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APPENDIX 1: PLANNING AND PROJECT BRIEF
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Calender week

Project week

Getting the right frame

Getting the right design

Getting the design right

Break

Discover
Analysis

Define
Framing

Develop
Idea development and realisation

Deliver
Reflection

Interviews
Observations
Internal analysis
Literature research

Create frames:
F - Filtering main and side issues
R - Resonate by challenging and inspiring
A - Make Assumptions: suppose that ...
M- Contain a strong Metaphor
E - Extrapolate through "if ... then ..." 
reasoning "

Ideation
Brainstorming
Idea selection
Prototyping
Iteration

Testing
Reflecting
Evaluating

Orientation and analysis

Presenting frames

Green light GraduationDeadline

Visualising

Writing report

National holidays during project:

Easter Monday (week 16)
Kingsday (during break week 18)
Liberation Day (week 19)
Ascension Day (week 21)
Whit Monday (week 23)

Assuming these days are free, 4 extra working 
days were added to the end of the project.

Other information regarding planning:

I plan to have weekly coach meetings

The date of the kick-off meeting is 11-02

The dates of other important meetings will 
be discussed during the kick-off meeting.

Developing 6-10 frames

Test 1 Test 2

Important meetings Kick-off Midterm

(Stompff, 2018)

Developing concept 1

Developing concept 2

Developing concept 3

Figure 1. Original planning of thesis
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APPENDIX 2: INTERVIEW GUIDE

Interview guide 
Inleidingstekst 
Voor mijn afstudeerproject ga ik kijken naar de ideation fase en met name ook de overgang tussen 
de onderzoeksfase en de ideation fase. Om te kijken hoe de inzichten het beste meegenomen 
kunnen worden en het beste vertaald kunnen worden in actie. Dit interview is een verkennend 
interview. Het doel is voor mij om het proces hier wat beter te leren kennen en inzichten te krijgen 
voor mogelijk interessante onderzoeksrichtingen of punten in het proces die verbeterd kunnen 
worden. De eerste vragen zijn wat meer algemene vragen over Unplugged en Makerstreet. Is het 
goed als ik dit interview opneem? 

Interview vragen 
1) Kan je in een paar zinnen omschrijven wat Unplugged volgens jou doet voor de klant?

2) Wie zijn volgens jou Unplugged’s grootste concurrenten?

3) Wat is naar jouw mening Unplugged’s unique selling point? // Competitive advantage 

tegenover deze concurrenten?


De volgende vragen gaan over het proces dat doorlopen wordt tijdens projecten en ook specifiek 
de ideation fase in dit proces. 

4) Als je denkt aan het laatste project wat je hebt afgerond, (of nu mee bezig bent), kan je het 
doorlopen process beschrijven?


1) Wat voor sessies zijn gedaan?

1) Was er sprake van de discovery fase?

2) Wat gebeurde er tussen de discovery en ideation fase?


2) Wie waren daar aanwezig?


5) Kan je beschrijven hoe de ideation sessie(s) eruit zag(en) in dit project? (Als geen ideation, een 
ander co-creatie proces (kan met klant of collega’s))


1) Wat was het startpunt? (Vanuit eigen onderzoek of inzichten van klant) // Was er sprake 
van een scoping sessie?


1) Hoe waren de inzichten meegenomen in het onderzoek?

2) Welke activiteiten werden er gedaan?

3) Hoe werd uiteindelijk gekozen wat het juiste idee was?

4) Wat was het resultaat?


6) Was je tevreden met de uitkomst van de sessie, leg uit waarom wel/niet?

1) Wat was hier naar jouw mening de oorzaak van?

2) Was de klant tevreden met de uitkomst van de sessie, leg uit waarom wel/niet?


1) Hoe hebben jullie dat te horen gekregen?


7) Als de klant niet involved is, hoe ziet de ideation er dan uit?

1) Heeft dit denk je voordelen // nadelen?


8) Wat is de reden dat jullie het zo aangepakt hebben? // Hoe hebben jullie besloten deze 
aanpak te hanteren?


1) E.g. samen // 1 iemand die brief schreef // samen met de klant?


9) Was je tevreden met deze aanpak? // Vond je deze aanpak prettig werken?


10) Wat zijn moeilijkheden die je hebt ervaren tijdens dit project (met betrekking tot ideation)?

1) Waarom ervaarde je deze als moeilijk?


11) Zijn er reflectie momenten na het project? Zo ja, wie zijn daar aanwezig?

1) Wat is de laatste sessie in een project?


12) Afsluiting: zijn er nog dingen die jij graag wil vertellen // die belangrijk zijn om te weten? Of 
andere vragen over dit interview en de resultaten?


Stein specifiek vragen naar project waar uitkomsten niet aligned waren:

1) Je had verteld over het (Schiphol) project waar bleek dat de klanten niet tevreden waren met 

de uitkomst, kan je hier wat meer over vertellen?

1) Hoe kwamen jullie erachter dat ze niet tevreden waren?

2) Wat was de reden, volgens de klant, dat ze niet tevreden waren?


2) Kan je een voorbeeld geven van de moeilijkheden die ervaren worden in het vertalen van 
inzichten naar de ideation?


3) Wat gebeurd er tussen discovery en ideation?


4) Is de eindgebruiker ook weleens aanwezig tijdens ideation, waarom wel/niet?


To do lijst 
- Opnemen

- Blok + pen voor aantekeningen

- Vragen om toestemming voor opnemen


Doel 
- Meer inzicht krijgen in ideation proces

- Richtingen voor frames ontdekken

- Moeilijkheden ontdekken

- Interne analyse


Opzet 
- Beginnen bij heden (ervaringen)


- Primen om na te denken over de ideation

- Mensen kunnen alleen antwoord geven op wat ze weten 

- Vragen over gevoelens en meningen die ze hebben over deze ervaringen

- Dan naar verleden

- Dan naar toekomst

- Probeer demografische onderwerpen geleidelijk door interview te verwerken

- Niet specifiek naar vertaalmoeilijkheden vragen, maar kijken of het op komt. Anders heb je 

bias. Eerst maar eens bevestigen dat deze moeilijkheden er zijn. Als ze er niet zijn hierop 
reflecteren // bespreken met Stein. 

APPENDIX 3: QUOTE CLUSTERS

“De oplossing ligt er eigenl�k al 
bew�ze van. Dus dat maakt 
ideation een beetje lastig.” (P1)

“Het enige wat je kr�gt, ook met ideation, is 
dat het heel praktisch is ingestoken. Dus ik 
denk dat we heel functioneel z�n. Met 
onderzoek, je test, dus wat je eruit kr�gt z�n 
gewoon functionele dingen.” (P1)

“Dus verkoop je dan een 
ontwerpproces of verkoop je dan een 

werknemeronderzoek. En dat laatste is 
waar mensen zich meer in herkennen.” 

(P3)

“Uiteindel�k is het toch b� dit soort 
projecten wel zo dat, als je het m� 
vraagt, w� verkopen een bepaald 
traject ten behoeven van iemand die 
b� een corporate werkt.” (P7)

Proposals 
don’t match
the design 

process“Wat heel erg jammer is, is dat er geen 
ideation is gebeurd is omdat we 

gewoon iets aangeleverd kr�gen en 
wordt gezegd dit gaan we testen en dat 

moet dan ook nog binnen een bepaald 
t�dsframe waardoor je niet kan zeggen 
we gaan nog lekker even ideaten.” (P8)

“Het huidige traject wat we daarvoor 
verkocht hebben is opgesplitst in twee 
onderdelen. Ik wil dat [ene onderdeel] 

eigenl�k niet maar dat is de vraag van 
de klant, dus dat gebeurd.” (P8)

“Wat ik vooral doe is voorstellen corrigeren.  
Ze worden geschreven om overtuigend genoeg 
te z�n om de klant te overtuigen maar z�n niet 

zo scherp als ik ze zou willen. (P7)

“Maar het is niet f�n als iemand 
anders het voorstel schr�ft (sales) 
en j� dat maar moet uitvoeren. 
Design en sales denkt te anders. 
Dan staat er al een handtekening 
onder een bepaald plan.” (P3)

Client has too
much influence

“Zo’n interne politiek is zo belangr�k. Dan 
worden dingen die niet uit onderzoek z�n 
gebleken meegenomen, en onderzoek niet. 
Ook al zouden w� dat wel willen. Z� 
hebben alt�d de final call. Ook al ben j� 
degene die de ideation doet en de 
expertise.” (P2)

“En dat maakt het soms wel een lastige 
dynamiek, dat je denkt wat ben ik nu aan het 

doen, ik ben met verkeerde bezig. Maar om 
m�n stakeholders te pleasen doe ik dit nu. 
Maar het brengt m� zelf niet verder in m�n 

propositie ontwikkeling.” (P5)

Research
takes over from

design

“Wat we merkten dat op bepaalde vlakken 
behoefte is aan kleine basic dingen, als 

communicatie, dat je met kleine veranderingen 
al veel winst kan behalen. Terw�l w� zagen dat 

als je echt de consumenten wil helpen moet je 
eerst op de functionele dingen focussen en dan 

pas de ervaring.” (P4)

‘’
‘’

‘’

‘’

‘’

‘’

‘’

‘’

‘’‘’

‘’
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Not having 
the right people

involved

“Dat moet b� de intake eigenl�k al 
gebeuren, is de oplossing, stakeholder 
management, dat je weet wie de 
juiste mensen z�n voor het project. 
Waarin je iedereens rol duidel�k 
maakt.” (P3)

“Eigenl�k waren het de onjuiste 
mensen voor de verkeerde 

functie. Daar was vanuit ons ook 
helemaal geen vraag naar.” (P8)

“Dat hebben we gedaan t�dens de 
scoping. En dat werkte ook wel 
alleen was er dus iemand niet b� die 
er wel b� had moeten z�n.” (P2)

Lack of ideation
tools

“Van alle tools die we gebruiken, 
zou een van de belangr�kste z�n, 
hoe gaan we om met dit soort 
types? Dat z�n dingen waar je 
alt�d tegenaan loopt.” (P4)

