating in the workshops the design teams began to own the ‘vision’ 
proposed by Raymond Turner and started to redefine their work and expectations of 
themselves. 
 
In order to demonstrate this ‘new thinking’ into their design work, the teams needed 
to deepen their understanding of passenger behaviour.  Product teams were 
created to focus specifically on key passenger journeys e.g. inward, outward and 
connecting journeys.   
 
The product teams were smaller groups consisting of designers and engineers from 
different disciplines from both BAA and BA. Each team was responsible for 
investigating different aspects of the passenger journey through the terminal for 
instance, checking in, leaving, going through security.  Observational 
methodologies were used to follow passengers through other terminals in Heathrow 
and comparative reports were written on international airports.  One aspect of this 
research examined ‘way finding’ and explored the visual cues and zoning strategies 
that would make an airport easier to navigate and a more pleasant environment to 
be in.  Figure 6 shows an example of how the research from product teams was 
communicated visually and fed back to others.  Each block in the map represents 
one phase of the passenger experience that must be considered in the design 
process.  For instance, on arriving into the airport, how might the design of 
information, layout, signage and environment help provide the ‘world’s most 
refreshing experience’?  What information does the passenger need to know?  Want 
to know?  How easily is the information currently displayed?  How do passengers 
feel on arrival?  Apprehensive?  Excited? 
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Figure 6  The Customer Experience 

 
 
Each product team produced a final report which was shared amongst the relevant 
design teams and then fed into the design brief.  Product team thinking not only 
offered a richer insight into user behaviour and identified where to improve, but also 
challenged their assumptions of passengers, helped them to discover new emerging 
patterns of behaviour and helped them to analyse the likely impact of their designs 
on the users.   
 
From a design leadership perspective the outcomes of the product team programme 
were less about product and process improvements and more about finding 
sustainable ways to challenge and change the way employees think.  To give them 
the confidence to set more ambitious boundaries from which to design and create 
within and develop a more future focused yet realistic criteria for success. 

Implementing and protecting the vision 
Through the activities described previously, design leadership instigated a cultural 
shift in the way employees viewed the T5 project.  The new vision, future thinking 
and renewed focus on the user led to the design of T5 being seen as total 
experience as opposed to a technical structure.  Information and insight from the 
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2020 vision was actively being used to challenge the longevity and quality of ideas 
in terms of how they would meet the needs of users now and in the future 
 
Significant changes were made as a result of this new perspective for example, the 
number of check in desks was reduced in anticipation of ticket less travel, the 
baggage system underwent 18 months of refinement to efficiently handle the largest 
capacity of luggage in the world and a new way-finding strategy was introduced to 
aid navigation.  
 
To support this work and ensure that the design solutions generated had been 
rigorously reviewed before implementation, advisory panels of experts from different 
areas e.g. sustainability, product design, were used to maintain a critical 
perspective and create a dialogue to help develop the most effective solution.  
Every 2 months the design teams would review and present their work to the panels 
for feedback. This process reduced risk of failure, made the designers challenge 
and improve their ideas and also helped designers to make decisions more quickly 
and more effectively. 
 
In the design of T5, protecting the vision over time and ensuring the learning and 
insight gained through the research is actually used and not compromised became 
an important role for design leadership.  Two years ago work began on preparing 
the ‘Campus Design Guidelines’ which outlines ‘how to’ deliver the vision through a 
defined design strategy and summarises the outcomes of all the research.  These 
guidelines are an essential part of protecting the overall vision and preventing the 
unauthorised changes.  The role of design leadership was to structure and define 
this document, communicate how design specifications tie into delivering strategic 
objectives and outline the guidelines which would be referred to when producing 
and delivering the final physical design.   . 

Design and foresight 

The nature of the Terminal 5 case study illustrates the broader role of design 
beyond products or services.  T5 shows how design activity and in particular design 
leadership can be instrumental in redefining strategy, creating shared vision, 
changing behaviour and interpreting and using critical Foresight information in order 
to sustain commercial success in the long term. 
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Design and foresight are intrinsically linked.  Design is typically about making 
something that doesn’t already exist either to meet existing needs more effectively 
or meet new or emerging needs. Designers work within varying timeframes 
designing solutions with different life spans.   At one extreme where the longevity of 
the product is relatively short, design can be very reactive and fashion led, here the 
value of future thinking is less, however in the design of products and services with 
a longer lifespan for instance, cars or public transport systems, Foresight 
information is critical and needs to be integrated into the design process. As clients 
and companies take a more long term perspective in business planning, the value 
of Foresight information increases.  In T5, design helped to make this information 
visible, accessible and useable.    
 
Through the planning journey of T5, four key observations have been made to 
illustrate how design leadership and design activity have addressed this challenge;  

• Translating foresight information  

• Capturing foresight information  

• Communicating foresight information 

• Shaping and framing foresight information 
These will be examined in turn with respect to how they worked in practice in the T5 
project. 
 
(1) Translating foresight information  
 
Designers routinely gather and incorporate different types of Foresight information 
depending on what is being designed. Designers prioritise Foresight information 
based on three main criteria:  (i) the expected life span of the solution, (ii) the 
needs of the user during this time and (iii) the strategic objectives of the business. 
These three constructs provide the designer with a framework to find relevant 
information.  

Once this information has been identified, designers use it in order to inform the 
brief and explore a range of possible solutions.  A brief outlines the requirements of 
what is to be designed and is used to provide constructs and boundaries for the 
project in terms of target market, user benefits, as well as finance and deliverables.  
Designers consider the brief as a ‘problem solving’ activity and use visualising and 
intellectual skills to develop different solutions. During this early part of the design 
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process, known as ‘conceptual prototyping’, designers may have the opportunity to 
look further than the brief, challenge what is known and as a result often reveal 
unexpected and creative solutions. 

The non-linear process of design can add value to Foresight activity.  Instead of 
following a step by step process, designers make intellectual leaps between the 
intangible ‘what if?’ scenarios and the tangible or expected. Designers continually 
investigate and inform their decision making to optimise the final solution, this 
iterative way of working is critical in understanding changes in requirements and 
anticipating the future.   

The iterative nature of the design process encourages designers to constantly 
review and modify their ideas then translate and represent this visually to 
communicate these ideas.  This is a low cost strategy which can identify potential 
problems and risks very early on in the process before finances are committed. 

Designers prioritise and synthesise information to generate real user-focus 
solutions which connect ideas to the needs of the user and align to business 
objectives.  Evidence of this can be seen in T5. 

• Translation of the ‘airports of the future’ research into the 2020 document  

• Defining the criteria for success to incorporate user benefits, longevity and 
experience as well as business objectives.   

• Team workshops which explored future focused solutions and ideas that pushed 
boundaries of current thinking 

 
(2) Capturing foresight information 
 
Designers use a hybrid of tools to gain insights into future needs, some tools e.g. 
scenario building, ethnography techniques which are taken from other disciplines 
i.e. social sciences, which are then adapted or modified by designers, where as 
other tools are distinctive to design e.g. visualisation, prototyping, mood boards.  
Designers have a unique way of combining different types of tools and adding a 
visual dimension.  This not only aids communication but also offers invaluable 
insights into the future and an understanding into the drivers behind consumer 
adoption, adaptation and rejection. Examples of design approaches in T5 that 
combine tools in this way are evident in: 
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 Product Team research   
 ‘Way finding’ research 
 Customer experience map  

 
(3) Communicating foresight information  
 
One of the most accessible arguments for design’s role in foresight activity is the 
way in which designers use a visual language to express ideas and represent 
information from different sources. Visuals provide a common reference point and 
can be used to explain and simplify complicated concepts. 2D images and 3D 
models offer a more realistic way of exploring future scenarios provides a platform 
for stakeholders to comment on tangible outcomes rather than abstract concepts. 
These methods are also more likely to reveal the latent and unarticulated needs 
and concerns of users. Errors may be avoided by gathering stakeholder opinions as 
early as possible in the process. Images and models are invaluable communication 
tools, in the Terminal 5 case study visuals were critical to establishing and sharing 
the vision internally and in getting approval from stakeholders externally. 

 2D computer aided design drawings and models to visualise and ‘bring to 
life’ the possible solutions 

 Poster campaign to motivate staff and remind them of the overall vision   
 Campus design guidelines which helped to manage stakeholder 

requirements as well as provide an outline of the design strategy for internal 
use 
 

(4) Shaping and framing foresight information 
 
The design process can also generate unexpected insights into emerging trends 
and can help companies monitor reactions to change in ‘real time’.  This is 
particularly important when trying to understand the impact of events which cannot 
be predicted.  Design research is also particularly effective in identifying trends that 
emerge from the user and from the behaviour of early adopters.  Through the 
design process ideas are continually presented, tested and evaluated, this learning 
process helps designers to describe future needs and take into account small 
changes in users as well as the impact of socio-economic trends.  
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 Design provides early and continual testing of solutions which can challenge  
and improve the brief.    

 Design leadership was the trigger for re-visiting the Airports of the future 
research and creating the 2020 vision document which filtered and prioritised 
foresight information and made it visible to employees and critical to the 
project’s success.   

 A multidisciplinary approach in the form of the advisory panel ensured that 
during the design process experts were consulted and used to test and 
evaluate future scenarios and solutions.     

 Product teams engaged in researching specific passenger journeys were 
used to find latent user needs e.g. ‘quiet zones’ where the hard of hearing 
could go to listen to the announcements.   

 Setting of the ‘Campus Design Guidelines’ to protect and ensure that the 
vision is delivered and the learning is captured to feed to shape new 
standards. 

Conclusions 

T 5 illustrates how a design approach improved long term decision making and in 
turn created a vision that would accommodate the future, reduce risk, and helped 
BAA and BA to focus on the future, challenge their existing ways of working and set 
a new standard for the future. 
 
In this instance, a ‘design approach’ encompasses design skills, design 
methodologies, design management and design leadership.  In the development of 
Terminal 5 there are three distinctive levels of design which are critical to success. 
 

  Design Activity 
Where designers and design teams use practical skills and manipulation techniques 
to conceptualise, visualise, create and make products, services and environments 
or communicate ideas and messages. 
 

  Design Management 
Design Managers have a comprehensive understanding of the mechanics behind 
the design process and aim to deliver on deadlines and fulfil the brief efficiently. 
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  Design Leadership 
Design Leadership represents design at a strategic and board level.  Design 
leaders help to create an overall ‘vision’ to provide the context for design and also 
the constructs by which to measure success.  
 
T 5 presents a credible case for the value of a ’design approach’ in Foresight. The 
case illustrates the relationship between design and Foresight with respect to:   
 

  Translating foresight information 
How design was used to frame and translate foresight information through the 2020 
vision report and make it relevant and useable for project teams.  

  

 Capturing foresight information 
How design added an extra dimension to Foresight by offering new and adapted 
tools to capture foresight information, for instance design team workshops, product 
teams and user experience mapping. 
 

  Communicating foresight information 
How design helped explore and communicate potential solutions and open up a 
dialogue both internally to change the employees ways of working and externally to 
engage stakeholders and identify their requirements. 
 

  Shaping and framing foresight information 
How design deepened BAA and BA’s understanding of user needs and the impact of 
future change on the passenger experience. 
 
The next challenge is to explore how design and foresight approaches may be most 
usefully integrated to improve longer term planning decisions and inform policy 
makers.   
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1.  Project description 

1.1 Why Humantec? 

 
The Humantec project was chosen for in-depth case investigation because it 
illustrates the value and potential of design in futures foresight thinking and 
planning processes.   
 
In particular, the Humantec case reveals the distinct and complimentary role of 
design as a multi-disciplinary activity, as well as the use of design intensive 
instruments, in the identification, validation and assessment of consumer/user 
needs and preferences in what can be described as a visually-mediated futures 
learning environment. 
 
Finally, the project demonstrates how academic and research institutions in Europe, 
in conjunction with the EU, have the resources, capability, autonomy and interest to 
pull European industry into new fields, by feeding the ‘strategic conversation’ with 
the possibility of the new. 

1.2 Project summary 

 Humantec is a Europe-wide futures research project, the purpose of which is to 
help vitalize the small and medium–sized office furniture industry in Europe by 
providing them with a deep and varied reservoir of   ideas for new ways to confront 
the challenges and opportunities posed by changes in work practices and 
processes, as well as new developments in computer and communications  
technologies. 
 
More specifically the UIAH Humantec ‘reflexive-spaces’ project aimed at revealing 
how new information and communications technologies could be integrated into 
furniture and space systems in order to better enhance communication, 
collaboration, co-creativity and well-being in knowledge intensive work practices. 
 
The ‘Reflexive Spaces’ project was motivated by the premise that work is 
increasingly based on collaboratively taken “learning actions’ of analysing, 
modelling and experimenting. Therefore it is increasingly important for 
organizations to provide dynamic and reflexive work spaces, workspaces equipped 
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with rich instrumentation for collaborative problem-setting and solving, design and 
learning activity. 

1.3 Background 

Humantec is a EU-funded futures research project focusing on the design and 
humanization of technologies (ref., IST-2000-31046. RCN:58383. 
http://www.humantec.it). 
The Humantec project is part of the larger Information Society Technologies (IST) 
initiative, which is a key thematic priority of the European Union’s (EU) Fifth 
Framework Programme. 
Broadly speaking, the IST initiative intends to enable European workers and 
enterprises to increase their competitiveness in the global marketplace, whilst 
improving the quality of the individual’s working life, through the use of information 
society technologies. 

Humantec and ‘Reflexive Spaces’ Project 

 
The Humantec project commenced on the 1st of November 2001 and concludes on 
the 31st of March 2003, a duration of 18 Months. 
 
Fourteen (14) organizations from eight (8) countries in Europe including Italy, 
France, Spain, Germany, Austria, Poland, Turkey and Finland participated in the 
project. 
 
Coordinated by Centro Legno Arredo Cantu Srl (CLAC) in Italy, the project included 
experts, design centres, design and engineering universities, design promotion 
agencies, technology producers and furniture manufacturers from across Europe. 
 
The Humantec ‘Reflexive Spaces’ project was carried out at the Department of 
Product and Strategic Design at the University of Art and Design Helsinki UIAH.  It 
involved students, researchers, and academics from UIAH and its affiliated 
universities; key experts from relevant sectors; and representatives from furniture 
companies, industrial design and architecture offices, ICT firms, and research 
institutes.  The project included a series of domestic and international workshops, 
meetings, presentations, excursions, and seminars. 
 

http://www.humantec.it/
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1.4 Context (A): reflexive spaces 

The motivation behind the Humantec reflexive spaces project was emphasized in 
the key expert statements (see section 2.2): i.e. the relevance of creating furniture 
and space systems, which address and facilitate current and future work practices.  
Work today is typically undertaken in an interdisciplinary, project-oriented team; 
depending on the task, the team may be composed of economists, political 
scientists, psychologists, engineers, communications experts, sociologists, 
philosophers, and ethnologists. According to the Copenhagen Institute for Futures 
Studies (see http://www.cifs.dk), “if you are not spending 70% of your time in 
projects, you are living in the past.” 
 
Contemporary changes in work practices, specifically “knowledge work”, have 
resulted in a greater emphasis on: 

 co-creation and co-location, vs. co-routine 
 iterative and generative learning vs. pre-emptive and reactive learning 
 shared (en)visioning and empowerment vs. vision imposition and control  
 cross-disciplinary and cross-cultural teamwork vs. intra-functional and -cultural 

work. 
A facilitative working environment (spaces and systems) thereby demands high 
levels of co-configuration and reciprocal influence: i.e. reflexive spaces.  A reflexive 
space can be adapted to changing needs & circumstances, and can in turn “learn” 
and adapt itself to changing work patterns. 
 
What kinds of furniture and space systems can and should be designed in order to 
enhance and support creative teamwork?  How do we envision “reflexive spaces”? 
How can we help the furniture industry address such needs? 

1.5 Context (B): business strategy 

From the perspective of the organization, especially a small- or medium-sized 
enterprise, the risks of NPD (New Product Development) are enormous. Depending 
on the industry and business, the likelihood of a new product’s market success is 
rather low.  In fact, it is claimed that eighty to ninety percent of new products 
introduced onto the market fail to deliver the anticipated return on investment for 
the organizations that develop and commercialise them i.e. they fail as profitable 
businesses. 

http://www.cifs.dk)/
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Consumers and users typically need to discover, rather than know, what new 
products they need and prefer, especially as the speed of technology development 
and its potential to enhance life and work processes increases.  Revolutionary 
products and services are more likely to succeed in the marketplace if relevant 
stakeholders (potential customers, furniture retailers, architects) can explore and 
test them in advance, through, for example, visually mediated design scenarios.  It 
is no longer enough to design for users; organizations must increasingly learn to 
design with them. 
 
In such a multi-disciplinary decision-making and strategy-planning process, there is 
a need for interface between and among the various players: a common language 
that is not easily misconstrued, and conveys the most important details to all, 
independent of education or background.   
 
Particularly in the furniture and interiors sector, market successes will be 
increasingly future and technology-driven, as organizations come to terms with the 
impact of ICTs on work practices, processes and society.  While business investors 
and public policy makers attempt to secure a clear view of the pace and direction 
for change, the idea of the “new economy” has for the most part generated neither 
widespread understanding nor coherent action in the broad business and public 
policy arenas, and has remained the reserve of professional economists and 
theorists. 
 
