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Interface: Multi & Inter-Modal Transport  

Mixed Passenger & Freight 

Connecting Technology to User Communities 
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Connecting Customer Aspirations: What Factors? 



Creativity 
Innovation 
Collaboration/ 
 

Language Touch Points: Partner; Ford-Europe 

Stage one stakeholder response map – 

(2009 Ford Global Customisation)  

Literature 
Anecdotal 
Evidence 

Empathic 
Research 

Application 

Action 
Research 
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Identifying & mapping customer ‘stakeholders’ 

 

Why use this method? 
 Enables us to identify key stakeholders that may have impact of design 

specification  

 Enables existing knowledge and information gaps to be identified 

 Allows prioritisation and key focus of  research to be defined 

 

Outcomes 
 List of stakeholders and their priority for further research  focus 

 Key Research issues and  objectives defined. 

 Stakeholder matrix developed to plan research 



Creativity 
Innovation 
Collaboration/ 
 

Key Design Methods: Data Capture 

Interview techniques  

Basic or explicit  information  

descriptions of conscious behaviours 

performance data reported (or Benchmarking) 

opinions 

 

 

Observational techniques   

observation at the users environment 

yields tacit insights  

real behaviour  

‘unconscious’ ‘behaviours  

behaviour patterns  

the ‘real story’ not the ‘described’ story 
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Key Design Methods: Data Capture 
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“Maps of relations are synthetic, 

descriptive representations of social 

relations in space. They are used after 

observation of people’s behaviour in 

existing spaces and engaged in existing 

practices as an inspiration for the deign 

phase… 

These maps can also provide a simple 

description of the “power of attraction” - 

the “power” of a church in a piazza to 

“attract” conversation and personal 

encounters…” 

 
Marco Suzani referring to ‘Maps of Relations’ 
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Design Methods - Scenario Building: Partners Asus & Cranfield 
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Responding to the Unarticulated Needs of Customers 

•Facilitate a shift from the tangible to intangible 

 

•People as well as products 

 

•What will be, NOT What already is, only better 

 

•Shift from ‘artefact-centred’ to ‘need-driven’ 
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I’m a taxi 
driver 

I need my car 
to do many 
different 
things 

I need to 
cater for 
different kids 

Desire to  

be a good  

parent 

 
The kids  
come first 

 
Balance 
work & 
family 

 
Family = 
safety, 
security & 
support 
network 

 
Happy with my 
life – enjoy the 
compromise 

 
 
Having children 
has fulfilled me 

 
 
Constant sense 
of responsibility 

 
Keep the 
kids 
healthy  

Sometimes 
needs must 

 
Develop kids’ 
social & family 
relationships 

 
Give the  
kids 
opportunities 

 
Conforming 
(seen to be a 
good parent)  

Treat the 
children as 
adults 

 
Have fun 
together 

 
Get involved – 
live vicariously 

 
How spend 
time more 
important than 
money 

 
Value for 
money (brand 
must deliver) 

 
I’m proud 
of my 
family 

 
I want to know 
my children 
really well 

 
I worry about the 
family (incl. world 
kids growing up 
in)  

Not enough 
hours in the 
day 

 
I love my kids 
but they can 
drive me mad 

 
Our dog is 
part of the 
family 

 
If the kids are 
happy, I’m 
happy 

 
Let sleeping 
kids lie 

 
I’ve got to  
be in 
control 

 
Careful 
evaluation of 
financial 
expenditure 

 
Appreciate 
praise from 
others on 
‘good 
parenting’ 

I want access 
to stuff during 
the journey 

I want access 
to the kids 
during the 
journey 

I worry about 
my stuff 

 
I’m not just  
a parent 

 
Reflect me, 
my personal 
style, tastes 

 
I like who I 
was but I love 
who I am now 

 
Time for me 

 
My friends 
are important 

 
A little  
luxury for me 

 
Freedom & 
independence 

 
Time for 
romance 

Cars get dirty 
– esp. with 
dogs & kids 

Key Design Methods: Data Mapping; Partner Ford-Europe 
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Key Design Methods: PSS; Partners NHS, DoH, Lloyds 
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Connecting Customers: Process Overview 
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Connecting Customer Lifestyle Aspirations: What? 
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Connecting Customer Lifestyle Aspirations: How? 
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Connecting Customer Lifestyle Aspirations: How? 
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Listening to the ‘voice of the customer’ helps to 

understand the NOW but what about the FUTURE? 

•Reactive to what we know - not dream of what can be 

 

•What industry asks for and what’s needed are often different 

 

•Industry is excellent at offering negative feedback 

 

•People SEE products, use services but VALUE experiences 
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Barrett, R., D’Souza, T., Bradshaw, D. 2009 

Quantifying Emotional Needs of Customers: Partner Ford-Europe 
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Aspiration Overlap: Example  
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Aspiration Map: Example 
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Thank 
You/ 
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Dr Richard Barrett 

Associate Head of Department 

Industrial Design & Automotive Design 

 

Coventry University 

T: +44(0)2476 795 602 

M: +44(0)7557425046 

R.L.Barrett@Coventry.ac.uk 
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