“Ideation & Brainstorm is niet de 
core business van Unplugged, 

niet zoals Sunidee waar ze echt 
duidel�ke tools en processen 

hebben ervoor.” (P11)

“Ik merk wel dat we tools 
missen voor ideation. Meestal 
doen we nu maar gewoon 
iets.” (P10)

External 
influences and 

stereotypes

“Dat sensing van hoe de groep is 
en hoe ze zich voelen die dag is 

hier heel belangr�k, maar ik denk 
dat dat voor veel ideations 

sessies geldt.” (P4)

“Er zitten ook mensen die het nog 
nooit hebben gedaan, mensen die er 
alleen zitten omdat ze niet op kantoor 
willen zitten, die zitten dan alleen 
maar op hun laptop. Je hebt alt�d wel 
dat soort types. Dat is wel bepalend 
voor de sfeer.” ()P4

“Dus ik denk dat het dan toch meer zit 
in de persoon, de persoonl�kheid, dan 
in het bedr�f. Je merkt dan dat er een 
bepaald soort type mensen in de groep 
zitten. ” (P4)

‘’

‘’

‘’

‘’

‘’

‘’

‘’

‘’

‘’

“Uitleggen waarom we bepaalde stappen moesten 
doen en onderzoeken. Z� wilden er het liefst zo snel 
mogel�k doorheen. En het liefst heel snel onderzoek 
doen en dan wat concepten bedenken.” (P4)

“Dus ik denk dat dat ook wel het doel van ons 
was, laten we ze snel overtuigen van dit 
principe [design/accelerator manier van 
werken] en daardoor triggeren van laten we 2 
stappen terugnemen en een andere afslag 
nemen.” (P6)

“Eigenl�k was onze hele agenda om te 
bew�zen dat onderzoek doen de 

moeite waard is. Dat is wat we hebben 
aangetoond in dit project. Maar dat is 

nu wel gelukt.” (P8)

Client does
not recognize

the value of
design

“En wat er dan uitkomt in z�n ogen is 
‘hetzelfde’, maar dan een kwartaal verder en 

zoveel geld uitgegeven. Maar w� weten dat er 
echt een waardevol ontwerp is gemaakt. Dat is 

natuurl�k onmogel�k om dat over te brengen.” 
(P3)

‘’
‘’

‘’
‘’
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APPENDIX 4: ANALYSIS CLUSTERS

Juggling 
multiple 

stakeholders

Different 
stakeholders 
have different 
approaches

One 
stakeholder is 
dominant and 

prioritized

Stakeholders 
get lost in the 

process - 
outcome does 

not fit

External 
influences 

during 
co-creation 

session

Ideation 
outcome is 

highly variable 
and needs 

adaption after 
sessions

Stereotypes 
are present at 

ideation

Hard to keep 
attention and 

motivation 
high during 

ideation

Unaligned 
expectations 

of project

Outcome not 
aligned with 

company 
vision

Client has 
different 

expectations 
than 

Unplugged

Stakeholders’ 
expectations 

were not clear

Outcome does 
not align with 

expectations of 
client

Lack of 
internal 
support 
system

Inability to 
convince clients 

of worth and 
process of 

project

Lack of internal 
collaboration 

between 
juniors and 

seniors

Not enough 
structure in 

internal 
processes

Client has a 
business 

focus, not a 
design focus

Client is not 
open to a new 

approach

Client does not 
speak the 

same language 
as the designer

Client does not 
understand the 
design process

Difficulties 
convincing 
client of the 

value of design

Client has 
too much 

power over 
process

Client has a 
different way 

of working

Process is too 
dependent on 

client

Steps in design 
process are 

skipped due to 
influence of 

client

Internal politics 
of client disrupt 

the design 
process

Client wants 
to maintain 

full control of 
project 
process

Designers 
cannot perform 
the process they 

want

Wrong 
mindset for 

creative 
process

Limited range 
of creative 

techniques and 
outcomes

Client does not 
have right 

mindset for 
ideation

Legend

Insight 
cluster

Code 
categories 

from 
interviews

Effect on 
process and 

outcome

Juggling 
multiple 

stakeholders

Different 
stakeholders 
have different 
approaches

One 
stakeholder is 
dominant and 

prioritized

Stakeholders 
get lost in the 

process - 
outcome does 

not fit

External 
influences 

during 
co-creation 

session

Ideation 
outcome is 

highly variable 
and needs 

adaption after 
sessions

Stereotypes 
are present at 

ideation

Hard to keep 
attention and 

motivation 
high during 

ideation

Unaligned 
expectations 

of project

Outcome not 
aligned with 

company 
vision

Client has 
different 

expectations 
than 

Unplugged

Stakeholders’ 
expectations 

were not clear

Outcome does 
not align with 

expectations of 
client

Lack of 
internal 
support 
system

Inability to 
convince clients 

of worth and 
process of 

project

Lack of internal 
collaboration 

between 
juniors and 

seniors

Not enough 
structure in 

internal 
processes

Client has a 
business 

focus, not a 
design focus

Client is not 
open to a new 

approach

Client does not 
speak the 

same language 
as the designer

Client does not 
understand the 
design process

Difficulties 
convincing 
client of the 

value of design

Client has 
too much 

power over 
process

Client has a 
different way 

of working

Process is too 
dependent on 

client

Steps in design 
process are 

skipped due to 
influence of 

client

Internal politics 
of client disrupt 

the design 
process

Client wants 
to maintain 

full control of 
project 
process

Designers 
cannot perform 
the process they 

want

Wrong 
mindset for 

creative 
process

Limited range 
of creative 

techniques and 
outcomes

Client does not 
have right 

mindset for 
ideation

Legend

Insight 
cluster

Code 
categories 

from 
interviews

Effect on 
process and 

outcome

Client lacks 
vision and 

strategy for 
innovation

Client does not 
have a clear 

strategy/vision 
for innovation

Client lacks 
vision and 

strategy for 
project

Internally, the 
client is not 
aligned on 
innovation

Client does not 
understand 
innovation

Client does not 
know how to 

deal with 
uncertainty

Direction of 
project 

becomes 
unclear

Knowledge 
is required to 

generate 
good ideas

A certain level 
of knowledge 
is required to 

generate good 
ideas

Outcomes 
become more 

knowledge 
driven than 

design driven

Not having 
the right 

starting point 
for the project

Results are 
unaligned and 

do not fit 
problem

Ill-defined 
starting point 
for ideation or 

project

Difficulty 
converting 

insights 
(designer) did 

not gather

Design gets 
lost in 

research focus 
and approach

Ideation does 
not fit in 

project types

Designers 
prefer research 
approach over 

design 
approach

Design is lost in 
research 
process

Client sees 
innovation 

as an 
appearance 

enhancer

Difficult to get 
people 

involved in 
project

Decisions get 
made not in 

best interest of 
project

Innovation is a 
seperate silo in 
client company

Client does 
innovation just 

to do 
innovation

Client team 
members do 
not prioritize 

project

Client PO puts 
own personal 
agenda before 
best interest of 

project

Instead of as 
a priority

Designers do 
not have 

enough input 
in proposal

Projects are 
sold with sales 
in mind instead 

of design

Designers do 
not have 

enough input 
in proposal

Lack of 
collaboration 

with designers 
in writing 
proposal

Sales & 
designers have 

different 
priorities

Client has a 
different view 

on what is 
professional

Clash in 
perceived 

professionalism 
of young 
designer

Client does not 
take process 

seriously

Designers are 
not perceived 

as professional 
by client

Lack of 
stakeholder 

management

Not having the 
right poeple 
involved at 

right moment 
in project

Outcomes are 
less optimal 

and desirable
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APPENDIX 5: FRAMES

The Same Page

Problem definition

The customer has no clear strategy and vision for 
the project. This creates propositions that are 
difficult to measure and uncertainty regarding the 
expectations of the client. This makes it difficult to 
achieve results that everyone is satisfied with.

Directional concept

A new or extra scoping session specific to the 
vision and strategy for the project and the 
expectations of the stakeholders.

Description

The Same Page ensures that everyone 
involved in the project is on the same 
page regarding the project. This 
ensures fewer collisions during the 
project and gives the designer more 
freedom in the process.

“Managing expectations.”

To develop the solution frames, brainstorming and combination cards were used. In the combination cards different pains from the three main problems were 

combined to identify possible solutions.  Each frame has a different perspective to solving the main pain. For example, when looking at the pain ‘designer have 

too little influence on the project process’, the Sales Pitch frame looks at the situation from the perspective of writing the proposals. It aims to give the designers 

more influence by implementing the design process more from the start of the project. The Teacher looks at the situation from a facilitation point of view. It aims 

to give the designers more control by making them better session leaders. Lastly, the Translator looks at the situation from a business perspective. It aims to give 

the designers more control by communicating in the clients language.

The Same Page

Metaphor

During an American Football match 
every player needs to know the same 
tactics, otherwise they can’t score.
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The Teacher

Problem definition

During the co-creation sessions, many external 
influences are present that influence the quality of 
the session. In addition, stereotyped people are 
present who influence the atmosphere of the 
session.

Directional concept

A tool that helps to deal with the stereotypical 
people who attend a co-creation session.

Description

The Teacher makes co-creation 
sessions foolproof for external 
influences. Allowing Unplugged to do 
their job the way they want to. In this 
way, no value is lost.

“How to deal with humans.”

The Teacher

Metaphor

When your flight gets delayed, you 
don’t let it ruin your vacation. In other 
words, you don’t let external factors 
influence the end result.
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The People Manager

Problem definition

Because the client is new to innovation, they do 
not yet know what, but also certainly who, is 
needed for it. They are unaware of their own 
competences and end up involving the wrong 
people in the process.

Directional concept

A stakeholder competence mapping tool that 
Unplugged can use to find and involve the right 
people within the customer organization.

Description

The People Manager ensures that the 
right people are involved in the process, 
in the right way and at the right time.

“Involving the right people at the right 
time.”

The People Manager

Metaphor

Tinder gives you a nice list of options, 
but in the end you swipe left or right.
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The Sales Pitch

Problem definition

There is a lack of structure within the project 
process design. This gives the client, who is not 
an expert, too much influence on the process. 
Projects are sold that designers do not support.

