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DAIM: MAPPING THE CHALLENGES… 

…of the client throughout the design/innovation process and beyond 

 

 

Client #1: Manager 

 

Beyond: 

What is our idea? 

What is the headline of the project? 

Who do we want or need to collaborate with? 

Who can help us? 

Which methods do they use? 

Do we know anybody who collaborated with them? 

How did it go? 

 

Before: 

Who will own the project? 

Who will participate in the project? 

What do we want to get from the project (en overall terms)? 

 

Frame: 

What do we really want with the project? 

Who can and will approve the project? 

How will we get enough room for the project? 

What are our organizational goals? 

 

Discover: 

What data do we have? 

Who has them? 

Who has knowledge and insights we need? 

How do we get them to give us that knowledge? 

(What knowledge and insights do we need?) 

How do the observations match ours? 

Do the observations make sense to us? 

 

Create: 

How do the ideas fit with our reality? 

How do we think they will be received? 

And will that we different? 
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Implement: 

How complicated is the solution? 

How difficult is it to develop? 

Will the solution draw on systems critical for business? 

What operational units will be involved? 

And what does that mean for our faith in the idea? 

 

After: 

How do we gain the full commercial value? 

How do we get everyone to defend costs and benefits? 

What will our next step be? 

How do we make sure that benefits are in fact realized? 

 

 

 

Client #2: 

 

What challenges did you meet through our collaboration and project activities? 

 

Do I have a sufficient understanding of the approach and method? 

Can I match the way of thinking? 

How will I get the rest of the company to understand that the customer’s needs always have to be the initiator? 

After each workshop I thought: Great process, but where did it get us and how do we reach our goal? 

Can I give the project the attention it needs? 

Have I booked my own time? 

How do I get the right people from other parts of the company to attend to the workshops? 

Am I to accept that workshop participants are changing and that substitutes/replacements are positioned lower 

in the hierarchy? 

Is this where I take the battle? 

 

What concerns did you have before, during and after the project? 

 

It doesn’t matter whether I understand the mindset and way of thinking. I have to look at the result. 

My goal was more practical or on a more practical level than yours: How can I make sure, that it didn’t become a 

discussion about the company’s organization and – at the same time – that you didn’t feel important points and 

findings were lost? And at the same time make sure that my practical goal is reached? 

Does the idea of “my practical goal” hold water? 

Do I have a wrong conception of what my role is? 

Am I letting myself being controlled by my contract (job description)? 

Who is the customer really? 
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Can the customer be defined from a viewpoint alone? 

After the project I realized that the anchoring of the project in the organization does not happen through the 

workshop participants. The question is still whether I should have fought harder for the right resources and 

postponed the project so it would fit with their plans, or I just accept that this is the way it is and accept the same 

another time? 

 

 

Client #3: 

 

Focus (in my response) will be on the cultural encounter – an encounter between two cultures. 

 

Before: 

Participation from our company presupposed (or required) one or more dedicated ambassadors internally and an 

management group willing to take risks. Due to the great uncertainty regarding what the company will gain from 

the project, projects like this require internal ambassadors. Without ambassadors the project will with great 

certainty be rejected. 

 

Frame: 

It is necessary to have ambassadors at the client who can translate designer’s/anthropologists’ approach and 

understanding. Many customers/clients might only understand some of the communication – spoken as well as 

written – but doesn’t ask because they feel powerless or don’t like to look stupid. 

An alternative could be that designers/anthropologists acquire new competencies with a focus on dialogue with 

the client on the client’s terms. 

 

Discover: 

Employees at our company work normal working hours only (8 to 16). It means that planning that presupposes 

evening and weekend work put stress on the organization. 

Some things takes a long time in companies/organizations owned by municipalities and the time horizons can be 

very long. That has to be respected to some level. On the other hand it can be a barrier for pace and progression 

in the project, if municipal planning horizons are fully respected. 

As clients we had a continuous need for support in relation to understanding the role of individual elements in 

the project in relation to “the red thread.” 

People that participate on an occasional basis need help to connect the project with their own reality and 

everyday. A level of abstraction too far away from people is a barrier for gaining the full potential of employee 

participation. 

 

Create: 

Trophies that can be communicated is as a result a major strength when operational staff has to be kept engaged 

throughout the project. If you give a short and clear answer to what the outcome of the project will be and how 

the elements we work on now will be part of or contribute to this outcome it’s really good. 
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Implementation: 

Implementing new ways of working, new methods, theories and understandings is impossible! Or requires as a 

minimum competencies and motivation to challenge the ways things are being done – and those have been 

adapted over the years through practice. 

 