How can business strategy and policy-making best cope with these economic and 
social transformations and outline future options?  What new products will future 
customers want?  What factors will determine their choice?  How can users and 
customers be integrated into the design process in order to more readily identify 
strengths and weaknesses, opportunities and threats?  How can an organization 
acquire, create, accumulate, share, and exploit the individual and collective 
knowledge, skills, imagination, and culture of its people, towards the creation and 
attainment of its business and organisational objectives? 
 
The faster you drive, the further your headlights must shine. 
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2. Methodology and process 

2.1 Summary 

The research methodology adopted in the Reflexive Spaces project involved the 
combination of abductive reasoning and collaborative learning in which a number of 
key experts in the fields of ‘knowledge management’, ‘learning organization’, ‘mass-
customisation and personalization’ were invited to present their views on the future 
of the workspace, or more specifically their views on cognitive, social and physical 
spaces conducive for affective ‘knowledge work’.  
 
Based on these expert statements, multi-disciplinary student teams (e.g. designers, 
engineers) followed a four stage process which incorporated the: 
 
 P1.  identification of key design-drivers 

P2.  creation and polarization of decision-focused scenarios 
P3.  conceptualisation and visual embodiment of ideas 
P4.  validation or modification of ideas via expert evaluations, interviews 

with potential users etc. 
 

The visually-mediated (dialogue-based) scenario-thinking and planning approach 
incorporated both forecasting (i.e. extrapolation) and backcasting (i.e. interpolation) 
methods in what can be described as a co-participatory or co-design process. 
Furniture company representatives, specialists, potential users, and other invited 
experts were asked to guide decision-making and prioritisation at the beginning and 
end of each successive phase. [For a detailed account of the qualitative method 
employed please refer to the appendices section.] 

2.2 Expert statements 

2.2 a  Name: Dr. Ilkka Tuomi  
Area of expertise: Working in Knowledge Society 
Key insights: 

Despite the massive investment in Computer and Communications Technologies 
since the mid 60s economists are unable to detect any positive correlation between 
higher investment in ICTs and greater productivity. 
Information systems are often developed with limited understanding of the 
characteristics of knowledge work. Effective use of new technologies requires 
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complimentary investment in human competencies and new work practices, which in 
turn requires new ways to organize space, time, and social relations, which 
necessitate new tools and new ways to use old tools. 
 
The coffee cup acts as a powerful social and cognitive tool in knowledge work in 
that it is an effective device: to 1) organize time and work rhythm; 2) to control 
mood; 3) to adjust level of alertness; 4) to meet people and exchange information; 
5) to build trust and social capital; 6) to signal availability for social contact; 7) to 
organize boundaries between public and private space; 8) to organize boundaries 
between informal and formal social encounters; 9) to signal celebration; 10) to 
signal membership of a community …  as well as to keep your hands warm 
(particularly during the cold Finnish winter). 
Tuomi, Ilkka (1999): Corporate Knowledge Theory and Practices of Intelligent 

Organisation. 

 
2.2b Name: Dr. Jaakko Virkkunen  
Area of expertise: Learning Organization 

Key insights: 

Human learning is socially and culturally mediated 
In Learning Organization new Information and Communications Technologies ICTs 
support the integration of specialized functions and activities.  In the ICT-based 
network economy value is increasingly created in sustained collaboration between 
several specialized organizations involved in continuous collaborative 
reconfiguration of the product. 
 
Contemporary organizational learning involves not only constant improvement by 
switching between production and problem-solving and experimenting with new 
solutions, but rather switching between productive activity and learning activity in 
an iterative and reflexive manner with the intent to create new forms of practice by 
learning and reflecting the culturally new through the culturally existing. 
Organizational learning takes place on the border zone between organizations and 
calls for new types of learning tools. 
Learning across boundaries … 
1) is needed for mastering an expanded, more complicated object; 2) takes place in 
connection with accomplishing a joint venture between established specialities with 
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established know-how and organization; 3) requires the creation of culturally new 
knowledge and skills, something which is not yet there; 4) requires use of existing 
knowledge in a new context in a new way; 5) involves a high degree of uncertainty 
and risk. 
Learning is increasingly based on collaboratively taken “learning actions’ of 
analyzing, modelling and experimenting … this demands for: New spaces equipped 
with rich instrumentation for collaborative problem solving, design and learning 
activity 
 
2.2c Name: Jarmo Suominen 

Area of expertise: Mass Customization and Personalization 

Key insights: 

It is increasingly important for organizations to provide dynamic and flexible 
workspaces for its people. 
This implies that organizations should provide both physical and virtual spaces e.g. 
environments, infrastructure, furniture, tools, services and systems, which support 
flexibility, as well as interfaces which make them all understandable. 
Based on these key expert statements, students could work deductively and / or 
according to intuition, as they saw fit and appropriate.  They were also thus 
equipped to define the key design drivers for the scenario-thinking process. 

2.3 Identification of key drivers 

In order to ensure a consistency of approach within and among diverse design–
drivers and scenarios, underlying ideas were directed and appraised according to 
the following strategic objectives, and then mapped on the strategic framework 
illustrated below. 
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Strategic framework 
 adaptive 

 
 
 
 
 
 

 
reflexive 
furniture & space 
systems 

 space            Y 
                   
 
 
 
dedicated 

    dedicated 
   furniture & 
       space  
      

 

     X    system 
independent      embedded  
(stand along)     (integral) 

 
Key strategic questions involved asking: 
strategic thrust — X 
What are the benefits of integrating or embedding new information and 
communications technologies, e.g. micro-sensors, actuators, filters, processors, 
into furniture and space-systems versus independent or stand-along furniture and 
space systems? 
 
strategic thrust — Y 
What are the benefits of adaptive furniture and space systems as opposed to or 
complimenting dedicated furniture and space systems? 
          
The learning process was as a matter of course iterative and generative in nature: 
i.e. learning typically involved a coupled feedback feed-forward process in which 
visual models shaped the participants’ thinking and the participants’ thinking helped 
shape the visual models in a reciprocal manner. 
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This process enabled designers and representative stakeholders to systematically 
inquire and reflect before external circumstances would force or compel rethinking. 

2.4 Scenario evaluation 

In order to maintain a high level of feasibility and practicality, to ensure the 
scenario technique acted as a facilitative tool, scenario evaluative techniques or 
questions were necessary. The research teams were asked to select and elaborate 
scenarios, which met the following criteria: 
 

 Is the scenario plausible? 
 Is the scenario internally consistent, with a logical relation between cause and 

effect?  
 Does it challenge conventional wisdom?  Is it novel or provocative? 
 Does it possess decision-making value?  Does it display clear strategic 

implications and structural consequences? 
 
[For more detail on the scenario evaluation techniques and questions employed, 
see the Appendices section a.] 

3.  Results and findings 

3.1 Scenario deliverables 

During the course of concept development, there seemed to have been little or no 
interest in the project by the furniture companies until ideas were conceptualised 
and embodied in some tangible form.  These propositions clearly stimulated interest 
in the project and provoked active and ongoing dialogue between the furniture 
companies and their respective stakeholders.    
 
On the other hand, it also became evident that furniture concepts that were less 
“complete” in terms of design solution appeared to be more interesting or attractive 
to the furniture companies than concepts, which were more resolved in terms of 
form solution, material or technologies employed.  This may be due to hesitations 
regarding intellectual property rights infringements if/when concepts were more 
complete.  
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Concepts and simulations therefore had to be carefully formulated, not to provide a 
template but a springboard. Moreover, the visually-mediated, more tangible 
proposal (as opposed to an abstract verbal one) was a clear motivational factor in 
inspiring action, participation, and eventual decision-making.    

3.2 The scenario process 

The key driver strategic framework illustrated in (section 2.3) allowed the students 
to propose a variety of concepts, from incremental developments imaginable in the 
current environment, to a leap-frog strategy that furniture companies could adopt in 
order to remain at the forefront, to differentiate their offering, and/or to outline 
possible migratory paths of products and services. 
 
The scenario process gave scope to a wide range of possible opportunities and 
risks, enablers and inhibitors, and costs and benefits.  Participants could direct, 
limit, and suggest according to their own area of expertise, and the nature of their 
“investment” (potential or real) in the project. 
The visually-mediated dialogue method encouraged, even forced, reciprocal 
feedback and participation, thereby stimulating an increased sense of engagement 
in and commitment to the process. 
 

Chance favours the prepared mind. (Louis Pasteur) 

4.  Conclusions 

4.1 The role of scenarios 

Strategists believe that to prepare for change, organizations must have a point of 
view about the future: they must have strategic intent, represented by a highly 
visible vision of the future. 
 
Scenarios can be usefully seen as explicit cultural models of risk and opportunity 
that a group of people choose to articulate (envision), assess, and act upon.  
 
They help reduce an organization’s vulnerability to surprises, expand its range of 
design options, and facilitate the forming of a more resilient, flexible strategy. 
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In other words, the final test of scenarios does not lie in their capacity to depict the 
future, but in their capacity to mobilize or motivate action and improve decision-
making. 

4.2 Participatory design processes 

Research undertaken by the Finland Futures Research Centre suggests that more 
participatory approaches are required in futures foresight focused on learning 
experience from the community, as opposed to from researchers alone.  Current 
scenario processes are unfortunately often extrapolations lacking in diversity, and 
are not participatory, but expert-based. 
 
Inclusion of others in the design and decision-making process not only provides 
valuable insight into needs and opportunities and any cost/benefit analysis, but also 
requires “investment” and is therefore a very powerful motivator.  Each actor, by 
virtue of being a co-participant, invests time, knowledge and skills.  Each 
participant knows and trusts the source of information provided, and understands 
the premise of action : its valuable to keep in mind that knowledge must be trusted 
in order to induce intellectual and emotional energy. 
 
By facilitating an ongoing and generative learning process, participation in 
scenario-building enhances the strategic conversation that supports effective 
growth and change.  Organizations will increasingly find their traditional methods 
fail to meet the requirements of a changing environment: with the help of 
participatory design, it is possible to turn a bureaucratic "routine organization" into 
a flexible "learning organization" which can change and adapt according to new 
possibilities and circumstances. 

4.3 Visualisation, simulation and prototyping 

The historian Alfred Crosby (1997) proposes that visualization is one of two 
processes responsible for the explosive development of all modern science (the 
other being measurement).  
 
Visualization, along with simulation and prototyping, is the process of making 
abstract product concepts easy to comprehend by synthesizing an array of 
attributes, characteristics, etc. and then representing them in ways people can see, 
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touch and feel, thereby capitalizing on some very strongly developed human 
abilities. 
 
Visualization helps product development teams and relevant stakeholders to obtain 
a detailed understanding of the actual product early in the development process, 
and helps the participants in the process focus on the values and needs to be 
satisfied, as well as the technology to be employed or developed.  Visualized 
scenarios are thus an excellent way of unearthing (identifying and verifying) those 
needs and values. 
 
Designers play a crucial role in enhancing innovation processes and practices by 
enabling and facilitating individual and collective insight and foresight in business 
planning processes via their distinct ability to synthesize, visualize, simulate, and 
prototype.  If we combine this with recent developments in computer and 
communications technologies, then we have the potential to revolutionize strategic-
thinking and planning processes, as well as market research and consumer-user 
testing efforts in participatory design processes. 

4.4 The benefits of backcasting 

Visualization, simulation, and prototyping are specific instances of backcasting: 
these processes encourage the team to think about the end result of the process, 
identifying future needs and core values, and interpolating back from there to ‘here’, 
the current situation.  The team can then develop appropriate design strategies and 
associated technologies to satisfy those needs and values. 
 
The starting point for the backcasting approach is thus the definition of a desired 
scenario at a determined point in the future.  This leads to the development of 
scenarios that connect our present status with the desired future point.  Too often, 
forecasting is used alone: forecasting, or extrapolating from the present/past 
towards the future, projects present trends.  It assumes that these are acceptable 
or fixed, and will never challenge an undesirable set of value judgements.  A 
simple, straight-line extrapolation from the past based on solely historical evidence 
cannot take into account large-scale changes in flux in the external environment.  
 
Backcasting is thus used to create a picture of the choices that must be made in the 
short- and medium-term in order to achieve long-term solutions which focus on the 
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value definition of a product or concept.  Because this breaks out of the current 
paradigm into thinking of alternatives, it widens the perspectives of policy and 
strategy, and encourages readiness for change. 

4.5 The tacit dimension 

Tacit knowledge is highly personal, difficult to formalize, express, and share.  It is 
often described as subjective knowledge as it is often composed as insight, 
intuition, and emotion.  Tacit knowledge has two dimensions or facets: cognitive 
(mental models and perceptions) and technical (skills and know-how). 
 
It is important to acknowledge the values to be gained from intuition, collective 
imagination, and co-creativity, as well as more formal modes of inquiry and 
analysis.  In short, inquiry drives intuition which in turn drives inquiry.  This forms 
the foundation of the design process that designers are specifically trained and 
educated to exploit. 
 
For designers, tacit knowledge plays a role equal to that of theory: designers must 
understand what their customers know, feel, and dream and must therefore be able 
to incorporate both cognitive and emotional aspects of experience into the design 
process.  Furthermore, through systematic analysis and insight into business 
conditions and development trends (explicit knowledge), designers can use their 
creativity and intuition (tacit knowledge) to conceptualise and visualize ‘future 
spaces’ in which new possibilities can be envisioned and realized. 
 
Utilising the synergy between the unique knowledge of the enterprise, expert 
knowledge, and designers’ abilities to visualize and elicit tacit knowledge (cultural, 
inherent, intuitive, traditional, etc.) is central to the process and its outcomes. 

4.6 The role of education and research 

One significant conclusion drawn from the Reflexive Spaces research project is the 
need for viable and usable research available to industry: facilitating access to 
futures foresight research and methods for which SME’s in the furniture industry 
rarely have sufficient resources and / or competence. 
 
Educational and research institutions have the resources, capability, autonomy and 
interest to construct and integrate both Policy Oriented Scenarios (POS) and 
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Design Oriented Scenarios (DOS), in order to better respond to socio-economic 
challenges, and improve quality of life.  They have access to a wide and varied 
knowledge base: the European-wide Humantec project involved more than 150 
students and educational experts, producing a sensory-rich and extremely varied 
collection of reliable, scenario-based, qualitative data. 
 
Moreover, as an interface between theoretical futures research and practical 
applications, the use of design thinking and design-oriented scenarios (DOS) 
inspires action, identifies real needs and real opportunities, and provides both the 
means and the impetus to create, as well as implement policy and strategy. 
 

The future is not something we travel to; it’s something we build.    
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Appendix (a)  

Critical factors in scenario-thinking and planning 

 
1    Identify and define key stakeholder groups 
— persons who are interested in or affected by the scenario(s 
 
2 Define underlying strategic interests of each stakeholder group 
 
3 Define and justify the scenario scope  
i.e. what to include and exclude 
— local vs. global; domestic vs. semi-professional 
 
4 Estimate the necessary time-frame for … 
anticipated product/market life to ensure adequate or expected return-on-
investment, incl., time for competence development, acquisition and application. 
time for…  
 

a) design, development and market release                          
b) product/service use life or life-cycle 
c) expected market life 
 

5   Identify critical factors which will influence or affect the future 
 — enablers and inhibitors: incl., political, economic, socio-cultural, technological 
and environmental factors 
 
6   Map critical factors which are pre-determined to happen 
 — high certainty, destined or inevitable to happen e.g. demographic change such 
as e.g. aging population and other strong invariance’s  
 
7   Map critical factors that are difficult-to-determine  
if/how/when they will happen  
— high uncertainty, difficulty in ascertaining their impact or effect due to inherent 
complexity 
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8   Embed these critical factors in a set of strategically focused questions  
— based on the above critical factors what would you like to know about the future 
in order to improve the quality of decision-making 
 
Discuss/clarify how these critical factors could impact various parts of the ‘value-
chain’— suppliers, manufacturing and logistics, marketing and communications, 
distribution and retail 
 
Conduct cross-impact analysis  
—  determine the combined impact of these critical factors including counter-trends 
i.e. consider inhibitors as well as enablers 
 
Outline a set of draft scenarios 
01.1) confirm or modify the scenario scope 
02.1) confirm or modify the necessary time-frame 
03.1) confirm or modify key stakeholder groups 
 
Select and elaborate scenarios which meet the following criteria:  
 
Are they …  
plausible — credible, believable 
  
internally consistent — logical                         
cause-effect relation 
structurally different — orthogonal dimension 
 
do they …  
 
challenge conventional wisdom — novel or provocative 
possess decision-making value — discernable implication and consequence 
 
Interpret scenarios for their strategic and operative implication i.e. define strategic 
intent 
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Appendix (b) 

Benefits of ‘visually mediated scenarios’ 

visually mediated scenarios … 
are engaging cultural models of risk and opportunity. 
 
enable more sensory-rich forms of futures research              
and futures conditioning (ref.: BAA Terminal 5 case — 2020 Vision). 
 
enhance participatory potential in that they … facilitate the fluidity of cross-
disciplinary (incl., cross-cultural) communication and collaboration (ref.: Whirlpool 
case). 
 
are stimulating devices for “designing WITH customers and users versus designing 
FOR customers and users” …  
they enhance processes of cultural infusion and diffusion. 
 
are powerful probing devices when attributes or characteristics cannot be 
disaggregated into independent or discrete elements; when the whole is greater 
than the sum of its individual parts. 
 
embrace the idiosyncratic, the subjective and the new. 
 
help mobilize tacit as well as explicit knowledge 
(ref.: Decathlon case — intuition as implicit hypothesis). 
 
vitalize distinct, yet complimentary differences in cognitive style, e.g. forecasting 
and backcasting approaches.  
 
facilitate iterative, generative, and collaborative learning. 
 
significantly enhance traditional forms of customer/user research. 
 
have the power and capability to revolutionize futures thinking. 
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Project F: a research project and design experiment 
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How does design synthesize solutions from research? 
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Design as a foresight tool 
References 
Appendix 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Case Study 3: Whirlpool "Project F"  

 

    
page > 121 

Creating Imaginable Futures: Using Design Strategy as a Foresight Tool 

 
Design is the conception and planning of the artificial, that broad domain of human 

made products which includes: material objects, visual and verbal communications, 

organised activities and services, and complex systems and environments for living, 

working, playing and learning.    