Directional concept

Building blocks for processes, so that every type 
of project can be given a fixed composition and 
Unplugged regains control.

Description

The Sales Pitch gives the control over 
the process design back to Unplugged 
and ensures that the process can be 
offered to the client as "a package that 
works", so that they also understand 
the value. 
It returns control to the designer.

“Selling innovation as a set of building 
blocks which always works.”

The Sales Pitch

Metaphor

When you are dining in a restaurant, 
you don’t walk into the kitchen and 
prepare your own food. You leave this 
to the expertise of the chef.
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The Designer

Problem definition

Unplugged has a big focus on user research. Due 
to this research-based approach, design gets lost 
in the process, limits arise for solutions. The other 
two lenses of innovation: technology and 
business are also less involved.

Directional Concept

A new research process that is more focused on 
research through design.

Description

The Designer brings the expertise and 
advantages of the design process back 
into the process of Unplugged. As a 
result, the outcomes will be more 
complete and more appropriate for the 
client.

“Bringing design back to research.”

The Designer

Metaphor

A coach does not put his best players 
on the bench.
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The Translator

Problem definition

Business and design speak completely different 
languages. Design is qualitative, business 
quantitative. This makes it difficult to sell the 
design process to the client.

Directional concept

A tool to convert qualitative output into 
quantitative output which the client can use.

Description

With The Translater it becomes 
possible to align with the client. The 
output of design is converted into 
business ‘talk’ in order to go through 
the entire design process in a way that 
the client also understands.

“Talk the talk.”

The Translator

Metaphor

Having a conversation with a deaf 
person can be difficult. You don’t know 
sign language that well, and they can’t 
hear your voice.
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The Toolbox

Problem definition

There is a lack of tools for ideation. This creates 
confusion and a tedious process. This is reflected 
in the results.

Directional concept

A toolbox with an overview of ideation tools and 
a link with what kind of processes this can be 
used.

Description

The Toolbox gives structure to the 
ideation process. It gives Unplugged 
the tools they need to run the ideation 
process as smoothly and efficiently as 
possible.

“Filling the ideation toolbox.”

Lorem ipsum

27

The Toolbox

Metaphor

You don’t try to put out a fire with an 
empty bucket!
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Problem definition

The client is new to innovation and does not 
understand the process. They don't have the right 
internal structures for innovation. This creates 
friction and leads to a disrupted process in which 
a lot of time is spent on adjusting the client.

Directional concept

A new session at the start of the innovation 
alignment process to improve the rest of the 
process.

Description

The Innovation Consultant is a new 
opportunity for Unplugged to take a 
more guiding, consulting role in helping 
the client build their innovation 
department.
In this way, Unplugged can offer even 
more value to the client and improve 
the process for itself.

“Guiding the client in innovation.”

The Innovation Consultant

Metaphor

When you travel with a guide. He does 
not simply tell you where to go, he goes 
with you to explain everything.

The Innovation Consultant
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APPENDIX 6: PHASE 1 VALIDATION RESULTS

Pains

Pain Impact total score Importance total 
score

 Combined score Ranking

Client does not 
recognize the 
value of design

15,6 15,5 31,1 4

Client has too 
much influence on 
the process

19,7 14,8 34,5 1

Correct people are 
not present during 
project

15,4 14,7 30,1 5

Expectations of 
project are unclear

17,1 17,3 34,4 2

Project processes 
do not match with 
design process

14 12 26 6

Design gets lost in 
research

12,4 13,4 25,8 7

Client does not 
have a clear 
strategy for 
innovation

15,7 17,2 32,9 3

Lack of tools for 
ideation

10,3 10,6 20,9 9

External 
influences and 
stereotypes affect 
outcome of co-
creation

14,2 11,3 25,5 8

1

Frames

Frame User value total Business value 
total

Combined value Ranking

The Innovation 
Consultant

14,5 18,6 33,1 4

The Sales Pitch 13,4 18,1 31,5 5

The People 
Manager

14,4 14,8 29,2 6

The Designer 20,5 14,1 34,6 1

The Teacher 12,3 11,7 24 8

The Translator 14,9 19,6 34,5 2

The Toolbox 13,1 11,9 25 7

The Same Page 14,8 19 33,8 3

1

Frames based on dot-voting

Frame Blue (gut instinct) Yellow (thinking) Top Frames

The Innovation Consultant 1

The Sales Pitch 2 1 X

The People Manager

The Designer 2 1 X

The Teacher

The Translator 1

The Toolbox 1

The Same Page 2 1 X

1

Frames with corresponding pains

Frame Pain Frame Score Pain Score Frame Ranking Pain Ranking

The Innovation 
Consultant

Client does not 
have a clear 
strategy for 
innovation

33,1 32,9 4 3

The Sales Pitch Project processes 
do not match with 
design process

31,5 26 5 4

Client does not 
recognize the 
value of design

31,1 5

The People 
Manager

Correct people are 
not present during 
project

29,2 30,1 6 6

The Designer Design gets lost in 
research

34,6 25,8 1 7 This frame and 
corresponding pain have an 
interesting discrepancy in 
scores. The frame is 
perceived as most valuable, 
whereas the pain is perceived 
as non severe.

The Teacher External 
influences and 
stereotypes affect 
outcome of co-
creation

24 25,5 8 8

The Translator Client has too 
much influence on 
the process

34,5 34,5 2 1

The Toolbox Lack of tools for 
ideation

25 20,9 7 9

The Same Page Expectations of 
project are unclear

33,8 34,4 3 2

1
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User value
Will it improve your (the designer) daily work?

Business value
Will it aid in improving the 

development and reputation 
of Unplugged?

The Innovation 
Consultant  

The Sales Pitch

The Designer

The People 
Manager

The Translator

The Teacher

The Toolbox

The Same PageIn the following text, the results of the homework 
assignment will be explained.

The results from all the participants of the homework 

assignment were compared. Based on this comparison 

a new plot was created for the frames and a ranking of 

the pains. The plot can be found on the right. This also 

shows the outcome of the dot-voting exercise. After 

comparing the results from the frames and pains, it 

can be concluded that they were consistent enough 

that the frames had been understood correctly.

As shown in the figure on the right, there is a slight 

discrepancy between the results of the dot-voting and 

the results of the plotting exercise. The results showed 

that participants did not necessarily vote on the frames 

they plotted the highest on user value and business 

value. 

APPENDIX 7: FRAMEWORKS FOR AUTONOMY AND CO-CREATION 

Being able 
to use your
expertise

Interacting with 
others about your
work

Generating 
your own ideas

Having your
own vision

Having
ownership

over your work

Following your
own process

Pursuing your
own interests
& expressig 
your opinion

Autonomy

Making your 
own decisions

(Cambridge English Dictionary, 2020; Schwartz & Bilsky, 1987; Schwartz, 2006; Van Mierlo et al., 2006; Maylett, 2016; Stone, 2019)

Having a 
dedicated team

Clear 
communication

Aligning goals

Building
relationships

Having a collective
purpose or vision

Exploiting multiple
expertises

Embracing
diversity

Co-creation

(Kazadi et al., 2014; Kristensson et al., 2007; Russo-Spena & Mele, 2012; Steen et al., 2011; Hower, 2012;  O’Hern & Rindfleisch, 2010)
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Regels

Regels voor de sessie Regels voor de ideation

Uitleg Mural

Hier vind je tekst opties en sticky notes. Je krijgt ook een sticky note door dubbel te klikken. idee

Hier vind je vormen.

Hier vind je icons, die kan je gebruiken om je ideeën te visualiseren!

Hier kan je afbeeldingen toevoegen, je kan ze ook copy pasten.

Hier vind je de drawing tool, voor schetsen!

Er worden 2 groepen gemaakt:

Groep 1: Stein en Rianne

Groep 2: Chris, Lara en Lynn

Criminal Intent 4 min., 4 min., 2 min.

Hoe kunnen we de klant overtuigen van het design process?

Elke groep begint in 1 vak, groep 1 bij de crimineel, groep 2 bij de

politie agent.

Bij de crimineel ga je kijken hoe je deze vraag op een illegale

manier kan oplossen. Bij de politie agent op een legale manier. Na

vier minuten wisselen we van kant.

Gebruik de ideeën van de anderen als inspiratie!

Ideation

Hoe kan je onderzoek doen zonder vragen te stellen?

Er worden 2 groepen gemaakt:

Groep 1: Stein en Lara

Groep 2: Chris, Rianne en Lynn

Alter Ego 4 min., 4 min., 2 min.

Elke groep begint in 1 vak, groep 1 bij Clark Kent, groep 2 bij

Superman

Bij Superman ga je kijken hoe Superman met al zijn krachten dit

probleem zou oplossen. Bij Clark Kent ga je kijken hoe Superman's

alter ego Clark Kent, zonder superkrachten, het probleem zou

oplossen. Na 4 minuten wisselen we weer door.

Gebruik de ideeën van de anderen als inspiratie!

Hoe kan Unplugged de klant innovatiever maken?

Hoe kan Unplugged de klant tegenwerken met innoveren?Hoe kan Unplugged de klant (nog meer) helpen innoveren?

Er worden 2 groepen gemaakt:

Groep 1: Stein en Chris

Groep 2: Rianne, Lara en Lynn

Reverse Brainstorming 4 min., 4 min., 2 min.

Elke groep begint in 1 vak, groep 1 bij Play, groep 2 bij Reverse

Bij Play ga je brainstormen op de HKJ zoals die is. Bij Reverse ga je

reverse brainstormen door het probleem om te draaien. Na 4 minuten

wisselen we weer om.

Gebruik de ideeën van de anderen als inspiratie!

Ga langs elke HKJ groep

Idee combinaties

LaraRianne

Chris

SteinLynn

Kies van elke groep twee ideeen om een combinatie van

te maken (copy paste de post-its)

Stem op je favoriete idee combinatie

Hoe kunnen we de klant overtuigen van het design proces?

Hoe kan je onderzoek doen zonder vragen te stellen?

Hoe kunnen we de klant innovatiever maken, of juist niet?

Hoe kunnen we de klant overtuigen van het design proces?

Hoe kan je onderzoek doen zonder vragen te stellen?

