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Companies investigated in the study share many of the same problem-solving tools.



Workplace tools at Cheskin, California (see case page 170)



Workplace tools at ReD Associates, Copenhagen (see case page 84) Workplace tools at Prospect, London (see case page 178)



Workplace tools at What If, London (see page 132) Workplace tools at Electrolux, Stockholm



Workplace tools at Motorola, Motorola Labs, Chicago



Workplace tools, Live/Work, London (see page 144)
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Preface

This study has been conducted for The Danish Authority for Enter- 
prise and Construction as a follow-up to the report entitled “Et 
billede af dansk design” (A View of Danish Design), which was 
published in April 2007.
 
The study focuses on how design can be utilised together with 
other disciplines to create new solutions to the global challenges 
faced by the private and public sectors in the twenty-first century. 

The making of this report would not have been possible without  
the help of a number of key people in design and consulting both  
in Denmark and abroad. The interviewed companies and experts  
are listed in the report, and we would like to extend our thanks to 
all of them for their willingness to participate. We extend our  
gratitude to the Danish experts and companies that were involved  
in the study: Mikkel B. Rasmussen, Red Associates, Katinka Haux- 
ner, Hausenberg, David Fellah, Designit, Trine Nielsen, Cross-
roads Copenhagen, Rikke Ullersted, Made by Makers, Rasmus 
Bech Hansen, Kontrapunkt, Line Rix, 1508, Kim Norland, Design 
Success, Paal Smith-Meyer, Lego, Lise Vejse Klint, INDEX, Susie 
Ruff, Dansk Design Center, Kristian Mørk Puggaard, the Danish 
Authority for Enterprise and Construction, Steinar Amland, Dan-
ske Designere, Irene Lønne, PhD, Center for Designforskning.

We would also like to thank the study’s steering committee for 
critical feedback and for providing inspiration.
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It is our hope that the results of this study will be utilised by a wide 
range of people – managing directors, marketers, production 
managers, consultants, designers, engineers and civil servants 
– both in Denmark and abroad. To design new and groundbreak-
ing products and services that point to a better future requires 
cooperation that extends across barriers of interest, industry 
and national borders. It is hoped that this study will contribute to 
this development.

This study was prepared by a FORA team consisting of the follow-
ing members:

Jørgen Rosted, Director
Tobias Lau, External Consultant
Casper Høgenhaven, External Consultant
Pernille Johansen, Head of Section

In addition, a number of FORA colleagues have provided valuable 
sparring throughout the process. These colleagues include:

David Boysen Jensen, Research Assistant
Anders Jørgensen, Research Assistant
Marie Degn Bertelsen, Special Consultant
Tanja Bisgaard, Head of Organisation
Anders Munk Ebbesen, Head of Section
Jakob Øster, External Consultant
Hesham Morten Gabr, Business Strategist
Andreas Graversen, Head of Section

Copenhagen, July 2007
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How to read this report

This book consists of seven elements intended to enhance the 
reader’s understanding of the main findings. 

The seven elements address different needs of the reader:

The Story For the reader who wants the main findings presented 
in an easy, direct manner.

The Method For the reader who wants to understand how the 
main findings are supported.

The Fact boxes For the reader who wants points and topics put 
into perspective. 

The Cases For the reader who wants concrete examples to sup-
port the main findings.

The views from the world (quotations) For the reader who prefers 
subjective opinions on the topics presented.  

The Images For the reader who wants a visual perspective of the 
subjects covered.

Findings For the reader who wants primary sources such as 
brochures and power point presentations – the ‘archaeological 
finds’, so to speak – that have been harvested from travel and 
company visits.

Enjoy your reading!



1.0
Introduction 

Containing the key chapters:

1.1   What is concept design?

1.2   Presenting the study

1.3   Conclusion of the study
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1.1 What is concept design?

Today’s companies are seeking answers to the question “what?”.

What should companies focus on? What problems should the 
companies’ innovation solve?  

In the past companies wanted answers to the question “how?”.  
How do we develop a new product? How should it be designed?  
How should it be marketed, and how should the company be 
organised to achieve the best solution? 

When companies seek advice and answers to how questions 
they can turn to consulting engineers, designers, advertising 
agencies or management consultants. Until recently, this has 
provided a reasonably clear division of labour between dif-
ferent consulting offerings.

In terms of answering questions related to what a company 
should innovate and produce, companies have no obvious 
place to go. For that purpose consulting engineers, design 
companies, advertising agencies and management consult-
ants could all be involved. However, none of these companies 
are single-handedly able to answer the question “what”. 
Hence, we are witnessing industry break-up and gliding. 

The study will contribute to shed light on this dynamic and 
fascinating development – with a particular focus on possi-
bilities and consequences for the design industry.

For the purpose of this study the task of answering the ques-
tion “what” is termed ‘concept design’ and the companies 
working with concept design are termed ‘concept design 
companies’. 