—Victor Margolin & Richard Buchanan (1995) 
 

Design predicts the future when it anticipates experience...  

—Augusto Morello (2000) 

Introduction: How is design relevant to planning for the future? 

 
Governments, corporations and institutions all need to plan for the future, but the 
difficulty of planning complex projects with long-term effects is well known. The 
further into the future we want to look, the harder it becomes. Decision-makers 
need all the strategic foresight tools available to help imagine possible futures more 
fully and evaluate them more completely. Data generation, risk/opportunity 
assessment and scenario building are all helpful, but they may not be enough. Even 
involving stakeholders may have only limited value if the responses they give are 
not gathered well. Complementary methods from the design fields could augment 
these activities and make them even more effective. 

 
In the past, information about how corporations used design was usually limited to 
inspiring stories about design’s role in creating better products. Policy-makers and 
the public generally thought of design as a creative work that companies use to 
make products and communications desirable, marketable and differentiated as 
brands. Even within corporations, many people still view design simply as 
‘packaging’ (putting an attractive skin on something), not as making a deeper 
contribution. 
 
Over the last two decades, however, design has proven to be much more: a 
discipline that offers a range of processes for dealing with complex subjects. 
Design research methods can uncover rich information about people’s behaviours 
and cultural patterns. As a synthesising discipline, design can help planners spot 
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and map opportunities. Design offers techniques for depicting future scenarios with 
the visual, the spatial and the experiential. In addition, strategic design can be used 
to get deeper levels of understanding and buy-in from various stakeholders. All 
these activities can greatly augment and improve the quality of foresight and 
planning.   
 
This case study of Whirlpool Europe’s recent foresight projects shows how a 
corporation has used strategic design as part of a multidisciplinary effort to shape 
its business policy for the next ten years. We highlight the approaches Whirlpool 
Europe used and outline how they could become useful tools not only for those 
setting strategy in corporations, but also for decision-makers in many different 
situations. 
 
Design methods (particularly strategic design, visualisation, prototyping, user 
experience assessment and feedback) can elicit tacit information that is invaluable 
to planning and yet difficult to gather any other way. Although these methods 
cannot predict the future, they can be used to gather better information about it. 
 
Our paper explores how design helps to create an imaginable future—one leading 
to a richer response from customers and citizens, and to more relevant information 
for decision-makers. Designers can build scenarios to embody and preview future 
possibilities that go beyond verbal descriptions or quantitative data. These design 
embodiments can then be used to elicit responses from different groups of 
stakeholders to inform decision-making. Foresight activities are not a closed activity 
or an action unto itself; they are a way of stimulating processes and dialogue. 

Project F: a research project and design experiment 

This case study focuses on Project F: fabric care futures, an advanced design 
research initiative by the Global Consumer Design (GCD) group of Whirlpool Europe 
(Cassinetta, Italy), led by design manager Richard Eisermann. Project F explored 
what the future of fabric care could be in the next ten years and how this might 
affect the manufacturing of major domestic appliances for Whirlpool, one of the 
leaders in that marketplace sector.  
 
In the past, household appliances were viewed as functional, but not very 
emotionally laden. Any improvements to the appliances were generally incremental: 
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simply the next engineering feature added to the traditional white box appliance, 
with little awareness of changes of attitude on the part of consumers. Project F 
revealed a great deal of information about the complexity of current domestic life, 
and uncovered attitudes about consumers’ images of self, home, family and friends, 
as well as design and product preferences. This information led not only to new 
products but also to a change in strategy and communication for the company. 
 
GCD Whirlpool Europe is responsible for strategy development, design research 
and the design of home appliances for the European market. The group strives for 
design excellence in products and services they develop. They combine their 
design expertise with a strong focus on meeting the company’s business objectives, 
and they also focus on people, with the goal of creating products that become 
central to people’s lives. In order to respond to rapidly changing and increasingly 
sophisticated consumer needs and desires, Whirlpool uses a combination of broad-
based traditional market research, trends analysis and, most importantly, local, in-
home observation and interviews with householders who use the products. 

Whirlpool’s shift to user-centred design 

Over the past few years, GCD Whirlpool Europe has changed its approach to 
foresight activities. It has shifted its emphasis from focusing on the design of 
products themselves to focusing more on the way consumers use them. In Project 
F, Whirlpool Europe employed a user-centred design approach5. Also known as 
human-centred design, this way of working is based on the premise that in order to 
create valuable and compelling solutions for particular groups of people (in this 
case, customers), designers must understand those people's needs and 
circumstances. This often necessitates research and also means that the research 
must usually be focused on the real contexts in which people use the product or 
service being designed.  
 
This is the second such design research project for Whirlpool Europe. (Two years 
before Project F, the Macrowave project had invited designers to envision how 
microwave technology could be used in products quite unlike those we see on the 
market today.) The company spent about nine months on the research, design 

                                                           
5 While some object to the term ‘user’, we have used it here because it is the most common 
term in the literature of human-centred design 



Case Study 3: Whirlpool "Project F"  

 

    
page > 124 

development, and prototyping for one of these projects, and another year to 
communicate them. 
 
Steps in a user-centred approach 
Understand people/users (qualitative and quantitative research, observation of 
users, experience modelling) 
Think outside the box (brainstorm, generate scenarios, think across disciplines, 
prototype quickly) 
Design with users (participatory design) 
Assess the user experience 
Feed evaluation into another loop of design and further evaluation 

Design research: quantitative and qualitative 

Qualitative design research doesn’t simply ask what consumers want; rather, it 
observes their preferences and actual usage. Most consumers, in fact, find it much 
easier to express their opinion about the perceived usefulness of a concept product 
when they can react to a tangible representation of it, not just to an abstract idea. 
 
Commissioned by the company to FutureConceptLab (Milan). For Project F, the 
Whirlpool Usability Group organised both a qualitative in-home study in three EU 
countries (Italy, France and the United Kingdom) and a study using focus groups. 
(The Usability Group includes a cultural anthropologist, a usability specialist and 2 
or 3 support staff.) In-home studies have the great advantage over focus-group 
studies that researchers not only hear how people present themselves doing tasks 
(how they think they perform it, their idealised mental model), but also observe 
people’s actual patterns and routines in a real context. The researchers observed 
people during their typical laundry activities, to help the company better understand 
users’ needs within the whole laundry process, and to possibly rethink the design of 
clothing care overall, not just customers’ interaction with washing machines.  

 
In addition, an external consultancy, FutureConceptLab (FCL), Milan, led by 
sociologist Francesco Morace, conducted a parallel quantitative survey about the 
concept of domesticity. Conducted with 2000 households in six European countries 
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(Italy, Spain, France, Germany, Poland and the UK), this research resulted in a 
study called ‘New Domesticity’6.  
 
The research methods used by designers are not unique to design. Quantitative 
research uses familiar survey and statistical methods. Qualitative research adapts a 
variety of techniques from the social sciences, particularly from anthropology and 
ethnography, to gain insight into the actual behaviour of the people being studied. 
 
When designers use research, however, their goal is different: they want to 
synthesise the findings into possible responses, be they products, services or 
systems. Even quantitative design research can require a high degree of initiative 
and interpretation. Dr. Morace of FCL describes design research as ‘a permanent 
proactive process’. To successfully read shifts in cultural trends, he says, one must 
go beyond the data by developing a more impressionistic understanding of each 
test group.  

Eliciting tacit knowledge and latent needs 

The Italian designer Augusto Morello distinguishes between analytic design, which 
is solving problems, and synthetic design, which is creating solutions in an ill-
defined problem space. Designing for future needs is often the latter. 
 
Frequently decision-makers do not have all the possible information about the 
conditions they are planning for. Often information is known to users, but not to 
planners. One of the goals of qualitative design research is to elicit this tacit 
knowledge and to reveal latent needs and desires. 

  
Researchers use various field research methods as cultural ‘probes’ to elicit 
unarticulated needs. They use observation techniques to reveal behaviours too 
common or ingrained for users themselves to notice or report. Techniques used by 
the GCD Whirlpool researchers included:  
 
Video ethnography; 
‘Shadowing’ of the subjects’ activities and tasks; 
In-depth interviews with the subjects; 

                                                           
6 For a more extensive description of the ‘New Domesticity’ study, see Appendix 1. 
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Prompted visual self-documentation by users (with diaries, cameras, etc.). 
 
Researchers gain many different vantage points on their subjects from these 
techniques. With the information they have learned, researchers then try to create 
useful models and frameworks that illuminate relevant aspects of user experience 
and behaviour. This technique is known as experience modelling. 

 
Experience models are useful representations that show how people experience, 
understand and act upon the activities, environments, interactions, tools and 
objects that are critical dimensions of the client’s business. Experience models 
provide the basis for strategic idea generation and opportunity mapping. Qualitative 
research methods and experience methods can be used by many different kinds of 
organisations and institutions, not just corporations; they can help in the planning of 
services as easily as that of products. 

How does design synthesise solutions from research? 

For Project F design manager Richard Eisermann invited three external design 
teams (two from Europe, one from the US) and the internal designers of GCD 
Whirlpool Europe to develop concept products in response to the research. The aim 
was to provoke ideas, dialogue and future decision-making about what type of 
innovations to the laundry process would best fit customers’ needs and preferences 
in the future.  
 
During a first workshop in summer 2001, designers were introduced to the user-
focused research insights as well as to new technological developments in the field 
of fabric care. The research insights enabled designers to go beyond a short-term 
horizon and gain a deeper understanding about domestic behaviour related to 
washing and the diversity of such behaviour within the EU countries studied. These 
became a valuable source of ideas for the designers’ brainstorming activities and 
creativity workshops helping them to keep in mind a representation of users’ 
perspectives at their encounter with home technology. During the workshops, the 
designers used various visual techniques to envision the experience of users 
interacting with alternative systems for domestic laundry. 

 
The designers mapped the research findings visually to show the relationships 
between concepts. They then sketched their ideas and discussed the various 
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scenarios for projects, until they charted five themes around which to develop the 
concept products. After the workshop, each design group went back to their own 
studio and worked separately from the others for about a month, gradually 
developing ideas and refining them through sketches and two-dimensional models. 
Two of the design teams created animations showing how people would use the 
imagined products and in what setting. 
 
The act of designing is not simply a process of combining all the research 
information or blending all the possible solutions. Designers must use their own 
tacit knowledge and their experience of synthesising a solution from multiple 
sources and ideas.  
 
Innovation processes, whether in a company designing products or in many other 
endeavours, need to be rooted both in analytical skills and in more intuitive, 
synthetic ones. Designers are particularly well equipped for synthesising alternative 
solutions to meet human needs (Dykstra-Erickson et al., 2001).  
 
The designers for Project F explored innovative technologies such as 
nanotechnologies and waterless washing for cleaning future types of fabrics, like 
those equipped with electronics. They also examined environmental and ecological 
concerns, especially about energy consumption and water conservation.  
 
The internal GCD designers had easy access to their research and engineering 
colleagues at Whirlpool, and there was considerable informal discussion about the 
user research findings beyond the formal information given in the initial workshop. 
This interdisciplinary exchange informed the solutions, and suggests why it is best 
not to keep design teams too separate from implementation groups. (The converse 
is also true, however: it is best not to let implementation concerns prevent the 
imagination of future alternatives.) 
 
In a follow-up workshop about a month later, each team used visualisation 
techniques, such as sketches, storyboards, animations and rough prototypes, to 
present their respective design proposals to the other teams. Together, they 
selected the strongest ideas to be refined in further iterations in the design process. 
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How do we translate research into design? 

One problem that arose during the initial workshop was that the research results 
were almost too suggestive of possibilities, yet were not immediately meaningful or 
‘actionable’ for the design teams. Even when the research material seems clear, the 
act of designing involves a considerably larger step than simply taking available 
data and repackaging them.  
 
The difficulty of readily translating research insights into design solutions is 
common in foresight activities. One possible way to overcome this problem is to 
take advantage of the fact that design is an iterative process, in which designs are 
created and refined incrementally in each successive version. Going back and forth 
between the research problem and the design solution during each successive 
iteration allows for the true development of design concepts informed by research. 
Integrating researchers and other stakeholders in the evaluation of proposed design 
solutions can also be valuable. 
 
Another possible way of helping to translate research into design is to have 
designers and engineers participate in field research and user experience 
assessment (usability) studies to gain knowledge on location. 
 
To avoid losing sight of potential users and their context as a project progresses, 
designers often create profiles (also called ‘personas’) of prototypical users based 
on the research findings; these profiles can be used as a device to measure how 
well a particular design solution will serve the sample user. (How would this design 
solution fit into the life of User A?). 

From design ideas to 3-D prototypes 

Steps in using design as a foresight activity: 
 
Synthesise ideas, technology and user behaviours 
Create an understandable language (visual, visceral, verbal) 
Model ideas (visualisation and prototyping) 
 
In Project F the five concepts that were chosen to be further refined represented 
not only a range of innovative laundry systems, but also different points on the 
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potential timeline of product development. A few of them could be realised with 
current technology, but others were dependent on the development of future 
technology, like waterless washing or nanotechnologies. 
 
The next step was to translate the five final concept products into refined three-
dimensional prototypes, so finished that they appeared to be manufactured 
products.  
 
Finished prototypes, of course, are not the only option for embodying design ideas. 
Visualisation methods ranging from sketches, drawings and renderings to computer 
modelling can help make ideas seem real in earlier stages of planning. Convincing 
physical prototypes can embody ideas for projects of many kinds: not only for 
products, but also for environments and systems. Scenarios of use (through 
storyboards, videos or demonstrations) can model ideas into seemingly real 
situations so that audiences have much more to respond to, prodding them into a 
fuller reaction: one that draws more information from them than they would be 
inclined to give without the provocation.  
 
One could say that design helps to create an imaginable future—one leading to a 
richer response from customers and citizens, which in turn can lead to more 
relevant information for decision-makers. By intensifying the discourse—giving more 
information through designed models and materials, and eliciting more in return—
planners can gather information earlier, gain insights earlier and affect the direction 
of projects earlier in the process.   

Imaginable futures stimulate internal discussion  

Design embodiments can elicit: 
Responses to help evaluate alternative concepts and scenarios; 
Feedback to assist in assessment of alternatives to inform decision-making; 
Information for thinking ahead. 
 
In complex, real-world projects, foresight activities are aimed at producing 
orientations rather than predictions. To do so they need to be informed by different 
perspectives, people and disciplines, which present and assess alternative options 
for decision-makers to choose. According to Richard Eisermann, the main reason to 
do a research initiative such as Project F is not necessarily to put a specific 



Case Study 3: Whirlpool "Project F"  

 

    
page > 130 

concept prototype into production, but rather to get feedback about which possible 
direction to pursue in the future. 
 
An interesting side effect of the three-dimensional modelling and prototyping phase 
carried out at Whirlpool Europe was that it fostered informal communication 
between the designers and the company’s engineers about technical feasibility of 
the concept products, something that was facilitated by the tangible and engaging 
properties of the prototypes. Design created a ‘shared space’ (Schrage, 2000) for a 
constructive act of probe-and-learn by which development teams gained a visual 
and tactile experience of what they might later develop into a product. In this way 
design and prototyping (of whatever kind) can help illuminate experimentation as 
well as implementation. 
 
Although the Project F prototypes will not be directly translated into actual products, 
the idea of user-focus and social change, as well as the kind of technology 
embedded in each of them, can provide the company with interesting possibilities 
worth exploring for the next several years.  
 
The possibilities of Experience models are useful representations that show how 
people experience, understand, and act upon the activities, environments, 
interactions, tools, and objects that are critical dimensions of the client’s business. 
Experience models provide the basis for strategic idea generation and opportunity 
mapping anticipatory design. 
 
Other approaches for capitalising on users’ experience to support foresight thinking 
and decision-making could also be envisioned. 
 
In an ideal foresight process, the initial design concepts would be developed in 
collaboration with users and then evaluated by them, so that their feedback would 
be incorporated into a second series of design proposals, which would be evaluated 
and modified. Prototypes would be produced, and then again evaluated and refined. 
 