Hoe kunnen we de klant innovatiever maken, of juist niet?

Hoe kunnen we de klant overtuigen van het design proces?

Hoe kan je onderzoek doen zonder vragen te stellen?

Hoe kunnen we de klant innovatiever maken, of juist niet?

Hoe kunnen we de klant overtuigen van het design proces?

Hoe kan je onderzoek doen zonder vragen te stellen?

Hoe kunnen we de klant innovatiever maken, of juist niet?

Hoe kunnen we de klant overtuigen van het design proces?

Hoe kan je onderzoek doen zonder vragen te stellen?

Hoe kunnen we de klant innovatiever maken, of juist niet?

3 min., 3 min., 3 min., 2 min.Rianne tekent Linda

Linda tekent Chris

Chris tekent Stein

Stein tekent Lara

Lara tekent Lynn

Lynn tekent Rianne

Schets je buurman/vrouw

Warming-Up

LaraRianne

Chris

SteinLynn

Maak je tekening in het vakje van met de naam van de

persoon die jij tekent!

Warming-Up

Rianne tekent Linda

Linda tekent Chris

Chris tekent Stein

Stein tekent Lara

Lara tekent Lynn

Lynn tekent Rianne

Teken je buurman/buurvrouw

Maak de tekening in het vakje met

de naam van degene die je moet

tekenen

2 min., 30 secondsAPPENDIX 8: MURAL WORKSPACE APPENDIX 9: MURAL RESULTS
Session with students - The Same Page

35



Session with Unplugged - The Same Page Session with students - The Designer
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Session with Unplugged - The Designer Session with students - The Convincer
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Session with Unplugged - The Convincer
APPENDIX 10: DEMOGRAPHICS SURVEY

*answers left out due to privacy considerations as names were mentioned



43

APPENDIX 11: SYNTHESIS OF ROLES
DEVELOPINITIATE DISCOVER DEFINE DELIVER/TEST

Po
si

tiv
e 

ex
pe

rie
nc

e 
N

eg
at

iv
e 

ex
pe

rie
nc

e 

high 
autonomy

low
autonomy

high 
autonomy

low
autonomy

“
“It is stated too 
quickly that 
something is a 
problem, then we 
are like.. hmmm is 
it?”

Client believes 
they know what 
is right.

Time was 
wasted on 
invalidating 
propositions.

“In the end, we sell the 
project on behalf of 
someone who works at 
a corporate. So it is 
already sold in advance 
as a project that I 
disagree with. I find 
that difficult.”

Expertise of designer 
gets left out of project 
proposal.

Project is sold 
based on clients 
expertise instead 
of design expertise

“

“
“We did cover their 
expectations during 
the scoping, but 
someone who 
should have been 
there was not.”

Clients wants and 
needs were not 
taken into account 
sufficiently.

Outcome of 
project did not 
match with 
expectations of 
client PO.

“Then things that 
came out of the 
research get left out, 
but what they want 
gets included. That is 
very frustrating.”

The needs of the user 
were ignored on 
behalf of the needs of 
internal politics.

Research findings 
get left out of 
decision“

“
“You need to show 
them were the 
biggest assumptions 
lie. Speak their 
language to show 
why you need to do 
your validation.”

Client’s way of 
working is 
acknowledged.

Client was 
convinced of 
validation “

“It went well, 
because the people 
from Makerstreet 
worked in duos with 
client team 
members. [...] We 
were drawing their 
ideas.”

Client and designer 
expertise is utilized.

Succesful 
co-creation 
effort

Generic and 
highly 
concurrent 
ideas were 
generated 
during ideation 
session. 
Designer of 
Makerstreet did 
not participate.

Expertise of 
designer is not 
utilized.

One-sided 
outcome of 
ideation 
session

Highest ranking 
member of client team 
controlled and steered 
session in the direction 
of his interests. 
Asserting dominance 
over designers.

Client tries to control 
the project by using 
authoritative power.

Client took over 
kick-off session

“
“We made this really 
big visual, which 
worked really well. It 
was authoritative, 
like look what we all 
thought of and you 
did not.”

Design skills of 
visualisation are  
utilized.

Designer is seen 
as authorative 
figure “

“We do the creative 
stuff, and then ask 
the client for 
feedback, as a critic.”

Expertise of 
designer and client 
are exploited.

Designer is in 
charge of 
creative output

“
“We made a 
proposition of which 
two themes came 
out best, based on 
viability, feasibility 
and desirability. And 
they just ignored 
that, they chose 
themselves. Not 
what was best for 
the project, but what 
was best for them.”

Expertise of 
designer is not 
acknowledged.

Advice of 
designers was 
ignored “

“Now I am 
working on 
something I 
know 100% is 
not the way to 
go, but it is 
what the client 
wants.”

Designer 
supresses 
expertise 
based on 
wants of client.

Designer 
needs to 
perform 
actions not 
suited for 
the project.

The interviewees did 
not mention many 
pains related directly to 
conducting the 
research.

Expertise of designer 
as a researcher is 
acknowledged, client 
aids in collecting 
in-house data.

Research is a 
good phase for 
designers

“
“What she did have 
as feedback was 
that she wanted to 
see a more ‘senior’ 
person of Unplugged 
present, because she 
wanted to 
professionalize her 
project.”

Client does not 
recognize 
professionalism of 
young designer.

More senior 
person 
(unnecessarily) 
included in 
project

“
“They were satisfied 
with the results, but I 
think that was also 
because we 
formulated it in their 
‘business’ way. But we 
got to achieve enough 
of our own goals”

Both client and 
designer needs were 
implemented.

Succesful outcome 
of project“

“We are always in a 
different sector as a 
consultant, so I don't 
think you can do that 
[know everything]. If I 
am with an insurer I 
have no idea how it 
works.”

Client’s expertise is 
respected.

Designer 
acknowledges 
lack of domain 
knowledge.

“
“We can easily 
generate more quality 
ideas, that is not the 
problem.”

Design skills are 
acknowledged.

Designers are 
capable of creating 
good ideas

Scoping session Qualitative
research

Mapping 
painpoints and 

opportunity areas

Co-creation 
session

Writing the 
proposal

Kick-off Creating the final 
results (visual)

Choosing concept 
/ opportunity area

DeliveryAnalysis Choosing most 
impactful areas

“
“We usually do 
one iteration on 
the outcome, to 
make it more 
whole.”

Design skills 
are  utilized to 
improve 
outcome.

Designers 
iterate 
outcome of 
co-creation 
session

Researcher
Analyst

Creator

Facilitator

Instigator

Translator

Initiator

Initiator

Challenger

Design Leader
& Educator

User Advocate
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DEVELOPINITIATE DISCOVER DEFINE DELIVER/TEST

Scoping session Qualitative and/or 
quantitative

research

Mapping 
painpoints 

and opportunity 
areas

Choosing 
most impactful 

areas

Co-creation 
session

Writing the 
proposal

Kick-off
internal

Creating the final 
results (visual)

Choosing 
concept / 

opportunity area

Delivery

Role of 
designer

Autonomy

Analysis

Initiator Researcher Analyst User Advocate Facilitator Creator

Instigator

Translator

Design Leader & 
Educator

Role of 
client Problem Owner & Budget Owner Data supplier & 

(co-researcher) Business Advocate Co-creator Critic Domain Expert + Decision Maker

Aim

Tools

Challenger

Kick-off
external

Internal
creation

Aligning 
expectations

User discovery Sense-
making

Confront 
+ facilitate

Structuring 
the process

Assigning
roles

Translating EmbeddingSimplifyingBusiness 
discovery

CreatingShared decision 
making

Shared decision 
making

Project roadmapping

Designer roles

Business Model Canvas, SW
OT, 

stakeholder interviews

ViP, DEPEST, 5 why’s, assumption 

journey

Customer journey, employee 

journey, insight cards

Interviews, observations, focus 

groups, sensitizing, surveys

Opportunity mapping

Empathy map, business model 

canvas, innovation lenses

Ideation session, crazy eight, how 

to’s, combination cards

Empathy map, Business model 

canvas, value proposition canvas

Sketching, concepting, scenario 

writing, ideation session

Design Roadmapping, 

ecosystem design

Ideation session, workshop, 

inspiration cards, how to’s, crazy 

eight

Domain expert & 
Problem Owner

*earlier version of roles (version 3), which was reduced to six based on where autonomy was actively created for the designer

Explanation of roles
Aim Role designer What do they do Transition between 

roles
Responsibilties Role client Skills of 

designer
Soft skills Tools (e.g.) Guidelines

Proposal Structuring The Initiator
An initiator hears everyone’s fears, beliefs 

and concerns and implement them 

throughout the project in an effective way. 

(Calabretta, Gemser & Karpen, 2016; Cao, 

2015)

Ensuring everyone’s 

concerns are taken 

into account (trust in 

opinion taken into 

account, value-

consistent 

behaviour)

Budget Owner Strategic planning, 

facilitation, design 

process

Project Roadmapping Listen to everyone’s needs 

and refer back to them 

throughout the project

Kick-off Business 

discovery + 

prioritizing

By becoming aware of 

concerns and expectations, 

you can challenge these with 

your own expectations.

Domain expert Listening, conflict 

resolution, open 

mindedness, 

effectivity

Business Model Canvas, 

SWOT, stakeholder 

interviews, 5 why’s, 

assumption journey

Scoping Aligning The 

Challenger

A challenger challenges the bias and 

assumptions of the client with their own 

vision to find the boundaries of the 

project. (Calabretta, Gemser & Karpen, 

2016)

Challenge 

assumptions and bias 

of client with fresh 

perspective

Problem Owner Problem reframing + 

sense-making

Problem solving, 

vision, critical 

thinking, risk 

management, 

perseverance

ViP, DEPEST Visualize your own ideas. 

Use 5x why to get to the 

bottom of the clients 

problem.

Research User 

discovery

The 

Researcher

A researcher performs qualitative and 

quantitative research to gain insights into 

the users life (Sleeswijk-Visser, 2011).

Identifying the assumptions 

in the brief, allows for clear 

objectives for research.