Concept design is thus the discipline of creating concepts 
that answer the question “what”.

A new concept is a solution to a problem that has not yet been 
solved or which so far has been solved in an unsatisfactory way. 

A concept can be a single product, a single service, or a com-
bination of different products and services. 

New technology can be an important part of a new concept, 
but a concept can also be created by making surprising new 
solutions based on well-known technologies or non-techno-
logical knowledge. 

Creating new concepts and carrying out concept design require 
at least three different competences that must be combined 
in a new and untraditional way. The required competences 
are business, design, and social science.

Business competences are necessary for identifying the 
validity of the concept in the market as well as potential con-
sequences for the company’s business model. Social science 
competences are necessary to interpret cultural trends, to 
observe user behaviour and to uncover user needs. Design 
competences are important when transforming new knowl-
edge on user and market needs into functional and aesthetic 
products or services.

A successful concept can be measured on several parameters.  
For example, on whether the solution is a business success 
or if it solves social or environmental challenges. Successful 
concepts are not necessarily based solely on their functional 
characteristics. The experience of the solution can also pro-
vide the concept with its primary value.
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concept design

Figure 1.1 The 3 required competences for doing concept design

1.1 | what is concept design?

Social scienceDesign

Business



New challenges require a new 
set of questions…

Concept design companies are faced 
with a vast array of complex and differ-
entiated problems and questions from 
their clients. A number of examples 
have been revealed during interviews 
with concept design companies. Here 
follows some examples:

1
What can hospitals do to improve chil-
dren’s experiences during hospitalisa-
tion?

2
What can power companies do to make 
the sale of energy more user-friendly?

3
What can work places do to motivate 
employees to focus on a healthy life-
style?

4
What can banks do to motivate their 
customers to contribute to a pension 
scheme?

5
What can protein-technology be used 
for in order to develop new soft drinks?

6
What should the police do when hand-
ling pedophilia cases?

7
What will television be used for in the 
future? 

8
What’s next after gas-guzzling SUVs?

9
 What can companies do to make kilo-
watt and other energy terms more 
relevant to people?

10
What does it take to sell water pumps 
in Africa?

11
 What are the greatest challenges faced 
by kindergartens of the future?



Philips Design, Philips’ own design 
department, has developed a concept 
that aims to minimise childrens’ fear 
when undergoing a CAT scan. Philips 
Design has created a room that children 
pass through on their way to the CAT 
scan where they can choose a stuffed 
animal to receive a simulated ‘CAT 
scan’ in a miniature CAT scan machine. 
An animated animal that resembles 
the stuffed animal then appears on a 
monitor and ‘talks’ to the child about 
what it is like to be scanned. The child’s 
conversation with the stuffed animal 
provides health workers with the pos-
sibility of explaining the process to the 
child in a calming and comforting man-
ner. Read case page 189.

1

Prospect, a strategic design company 
in London, helped Oxford Health Al-
liance to design new tools intended 
to motivate company employees to 
pursue a healthier lifestyle. Many of 
the illnesses people suffer from in the 
Western world are lifestyle-related, 
such as diabetes, which is often 
linked to unbalanced diets and lack 
of exercise. Prospect discovered that 
by encouraging motivation instead 
of guilt, employees demonstrated 
more participation in company health 
programmes. Among other initiatives, 
Prospect developed ‘Health Futures’, 
which helps people to live in accordance 
with their own desired state of health. 
Read case page 177.

3

…And new answers More Associates, a design company 
located in London, is currently de-
veloping a new way to discuss energy 
that will supplement terms such as 
‘kilowatt’ and ‘CO2 ton’. This is taking 
place in cooperation with the largest 
power companies and organisations in 
England and in dialogue with ordinary 
energy consumers. The intention is to 
make the discussion of energy more 
relevant to people on a daily basis, and 
to drive the public debate concerning 
future energy challenges. Read case 
page 205.

2What can hospitals do to im-
prove children’s experiences 
during hospitalisation?

What can power companies do 
to make the sale of energy more 
user-friendly?

What can work places do to 
motivate employees to focus 
on a healthy lifestyle?



IDEO, a design company in San Francis-
co, partnered with the Bank of America 
to improve their brand and customer 
experience by developing new services. 
IDEO developed a bank card for Bank of 
America that allows customers to round 
up the amount of each transaction. The 
extra amount is added to the customer’s 
own pension scheme. This enables Bank 
of America customers to contribute to 
their pension schemes in a way that is 
both easy and novel.

4

Anomaly, an advertising and design 
agency based in New York City, is cur-
rently partnering with protein and 
health researchers to develop functional 
soft drinks for a large soft drink com-
pany. Anomaly is therefore studying the 
growing health/wellness market and as-
sisting the client in developing business 
models and marketing initiatives for the 
new wellness product.