Participatory design methods encourage suggest  the direct involvement of users or 
consumers in the design process, increasing the potential for a cross-fertilisation 
not only among the different professions and competences that can contribute to a 
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foresight activity, but also among the principal stakeholders that might be affected 
by the ideas and decisions there developed.  These design projects can become 
symbolic processes able to engage people in constructing their own context and 
‘point to something meaningful’ that they have constructed (Stacey et al., 2000). 
 
In the case of Project F, the adoption of such an even more user-centric approach 
might have produced a more dynamic  flow of data from research to design and the 
other way around feedback loop, helping to develop and shape research questions, 
as well as design proposals, in a more flexible and representative way. 
 
Participatory design may be more appropriate for public and non-profit project 
planning, with its need for a higher degree of external stakeholder involvement, 
than for a corporate product development enterprise. Wherever it is used, however, 
the important thing is to plan how to involve different stakeholders at different levels 
of the process. 
 
The impulse to involve as many participants as possible in design research and 
planning should be tempered with the understanding that even small samples of 
people can provide a great deal of information. (The field of human computer 
interaction, for example, has shown that much can be learned from a test group of 
as few as a dozen people.) 

Communication of the prototypes 

Whirlpool Europe displayed the concept prototypes at some of the main design 
exhibits and trade events in Europe (such as HomeTech, Berlin; Salone del Mobile, 
Milan), and gained extensive press coverage from them, which enhanced the 
company’s reputation for innovation and consumer-focused design.   
 
Exhibiting concept products is not unusual, however. What makes this project 
noteworthy, in part, is that not only the products but also the research itself piqued 
the interest of the European press. The combination of the research from Project F 
and the ‘New Domesticity’ study provided European media with a wealth of material 
that stimulated commentary and debate around design, consumer trends and 
societal behaviour. This helped Whirlpool to present and communicate the 
relevance and foresight value of the Project F concept prototypes to a general 
audience. 
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Part of the purpose of this project was to reach the decision-makers who specify 
Whirlpool products in domestic or institutional environments; another aim was to 
reach opinion makers and influencers. The press coverage of the project helped 
achieve those goals. The business, style and design press all covered Project F 
extensively, enhancing the image of Whirlpool Europe as an innovative and design-
oriented company. Before Project F, the company hadn’t seen nearly this quantity 
of material published about Whirlpool, especially in magazines dealing with the 
‘leading edge’ in technology, trends and style. 

 
Here we recognize that the focus on communicating the foresight activities 
excluded the development of any future service ideas. Partly this might be due to 
visualization difficulties. In fact to prototype and visualize a future service seems to 
be a much more complex activity.  By now, Whirlpool Europe has collected positive 
(although anecdotal) user feedback reactions and appreciation. One of the 
prototypes has attracted much more attention than the others.  From at least one of 
the prototypes, designed by the GCD Whirlpool team, the concept called BioLogic 
uses a ‘slow wash’ approach based on cyclical, natural processes of regeneration. 
Instead of a single wash drum, the laundry is distributed to a number of washing 
pods in a low unit containing hydroponics plants, which, if feasible, would purify 
‘grey’ water used in washing. Power for the unit would come from fuel cell 
technology, producing only water and heat as by-products. BioLogic would capture 
and retain these as part of its resource conservation approach.  
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‘BioLogic’, designed by Whirlpool GCD 

 

Why are audiences drawn to this particular object over the others? Because of its 
sculptural form?  Because it incorporates plants? The GCD team wants to 
understand the reason for the positive reactions to the project, to get a better sense 
of the level of acceptance for such a dramatically different solution. 
 
Of course, examples like BioLogic are concepts. The realities of technical standards 
and environmental requirements are very exacting, and will change the concepts 
into something far different. More engineering simulations will make these projects 
more plausible and closer to product. 
 
At the beginning of 2003, the company plans to bring the Project F prototypes back 
to the usability studio to make a rigorous evaluation of consumer preferences. 
Whirlpool will then decide which ideas to develop and implement. The findings are 
intended to inform the strategic planning for their product line in 2004–05. 
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‘Cleanscape’, the proposal by designRAW, builds on the social aspects of laundry as a domestic 
activity done in the public realm. This concept is based not only on the memory of villagers washing 
clothes at a river bank, but also on the contemporary trend toward the development of ‘third places’, 
here a public laundry where social interaction is combined with other activities, tasks or services.  
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Design embodiments stimulate internal discussion about strategy 

The impact of the Macrowave project and Project F inside the company was 
perhaps more dramatic than their effect outside. Whirlpool’s GCD initiated the 
Macrowave project on its own, in part to create an innovation-friendly climate within 
Whirlpool Europe. The quality of ideas embodied in the prototypes stimulated 
internal interest, buy-in and support. It opened up a dialogue between all the 
stakeholders involved: design, marketing, engineering and executive decision-
makers.  

 
By demonstrating its ideas through tangible means and gaining much outside 
recognition, GCD earned a great deal of credibility from the project, so much so that 
divisions within Whirlpool Europe began to vie for its strategic foresight services. 
GCD gained a voice in discussions about corporate strategy. After the Macrowave 

project, insights from their concept prototyping bypassed the traditional 
development process and actually influenced the product planning for 2002, 
resulting in a new product, the microwave ‘Maximo’. The ability to demonstrate its 
ideas so clearly and tangibly gave Global Consumer Design a new position on the 
team of those devising strategy for Whirlpool. 

 
Like governments and large institutions, corporations like Whirlpool need to gather 
considerable resources to do large projects; for this they need extensive buy-in 
from many stakeholders. 

 
Not only did the project open up dialogue; according to Richard Eisermann, the 
project also helped create integration among different tiers within the company. It 
brought together design research, design practice, communication and, to a certain 
extent, engineering (horizontal integration); it gained credibility and trust for the 
GCD with key decision-makers within the company (vertical integration). 

From design to implementation: a ‘call to action’  

The company is committed to a follow-up project in 2003, demonstrating its desire 
to continue innovation in the field of design. In focusing first on products 
(microwaves), then on processes (like fabric care), next on products and processes 
in context (people’s homes), Whirlpool Europe is positioning itself beyond the 
approach of the traditional appliance market.  
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In pursuing its policy of strategic design and innovation, GCD is currently re-
thinking and planning how to continue the design foresight activities like those in 
Project F—but more readily producible within strategic and tactical timeframes.  

 
Whirlpool Europe is also aware that strategic design can become key to shape its 
future production by exploring how new configurations of products (or services) 
could best meet users’ expectations in the years to come. This would be more 
important than looking at how new aesthetic forms may differentiate future products 
from those of the competition. 

How could Whirlpool Europe have gained more from Project F? 

To make its next foresight initiatives even more effective, Whirlpool Europe could 
add several elements to its process. 

 
First, when prototypes are displayed for communication purposes they should be 
accompanied by scenarios showing their use, thus creating a more vivid context for 
the products being modelled. When the Macrowave prototypes were exhibited, 
Whirlpool showed them in small environments that were evocative. Unfortunately, 
the Project F prototypes were displayed as sculptural objects on pedestals. Despite 
a video loop accompanying them at the exhibitions, the overall impression was of 
beautiful but isolated formal objects. Ideally the company should have done more to 
contextualise them, so that audiences would have a greater ability to de-code the 
futuristic design solutions and make judgments based on more than simple likes 
and dislikes.  

 
Second, strengthening the activity of designing with users (participatory design) 
could encourage people to be willing to provide valuable contributions throughout 
the various phases of the project. Participatory design methods have proved to be a 
powerful means for turning users into the broader role of committed actors within a 
project. Often this change of attitude and role becomes vital for reaching deeper 
into people’s desires, needs and orientations that are projected very far in the 
future. The company’s decision-makers, at the same time, could find design 
projects of this kind more reliable test beds for measuring the strength and general 
acceptance of each concept proposal.  
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Third, integrating GCD’s usability team into the evaluation of proposed user 
experiences could establish a feedback loop from imaginable futures into strategies 
the company could act upon.  

Design as a foresight tool 

Finally, the main question to be answered is, of course, how foresight activities 
such as those being done by corporations like Whirlpool Europe can be useful to 
decision-makers and policy-makers in other situations and organisations. 

 
Whirlpool used foresight-oriented design to: 

 Create dialogue between internal stakeholders (design, marketing, 
engineering and executive decision-makers) 

 Synthesise ideas about new technology and user behaviours 
 Visualise ideas (abstract complicated ideas and communicate them to 

the public) 
 Create alternative models 
 Spark internal/external communication 
 Create openness to multiple alternatives 
 Affect strategic decision-making 
 Communicate internally and externally to get buy-in 
 Develop a vision of its own future 

 
Governments, corporations and institutions of all kinds need to plan for the future, 
but the difficulty of planning in a complex and uncertain world is well known. 
Decision-makers need all tools available to help better imagine possible futures and 
to evaluate them.  

 
Design offers the possibility for enhancing future scenarios with the visual, the 
spatial and the experiential. Design research methods can support the process of 
getting more meaningful information about people’s thoughts, desires and 
behaviours. Design embodiments can invite a rich response from audiences. In 
addition, strategic design can be used to get buy-in and understanding from various 
stakeholders, thus becoming a living way of doing business and a dynamic cultural 
force. The design projects here presented played an important role not only in 
stimulating innovation but also in helping to rearrange and express the company’s 
resources, competencies and activities more effectively.  
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Methods learned from the design professions—such as strategic design, 
visualisation, prototyping, user experience assessment and feedback—cannot 
predict the future. However, they can help reveal opportunities, motivate action and 
improve the basis on which to make decisions. The Whirlpool Europe case study 
points to design methods and activities that are not yet fully explored, but offer a 
qualitative enhancement to current ways of planning for the future. 
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Appendix: 
1. Project F and New Domesticity: Process Documentation  
 
NOTE:  A detailed description of the whirlpool project process can be found on 
the website.  www.dffn.org 
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Executive Summary 

In 1976, Michel Leclerc founded Decathlon: it is the first supermarket in the sport 
world. At that time, Decathlon was a pure sport distributor. Since 1986, Decathlon 
is a sport products producer also. Decathlon conceived its own products and 
launched its own brands. To keep the leadership in that very competitive industrial 
sector, Decathlon needed to innovate and to understand better and sooner the real 
desires, expectations and needs of sportsmen.   
 
Thus, Decathlon created one of the biggest integrated Design Centre in France and 
conceived an original prospective design methodology. Imaginew was the name of 
this multi-lateral creation process. As an insight into the future, Imaginew helps to 
anticipate the individual's aspirations in a changing society and take part in 
developing brands vision.  
 
This prospective methodology is built around five principal steps and needs 6 
months time.  
 
Imaginew seems to be a successful methodology, which reached during the first 
session its objectives: to supply Decathlon with new concepts of products / service. 
Moreover, it has infused a new culture within the company, since a lot of 
transversal functions participated to the first Imaginew.  Design won acclaim.  
 
Imaginew showed the added value of Design to non -designers of the company and 
justified fully their presence at Decathlon. This programme demystified the real 
nature of Design practices and activities. In the future, it will probably facilitate the 
exchanges between designer and non designers during the conception of new 
products / services.  
 
Finally, this case study could help the European Commission for its own foresight 
activities. Toward a use of Design practices at the European Commission? 

Introduction 

Decathlon is a leading international manufacturer and marketer of sport products. 
Decathlon in the world holds the number 5 position for the distribution of sport 
products and the number 9 position for the production of sport products  
In 2001, Decathlon had a turnover of 2,7 billions of Euros and employed 20 000 
persons.  
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Decathlon recruited the first Designer seven years ago. Today, the Decathlon 
integrated Design’s Centre is the biggest in France (except for automobile sector): 
it contains around 60 persons.  

   Why Decathlon? 

The strong increase in the number of Designers working for Decathlon in the last 
ten years signal a new departure of utilisation of Design in the New Product 
Development process.   
 
Designers are strongly involved during the early stages of new product 
development. They are also requested to find new business opportunities: 
Designers use a variety of approaches and methods to be able to propose new 
concepts of products and services. They work in close collaboration with all 
department involved in New Product Development. Design acquired a strategic 
position in the company.  
 
Objectives of the in-depth case study  
The case study intends to explore the tools, techniques and methodologies used in 
Design forecasting practice. The study will try to illuminate how Designers 
anticipating the needs of the future population. Moreover, the study explores the 
impact of forecasting techniques and methods on the NPD process. Finally, this 
case study will help to understand how Design techniques can be used as a 
forecasting tool.  
 
Research Questions 
Which techniques, tools, methodologies and approaches are used by Designers to 
envision the future?  
 
What is the impact of forecasting techniques and methods on the new product 
development process?  
 
How do Designers work with other Functions and Departments involved in the new 
product development?  
 
Case study development  
First, we will describe the company Decathlon. Second, we will explain which 
techniques, tools, methodologies and approaches used Decathlon's Designers to 
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envision the future. Third, we will try to underscore real specificities of design 
forecasting practices. 

Decathlon profile: Milestones in the history of Decathlon 

In 1976, Michel Leclercq founded Decathlon with 5 other people: opening a store  
and sell selected  sports goods at a lower price. Actually, it is the first supermarket 
in the sport world.  
 
1986 was a key milestone for this company: Decathlon, under pressure of 
suppliers, designed its first product (a bike). It is the creation of Decathlon 
Production as a company.  
 
From 1986, Decathlon began an international expansion: first outlet in Germany, 
the company is now represented in 25 countries.  
 
Between 1989 and 2001, Decathlon's staff was multiplied by 20 and turnover by 3 
between 1993 and 2001. In 2001, Decathlon's staff reached 20 000 persons and 
the turnover was of 2,7 Billions Euros. 
 
In 2000, Decathlon holds the 5th position in the world regarding the distribution of 
sport products and the 9th position for the production of sport goods.  

Strategic evolution: From Distribution to Design 

At the very beginning, Decathlon's objective was to offer a large range of sport 
equipment and to make sporting products more accessible for the common man. 
Decathlon was a pure sport distributor. 
 
In 1986, ten years after the birth of Decathlon, competition reacted and put 
pressure on suppliers not to deliver Decathlon. Decathlon had no other choice than 
to begin the production of its own products. The first Decathlon's bike was born; 
nowadays one out of every second bike sold in France is Decathlon's. Decathlon 
Production was born at that time and employs today 1000 persons in 18 countries. 
In 1999, Michel Leclerc's decided to hand over the drive to one of his right hand 
man, Yves Claude. This change leads to new business approaches:  To be closer 
from client’s needs and desires, Decathlon began in 1999 to open Parks, where 
customers can practice, test and buy products (skateboarding, in-line skating, 
climbing, mountain biking are some of the activities offered). Decathlon's 
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Headquarters is in the heart of the first park, and today 1500 Decathlonians work 
on this Campus, Decathlon created in 2000 in-house brands, covering each a 
sporting domain (Quechua for mountain sports, Geologic for nature sports, Tribord 
for water sports, etc.). 
 
Within corporate strategy, four axis were associated with Brands: Passion, 
Innovation, Design and Speed. 
 
Design at Decathlon: from a minor role to a strategic value  
 
Decathlon hired their first designer seven years ago. In 1996, ten designers were 
working at Decathlon. In 1997, ten more designers were hired. Until 2000, 
Designers were positioned under many departments and were not connected: there 
was no community of Design.  
 
Through internal lobbying and pressure from Designers, Decathlon's management 
decided to give a strategic role to Design.  
 
In 2001, Philippe Picaud, 43 years old, was brought in to drive Design at 
Decathlon. He was previously Director of Design for telephony activities at Alcatel 
and then at Philips. He created an integrated Design centre, where Designers are 
in strong connection.    
 
Today, Decathlon's integrated Design Centre is the largest in France (except for 
automobile sector): it employs 60 people.  
 
Design acquired a strategic position in the company.  

New Organisation of Design activities at Decathlon  

 
The new Direction of Design bring together all designers and embraces two Design 
activities: 
 
Operational Design : 44 persons  
7 brand design managers: Each of them are responsible for the language of their 
brand, for the visual identity of their brand and for the brand signature, in close 
touch with the brand manager 
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17 fashion designers: they are responsible for the style of sports clothes of all 
Brands, in close contact with the brand design manager 
 
17 product designers: they are in charge of the design of new products for all 
brands, in close connection with the brand design manager 
 
13 packaging and visual communication designers: they take care of the product 
communication (pack, user manuals, price tags,…)   
 
Prospective Design: 6 persons 
3 advanced designers: their role consists in imagining new business opportunities 
by proposing new products and services   
 
3 trends and view designers: they try to identify new trends and emerging 
aspiration of end user and show future design directions 
 
In the next part, we shall describe tools, methods and techniques that Decathlon's 
designers use to envision the future. We shall focus on a prospective approach, 
which is the cornerstone of the advanced design department: the Imaginew 
programme. It represents at Decathlon the best project able to give responses to 
our research questions.    

Prospective Design at Decathlon: the Imaginew programme  

Imaginew is the prospective Design tool used by Decathlon to find new business 
opportunities for the future. Philippe Vahe, under Philippe Piccaud, is in charge of 
this programme.   
 
Imaginew was created to help Decathlon anticipate the aspirations of its future 
users and to be able to propose adapted products.  
 