Research Data supplier + (Co-

researcher)

Research + empathy Empathy, Research, 

curiosity

Interviews, observations, 

focus groups, sensitizing

Performed well

Mapping/synthesis Simplifying The Analyst
An analyst looks at the gathered data and 

interprets it to discovery problems or 

opportunities. (Cardello, 2013)

Research findings should be 

analyzed.

Identify opportunity 

areas and painpoints

Problem Owner Analysis, sense-

making, dealing with 

complexity

Critical thinking, 

curiosity, effective 

communication

Customer journey, 

employee journey, insight 

cards

Performed well

Identifying opportunity 
areas

Translating The User 

Advocate

An user advocate has become the voice of 

the user through research and analysis and 

needs to voice the pains of the user to 

help solve them. (Cao, 2015; Valtonen, 

2005)

Through analysis you develop 

deep understanding of the 

user.

Ensure that the 

user’s point of view 

is taken into account

Business Advocate Empathy, 

communication

Empathy, 

perspective taking, 

decision making

Opportunity mapping Rely on findings, use 

visualization to get feeling 

across to stakeholders

Decision direction Shared-

decision 

making

The Instigator The Design 
Leader & The 

Educator

An instigator lobbies for promising ideas 

and opportunities to help the client see 

the value of it and move it on to the next 

stage of the project. (Rygh, 2013)

Through this deep 

understanding of the user you 

can lobby for the ideas that 

are in their best interest.

Defending promising 

ideas

Business Advocate Problem Owner & 
Domain Expert

Business knowledge, 

empathy and 

communication

Presenting, Effective 

communication, 

client focus, 

assertiveness, 

adaptability

Empathy map, Business 

model canvas, innovation 

lenses

Take a stand, back your 

decision with research 

findings

Co-creation (ideation) Inspiring + 

Creating

The Creator
A creator generates new and surprising 

ideas to solve the pains of the user, or to 

give shape to opportunities (Howard & 

Melles, 2011; Calabretta, Gemser & 

Karpen, 2016).

These ideas can then be 

turned into concepts.

Generate new and 

fresh ideas to 

challenge the client 

with

Critic Idea generation, 

design expertise, 

translating insights 

to action

Creativity, receiving 

feedback, problem 

solving

Ideation session, crazy 

eight, how to’s, 

combination cards

Designers are capable of 

generating good ideas, are 

just not given enough 

opportunity to do so

(co-creation) Facilitating The 

Facilitator

A facilitator combines all perspectives and 

guides their team to discover and generate 

ideas by bringing design skills and 

methodology. (Howard & Melles, 2011; 

Cao, 2015)

By having your own concepts 

ready you can steer the 

facilitation into the direction 

of your concepts.

Facilitate the client 

in transforming their 

suggestions into 

usable ideas. (also 

like design leader)

Co-creator Facilitation Presenting, giving 

feedback, emotional 

intelligence, time 

management

Ideation session, 

workshop, inspiration 

cards, how to’s, crazy 

eight, brain writing

Facilitate for the 

involvement of all 

perspectives. Continuously 

refer back to the issues and 

concerns raised 

throughout the project. 

Help the client by, for 

example, brain writing 

their thoughts

Decision concept Shared-

decision 

making

The Instigator
An instigator lobbies for promising ideas 

and opportunities to help the client see 

the value of it and move it on to the next 

stage of the project. (Rygh, 2013)

By knowing the inside-outs of 

the concepts you can lobby 

for the most promising one.

Defending promising 

ideas

Domain expert Business knowledge, 

empathy and 

communication

Presenting, Effective 

communication, 

client focus, 

assertiveness, 

adaptability

Empathy map, Business 

model canvas, value 

proposition canvas

Take a stand, back your 

decision with research 

findings

Detailing Inspiring The 

Translator

A translator converts information from 

one language to another to make it 

understandable and convincing for their 

audience. For example, data to visuals by 

using visualization skills. (Calabretta, 

Gemser & Karpen, 2016)

The chosen concept can then 

be improved and visualized in 

a convincing manner.

Simplify and 

visualize information 

to get point across to 

client

Decision maker Visualization, 

simplifying

Effective 

communication, 

conflict resolution, 

receiving feedback, 

adaptability, 

attention to detail

Sketching, concepting, 

scenario writing, ideation 

session

Designers are capable of 

creating good 

visualizations, just need 

more opportunity to do so

Delivery Implementati

on / 

embedding

The Instigator
An instigator lobbies for promising ideas 

and opportunities to help the client see 

the value of it and move it on to the next 

stage of the project. (Rygh, 2013)

To get it implemented in the 

clients organization.

Defending promising 

ideas

Problem Owner Business knowledge, 

empathy and 

communication

Presenting, Effective 

communication, 

client focus, 

assertiveness, 

adaptability

Design Roadmapping, 

ecosystem design

Take a stand, back your 

decision with research 

findings

A design leader in guides a team of non-

designers through a design process and 

utilizes their capabilities in a coordinated 

effort, aiding the team to by sculpting 

their suggestions into a solution. (Howard 

& Melles, 2011; Cao, 2015)

Project management, 

teamwork (new role 

of Strategic Lead just 

introduced by 

Unplugged)

Design process, 

communication, 

leadership

Organization, work 

ethic, teamwork, 

leadership, 

responsibility

Rely on research, use 

visual aids to make your 

story convincing and take 

a stand for what you 

believe in. Everything can 

be co-created but it should 

not be co-designed. Use 

the clients expertise as an 

input for your own 

ideation and then as a 

critic for your ideas.

An educator builds design capacity in 

non-designers by showing them the ins 

and outs. (Howard & Melles, 2011; 

Calabretta, Gemser & Karpen, 2016)

Educating the client 

about design and 

innovation, taking 

them along in the 

process

Simplifying, 

facilitation, 

communication, 

design process

Coaching, effective 

communication, 

patience

Take the client along in 

the proces, for example, by 

co-reflection. Answer their 

questions and explain your 

steps.

(Andrews & Higson, 

2008; Schulz, 2008; 

Indeed, 2020; 

TalentPlanet, 2020; 

Storgaard, 2013)

1
*explanation of all earlier roles
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APPENDIX 12: CO-REFLECTION SESSION

Mind map Mind map 

exerciseexercise

Results first ideation exercise:Results first ideation exercise:

How to make better use of your expertise?How to make better use of your expertise?

Square post-its are concepts generated by designers based on Square post-its are concepts generated by designers based on 

idea combinations.idea combinations.
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Results second ideation exercise:Results second ideation exercise:

How to implement roles in the current process?How to implement roles in the current process?
Feedback received on ‘Role of designer’ modelFeedback received on ‘Role of designer’ model

*first version of roles, as presented to designer, which was iterated several times based on feedback



51

Feedback received on  proposed solution: new proposal 

co-creation session.

APPENDIX 13: CONCEPT TEST RESULTS
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Naam:

Pijnpunten Winst

Zien

Denken en voelen

Zeggen en doen

Horen
Omgeving
Vrienden
Kansen

Gedrag ten opzichte van anderen
Houding in het openbaar

Verschijning

Wat van belang is
Zorgen & aspiraties

Grote bekommernissen

Wat vrienden zeggen
Wat de baas zegt

Wat collegas zeggen

Wensen/behoeften
Maatregelen voor succes
Toekomst visie

Angsten
Frustraties
Obstakels
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Transcript test 30 juni 

Deze test werd gedaan door middel van een rolspel met twee ontwerpers. Een daarvan speelde 
de rol van de klant, de ander de rol van ontwerper. In het transcript worden ze als rollen genoemd.


Onderdeel 1: bespreken empathy map 

08:40 
Klant:

“Wat ik denk en voel is: hoe ga ik dit uitleggen aan het project team? Dat we eigenlijk verkeerd 
bezig waren. Ik denk ook vooral: maar we zijn al zover en hebben al zoveel gedaan. Ik denk ook 
wat is dan nu de oplossing, want kunnen we wel verder met de rest? Veel onzekerheid in ieder 
geval. Dus ik raak ook lichtelijk in paniek. Dan zeg ik dat we dat dus niet kunnen doen want we 
zijn al zover, we kunnen niet nu opeens een propositie gaan wisselen, want we wilden juist die 
doelgroep bereiken. En ik was niet op zoek naar een propositie voor ouderen. En wat zie ik: 
teleurstelling bij mijn team. En een organisatie die me eigenlijk zou helpen (Unplugged) maar dat is 
niet gelukt. Ik voel me niet geholpen in die zin. Wat ik hoor ik? Mijn baas gaat niet blij zijn, want 
we hebben heel veel geld erin gestopt. Dus dat is dan misschien ook mijn falen geweest dat ik 
ergens op heb gehamerd. Dus dat is wederom onzekerheid en paniek. Want ik was waarschijnlijk 
de kartrekker en nu lukt het allemaal niet, en ik hoor vooral ook geen oplossing voor mijn 
probleem. Want mijn probleem is vooral, ik heb er geld ingestopt, ik wil die doelgroep bereiken, 
dat was het doel en ik hoor nu alleen maar eigenlijk dat is niet de doelgroep. Maar ik hoor dus 
niks wat mijn probleem gaat oplossen. De pijnpunten daarbij nogmaals, paniek, geld kwijt, tijd 
kwijt, ja wat nu dan? Hoe gaan we dan toch die doelgroep bereiken? En de winst: wat moet ik nu 
doen om die doelgroep toch te bereiken, misschien wel binnen dit thema. Dus geef me advies 
daarop.”


10:30 
Ontwerper:

“Wat ik denk en voel: ik voel me onbegrepen en ik snap het niet. Waarom is deze doelgroep zo 
belangrijk, wat zit erachter en wat is de interne politiek in NN hierachter? Wat ik zie: ik denk een 
besluit van topdown te zien. Ik zie andere wensen bij de doelgroep en ik zie een andere doelgroep 
die behoeftes heeft. Wat ik zeg en doe is: ik laat zoveel mogelijk zien wat ik gedaan heb, ik geef 
suggesties en ik stel vragen. Wat ik hoor is: wij doen dat zelf, vanuit de doelgroep die gekozen is. 
Pijnpunten: een obstakel is de besluitvorming van NN, een frustratie is waarom ben ik het eigenlijk 
nog aan het doen als ze toch niet luisteren, en mijn mening wordt niet meegenomen. De winst die 
er zou kunnen zijn is dat ze of een doelgroep moeten aanpassen of een pivot van de dienst 
moeten doen.”


Empathy maps zijn besproken. Persoon met rol van ontwerper stelt zelf voor erop in te gaan. De 
volgende dialoog is meer reflecterend op de empathy map, en minder vanuit de rol. 

11:37 
Ontwerper:

“Ik merk nu al, als ik dit voorlees, wat ik ervaar, ik dacht meteen dit zou zo een goeie oefening zijn 
om met de klant te doen, want ik begrijp nu mijn klant al beter dan toen. Daar dacht ik meteen 
aan.”


Klant:

“Wat grappig is, want jij zegt eigenlijk, in wat jij daarboven ook zegt, wat zit hierachter en waarom 
is deze doelgroep zo belangrijk. Dan mis je dus een stukje van ja, waarschijnlijk, waar zijn we dan 
mee bezig, en wordt er inderdaad van boven opgelegd dat we die doelgroep moeten benaderen. 
Dat doen we nu niet, maar jullie zeggen nu vooral jullie zijn heel fout bezig, dit is de doelgroep. Ja, 
maar het ging niet om de propositie, maar om de doelgroep. Daar is denk ik dan, het grappige, jij 
denkt waarom? En ik denk vooral hoezo? Daar mis je dus echt een stuk informatie”


Ontwerper:

“Ja, dat is wel echt interessant. Ook al is het misschien niet waar. Jij hebt dit nu bedacht. Dit kan 
realistisch zijn. Dit vind ik al een interessante oefening om met een college te doen. Dat je echt 

even aanhoort dat je dus niet snapt waarom mensen handelen op een bepaalde manier. Dan is dit 
eigenlijk al een hele interessante oefening.”


Rollen zijn geïntroduceerd, kaartjes aan deelnemers gegeven. 

14:16 
Klant:

“Deze doelgroep willen we heel graag aantrekken omdat onze grootste huidige doelgroep zijn de 
ouderen. Zijn ook altijd al bij ons gebleven, en we zien dat die stroomt leeg, want die gaan dood. 
En daarmee raken we klanten kwijt. En trekken we eigenlijk geen nieuwe klanten aan met de 
producten die we nu hebben. Dus we zijn eigenlijk naarstig op zoek om die jonge doelgroep te 
benaderen, en daarmee zijn we op zoek naar zoveel mogelijk manieren waarop we dat kunnen 
doen en we dachten dat we die hier te pakken hadden. Maar het gaat dus eigenlijk heel erg om 
die doelgroep die we willen bereiken.”


Ontwerper:

“En waarom willen jullie dan deze propositie bij die doelgroep?”


Klant:

“Omdat er in een ander onderzoek is gebleken dat daar een behoefte lag. En daar hebben we 
toen heel erg op doorgepakt. Wellicht dat we dat niet meteen op deze manier moeten doen, blijkt 
dan nu achteraf. Maar we hebben dat nou eenmaal nu gedaan. En we geloven wel heel erg dat in 
ieder geval in het thema van verhuizen iets zit. Misschien is het dan niet deze propositie. Maar we 
moeten iets met die doelgroep en ook iets met dit domein.”


Ontwerper:

“Waarom?”


Klant:

“Omdat we daar een hele grote kans zien in de markt. Omdat we daar geld mee kunnen 
verdienen. Omdat we daar nu nog niks doen, maar wel denken dat we daar iets kunnen doen.”


Ontwerper:

“Waarom is er een kans in dit domein, niet in de doelgroep maar het domein?”


Klant:

“Omdat daar qua geld veel in omgaat, dus daar zit in die zin een grote markt. Daar kunnen we 
meer geld aan verdienen. Net zoals verzekeringen, hypotheken, daar zijn genoeg kansen. En 
jonge gezinnen verhuizen nog snel wel een aantal keer. Dus als je ze dan vanaf het begin af aan al 
meekrijgt kan je ze daarna nog wel vaker meekrijgen.”


Ontwerper:

“Ja, uit onderzoek blijkt dus dat jonge gezinnen vaak geen hulp willen met verhuizen, dus dat ze 
niet geld willen uitgeven.”


Klant:

“Ja.”


Ontwerper:

“Dus hoe zien jullie dat dan? Wat denk je daarover?”.


Klant:

“Ja, dan ben ik dus benieuwd waarom ze daar geen geld aan uit willen geven. En of er dan iets in 
het domein huis zit, of wonen. En nu hebben we dan heel erg gefocust op verhuizen. Dat hadden 
we dan misschien al op een andere manier kunnen insteken. Dus dat zou een startpunt kunnen 
zijn geweest, dus ik ben dan wel benieuwd of jullie dan hebben doorgevraagd […]. En daar weten 
we nu eigenlijk ook niks van. Dus we weten nu eigenlijk niks. Behalve dat het niet de juiste 
doelgroep is voor verhuizen. We weten wel wie de doelgroep wel is. Maar we weten ook niet wat 
die doelgroep wel wil. Dus hier hebben we eigenlijk niks aan.”


Ontwerper:

“Ik denk dat we wel weten wat deze doelgroep wil, namelijk het zelf doen en geen geld uitgeven. 
Ze willen wel een busje huren. Dus daar kunnen we wel op inspelen. We hebben niet het 
onderzoek breder getrokken dan het verhuizen, want dat was niet de opdracht. Maar dat zou wel 
een interessant nieuw onderzoek zijn, dus misschien dat we daar een nieuw project op kunnen 
starten.”


Nabespreken van test en dialoog 

Klant:

“Ik vind die empathy map nou juist heel interessant. Ik vind het allebei interessant, ik zie het alleen 
meer bij onze kant. Dat wij het op die manier benaderen, voordat we naar de klant gaan in 
gesprek. Ik vind namelijk niet dat wij de klant moeten vragen dit soort dingen te doen. Want we 
moeten hen helpen. Dus wij moeten bewust zijn dat zij deze rol hebben. En we moeten dit 
misschien een keer zelf invullen vanuit de klant. Als ik me in hem of haar verplaats kan ik me dat 
indenken. Ik vind dan deze rollen, hoe wij het nu doen, en stel dat ik nu ook in dat project had 
gezeten, had ik die dialoog wat beter begrepen. Ik vind dit wel heel interessant voor onszelf. Dat 
zie ik heel erg, als jij deze rol had gehad, had jij misschien nooit […]. Dat is heel interessant, je 
verplaats je echt in die persoon, en daar helpt dit ding (EM) ook heel erg bij.”


Ontwerper:

“Ik sluit me daar heel erg bij aan, ik denk niet dat we de klant moeten vragen een rol aan te 
nemen, want dat doen ze toch al. Maar het is wel heel goed voor ons om ons bewust te zijn dat zij 
die rol hebben. En die EM was heel duidelijk, ook mijn eigen gevoelens. En van de klant, en dan 
denk je daar zit ook frustratie en pijn etc.”


19:45 
Klant:

“En het grappige is wel, als je danwel met verschillende rollen te maken hebt binnen de 
organisatie of 1 iemand die meerdere petten draagt. Dat is vaak ook nog zo. Is het dus ook 
grappig om te doen, stel je voor, je hebt te maken met Suzanne, en Suzanne had drie rollen 
binnen dat project. Hoe keek ze ernaar vanaf deze rol, en hoe keek ze als budget owner en hoe 
als project manager. En dan als project manager heeft ze te maken met een team begeleiden, en 
dat team gaat denken ja maar dit hebben we allemaal al gedaan. En de budget owner denkt shit, 
mijn geld is op, ik zou heel graag nog een onderzoek willen doen, maar heb geen geld meer, dus 
kom maar met een ander advies. Ik kan hier niks mee. En de domein expert, ik snap de situaite… 
Dus in die zin heeft de klant ook verschillende rollen. Dus als wij begrijpen waarom die rollen 
frustraties hebben, kunnen wij beter daarna zeggen, op 80%, we kunnen met dit budget wat we 
hebben, dan kunnen we ook schakelen, we doen een paar interviews. En dan krijgen we 
inzichten. Want dan weten we dit zijn dingen waar ze tegenaan lopen.”


Ontwerper:

“Ja, eigenlijk geeft het wel echt inzicht in de behoefte van je klant. Dat is heel waardevol. Ik 
merkte dat ik vanuit de rol van challenger heel veel vragen ging stellen. En niet mijn eigen visie 
deponeren, maar echt vragen stellen. En op een gegeven moment moest ik daar wel uit, en 
zeggen we hebben dit gevonden, wat vind jij daarvan? Maar ik vind een challenger stelt ook wel 
echt vragen, maar ik vind het wel een prettige rol. Ook daaruit krijg je meer begrip.”


Klant:

“Ja, dat denk ik ook wel.”


Ontwerper:

“Het is natuurlijk ook niet de enige pet die je op kan hebben, maar dat is natuurlijk ook niet het 
idee.”


Klant:

“Ja en dat is ook nog wel interessant. Met uitleg van rol.”


[….]


Klant:

“Dus dan is het meer: Ja klopt, ik begrijp je, dus ik zou willen adviseren dat we zoiets nog een 
keer doen.”


“Dat werkt wel echt goed, grappig.”


[…]


“Ik doe dit zelf ook wel, echt verplaatsen in de klant en vragen stellen. Dus ik denk dat ik dit uit 
nature al wel doe. Maar daarom dat het ook juist goed is dat als mensen dat niet doen, of niet 
ervaring hebben daarin, is dit een heel handig middel om dat wel te doen.”
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APPENDIX 14: CARDDECK

Initiator

Hears everyone’s fears, beliefs 
and concerns and implement 
them throughout the project in 
an effective way. 

Open
mindedness

Active 
listening

Conflict
resolution

Kick-off
internal

Kick-off
external

What do you want to achieve with this project?

Project Owner

Stakeholder interviews, SWOT analysis, 
Project Roadmapping

Challenger

Challenges the bias and 
assumptions of the client with 
their own vision to find the 
boundaries of the project. 

Why do you think the problem is important?

What have you discovered about the problem before?