Each Imaginew programme focuses one in-house Decathlon's brand domain. The 
brand, in contact with product manager, define target groups.  One domain and 
selected target groups set the ‘Reflexion's’ frame for the Imaginew team.   
 
Example: the first Imaginew session focused on Fitness. Two target groups were 
selected (Urban girl - Urban girl lives downtown in her trendy little apartment. She 
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looks after her body, fashion and well being without fuss are her main aspirations; 
Forever Young - Forever Young is in shape and intends to stay that way. After an 
active professional life, another life is beginning. A life of leisure, socialising and 
extended good health) 

  How does the Imaginew team reach its objectives?  

The duration of the whole programme is about 6 months.  Five main steps 
punctuate the course of this prospective analyse.  
 
Step 0: Preparation of the meeting 
A lot of presentations will be done by a wide variety of contributors. To optimise the 

usefulness of information displayed by the different contributors, the Design 
department several weeks before the meeting will rigorously brief each speaker. 

 
Step 1: Collecting information from a wide range of sources 
 
Half a day is dedicated to the presentation of information by the multi-disciplinary 
team involved. Around 20 key persons from various departments provide synthetic 
information about an important question for the brand.  
 
Five kinds of information sources provide information during the presentation:  
The brand concerned (brand manager, brand design manager, product managers) : 
the key persons indicate the brand's strategy, the innovations researched by the 
brand, the design language of the brand, the competition's map, the motivations 
and expressed needs of final user. 
 
Trends & View design department: this department supplies designers with 
information about emerging aspiration of the end user, trends, colour and material 
for next three years, lifestyle and personal identity of target groups. This 
department analyses and synthesises various sources and events (trades fairs, 
seminars, media/web, scouting internal R&D, reports and studies), use help of most 
relevant international trends specialists, initiates benchmarking and exchanges with 
other companies. The scope of these predictions is 3 years.  
 
Engineering and R&D: these departments present information about key 
technologies for  the future, key elements about physics, biology, bio-mechanics 
and physiology related to the specific sports of the brand.  
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End Users: they give testimonies about their experience as a client (buying 
experience) and/or as a user (utilisation, satisfaction, difficulties, etc.).  They 
express their needs.  
 
In complement, a multi disciplinary group (design, R&D, Innovation engineering) 
called "see 2012" has been built up to give information on the long range period 
(ten years): they used classical secondary sources to provide key information about 
expected demographic, cultural, and religious changes.  The advanced design 
department used also this information, as input, in the Imaginew programme.  
 
After the presentation, the team will group the wide range of information into major 
domains.  
 
Example : For the first Imaginew programme "Fitness", 15 presentations and 250 
slides of useful information, were used by the Imaginew team:  after analysis, the 
principal opportunities, interests and concerns were grouped into four domains 
(multitasking, Home Integration, Fitness and Fun, Service and Advice) 
 
Before step 2, the core team will precisely analyse disseminated information, and 
try to identify interesting directions and placed constraints.  
 
Step 2: Brainstorming 
During one day, the Imaginew team dissect the themes generated from the analysis 
of supplied information. Each theme is considered for all target groups.  
 
For this session, the Imaginew team is extended through the taking part of clients, 
sales assistant, engineers, R&D researchers, product and brand management. 
From the original themes, this wide variety of contributors throws up a number of 
sub-groups, which led to new ideas. These ideas remained simple, outlined on 
post-it notes.  
 
The used brainstorming method is a kind of Metaplan technique.   Around 30 
persons take place during this session. They are divided into two groups. At the 
beginning, there is an individually phase, during which all the participants write on 
post-it notes their own idea concerning the theme. After that, post it notes will be 
stuck on a board. Each idea will be then presented by their owner to other 
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participants and will be brief discussed. At the end, all ideas will be classified into 
sub-groups.   With the Brand's marketing team, these ideas were filtered to keep in 
with the Brand's vision, and structured to map out different trains of thought.   
 
Example: for the first Imaginew programme 350 post-it ideas were thrown up from 
21 sub-groups stemming from the original 4 domains.  
 
Step 3: Scenarios 
The scenario phase take place outside the Decathlon Campus.  All participants will 
live, eat and sleep together, which is very important to create a convivial 
atmosphere and to encourage contacts among participants.   
 
Over the space of one week, the Imaginew team (Designers and R&D researchers) 
and visiting contributors work with the help of an external consultant. Designers try 
to imagine scenarios: the description of an encountered problem by the user or the 
client, or an imagined purchase situation.   These scenarios are describe in such a 
way, that they are supposed to be inspiring for Designers. Actually, these scenarios 
should help Designers to generate a wide range of solutions (or concepts).  
 
These scenarios will be then refined by the IMAGINEW core team, and story board 
drawn up to describe the scenarios.  Finally, refined scenarios are composed of 
several different elements:  
 

 the story board: about ten pictures describing an experience  
 the benefit user: what the product / service should bring to the user 
 the benefits for the Brand: what should be the advantage for the Brand of 

selling this new product / service 
 the development process:  short (less than 18 months), middle (2-3 years), 

long (about 5 years). This time scope is intuitively defined.  
 
An important point is that all these scenarios are codified to facilitate the reading 
and the understanding: colours and forms are all the same, it is a neutral visual 
standard.  
 
For example, for the last Imaginew, 18 user scenarios were created by the 
Designers (identifying consumer needs, as yet unanswered). Without the 
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distractions of on-going projects, participants were able to fully commit to the task 
in hand, allowing a greater level of team spirit.  
 
Step 4: Concepts 
From the scenarios, Designers will imagine suitable products or service. 
Throughout one week, outside Decathlon Campus, about ten Designers and R&D 
specialists, again with help of external consultant, created and debated a huge 
body of potential products and service.  
 
At the beginning of the session, to make the task more manageable, the scenarios 
were grouped into themes. Then, each scenario will be brief presented and 
discussed.  After this short presentation, all designers, during around 1 hour, try to 
create concepts of new products / service able to suit to the scenario. It is followed 
by a presentation of each designer's suggestions. Thus, it is spent roughly 2 hours 
on each scenario.  Discussions with the visiting experts gave fresh input and 
feasibility advice.  
 
On the last day of the week, Designers received a visit from managers of the 
Brand. Each Designer selected several concepts, which they presented to the 
brand.  
 
For example:  For the last Imaginew, around 1000 concepts were generated by 
Designers. It represents over 200 A3 sheets of Sketches. All the walls of rooms 
were full of pictures.   This phase owes its productivity to fertile imagination, solid 
background information and clear direction. Sharing and discussing ideas ensures 
a common spirit.  
 
Step 5: Formalisation 
Drawing upon common themes and strong individual ideas from the previous 
phase, the Imaginew core team clustered the sketches along with background 
thinking and product descriptions into product definition sheets.  
 
Three steps punctuate this phase:  
 

 All individual sketches are stuck on the walls of Imaginew office,  
 Designers try to cluster sketches by similarity  
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 Designers enrich interesting sketches by including into one concept 
complementary ideas of similar other sketches: from 1000 individual sketches, 
Imaginew core team built 110 clear enriched product and service concepts   

 
Particularly relevant concepts to the original objectives are selected. With the help 
of internal and external designers, computer models of products and service 
storyboards were produced. The models were kept simple, concentrating on the 
concept itself rather than technicalities and aesthetics. The visual appearance is 
standardised. The selection of concepts must not be based on esthetical 
considerations. Decathlon's technical and production specialists looked at the 
feasibility of each concept.  
 
For example: For the last Imaginew, 110 clear products and service concepts were 
conceived, of which 42 were considered to be particularly relevant to the original 
objectives.  
 
Step 6: Evaluation 
5 evaluation criteria were decided to help break down thoughts on each concept:  
 

 End user: does the concept answer aspirations, of the end user?  
 Sport domain concerned: is the concept useful for the sport domain? 
 Brand: does the concept support brand direction, help it reach new clients?  
 Realisation: does the concept merit the costs and human resources 

necessary?  
 Wow factor: "emotional impact" generated by the concept?  

 
The jury included judges from Brand Direction, Design Direction and Imaginew core 
team. After an initial presentation, each concept was evaluated in turn (provoking 
healthy debates). Everyone allocated points for each criteria, with the brand 
direction being given a higher weighting.  
 
For example: For the last Imaginew, 42 selected concepts were evaluated by 8 
judges against the above 5 criteria.  
 
Step 7: Destination 
Following the evaluation step, accepted concepts are split in 2:  
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Project Plan (development process shorter than 18 months): feasible in the short 
term, strongly answers end-user's needs, matches expectations of the sport 
domain, reinforces the Brand 
 
Vision project: communicates Brand Vision, enriches Brand direction, wow-factor 
very high 
 
For example: for the Last Imaginew, 14 of the 42 concepts were selected to 
become project plans, 8 to become Vision Projects 

Specificity of prospective design and Interest for the European Commission  

Now, using Decathlon case study, we will try to underscore real specificities of 
design forecasting practices and try to identify which of these could be transferred 
to the European context.  

Design prospective specificities 

We’ll divide this chapter in three. First, we'll analyse the way Decathlon Design 
collects information. Second, we'll study the way Decathlon Design manage this 
information to create new products / service. Third, we analyse the conditions of 
success of this prospective design process.  

                               Information collection 

The whole prospective design process starts by using two kinds of information:  
a sport domain (and the brand) target groups' profiles 
 
The collected information refers to these both elements. A lot of information coming 
from different actors supply the process. Having recourse to various sources, 
Imaginew team tries to draw evolution trends. From this axis, Imaginew team 
strives to create new ways to satisfy sport users. 
 
But there is no hypothesis about the future as it is the case in traditional foresight 
method. Will present trends continue in the future? Will new target groups or new 
sport domains appear in the future?   
 
Designers do not question supplied information. They take it for granted. They do 
not discuss the likelihood of possible scenarios.  
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New radical changes can appear around the two well-known axes: market pull 
(societal changes) or technology push (technology evolution or revolution) ?  
The strength of the Imaginew information collecting process seems to lie in the 
multi-disciplinary sources of information used, which limits the risk of not taking 
into account an important point of view.  

                Processing of information 

Designers of Decathlon use classical brainstorming and Metaplan techniques to 
catalyse and to focus creativity. There are no significant discrepancies between the 
use of brainstorming by designers and by non designers. There are plenty of other 
methods to unbridle creativity which are not used in this process.   
 
What appear to be quite new is the use of storyboards and the recourse to pictures 
and sketches systematically: 

 storyboards - The use of scenes to describe a problem encountered by a 
sportsman (or a purchase situation) helps certainly to unbridle creativity and 
imagination. The use of scenario helps to visualise precisely the needs of 
the user without giving a rigid solution (and thus to permit the generation of 
multiple concepts) 

 pictures - Designers tend to express their ideas into pictures. The word 
‘imagination’ means literally "put in images": that is exactly what designers 
did in the step 3 and step 4. Designers tend to possess a great distinctive 
aptitude for visualising. An image helps to visualise the interest of an idea. 
It helps also easily to enrich and to fertilise one initial idea.  Finally, the 
visualisation of a solution helps to take decisions.  

The sequence "idea generation with the aid of brainstorming" / "Scenario"/ "concept 
generation with the aid of a brainstorming" appears also to be new. Traditionally, 
we jump from "idea generation" to "concept generation" without the use of 
scenario. The use of a step in-between helps probably o generate more creative 
and efficient concepts.  
 
Finally, the criterion used to choose concepts appear rather classical, except one: 
the "wow factor".  It shows that designers lay emphasis on intuition and sensitivity.  

  The reasons of success of the Design prospective process at Decathlon 

The first Imaginew can be considered as a success since 14 concepts were 
selected to become project plans.  
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Beyond dedicated time to this process (almost six months from step one to step 6!), 
it seems that the success of this process depends from three conditions:  
 
A creativity work with a fully committed team:  
The team was released from the distractions of on-going projects (in creativity 
sessions) during two times a week. Designers spent two times a week outside 
Decathlon Campus in an environment favourable to creativity and to inspiration. To 
think about the future and about new product / services required to be 100% open-
minded. 
 
A multi-disciplinary team:  
During collecting information session (step1) and brainstorming session (step2), 
Imaginenew team was strongly enriched by the taking part of a multitude of 
different persons. The participation of users was for example of great importance. 
Thus, the input phases of the process appealed to a large range of contributors.  
 
The use of pictures, sketches and storyboards 
It seems that the expression of ideas in sketches form catalyse creativity and open 
horizons.  The use of storyboards (description of a purchase situation) helps to find 
solutions really adapted to users.  

Conclusion 

The Imaginew programme seems to be a successful methodology, which reached 
during the first session its objectives: to supply Decathlon with new concepts of 
products / service. Moreover, it has infused a new culture within the company, 
since a lot of transversal functions participated to the first Imaginew.  Design won 
acclaim.  
 
Imaginew showed the added value of Design to non -designers of the company and 
justified fully their presence at Decathlon. This programme demystified the real 
nature of Design practices and activities. In the future, it will probably facilitate the 
exchanges between designer and non designers during the conception of new 
products / services.   Finally, this case study could help the European Commission 
for its own foresight activities. Toward a use of Design practices at the European 
Commission? 
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Introduction and Welcome 
Opening the Future Perfect conference, Forum Europe Director Giles Merritt 
declared that the event reflected a “new mood” in the European Commission, which 
was reaching out beyond its own boundaries and “working hard to bring national 
players together” to create a “common European purpose”. 
 
The European Commission’s Paraskevas Caracostas, Head of Unit, DG Research, 
agreed and emphasised the development work being done at regional level. He 
added that his unit intended to make use of the “wealth of development” in order to 
further develop European research policy.  
 
Caracostas described the ‘Design for Future Needs’ initiative as original, both in 
terms of the participants (as “designers are naturally creative”) and in the way in 
which the ideas would show how the case studies had been approached from a 
design perspective.  

Looking to the Future 

Thierry Gaudin initiated his presentation by saying that “in order to look at the 
future, one must first examine the past”. For Gaudin, today’s technology – such as 
air travel - might be commonplace, but in reality it is a realisation of man’s dreams.  
 
“We need to dream, to dream the possible”. 

 
Gaudin gave a breathtaking overview of how designers through the ages had 
helped to bring ideas to life. From the Eiffel Tower to 21st Century skateboards and 
from Egyptian art to satellite pictures of the Mississippi floods, Gaudin showed how 
nature had influenced (and influences) design.  
 
Gaudin looked forward to a future where more construction utilised the power of 
47nature: using ecological modes of transport, building inside the earth itself and 
homes being erected at sea. “Ocean and space technologies are a remarkable 
challenge”, said Gaudin, adding that economic and ecological factors were 
important if “nature was to be respected”. 
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How does design shape the future? 

Martin Höenle, Head of Business Development, IDEO London, focussed on the 
technologies used in developing innovative products for the future. Höenle 
emphasised that IDEO is inter-disciplinary, “people do not work in silos”, and this 
avoids some of the problems met in large corporations.  
 
IDEO has a user-centred approach, such that concepts are based not only on what 
people “say and do”, but also on what they “think and feel” – it is a “behaviour-
based” methodology. 
 
IDEO’s design development process is iterative- the three essential phases can be 
described as: exploration, data collection & observation, and prototyping.  

 exploration: based on reading documents, talking, watching market trends 
etc 

 data collection and observation: involves watching people directly, 
“spending a day with users”, performing cross-cultural studies, taking 
photographs – all with the goal of gaining insights 

 prototyping: “quick and dirty” in order to get an early response, allowing the 
project to (possibly) “fail early”. This approach could ultimately save money, 
by allowing early decisions to be taken.  As an example, Höenle cited 
Kodak’s initial foray into the world of digital cameras. 

Höenle also described a new venture for IDEO – R2M (Research to Market). As 
background, Höenle warned that a lot of research comes to nothing, adding that 
trying to take the results of research to the marketplace was often “ a bridge too 
far”. Höenle outlined IDEO’s R2M methodology, whereby three factors – the human 

element (the desirability of a solution), technology (its feasibility) and business (its 
economic viability) – come together to “create a bridge” and, hence, to create a 
market. 
 
Höenle used Eleksen (http/www.eleksen.com/) as an example of IDEO advising on 
how a product (the Eleksen soft fabric keyboard) was taken from prototyping 
through to production. Other IDEO techniques include the use of a ‘tech box’ 
(containing all thing connected with past projects and organised by a departmental 
curator), which can be used in internal brainstorming sessions.  
 
Brainstorming was a key factor in a project IDEO conducted with Egg 
(http://new.egg.com/) to determine what the future could hold for financial services, 
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e.g. what could replace credit cards? For this project, IDEO created a dedicated 

project space – for blue-sky thinking - that was shared with the clients themselves. 
Höenle concluded with a reference to IDEO’s premier example of technology in use 
– in the new Prada (http://www.prada.com) shop in Manhattan’s Soho 
neighbourhood. The technology, developed to enhance the shopping experience, is 
completely hidden from consumers. Using radio frequency (RF) technology, the 
supply chain is followed all the way to the sale itself, with a “massive amount of 
data being shipped bi-directionally” to give Prada sales staff unlimited access to 
information. 