VisionProblem
solving

Perseverance

Scoping session

Domain Expert

Assumption Journey Map, 5x Why, 
WWWWWH, Problem Definition

Research

Business Expert

Interpreter

Looks at the gathered data 
and interprets it to discover 
problems or opportunities 
experienced by the user. 

What is the most interesting insight to you?

Effective
communicationAnalysis

Perspective
taking

Choosing most 
impactful areas

Analysis

Business Expert

Customer Journey, Insight cards, Empathy Map

Creator

Generates ideas to solve the 
pains of the user, or to give 
shape to opportunities.

Does this fit with your business?

Problem
solving

Creativity
Receiving
feedback

Co-creation Internal
creation

Co-reflector

How to’s, Storyboard, Creativity Techniques, 
Co-reflection, Design Drawing

Instigator

Lobbies for promising ideas 
and opportunities to move it 
on to the next stage of the 
project.

What do you see as the biggest hurdle for the next steps?

AssertivePresenting Client focus

Detailing or 
testing

DeliveryChoosing 
concept

Decision Maker

Scenario Writing, Design Roadmapping, Product 
Concept/Usibility Evaluation 

Re-brief and research

Question the 
assumptions of the client. 
Express new perspectives 
for the situation at hand.

CHALLENGER

Pain points and
opportunity areas

Identify feelings. Become 
the voice of the user.

INTERPRETER

Ideas

Express your vision and 
ideas. Embrace creativity.

CREATOR

Concept & Next steps

Express new concepts. 
Think about future benefit.

INSTIGATOR

Project process

INITIATOR

Manage the process, make 
sure that expectations are 

documented.

DECISION
MAKER

Expectations of project

Spot difficulties. Remain 
open to opportunities for 

improvement.

CO-REFLECTOR

Criteria & Ideas

Consider the feasibility of a 
concept. Be open.

BUSINESS
EXPERT

Capabilities

Search for value and 
benefit.

DOMAIN
EXPERT

Domain knowledge from 
experience

Voice your beliefs, based 
on your expertise in the 

domain.

PROJECT
OWNER

Expectations of project

Express your own 
expectations and attention 

points for the project.

DELIVERY

Roles in session:

Aim of session:

Instigator Decision
Maker

Designer Client

Discuss the goals of the client for the 
future of the concept and project. This 
will serve as input for the final 
concept and next steps.

CO-CREATION

Roles in session:

Aim of session:

Creator
Co-

reflector

Designer Client

Discover the criteria of the client and 
the ideas of the client. This will serve 
as input for the idea generation and 
concepting.

OPPORTUNITY
IDENTIFICATION

Roles in session:

Aim of session:

Interpreter Business
Expert

Designer Client

Identify the capabilities of the client 
with regard to the research insights. 
This will serve as input for the focus 
area.

PROJECT SCOPING

Roles in session:

Aim of session:

Challenger Domain
Expert

Designer Client

Challenge the assumptions of the 
client with a fresh perspective. This 
will serve as input for the project 
scope.

PROJECT KICK-OFF

Roles in session:

Aim of session:

Initiator Project
Owner

Designer Client

Discover the expectations and 
attention points of the client with 
regard of the project. This will serve as 
input for the project planning.

STEP 1: INTRODUCTION

What:

Who:

Introduce the topic for this 
session’s dialogue and the rules.

The session facilitator.

Goal:
Understanding what will be 
discussed during the meeting, and 
what will not.

STEP 3:
THE CLIENT PERPECTIVE

What:

Who:

The client tells the perspective of 
their role about the topic. Make 
sure every member with the 
assigned role gets a turn to speak.

The client

Goal:
Allowing the client to express their 
perspective, without interference 
of the designers. 

STEP 2: ROLES

What:

Who:

Hand out the role cards and 
introduce the roles. Explain the 
perspectives related to each role.

The session facilitator.

Goal:
Understanding which roles will be 
used, and that only those 
perspectives will be used.

STEP 4:
THE DESIGNER PERSPECTIVE

What:

Who:

The designer tells the perspective 
of their role about the topic. Make 
sure every member with the 
assigned role gets a turn to speak.

The designer

Goal:
Allowing the designer to express 
their perspective, without 
interference of the client. 

STEP 5: REACTING

What:

Who:

A discussion about the two 
perspectives. Asking the other 
group ‘why?’. Make sure every role 
gets to ask questions.

The client and designer

Goal:
Creating an understanding 
between the different 
perspectives.

STEP 6: CLOSING SESSION

What:

Who:

Close the session, make sure 
everything is documented.

The session facilitator

Goal:
Reaching an understanding about 
the expressed topics.

SESSION RULES

Do not interrupt each other.

Postpone judgement.

Keep an open mind.

Voice your opinion.

Listen to the facilitator.

Stay on topic.

FACILITATOR GUIDE

Make sure everyone gets a 
turn to speak.

When someone strays of 
topic, steer them back.

In step 2 and 3 make sure no 
one is interrupted.

Allow for discussion in step 4.

Document what is said.

Use the session and role cards 
for input.
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Initiator

Hears everyone’s fears, beliefs 
and concerns and implement 
them throughout the project in 
an effective way. 

Open
mindedness

Active 
listening

Conflict
resolution

Kick-off
internal

Kick-off
external

What do you want to achieve with this project?

Project Owner

Stakeholder interviews, SWOT analysis, 
Project Roadmapping

Challenger

Challenges the bias and 
assumptions of the client with 
their own vision to find the 
boundaries of the project. 

Why do you think the problem is important?

What have you discovered about the problem before?

VisionProblem
solving

Perseverance

Scoping session

Domain Expert

Assumption Journey Map, 5x Why, 
WWWWWH, Problem Definition

Research

Business Expert

Interpreter

Looks at the gathered data 
and interprets it to discover 
problems or opportunities 
experienced by the user. 

What is the most interesting insight to you?

Effective
communicationAnalysis

Perspective
taking

Choosing most 
impactful areas

Analysis

Business Expert

Customer Journey, Insight cards, Empathy Map

Creator

Generates ideas to solve the 
pains of the user, or to give 
shape to opportunities.

Does this fit with your business?

Problem
solving

Creativity
Receiving
feedback

Co-creation Internal
creation

Co-reflector

How to’s, Storyboard, Creativity Techniques, 
Co-reflection, Design Drawing

Instigator

Lobbies for promising ideas 
and opportunities to move it 
on to the next stage of the 
project.

What do you see as the biggest hurdle for the next steps?

AssertivePresenting Client focus

Detailing or 
testing

DeliveryChoosing 
concept

Decision Maker

Scenario Writing, Design Roadmapping, Product 
Concept/Usibility Evaluation 

Re-brief and research

Question the 
assumptions of the client. 
Express new perspectives 
for the situation at hand.

CHALLENGER

Pain points and
opportunity areas

Identify feelings. Become 
the voice of the user.

INTERPRETER

Ideas

Express your vision and 
ideas. Embrace creativity.

CREATOR

Concept & Next steps

Express new concepts. 
Think about future benefit.

INSTIGATOR

Project process

INITIATOR

Manage the process, make 
sure that expectations are 

documented.

DECISION
MAKER

Expectations of project

Spot difficulties. Remain 
open to opportunities for 

improvement.

CO-REFLECTOR

Criteria & Ideas

Consider the feasibility of a 
concept. Be open.

BUSINESS
EXPERT

Capabilities

Search for value and 
benefit.

DOMAIN
EXPERT

Domain knowledge from 
experience

Voice your beliefs, based 
on your expertise in the 

domain.

PROJECT
OWNER

Expectations of project

Express your own 
expectations and attention 

points for the project.

DELIVERY

Roles in session:

Aim of session:

Instigator Decision
Maker

Designer Client

Discuss the goals of the client for the 
future of the concept and project. This 
will serve as input for the final 
concept and next steps.

CO-CREATION

Roles in session:

Aim of session:

Creator
Co-

reflector

Designer Client

Discover the criteria of the client and 
the ideas of the client. This will serve 
as input for the idea generation and 
concepting.

OPPORTUNITY
IDENTIFICATION

Roles in session:

Aim of session:

Interpreter Business
Expert

Designer Client

Identify the capabilities of the client 
with regard to the research insights. 
This will serve as input for the focus 
area.

PROJECT SCOPING

Roles in session:

Aim of session:

Challenger Domain
Expert

Designer Client

Challenge the assumptions of the 
client with a fresh perspective. This 
will serve as input for the project 
scope.

PROJECT KICK-OFF

Roles in session:

Aim of session:

Initiator Project
Owner

Designer Client

Discover the expectations and 
attention points of the client with 
regard of the project. This will serve as 
input for the project planning.

STEP 1: INTRODUCTION

What:

Who:

Introduce the topic for this 
session’s dialogue and the rules.

The session facilitator.

Goal:
Understanding what will be 
discussed during the meeting, and 
what will not.

STEP 3:
THE CLIENT PERPECTIVE

What:

Who:

The client tells the perspective of 
their role about the topic. Make 
sure every member with the 
assigned role gets a turn to speak.

The client

Goal:
Allowing the client to express their 
perspective, without interference 
of the designers. 

STEP 2: ROLES

What:

Who:

Hand out the role cards and 
introduce the roles. Explain the 
perspectives related to each role.

The session facilitator.

Goal:
Understanding which roles will be 
used, and that only those 
perspectives will be used.

STEP 4:
THE DESIGNER PERSPECTIVE

What:

Who:

The designer tells the perspective 
of their role about the topic. Make 
sure every member with the 
assigned role gets a turn to speak.

The designer

Goal:
Allowing the designer to express 
their perspective, without 
interference of the client. 

STEP 5: REACTING

What:

Who:

A discussion about the two 
perspectives. Asking the other 
group ‘why?’. Make sure every role 
gets to ask questions.

The client and designer

Goal:
Creating an understanding 
between the different 
perspectives.

STEP 6: CLOSING SESSION

What:

Who:

Close the session, make sure 
everything is documented.

The session facilitator

Goal:
Reaching an understanding about 
the expressed topics.

SESSION RULES

Do not interrupt each other.

Postpone judgement.

Keep an open mind.

Voice your opinion.

Listen to the facilitator.