Introduction to the Design for Future Needs project 

Explaining the aims of the ‘Design for Future Needs’ project, Anne-Marie Boutin, 
President APCI – France, argued that design could be “the missing link” that might 
solve many of the problems confronting today’s society. Boutin commented that 
design could provide a “third dimension” in the form of intuition that could be added 
to the more structured approaches of deductive reasoning and calculation, to 
produce a “holistic approach to problem solving”. Designers have a role to play in 
solving socio-economic problems, such as those linked to the forecasted 
demographic changes, insisted Boutin. 
 
The remainder of the session was devoted to: 

 design in the context of Foresight, Clive Grinyer 
 the results of the scope exercise, Jean Schneider  
 an introduction to the case studies, Clive Grinyer 

Design in the context of Foresight 

Clive Grinyer, Director Design & Innovation, Design Council UK, introduced the 
EU’s Foresight 7 process, and showed several descriptions from stakeholders, 
which showed that Foresight: 

 brings people together to share knowledge 
 looks beyond normal horizons 
 produces though-provoking images 
 is an holistic approach (merging science, economics and society) 

                                                           
7 Foresight is a participative process involving different stakeholders. The latter may include public 
authorities, industry, research organisations, non-governmental organisations, etc. Foresight aims 
at identifying possible futures, imagining desirable futures, and defining strategies. 



Future Perfect Conference  

 

    
page > 160 

 enables the acquisition of strategic information for decision-making  
with the aim of enhancing long-term policy making 

Grinyer explained how Foresight brought together hard (facts) and soft (forecasts) 
data in order to produce output such as the report entitled “The Age Shift – 
Priorities for Action” (in which the reshaping of the age pyramid is forecast). 
Grinyer argued that the report was one important tool, but that new products were 
required “to ensure that there was a much better response in terms of public 
services”. Crime could be stopped, stated Grinyer, if design was incorporated into 
services (such as highly visible bus stops) so that it was discouraged from the 
outset.  
 
In conclusion, Grinyer said that there was a need to take information from 
Foresight and design appropriate products and services (using tools such as rapid 
prototyping) that engage the public, create a vision and aid policy-making 
decisions.   

“we need to change the perception of people in society” 

 

Agreeing with Grinyer, Boutin added that a further aim was to facilitate interaction 
between societies, thereby helping different cultures and generations to live 
together.  

The results of the scoping exercise 

Jean Schneider (Project Coordinator, APCI) gave the aims of the scope, as: 
 to identify examples of design forecasting practices across the EU 
 to identify design methods 
 to understand how design processes are shaping the future 

The results, upon completion, will be available in a database – with over 100 
examples – and will be complemented by the qualitative results from returned 
questionnaires. The key questions asked (with responses) were:  

Are there specific fields where decisions cannot be used as a forecasting tool? 

Responses showed that nothing is out of reach of design methods; these methods 
can be applicable to all problems. Examples ranged from major corporations who 
are running ‘future design projects’ to generate ideas, to “interesting” projects in 
the areas of education, healthcare and community welfare, where the surface has 
“barely been scratched” as economic viability is unproven. 
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What are the main starting points for design projects? 

Here, regulatory changes are as important as changes in consumer needs but are 
not receiving the same degree of attention. Schneider argued that the potential link 
between design and policy-making could be a “main driver” for design projects, 
which could “impact our daily lives”. 

Do we look 10, 15 or 2,000 years when we design for the future? 

Responses showed that this depended on the nature and purpose of the project. 
Predictive projects with a clear vision can be designed a on a short timescale, 
whereas exploratory projects can look out to 2050. Other projects can deal with 
continuous change, such as the effects of an ageing population – where 
perceptions change today but the designed products are intended for use in 2020.  

Are there specific methods for long-term projects? 

In this case, it was found that most designers use exactly the same methods. The 
common points between the various responses were seen to be: designers like to 

observe (“to gather insights in a random way”), to develop prototypes (at an early 
stage) and to have a dialogue (open to all players). The dialogue is seen to be the 
most important element, and the whole process (make, evaluate, modify) is an 
iterative one.  
 
Schneider argued that the very strength of design was that it could be regarded as 
a “weak discipline”, in that design and design proposals are open to debate at an 
early stage. This is “an essential factor” according to Schneider, who added that 
design stimulated and encouraged dialogue, and enabled shared representations of 
the future to be shared.  
 
Schneider saw no contradiction between these findings and those of Wiebe E. 
Bijker (1995) in his definition of technological frames or in Bruno Latour and Michel 
Callon’s “network theory”. With a global perspective, the ability to generate many 
different solutions also echoes some notions coming from chaos theory and 
evolution  
 

“life developed many opportunities, only a few survived” 
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Case Study 1 – the Power of Experience (Project F at Whirlpool) 

Jan-Christophe Zoels, Senior Associate Professor, Interaction-Ivrea, stressed how 
the Whirlpool design team used its methods to not only gain insight into the fabric-
care process, but also to expand the company’s vision of itself.  
 
Zoels explained that the methods used allowed designers to get in touch with 
users, thereby giving stakeholders the experience of the shape of things to come. 
For Zoels, the more demanding needs of today’s society imply a new role for 
designers. Future fabric-care products could incorporate waterless washing 
machines, the use of nano-technologies to separate the dirt from clothes, 
hydroponic plants etc. 
 
As an illustration of how products could be designed, Zoels explained the 
background to “Project F” (an investigation into fabric care futures) - a design 
research project which aimed to extend Whirlpool Europe's understanding of the 
laundry process. Zoels emphasised how strategic design methods can use the 

power of experience to plan for the future in: 
 understanding stakeholders 
 creating imaginable futures 
 inviting dialogue 

Understanding stakeholders – Whirlpool’s design team visited people’s homes 
across Europe to observe the complete process (planning, washing, drying, ironing, 
storing). This completely changed their ideas about requirements. Zoels stressed 
the importance of learning, talking and spotting opportunities. Whirlpool used multi-
disciplinary teams (researchers, cultural anthropologists, usability specialists, 
engineers, market specialists and decision-makers) in a participatory design 

process where experiences are shared. 
 

“a policy that does not address all stakeholder concerns will be poorly 

implemented” 

 

Creating imaginable futures – Whirlpool designers use the insights gained to 
imagine possible futures, using sketches, computer models, animations, video 
scenarios etc.  In this way ideas become real at the early stages of planning. In the 
case of “Project F”, the designers produced Biologic – based on the concept of a 
“2-day process”.   
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Inviting dialogue – Zoels also stressed that prototyping invites dialogue – “it is 
better than text”. Users can imagine alternatives and be engaged in the debate. For 
Project F, Whirlpool developed five different prototypes to demonstrate possible 
future directions. “The design team gained outside recognition and contributed 
towards corporate strategy”, added Zoels. 
 
In conclusion, Zoels said that policy-makers could use design to: 

 make decisions that affect the future desires and needs of people 
 add to policy-making practices and make appropriate policies 

So that when they were planning future policies, they could think imaginable 
futures, review alternatives and use design strategy to support decision-making. 
 
Richard Eiserman, Studio Manager, Whirlpool Brand – Global Customer Design, 
argued that successful design was all about innovation. Looking at the areas where 
design could play a part, Eiserman declared that research can give the greatest lift 
to a company, adding “if you are able to look into the future, research can improve 
strategic and tactical thinking, and improve the way that a company is perceived in 
the marketplace”. 
 
Acknowledging that his thinking owed a debt to IDEO’s strategy, Eiserman stressed 
the need to find a balance between the three the three main stakeholders - users, 
business & technology. Listing his lessons to be learnt, Eiserman stated that: 

 products and services are the end result of applying technology to a 

business end  

 business addresses users (via branding) with a series of promises which it 
needs to keep to retain its reputation 

 Technology provides users with an experience, which may be good or bad, 
but which can always be designed. This, for Eiserman, was the most 

interesting area   

“design can interpret how technologies can be adjusted to meet user requirements” 

 
Eiserman then emphasised the need to disseminate the information gleaned to all 
stakeholders. Based on these findings, the product development process would be 
initiated. At Whirlpool, this is known as the Double Diamond process, where 
concepts are looked at from various angles (company values, users views, 
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understanding the processes and environmental issues). Products are designed 
using all these inputs in order to develop “an integrated offer”.  
 
Whirlpool makes extensive use of design ethnography in order to capture a picture 
of its users and their future needs.  
 
“we do not ask consumers what they want, we try to understand how they live” 

 
Eiserman stressed the need to “fully understand the problem” (by observing, 
talking, investigating) and the use of workshops to “tease out ideas”  – hundreds of 
ideas were discussed during Project F. In conclusion, Eiserman stated that the 
designers’ role is to “ask questions, get a reaction and adapt” – “it is an iterative 
process”. 
 
The next stage of ‘Project F’ will be to install mock-ups in a controlled environment 
and expose them to consumers in a structured way, to identify which directions are 
valid.  

Insight on the ‘Project F’ Case Study – a Q&A session  

 
Gillian Crampton-Smith, Director Interaction-Ivrea, asked for details on the duration 
of the project and the staffing. Eiserman answered that the project had started in 
June 2001 with prototypes being available in February 2002. “It was painfully fast”, 
added Eiserman. As for staff, there had been seven people (not all full-time) “with a 
lot of work at night”.  
 
“now that the value of such projects is understood, it is easier to get funding” 

 
Clive Grinyer, Director Design & Innovation, Design Council UK, asked for the 
reaction of both the public and of Whirlpool itself. “We are sensing what people 
feel”, said Eiserman, “we need to understand why Biologic has got people excited.” 
Eiserman added that internal discussions were starting but that he personally 
hoped that companies like Monsanto might produce hydroponic plants and develop 
partnerships with companies such as P&G.  
 
Crampton-Smith commented that the case study had stressed the importance of 
designers meeting real people rather than being tied to their drawing boards. 
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Zoels agreed but added that it was important to unblock tacit knowledge. “that 
cannot be learnt from books”, said Zoels, “this is participatory design”.  
 
Elie Faroult, Scientific Officer, European Commission, DG Research, asked if there 
were pre-requisites for people who might be interested in learning these design 
techniques. In response, Eiserman said that people needed to be open to new 
ideas, but in principle, anyone could learn the techniques. Zoels stressed that 
designers could not be “lone heroes”; they needed input from other specialists. 
Everyone involved should be “without pre-conceptions”, or rather “people who can 
overcome pre-conceptions.” 

Case Study 2 – the Power of Diversity  

Gérard Laizé, Directeur Général, VIA – France, described his organisation and 
added that its first mission was to “promote design within the daily environment”. 
Laizé stressed that VIA focussed on SMEs and this made it difficult to compare its 
methods with those of the multi-nationals who emphasised the use of technology 
and invested heavily in R&D.  
 
VIA’s Research Centre, in Paris, looks at all elements of lifestyle in the 21st 
Century and Laizé added that a recent project looked at the status of kitchen 
equipment and dishwashers, posing such questions as “why is this type of 
equipment never designed with single-parent families in mind?” Other projects look 
at the problems caused by the ageing population and the challenges this causes for 
designers.  
 
VIA’s second role is to discover new talents in the world of design, in order to boost 
creativity. VIA also advises manufacturers and brings together the various players 
in the design world.   
 
Prof. Peter McGrory, Design Management, University of Art & design, Helsinki 
UIAH, reviewed the EU-funded Humantec project (http://www.humantec.it/) that 
focussed on the design and humanisation of technologies. Humantec’s objective 
was to help vitalise the SME office furniture industry in Europe to respond to the 
challenges and changes in working practices and the new developments in 
computer technology.   
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Within Humantec, the University of Helsinki’s role was to propose how new 
technology could be exploited to enhance ‘space systems’, by the utilisation of 
adaptive furniture. The Helsinki team’s project was entitled ‘Reflexive Spaces’ and 
focussed on: a) the benefits of adaptive furniture and space systems (as opposed 
to dedicated spaces, i.e. fixed rooms) and the benefits of integrating ICT into 
furniture and space systems.  
 
Helsinki University design students were asked to challenge conventional 
approaches and assumptions in order to create “fluid” spaces which might, for 
example, include new types of collaboration between the computer industry and 
furniture manufacturers. As an example of reverse thinking, McGrory suggested 
that furniture might be incorporated within a computer system.  
 

Research Methodology 

The methods used were: a) adductive and deductive reasoning, and collaborative 
learning (with KM and learning experts participating) – with designs being swiftly 
discarded if they were not working, and b) forecasting & backcasting, (also known 
as visually mediated scenarios) where with the latter approach – the result is 
decided first and the necessary work is then defined.  
 
McGrory gave examples of the various approaches, with the most successful being 
one that combined elements of certainty and unstructured thinking, i.e. a balanced 
approached based on prototyping, with decisions taken on initial results. In such a 
scenario, much iteration takes place – it was noted that Nokia often uses these 
methods.  

Summary of results 

In conclusion, McGrory listed the advantages found in using visually mediated 

scenarios in all of the case studies. He stated that this type of scenario gave scope 
to a wide range of opportunities and risks, costs and benefits and enable sensory-
rich forms of research to be performed. 
 
McGrory added that visually mediated scenarios facilitate cross-disciplinary 
scenarios, stimulate design with consumers (not for consumers), enhance 
processes, mobilise tacit knowledge and enhance the differences and 
complementary aspects of cognitive approaches.  
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Peter Kercher, Vice President EIDD, stressed that Humantec was a ground-
breaking project that “brought together people from radically different 
backgrounds”. Kercher added that many people, including designers, fear 
technology and that the Humantec project was aiming to “persuade designers to 
have confidence in technology”.  

Design, Future and Sustainability  

Luisa Colina, Professor Dept. Industrial Design at Politecnico di Milano, reviewed 
that department’s activities in recent years, in looking at the future and the role of 
design in creating a sustainable future.  
 
The future – Colina argued that we should try to design the future, even in these 
turbulent times. “We are all consciously, and unconsciously, contributors to the 
future”, stated Colina, explaining the difference between possible and thinkable 
futures – where the overlap is the designable future. Asking how this designable 

future could be expanded, Colina argued that people must be empowered to 
imagine possible futures and to recognise the building blocks that could be used - 
“as they are all around us today”.  
 
Design – Colina emphasised that the role of designers was to imagine solutions, 
understand the constraints & opportunities, and achieve results. This could be done 
by one of three methods: 

 New solution development, e.g. Swatch, Apple computers etc. 
 Cultural prototyping, where artefacts are produced to verify reactions to new 

ideas (not to check if the market was ready but rather to enable 
organisations to learn about the future), e.g. dream cars, future homes  

 Build scenarios or alternatives to enrich the decision-making process, to see 
how the system reacts to the decision-making process. Colina described the 
two types of scenarios: policy-oriented (POS) and design-oriented (DOS). 
The more recent DOS concept is generally used to promote shared visions 

 
 Sustainability – here Colina argued that there was no shared vision of how the 
transition to a sustainable future could be managed and that this was having a 
negative effect on the debate, on the technical solutions and on the market 
feasibility of such ideas. “It is a long learning process and it is too soon to have an 
answer”, concluded Colina. 
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Insight on the first two case studies 

The discussion started with a brief exchange between Philippe Picaud and Luisa 
Colina. Picaud argued that Colina had suggested “trying” to design, whereas you 
must commit to producing something. Essentially, Colina agreed with this but 
explained that sometimes “you are not sure about the outcome”. For Colina, the 
important point was to try and expand “thinkable futures”. 
 
Ellie Faroult, Scientific Officer, European Commission, DG Research, suggested 
there was a problem with terminology, as many similar terms had been mentioned 
during the conference. For Faroult the terms – possible, probable, desirable and 
utopian – covered the complete Foresight spectrum. He added that the utopian 
aspect was missing from the discussion on design and that this was potentially 
going to limit what designers could achieve. Colina responded by explaining that 
her presentation had focussed on “design-oriented scenarios”, but that “cultural 
prototyping” was not limited to today’s thinking.  
 
Jean Schneider (Project Coordinator, APCI), added that today’s design processes 
had two black holes – designers have little interest in showing consumers how they 
could become familiar with new technology and there is no attempt to see how 
society functions if people do not buy ‘essential’ products. Picaud argued that this 
was to be expected as designers had to “work within the system”. 
 
Chairing the session, Anne-Marie Boutin, President APCI – France, commented 
that there had been much discussion about the need for consultation, dialogue, 
scenarios and prototyping, but not enough about the “essential role of designers”. 
Boutin reminded the audience that it was not just about designing objects, but that 
there was scope for designing services, public utilities, policies etc. “We need a 
specific design methodology”, said Boutin.  
 
Colina added that her HiCS presentation had focussed on innovation at the system 
level, i.e. improving the system flow so that solutions (in terms of the provision of 
food) were accessible to all. Faroult agreed that this was important but asked for a 
better definition of design and the designer’s role. Looking back 40 years, Faroult 
commented that O&M specialists had looked at changing systems and had met the 
problem of interfacing with other professions.  
 
“we must design the designer’s profession for the next 20 years” 
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Boutin acknowledged that design was a young profession and Schneider agreed, 
adding that while design was simply responding to industry’s needs, vocabulary 
changes and divisions between professions have already existed. 
 
Peter Kercher, Vice President EIDD, argued that design’s self-awareness was new, 
and that today’s focus was on problem solving. Engineers seek to improve existing 
products but designers ask why are things done this way? That’s the difference, 
said Kercher. 
 
Boutin insisted that there is a need for more specific examples and Faroult called 
for designers to think “outside the system”. Schneider commented that it all 
depends on the project scope. He repeated his belief that design’s strength lies in 
the ability to invite a lot or a few players into a project at an early stage. “Each time 
we have a new project, we re-invent the borders”, said Schneider.  
 
Bringing the discussion to a close, Richard Eiserman, Studio Manager, Whirlpool 
Brand – Global Customer Design, said, “we are all trying to change the system 
from within”. Eiserman saw a difference between the past, when people were 
convinced to buy products (push technique) and today, when designers are trying 
to extract information and understand desires (pull technique) in order to provide 
solutions.  

Resumé of Day 1 -  Dr. Keith Lawrence 

Dr. Keith Lawrence, Salford University, responsible for evaluating the “Design for 

Future Needs” project, reminded the audience that the aim was to bring together 
design methodologies and processes, so that they illustrated how they could be 
used to support policy decisions. Lawrence emphasised that the goal here was to 
look at “the big picture”, to see how design could influence EU policy-making.  
 

Case Study 3 – “The Power of Leadership” 

Richelle Harun, Design Researcher, Design Council –UK, introduced the third case 
study, which looked at the design of London Heathrow’s (future) Terminal 5. Giving 
the background to the project, Harun listed the aims of the case study as being: 
how to manage uncertainty, how to maintain flexibility and, above all, to show how 
design leadership plays a role in shaping and delivering a creative vision. 
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Raymond Turner, Consultant, British Airport, described the project in detail with 
particular focus on the lessons learnt. During the initial stages of the project, 
Turner realised that the project lacked a ‘vision’ – or ‘design feeling’ - that would 
set the new airport apart from the rest. A small internal team was created to 
determine what the vision should be, and it was agreed that it should contribute to 
the airport’s aims, set a benchmark for profitable airports of the future and set 
future standards for BA and its airport network. 
 
The team agreed that the new terminal should be the world’s most refreshing 

interchange. Turner explained how this vision was used to motivate staff and get 
the project team to think differently – “it became a whole new ball game”. Product 
champions and specialist designers were appointed to keep the vision alive during 
the project ‘s six-year period. 
 
Lessons learnt -   

 Design leadership: if solid leadership is provided, design can play a pivotal 
role in the process of investing for the future 

 Understanding the nature of tomorrow: design is much more than a mere 
superficial tool – it is strategic 

 Main tools: models, prototyping, drawings, computer-aided simulations, 
ergonomic studies etc. 

 Design can be an essential link between strategic discussions at boardroom 
level and the day-to-day operations of the business 

 Design can help achieve a focus on achieving strategic aims: Define the 
strategic intent (objectives, differentiators), add a vision that adds customer 
focus / common goals, express the values that can turn the vision into 

reality, develop design objectives and design strategies (linking design back 
to the strategic business aims) 

 
In summary, Turner explained that design is a powerful tool, that must be taken 

seriously as it is critical to success – it must, though, be owned by the business.   
  
“design is too important to be left to the designers” 

  
In the following Q&A session Mike Thompson, EU Convenor, BEDA, asked if user-
centred policy had influenced design and if, in fact, user-centred policy actually 
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existed. Turner declared that it did exist and that, at Terminal 5, the project had 
become user-centred. At first, the project had focussed on lessons learnt from the 
past and the resulting engineering solutions based on today’s thinking, whereas the 
future - and hence the users' needs - were being ignored. Tuner added that this 
design push had helped the organisation to think more about tomorrow.  
 
Philippe Picaud asked if Turner had looked at the ‘design system’ in totality rather 
than at the airport terminal building itself. Had he not thought about improving the 
flight experience? Turner responded by emphasising that the focus had been on 
customer journeys, and how they could be improved (better flow, easier security 
clearance etc.).  
 
Picaud explained that his question had meant to ask – “had the whole concept 
been re-thought”, i.e. why is an airport actually needed? Turner stated that much 
work is being done on “alternative travel systems” but that the ‘Terminal 5’ project 
was an extension to an existing airport, to improve capacity.  
 
Thompson asked if information design had been included as way of reducing 
customer anxiety, and added a question in regard to the designers of Terminal 6 
(sic) – “will designers be engaged in policy-making from the outset? 
 
Turner said that information design was critical for navigating through any complex 
system. He added that the project had focussed on way-finding (through the 
terminal) and that the provision of information to clients had received a high 
priority. In response to the second question, Turner said that designers must be 
involved – “there is no option”. 
 
In conclusion, Gillian Crampton-Smith said that although the presentation had 
provided a fascinating insight into the project, she was still not sure which part of 
the project had been design, and what had been “something else”? 
 
Referring to the Roman architect Vitruvius (who had insisted that buildings have 
firmness (they stand up), commodity (they meet the needs of the people using 
them) and delight (they should be beautiful), Crampton-Smith added that designers 
today were trying to do the same, i.e. bringing together all three - the functional 
needs and the need for delight and meaning.  
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In relation to Terminal 5, Crampton-Smith opined that Turner had started from the 
vision (the experience) and then determined what physical things were needed to 
achieve that aim. That is a totally different approach to engineering, where the key 
might be to increase the number of passengers. Turner agreed. 

Case Study 4 – “The Power of Teamwork” 

Lionel Roure, Assistant Professor, C.N.A.M. France, introduced the next case study 
that looked at Decathlon’s design methods. Roure explained that Decathlon was 
chosen to participate in the study as: 

 it was one of the world’s largest sports goods manufacturers and it needed to 
“second guess” its clients’ future needs 

 as it had an integrated design centre, it would be interesting to look at the 
methods used at the centre 

 the company uses design as a strategic tool, rather than developing products 
that react to events 

Roure also described the objectives of the ‘teamwork’ case study, which were to: 
 review Decathlon’s structured approach to design 
 examine how teamwork (and the changing nature of Decathlon’s teams) 

impacts the company’s design methodology 
 investigate how day-to-day working methods are linked to future long-term 

requirements 
Philippe Picaud, Decathlon Design Director, gave an overview of his company, 
which has transformed itself from a pure distribution chain to an organisation, 
which is currently the fifth largest sports retailer (manufacturer and distributor) in 
the world.   
 
Decathlon’s Design Team has 60 people from a variety of backgrounds (product 
design, graphic design, fashion design and packaging engineers) who bring added 

value to the company by: 

 encouraging people to work towards common objectives using participatory 

design techniques 
 playing a role in the management of change 

For Picaud, the key role of the design team is to encourage innovation. Used 
correctly, Picaud argued that innovatory design could both minimise risk and 
ensure that the right products were introduced at the right time.  
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Explaining Decathlon’s structure, Picaud showed the three areas of competence 
(product, visual appeal, fashion), which have both a product manager and a design 
manager. Working across all groups is the ‘advanced design group’ – Picaud’s own 
area- which is responsible for ensuring that the essential ingredient – innovation - 
is added to the mix.  
 
The advanced design group have developed the Imaginew process, which has the 
aim of linking Decathlon’s vision to reality. This process uses several tools, the 
chief of which are: 

 gathering information: in a maximum of half a day, to establish objectives 
 brainstorming: generating ideas, structuring them and or / discarding ideas 
 develop scenarios: using story boards, identifying end user benefits 

(generally done in isolation from HQ) 
 creating concepts: focusing and developing alternative concepts (also done 

in isolation from HQ)  
 formal production of concepts: creating mock-ups following company 

standards 
“to gain opportunities, you must risk breaking the rules” 

 
The concepts are then evaluated (a vital process according to Picaud), based on a 
number of criteria: end user appreciation, sports utility, brand value, economic 
feasibility and wow factor. If any of these concepts are approved, they will either be 
used to reinforce a current brand or become a new brand in themselves.  
 

“design is a state of mind that becomes an attitude” 

 
Picaud explained the benefits as: the identification of business opportunities, the 
creation of flagship brands, improved teamwork and enhancement of the product 
range.  
 
 In the Q&A session, Crampton-Smith asked why designers needed to be involved, 
as has been often stated during the conference, at an early stage. Turner 
responded, saying that a design approach was needed early as it forces companies 
to think about the user interface (vital to a company’s reputation). Picaud 
commented that “it was natural” as designers had to know what was wanted from 
any project.  
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Anne Marie Boutin asked for more detail on the specific role of designers at these 
early project stages and also (for Decathlon) how the advanced design group’s 
work had affected the company as a whole and not just the individual brands? 
 
Turner stated that the design approach ensured that the right questions were asked 
during “normal” business debates, where what-if scenarios are often discussed but 
where the idea of ‘anticipating tomorrow’ is often missing.  
 
Picaud described the elements of the Decathlon business that had changed due to 
design – the development and meaning of each brand, the generation of innovative 
ideas that are not purely technology-based, the management of projects that are 
now often assessed on relevance (to markets and to consumers) as well as on the 
traditional measures such as cost, time and quality.  
 
Crampton-Smith asked if design’s earlier entry in the process brought coherence. 
Picaud thought that this was the case but also commented that Decathlon had 
added design to the Product Question Process (PQP). This has led to product 
managers often insisting on ‘design tools’ being used whenever products are being 
evaluated.  

Paraskevas Caracostas – taking stock of the conference to-date  

Taking stock of the proceedings to-date, Caracostas compared ‘Foresight’ and 
‘Design’ and asked if design was a Foresight tool that could indeed be relevant to 
the development of science and technology policy. Stating that Foresight was 
systematic, participative and policy-driven, Caracostas stressed the importance of 
visualisation (via tools such as prototyping) within design. Noting that terminology 
problems had arisen, Caracostas asked if the design and Foresight processes were 
overlapping.  
 
A debate followed where various questions were asked in regard to possible next 
steps and the ways in which the Foresight and design processes could be brought 
together.  

Connecting with the future 

Joan Majó, President of the Council of 22@bcn, described how design and policy 
had been linked in Barcelona’s Knowledge City. Majó explained how people had 
imagined something new and then realised their dreams within the political sphere.  
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The intention had been to re-build a part of the city so that the new sector was both 
economically viable and residential – “a place to live, work, learn and be happy”. It 
was a totally new concept in which 6,000 flats were renovated, 6,000 flats were 
built for rental purposes and 12,000 industrial plots were turned into residential 
units.  
 
“22@ is the proof of the force of imagination – fixing a goal and achieving it” 

 
In addition, the activity@ section was developed to house ICT, research 
companies, multimedia organisations and similar units. Companies had to qualify to 
have an outlet in activity@. In addition, a new University campus was built to the 
east of 22@.  
 
Yo Kaminagai, Director Design Management Unit, RATP8 France, presented a 
project that showed how design management could change public experiences. 
Kaminagai described the aims of RATP as: 

 to keep traffic moving (especially at peak hours) 
 to enhance the city by making it a better place to live 
 to allow each customer to travel as they wished 

The idea was to connect with travellers, to reach their emotions (via art displays 
etc.). To do this RAPT decided to ensure quality of service at all times, enrich the 
experience of travel and add new services.  
 
Quality of service at all times – it was decided to modernise the ‘spaces’ where 
customers waited (better lighting etc.), add new trains, design functional objects 
and respect tradition. 
 
Enriching the experience – it was also agreed to increase the number of cafes, use 
wood as a main building material, add ‘themed’ stations and present art exhibitions.  
 
Adding new services – new types of signs and services (vandal proof).  

                                                           
8 RATP includes tram, rapid transit, bus, metro and the Montmartre Funicular – 42,500 
staff.  
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Panel discussion and conclusions 

Elie Faroult, Scientific Officer, DG Research, summarised the conference on behalf 
of the European Commission. His main points were: 
> importantly, it appears that design is not just object-oriented, but also service-
oriented. So the project’s aims should not be technically-oriented but should look at 
social change as well, i.e. possible global changes within society 
> there is convergence between the design and Foresight processes; where they 
do overlap – we need to know which tools and processes could expand the 
Foresight approaches 
As for outstanding matters, they were listed as: 

 there is a need to decide how the project can be sustained / prolonged 
 the case studies need to be enhanced and enriched - to be more focussed on 

Foresight, with a stricter evaluation process 
 we should review the possibility of national conferences to discuss design / 

Foresight issues and thereby expand the initiative 
 how will the results be published? these results could be important to a broad 

audience (companies, Foresight participants etc.) as well as within the 
Commission. 

 educational needs: we need to know if today’s training (within society) will be 
useful in 10-15 years’ time. We should consider what society would be like in 
this timeframe, so we need to know what kind of design training exists and 
how it relates to Foresight. 

 how can Foresight help the ‘design’ approach so it becomes a two-way 
exchange of information and ideas? 

Faroult concluded by saying that although the conference had been informative, it 
had also shown that there is much work still to be done.  
 
In summing up the conference, Clive Grinyer, Director Design & Innovation, Design 
Council UK, said there was an opportunity to move forward, as he believed that 
Design could have an impact on Foresight.  

 

“If EU policy is about the quality of life, then maybe design can put the wow factor 

into Foresight” 

 
Looking at design and Foresight, Grinyer said that Foresight seems to be a design 
concept but it is not design. Both processes look at the future, although Foresight 
is the new kid on the block. Comparing the two processes, we can say: 
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 Foresight is about understanding a flexible future (via information) and design 
is about creating a vision  

 if a project vision exits, then its participants are empowered – and both 
Foresight and design can help to achieve this 

 the methodologies of both processes need to be clarified 
 both concepts can encourage dreaming and the power of imagination – both 

can contribute here as well and they can help us reach decisions 
 in the design case studies, evaluation has been built into the process from the 

start and is an essential part of the project methodology 
 as we have started talking about ‘design Foresight’, it does exist – we can go 

forward to take the process further across Europe 
 the three IDEO pillars – users/business/technology – can be transposed to 

become citizens/government/policy; this means that there is a fantastic 
opportunity to build on this beginning 

Adding some closing words, the European Commission’s Paraskevas Caracostas, 
Head of Unit, DG Research, gave some practical advice for the potential next 
steps. 
 
He suggested that different programmes were being targeted in the next and sixth 
Framework programme; ‘expressions of interest’ have been received (available on 
CORDIS) for the fifth Framework programme. These are available on the CORDIS 
website, where there are lots of ideas (12,000 expressions of interest, including 
one from the UK Design Council) – so there is plenty of food for thought.  
 
The conference closed.  
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National Design and Foresight Seminars 

1) London 18 February 2003 
The design Council invited an audience of government officials and advisors from 
the Foresight community and designers working on future trends 
 
The seminar was opened by Clive Grinyer who introduced the Design for Future 
Needs project to the audience. Raymond Turner then presented the case study 
about the development of Terminal 5 at Heathrow Airport, London. Clive then took 
up the story and outlined the connections between design and foresight and 
suggested that the two activities and communities have much to gain from closer 
links. 
 
The audience then had ‘table discussions’ based around a question for each group. 
The questions were: 
 

1. How can the approaches and methodologies used by designers support 
foresight and policy making? 

2. How can foresight approaches and methodologies support design? 
3. What are the main differences in design and foresight activity and what are 

the barriers to collaboration?  
4. How could the links between foresight and design highlighted today be 

demonstrated in a simple practical way that could be used as the basis for 
encouraging the professions to collaborate more effectively?  

Group Discussions  

Each group then presented feedback from their discussions as follows:  
 
1.   How can the approaches and methodologies used by designers support 
foresight and policy making? 
 
Whilst we felt we did not fully answer the question, we did discuss some design 
approaches and ways of thinking that we thought were valuable and transferable. 
 
We thought designers were immersed in a culture which made them able to be 
familiar with having criteria by which the work would be judged - that is objectives 
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or restraints which are integral to understanding whether the design solution hit the 
target, or not. 
 
We felt that designers ask for information on the intended use of something and 
work well with the type of information which makes explicit how users think, act and 
expect from something. They are trained to translate these elements into aspects 
of the design. This user information ensures the responses are clearly adding 
valuable tangible and intangible benefits. 
 
Designers are also trained to fail earlier and faster - this in itself is an attitude 
which can help drive out weaker or no aligned ideas. It is important also to build 
upon ideas and allow time for creating the better ideas which can often come late. 
 
Finally we explored the way in which visualisation - from sketches on a napkin, to 
prototypes, to customer experience diagrams, all form a shared vision of what is 
being discussed. This is not unique to designers - War rooms in military situations 
reveal the game plan for those making decisions, and demonstrate the power of 
ideas made visible, rather than in separate heads. 
 
2.   How can foresight approaches and methodologies support design? 

                   How foresight differs from design – 

 Foresight visions look much further than design 
 Foresight has a greater understanding of the future which allows better 

decision-making today 
“Expertise” in foresight 

 Foresight tends to draw information from “experts” in various fields – these 
people aren’t always entirely authoritative on a subject however they do 
combine knowledge and creativity that feeds into foresight 

 
Foresight makes people uncomfortable – challenges their preconceptions and 
creates a provocative view: 

 it challenges perceptions 
 creates extreme options 

 
Design tries to make them comfortable – to help people deal with change? 

 design for a particular outcome  
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Foresight is liberating and grounding  
It leads to better decisions 
Foresight creates a vision of the future it believes it can create 
 
How can foresight approaches and methodologies support design? 
 
Design could effectively use the same range of expertise used in foresight e.g., 
social scientists. 
 