Stay on topic.

FACILITATOR GUIDE

Make sure everyone gets a 
turn to speak.

When someone strays of 
topic, steer them back.

In step 2 and 3 make sure no 
one is interrupted.

Allow for discussion in step 4.

Document what is said.

Use the session and role cards 
for input.
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Card for designer

Card for client

Card for facilitator

Initiator

Hears everyone’s fears, beliefs 
and concerns and implement 
them throughout the project in 
an effective way. 

Open
mindedness

Active 
listening

Conflict
resolution

Kick-off
internal

Kick-off
external

What do you want to achieve with this project?

Project Owner

Stakeholder interviews, SWOT analysis, 
Project Roadmapping

Challenger

Challenges the bias and 
assumptions of the client with 
their own vision to find the 
boundaries of the project. 

Why do you think the problem is important?

What have you discovered about the problem before?

VisionProblem
solving

Perseverance

Scoping session

Domain Expert

Assumption Journey Map, 5x Why, 
WWWWWH, Problem Definition

Research

Business Expert

Interpreter

Looks at the gathered data 
and interprets it to discover 
problems or opportunities 
experienced by the user. 

What is the most interesting insight to you?

Effective
communicationAnalysis

Perspective
taking

Choosing most 
impactful areas

Analysis

Business Expert

Customer Journey, Insight cards, Empathy Map

Creator

Generates ideas to solve the 
pains of the user, or to give 
shape to opportunities.

Does this fit with your business?

Problem
solving

Creativity
Receiving
feedback

Co-creation Internal
creation

Co-reflector

How to’s, Storyboard, Creativity Techniques, 
Co-reflection, Design Drawing

Instigator

Lobbies for promising ideas 
and opportunities to move it 
on to the next stage of the 
project.

What do you see as the biggest hurdle for the next steps?

AssertivePresenting Client focus

Detailing or 
testing

DeliveryChoosing 
concept

Decision Maker

Scenario Writing, Design Roadmapping, Product 
Concept/Usibility Evaluation 

Re-brief and research

Question the 
assumptions of the client. 
Express new perspectives 
for the situation at hand.

CHALLENGER

Pain points and
opportunity areas

Identify feelings. Become 
the voice of the user.

INTERPRETER

Ideas

Express your vision and 
ideas. Embrace creativity.

CREATOR

Concept & Next steps

Express new concepts. 
Think about future benefit.

INSTIGATOR

Project process

INITIATOR

Manage the process, make 
sure that expectations are 

documented.

DECISION
MAKER

Expectations of project

Spot difficulties. Remain 
open to opportunities for 

improvement.

CO-REFLECTOR

Criteria & Ideas

Consider the feasibility of a 
concept. Be open.

BUSINESS
EXPERT

Capabilities

Search for value and 
benefit.

DOMAIN
EXPERT

Domain knowledge from 
experience

Voice your beliefs, based 
on your expertise in the 

domain.

PROJECT
OWNER

Expectations of project

Express your own 
expectations and attention 

points for the project.

DELIVERY

Roles in session:

Aim of session:

Instigator Decision
Maker

Designer Client

Discuss the goals of the client for the 
future of the concept and project. This 
will serve as input for the final 
concept and next steps.

CO-CREATION

Roles in session:

Aim of session:

Creator
Co-

reflector

Designer Client

Discover the criteria of the client and 
the ideas of the client. This will serve 
as input for the idea generation and 
concepting.

OPPORTUNITY
IDENTIFICATION

Roles in session:

Aim of session:

Interpreter Business
Expert

Designer Client

Identify the capabilities of the client 
with regard to the research insights. 
This will serve as input for the focus 
area.

PROJECT SCOPING

Roles in session:

Aim of session:

Challenger Domain
Expert

Designer Client

Challenge the assumptions of the 
client with a fresh perspective. This 
will serve as input for the project 
scope.

PROJECT KICK-OFF

Roles in session:

Aim of session:

Initiator Project
Owner

Designer Client

Discover the expectations and 
attention points of the client with 
regard of the project. This will serve as 
input for the project planning.

STEP 1: INTRODUCTION

What:

Who:

Introduce the topic for this 
session’s dialogue and the rules.

The session facilitator.

Goal:
Understanding what will be 
discussed during the meeting, and 
what will not.

STEP 3:
THE CLIENT PERPECTIVE

What:

Who:

The client tells the perspective of 
their role about the topic. Make 
sure every member with the 
assigned role gets a turn to speak.

The client

Goal:
Allowing the client to express their 
perspective, without interference 
of the designers. 

STEP 2: ROLES

What:

Who:

Hand out the role cards and 
introduce the roles. Explain the 
perspectives related to each role.

The session facilitator.

Goal:
Understanding which roles will be 
used, and that only those 
perspectives will be used.

STEP 4:
THE DESIGNER PERSPECTIVE

What:

Who:

The designer tells the perspective 
of their role about the topic. Make 
sure every member with the 
assigned role gets a turn to speak.

The designer

Goal:
Allowing the designer to express 
their perspective, without 
interference of the client. 

STEP 5: REACTING

What:

Who:

A discussion about the two 
perspectives. Asking the other 
group ‘why?’. Make sure every role 
gets to ask questions.

The client and designer

Goal:
Creating an understanding 
between the different 
perspectives.

STEP 6: CLOSING SESSION

What:

Who:

Close the session, make sure 
everything is documented.

The session facilitator

Goal:
Reaching an understanding about 
the expressed topics.

SESSION RULES

Do not interrupt each other.

Postpone judgement.

Keep an open mind.

Voice your opinion.

Listen to the facilitator.

Stay on topic.

FACILITATOR GUIDE

Make sure everyone gets a 
turn to speak.

When someone strays of 
topic, steer them back.

In step 2 and 3 make sure no 
one is interrupted.

Allow for discussion in step 4.

Document what is said.

Use the session and role cards 
for input.

Se
ss

io
n 

ca
rd

s
Cl

ie
nt

 th
in

ki
ng

 h
at

 c
ar

ds
De

si
gn

er
 th

in
ki

ng
 h

at
s 

ca
rd

s
Ro

le
 e

xp
la

na
tio

n 
ca

rd
s

Instruction cards

D D D D D

C C C C C

F F F F F F F

FF

FF

F F

C

D

F

Card for designer

Card for client

Card for facilitator



61

Andrews, J., & Higson, H. (2008). Graduate employability,‘soft skills’ versus 

‘hard’business knowledge: A European study. Higher education in Europe, 

33(4), 411-422.

Calabretta, G., Gemser, G., & Karpen, I. (2016).  Strategic Design: Eight 

essential practices every strategic designer must master. Bis publishers.

Cambridge English Disctionary. (2020). Autonomy. Retrieved from: https://

dictionary.cambridge.org/dictionary/english/autonomy in April, 2020

Cao, J. (2015). 5 roles every great designer must play. Retrieved from: 

https://thenextweb.com/dd/2015/07/21/5-roles-every-great-designer-must-

play/ on May 26, 2020

Cardello, J. (2013). Nielson Norman Group: Three Uses for Analytics in 

User-Experience Practice. Retrieved from: https://www.nngroup.com/

articles/analytics-user-experience/ on June 3rd 2020

Howard, Z., & Melles, G. (2011). Beyond designing: roles of the designer in 

complex design projects. In Proceedings of the 23rd Australian Computer-

Human Interaction Conference (pp. 152-155).

Hower, M. A. (2012). Faculty work: Moving beyond the paradox of autonomy 

and collaboration.

Indeed. (2020). Soft Skills: Definitions and Examples. Retrieved from https://

www.indeed.com/career-advice/resumes-cover-letters/soft-skills on June 4, 

2020

INOVIS. (2019). The skill set of a strategic designer. Retrieved from: https://

www.inovis.cc/chances/61-the-skill-set-of-a-strategic-designer on May 26, 

2020

Kazadi, K., Lievens, A., & Mahr, D. (2016). Stakeholder co-creation during the 

innovation process: Identifying capabilities for knowledge creation among 

multiple stakeholders. Journal of business research, 69(2), 525-540.

Lorenz, C. (1994). Harnessing design as a strategic resource.  Long Range 

Planning, 27(5), 73-84.

Maylett, T. (2016). 6 Ways to Encourage Autonomy With Your Employees. 

Retrieved from: https://www.entrepreneur.com/article/254030  on May 4, 

2020

O’Hern, M. S., & Rindfleisch, A. (2010). Customer co-creation: a typology 

and research agenda. Review of marketing research, 6(1), 84-106.

PlanetTalent. (2020). De soft skills lijst om mee uit te pakken op je cv. 

Retrieved from https://www.planet-talent.com/blog/soft-skills-lijst-om-mee-

uit-te-pakken-op-je-cv on June 4, 2020

Russo-Spena, T., & Mele, C. (2012). “ Five Co-s” in innovating: a practice-

based view. Journal of Service Management, 23(4), 527-553.

Schulz, B. (2008). The importance of soft skills: Education beyond academic 

knowledge. NAWA: Journal of Education and Communication.

Schwartz, S. (2006). A theory of cultural value orientations: Explication and 

applications. Comparative sociology, 5(2-3), 137-182.

Schwartz, S. H., & Bilsky, W. (1987). Toward a universal psychological structure 

of human values. Journal of personality and social psychology, 53(3), 550.

Steen, M., Manschot, M., & De Koning, N. (2011). Benefits of co-design in 

REFERENCES

service design projects. International Journal of Design, 5(2), 53-60. 

Stone, C. (2019). Examples of Autonomy In The Workplace & 

How To Get More Of It. Retrieved from: https://www.gqrgm.com/

examples-of-autonomy-in-the-workplace-how-to-get-more-of-it/ on 

May 4, 2020

Storgaard, M. (2013). Strategic designer competence framework: 

Towards new understandings of the foundational skills. In Cambridge 

Academic Design Management Conference.

van Mierlo, H., Rutte, C. V., Vermunt, J. K., Kompier, M. A. J., & 

Doorewaard, J. A. M. C. (2006). Individual autonomy in work teams: 

The role of team autonomy, self-efficacy, and social support. European 

Journal of Work and Organizational Psychology, 15(3), 281-299.