Design should learn from the confidence foresight has to look further into the future 
and believe these visions are achievable – allowing better design decisions today. 
 
Design should challenge people more by trying to make them uncomfortable before 
adding comfort. 
 
3.   What are the main differences in design and foresight activity and what are the 
barriers to collaboration?  
 
Design is a non linear process adds value to foresight activity. 
 
Instead of following a linear step by step process, designers makes leaps between 
the intangible and tangible future, the possible and impossible. They review and 
synthesise information and generate real user-focus solutions and in the process of 
doing so connect ideas to the needs of the user and also reflect back to the original 
objectives. 
 
Design connecting to user needs 
 
The significance of design as a perspective in foresight to consider the individual 
and understand the implications of future change on user needs.  
 
Other points raised: 

 When and how designers use foresight? 
 Importance of defining the time framework – can be difficult to compare the 

design of products with a short term horizons where solutions tend to very 
reactive in foresight.  
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The need for foresight to be presented in an accessible way to engage designers 
and encourage them to translate through their work for clients or their own 
companies. Whilst developing channels by which designers can  feed new 
perspectives and experimental project work back into the foresight community.  
 
Barriers to collaboration: 

 lack of common language and understanding 
 stereotypical perceptions of designers or scientists  
 it’s not our responsibility……..Foresight is a luxury 
 what are the drivers for using foresight? Commercial or Social, and how 

does this affect its perceived value and the way it is used? 
It was argued that in a commercial world there was less time and motivation for 
designers to use their skills to think about future horizons that were not profitable 
today. (It was also highlighted that the average lifespan of companies in Japan was 

6.5 years!!!!) 
 
How can design and foresight collaborate in the future? 

 Need for common language and common goals 
 Two-way flow of information and insight. 
 Mutual respect and space for difference in skills and perspectives 

 
Need to acknowledge that the two communities work in different worlds but can 
clearly benefit from exchange and interaction.  Need for a model/ framework where 
by the two an meet periodically then go away and explore ideas then come back 
and discuss (not unlike the design process!) This does not necessarily mean 
‘working together’. The strength of the partnership seems to lie in the way we work 
in different ways and we must just find the language to connect and develop ideas. 
 
4.  How could the links between foresight and design be demonstrated in a simple 
practical way that could form the basis for encouraging the professions to 
collaborate more effectively? 
 
Key issues the group discussed were: 

 that 'Foresight doesn't deliver' the information that Foresight work generates 
in an accessible and useful format to potential users  

 that researchers don't always connect with users needs, often resulting in the 
development of technology that doesn't have meaningful applications. 
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There was agreement that involving designers in Foresight activity could help to 
address these issues and add value to research and communication. The way in 
which design can visualise possibilities is particularly useful - an example of this 
was the 'Conviction Kit' that designers created in order to explain a new concept or 
emerging technology in a way that stakeholders could engage with and understand 
possible applications. Involving designers at a very early stage can help decision 
making about the direction and form of the research. The group also thought that 
designers needed to know more about Foresight and how it could inform their work. 
 
Suggestions arising from the discussion in answer to the question were: 

 to develop a database of designers that could be used in Foresight projects; 
the list would need to be managed so that designers could be 'matched' as 
well as possible to the research and the needs of each particular project 

 to involve designers in the communication of Foresight outputs, ensuring that 
the information is useful and relevant to the target audiences. 

 
In addition, dissemination of the T5 case study and the Design for Future Needs 
work to designers, businesses and the foresight community would help to raise 
awareness of the links between design and foresight.  
 
In summing up the seminar, it was agreed that there is scope for collaboration. The 
UK Foresight group at the Department of Trade and Industry are keen to take 
forward the idea of involving designers in their research project teams. The 
designers present wanted to have more information from the foresight community 
and felt that the design community should be more aware of the resource available. 
There is also a need to promote the benefits of future thinking to industry so that 
businesses are aware of the value of understanding the future in order to make 
decisions today. 

 
 
 
 
 



National Design and Foresight Seminars  

 

    
page > 185 

2) Helsinki 21 February 2003 
The University of Art and Design Helsinki in collaboration with Finland Futures 
Research Centre and Finland Futures Academy invited designers, futures 
researchers, academics and practitioners to participate in a one-day intensive 
open-space working session under the theme ‘Design and Creativity in Futures 
Foresight’ 
 
The intent of the workshop was to openly discuss the merits of deeper collaboration 
within and between Design and Futures Research with  
respect to broad-based education and research initiatives on a 
National and International level. 
 
25 people attended the workshop with more or less equal representation 
from education, research and practice in the area of design, research and foresight 
activity. 
 
Based on insights gained from a Nordic futures seminar held in Turk,  
Finland in June 2001: titled ‘Seminar on Scenario Building’.  
The workshop commenced with a brief presentation or provocation 
as to ‘the future of scenario analysis including its problems and potentialities. 
 
It was suggested that one of the main problems of scenario-building 
was not so much to do with the problem of ‘analysis’ but more to do with the 
problem and potential for ‘reflexive and creative synthesis’, essentially 
what ‘one’ should do (and create) with the outcome of such time-bound processes. 
 
In the open-space working session participants were invited to propose  
questions which they would like to discuss with other workshop participants 
during the break-in/out sessions. 
 
The following questions were proposed for discussion: 
1.0 — In order to make better use of futures research findings,  

could design help vitalise the interface between research, 

research application and action? 

1.1 — Could design contribute by helping to ‘conceptualise use’? 
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Given contemporary developments in digital media  

and communications networks … 

2.0 — Could visualisation, simulation and prototyping ensure a 

more inclusive, engaging and participatory process within 

and between diverse stakeholders and stakeholder interests? 

2.1 — How to visualise alternative futures without emphasising  

specific pre-ordained values?… is this a problem or not? 

 

3.0 — Lifestyles, life politics, design tensions and connections: 

who designs the everyday? 

 

4.0 — When is imagination more important than knowledge? 

4.1 — What do we mean or understand by the term imagination? 

4.2 — When is fiction more valuable or useful than fact? 

   
Example of insights and implications relating to question Q4  
 
When is imagination more important than knowledge? 

What do we mean or understand by the term imagination? 

When is fiction more valuable or useful than fact? 
 
   Insight: 
 
Imagination — involves the faculty, creative ability and action of  
producing ideas, especially ‘mental images’ of things that are not presently 
experienced or have never been experienced. 
Imagination can also be seen as fanciful notion (fiction) or guesswork. 
 
It’s important to remember that mental images are not merely visual, there are also 
images involving hearing, motion, touch, taste, smell, pain—pleasure, and 
temperature. 
 
However, visual image is the most common form of mental image, followed closely 
by auditory image.  Therefore it is not surprising that most methods for enhancing 
mental imagery focus on visual images.   
 
But we could clearly benefit from making more conscious use of auditory images 
and our other sensory faculty. 
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Knowledge — involves facts, feelings or experiences known by a person  
or group of people (tacit/explicit).  Knowledge implies the state of knowing, 
awareness, consciousness, or familiarity gained by experience or learning.  
 
Imagination is vital to creativity, it is what makes it possible for us to think outside 
the confines of our present perceptual reality, to consider memories of the past and 
possibilities for the future, and to weigh alternatives against each other.  Thus, 
imagination makes possible all our thinking about: what is (present); what has been  
(past); and what might (could) be (possible future). 
 
Knowledge and imagination instil and incite our sense-of-reality, our memories, our 
dreams and aspirations.  In this respect it is vital for us to have a better (deeper) 
understanding as to their respective capability in Future(s studies. 
 
Implication: 

What is the role and potential of individual vs. collective imagination in foresight 
activity? 
 
Could we benefit from making more conscious use of auditory images and other 
sensory faculty in futures research and conditioning? 
 
Can imagination help us probe the un-known i.e. things we know we don’t know, 
but could imagine? 
   
What now and what next? 
 
The workshop proved to be very useful and insightful in the sense that 
it heightened or better conveyed the differences in understanding  
(and misunderstanding) as to what constitutes design and foresight,  
not least the role of design in Foresight activity. 
 
There was a clear consensus that designers and foresight researchers would  
benefit from a deeper, prolonged and contextual engagement in a broad- 
stream of futures research areas ranging from: Sustainable Development; 
Information Society Technologies, Biotechnology, Cultural Systems and Systemic 
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Innovation.  Many of which are key thematic priorities of the EU 6th. Framework 
Programme for Research and Technology Development. 
 
It was concluded that the University of Art and Design Helsinki, Finland Futures 
Research Centre and Finland Futures Academy should take clear account and 
benefit of our collective international network by inviting our respective 
partner institutions in Design (Design Council (UK), APCI (France), Interaction 
Design Institute IVREA (Italy) + others), Futures Research and Foresight (e.g. 
Foresight Programme (UK), Global Future Forum (UK), Laboratory for Investigation 
in Prospective and Strategy (France), Prospective Foresight Network (France), 
EuroProspective (France), FuturAct (France), to align their research interests and 
activities, and instigate a number of collaborative initiatives — not least a follow-on 
to the “ground-breaking” ‘Design for Future Needs DfFN’ Project 
 
It was provisionally agreed to have a follow-up workshop in Turku at the end of 
March 2003. 
 
Finland Futures Research Centre 
Finland Futures Research Centre is the leading producer of futures knowledge in 
Finland and has gained international recognition as a research institute. 
 
The Centre produces and promotes visionary information on the future 
trends in society and the environment.  With its multidisciplinary resources      it is 
able to meet the needs of its customers, which range from academic institutions to 
public organisations and the business world.  An extended network of co-operation 
ensures the Centre access to the latest ideas,    visions and methods to deal with 
and evaluate perceptions of the future. 
 
The Centre is actively involved in larger EU projects and maintains  
a creative role within institutions such as the Worlds Futures Studies Federation, 
the Club of Rome and its Finnish association, the Finnish  
Society for Futures Studies, as well as several futures studies institutions  
in the Nordic countries. 
 
Finland Futures Academy is a national network of universities aimed  
at the academic educational and research programmes in Futures Studies. 
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consortium led by the UK’s Design Council. The other project partners are from France, Italy, 
Spain and Finland. Their expertise includes higher education research, the promotion and 
representation of design and design thinking. 
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The UK’s Design Council inspires and enables the best use of design by business, education 
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addition, activities include international exhibitions focusing on Britain’s design strengths.  
The Design Council, which is funded by the UK government, produces interactive guides 
helping businesses and other organisations integrate design successfully into their 
operations, and it provides a knowledge resource to help people make effective design 
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Project Team 
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BEDA ensures there is permanent liaison between professional societies of designers in EU countries 
and acts as a liaison between them and the authorities of the Union. It was formed in 1969 as the 
representative body for professional designers' associations within the European Union. The 
organisation's objective is to develop long-term policies on design for Europe, and to promote the use of 
design across the continent, so helping industry to compete in world markets. BEDA communicates the 
value of design and innovation by co-ordinating the efforts of national design associations, ensuring 
effective information management on legislative and legal issues, and working in partnership with the EU 
to promote the economic impact of European designers at home and abroad. 
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interactive computer technology and to develop new methods and insights into their design.  The 
institute has three arms: a masters programme, a laboratory for design research and a knowledge 
sharing initiative.  Its founding sponsors, Telecom Italia and Olivetti, established interaction-Ivrea to 
foster innovation and collaborations among designers, technologists, social scientists, and business 
people.   
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Project role - to support the identification of areas of current design forecasting practice and the 
development of case studies.  
 

Project Team 

Jan-Christoph Zoels – Project Manager 

Silvia Gabrielli – Case Study Researcher 

Contact 
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CNAM is a further education and research institution, established in1794. A Chair in the Economics of 
New Technologies and Innovation was created at CNAM in 1998. The Chair's activities focus on the 
innovation process. Working towards an in-depth understanding of the innovation process, in order to 
help firms develop new products, enhances CNAM’s role in foresight projects assessing the human 
requirements of future technology and innovation.  www.cnam.fr  

Project role 

To lead the development of the linkages with Foresight thinking in science and technology policy 
development. In addition, CNAM is helping to identify areas of current forecasting practice by providing 
quality assurance of research methodology and to develop case studies.  

Project Team 

Marc Giget – Project Manager    

Lionel Roure – Project Manager 

 
Contact 

roure@cnam.fr 

 

mailto:jc.zoels@interaction-ivrea.it
http://www.cnam.fr/
mailto: roure@cnam.fr

	Design for Future Needs overview
	Introduction
	The purpose of the study
	What is Foresight?
	What is design?
	How they could support each other
	The range of design methods
	Four case studies
	Key findings
	Recommendations for ...
	Next steps
	Commonalities and differences in design and Foresight
	Introduction
	The world is a [mediated] project
	Increasing expectations

	Why is product design a relevant case of foresight [in action]?
	Mass-production and design
	The role of representations

	Differences between strategic design and foresight
	Managing uncertainty

	A few words on design methods
	Some categories

	Conclusions
	Operational framework
	Stakeholders
	Means of action

	Connections and opportunities between design and Foresight
	Introduction
	Foresight
	Models of Foresight Methodology
	Design
	The relationship between design process and Foresight
	The contribution of Foresight thinking to Design.
	The contribution of Design to Foresight.
	Where next?
	Appendices
	Glossary of Design Methods Relevant to Foresight Activities
	Scoping Study
	Design Future Thinking Survey
	The Questionnaire
	Analysis
	Are there areas in which design can/can't be used as a forecasting tool?
	What are the main starting points for design projects?
	Is there a unique "time scale" that characterize�
	Creating representations at an early stage, of all kind
	Setting up the conditions of some sort of dialogue


	Designing in a flow: incremental change
	Conclusion
	List of examples
	Case Study 1: BAA Plc Heathrow Airport, Terminal 5
	Introduction
	Background
	Design and Development Process
	2020 Vision: A view from the future
	Sharing the vision
	Owning the vision
	Implementing and protecting the vision
	Design and foresight
	Conclusions
	
	Design Activity
	Design Management
	Design Leadership
	Translating foresight information
	Capturing foresight information
	Communicating foresight information
	Shaping and framing foresight information


	Case Study 2: Humantec ‘Reflexive Spaces’
	1.  Project description
	1.1 Why Humantec?
	1.2 Project summary
	1.3 Background
	Humantec and ‘Reflexive Spaces’ Project

	1.4 Context (A): reflexive spaces
	1.5 Context (B): business strategy
	2. Methodology and process
	2.1 Summary
	2.2 Expert statements
	2.3 Identification of key drivers
	2.4 Scenario evaluation
	3.  Results and findings
	3.1 Scenario deliverables
	3.2 The scenario process
	4.  Conclusions
	4.1 The role of scenarios
	4.2 Participatory design processes
	4.3 Visualisation, simulation and prototyping
	4.4 The benefits of backcasting
	4.5 The tacit dimension
	4.6 The role of education and research
	Appendix (a)
	Critical factors in scenario-thinking and planning
	Appendix (b)
	Benefits of ‘visually mediated scenarios’
	Case Study 3: Whirlpool “Project F”
	Creating Imaginable Futures: Using Design Strategy as a Foresight Tool
	Introduction: How is design relevant to planning for the future?
	Project F: a research project and design experiment
	Whirlpool’s shift to user-centred design
	Design research: quantitative and qualitative
	Eliciting tacit knowledge and latent needs
	How does design synthesise solutions from research?
	How do we translate research into design?
	From design ideas to 3-D prototypes
	Imaginable futures stimulate internal discussion
	Communication of the prototypes
	Design embodiments stimulate internal discussion about strategy
	From design to implementation: a ‘call to action’
	How could Whirlpool Europe have gained more from Project F?
	Design as a foresight tool
	References
	Case study 4: Decathlon
	Executive Summary
	Introduction
	Why Decathlon?
	Decathlon profile: Milestones in the history of Decathlon
	Strategic evolution: From Distribution to Design
	New Organisation of Design activities at Decathlon
	Prospective Design at Decathlon: the Imaginew programme
	How does the Imaginew team reach its objectives?

	Specificity of prospective design and Interest for the European Commission
	Design prospective specificities
	Information collection
	Processing of information
	The reasons of success of the Design prospective process at Decathlon

	Conclusion
	Future Perfect Conference
	Introduction and Welcome
	Looking to the Future
	How does design shape the future?
	Introduction to the Design for Future Needs project
	Design in the context of Foresight
	The results of the scoping exercise
	Are there specific fields where decisions cannot be used as a forecasting tool?
	What are the main starting points for design projects?
	Do we look 10, 15 or 2,000 years when we design for the future?
	Are there specific methods for long-term projects?

	Case Study 1 – the Power of Experience \(Project
	Insight on the ‘Project F’ Case Study – a Q&A ses
	Case Study 2 – the Power of Diversity
	Research Methodology
	Summary of results

	Design, Future and Sustainability
	Insight on the first two case studies
	Resumé of Day 1 -  Dr. Keith Lawrence
	Case Study 3 – “The Power of Leadership”
	Case Study 4 – “The Power of Teamwork”
	Paraskevas Caracostas – taking stock of the confe
	Connecting with the future
	Panel discussion and conclusions
	National Design and Foresight Seminars
	1) London 18 February 2003
	Group Discussions
	How foresight differs from design –

	2) Helsinki 21 February 2003
	Related Readings List
	Project Partners
	Design Council
	APCI
	UIAH
	BEDA