5 What can protein-technology 
be used for in order to develop 
new soft drinks?

What can banks do to motivate 
their customers to contribute 
to a pension scheme?
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Interviewed firms in relation to this study, the United States 
(see contact information on page 224)

San 
Francisco
Cheskin
Jump Associates
McKinsey Global Institute
Adaptive Path
Steve Portigal Consulting
Kickstart International
Prophet Consulting

 New York
Frog Design
Anomaly
Nest Home Lab
BBDO Worldwide
Gensler
Smart Design

 Chicago
Gravity Tank
Insitum
Motorola
Skidmore, Owings & Merrill LLP

1.1 | what is concept design?1.1 | what is concept design?
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Interviewed firms in relation to this study, Europe
(see contact information on page 224)

1.1 | what is concept design?1.1 | what is concept design?

London
Arup
Live/Work
More Associates
Prospect
WhatIf

The 
Netherlands
Total Identity
Fabrique
Phillips Design
Van Berlo
Eden
PARK

 Denmark
Designit
LEGO
ReD Associates
Kontrapunkt
Hausenberg
1508

 Munich
Designworks USA/ BMW
IDEO
Lunar Europe Gmbh
Fujitsu Siemens Computers
Designafairs Gmbh



Experts and knowledge persons inter-
viewed in relation to the study

Allan Chochinov
Chief Editor, Core77, New York, USA

Richard Grefé
Executive Director, American Institute 
of Graphic Arts (AIGA), New York, USA  

Frans Joziasse
EURIB, Rotterdam, Holland

Emilie Lasseron
Global Connect, University of California, 
Berkeley, USA

Irene Lønne
Ph.d. student, Center for design-
forskning, Copenhagen, Denmark 

Roger Martin
Dean, Rotman School of Management,  
Toronto, Canada

Charles L Owen
Distinguished Professor, Institute of 
Design, Chicago, Illinois, USA 

Sophia Parker
Demos Associate, Demos, London, UK

C.K. Prahalad
Distinguished Professor, Stephen Ross 
School of Management at the  University 
of Michigan, Ann Arbor, Michigan, USA

Jennie Winhall 
Senior Design Strategist, RED, 
The Design Council, London, UK

John Zysman
University of California, professor, 
Berkeley, USA

Company-employed persons  
interviewed in relation to the study

Bas Berkhout, Van Berlo 
Clay Burns, Smart Design
Alonzo Canada, Jump Associates
Lucas Daniel, Gravity Tank 
Steve Diller, Cheskin
Richard Eisermann, Prospect 
Philip J. Enquist, Skidmore, Owings & 
Merrill LLP 
Jeroen Van Erp, Fabrique
David Fellah, Designit
Jesse James Garrett, Adaptive Path
Roman Gebhard and Matthis Hamann, 
Lunar Europe Gmbh
Dinesh Goburdhun, Gravity Tank
Rasmus Bech Hansen, Kontrapunkt
Stuart Hogue, Frog Design 
Leif Huff, IDEO
Mikkel Jespersen, 1508 
Frans Joziasse, PARK
Michael Lanz, Design Afairs
Ralf Lanzrath, Fujitsu Siemens 
 Computers
Patrick Lerou, Philips Design 
Timothy Malefyt, BBDO 
Crysta J. Metcalf, Motorola
Paal Smidt-Meyer, LEGO
Tim Felix Mueller,  
DesignworksUSA/ BMW
Luke Nicholson, More Associates
Kevin O’Donnell, Prophet Consulting
Sal Pajwani, Whatif
Steve Portigal, Steve Portigal Consulting
Rich Radka, NEST Home Lab

Amanda Ramos, Gensler
Jaana Remes, McKinsey Global Institute
Line Rix, 1508
Hans Robertus, Philips Design
Laurentz Schaffer,  
DesignworksUSA/ BMW
Jason Severs, Frog design
Zuzanna Skalska, Van Berlo
Pascal Soboll, IDEO
Nille Juhl-Sørensen, Arup
José Tapia, Insitum
Eli Vlessing, Total Identity
Johnny Vulkan, Anomaly
Tim Wallack, Smart Design
Ken Weimar, KickStart
Frederik Wiedemann, ReD Associates
Jennie Winhall, RED
Willem Woudenberg, Eden
David Townson, Livework
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Next, follows a mapping of concept design companies in the 
United States  and Europe. Data on their activities has been 
collected. On that basis section 3 attempts to identify inter-
esting global hubs for concept design.

The collected data also forms the basis for an assessment of 
the business models used by the concept design companies, 
and the future competition and specialisation within concept 
design and design. These important insights are explored in 
the first part of section 4 of this study. 

Finally, at the end of section 4 we offer an assessment of the 
driving forces that influence which regions are first and larg-
est in the area of concept design. 

1.2 Presenting the study

The purpose of this study is to provide a global picture of 
concept design. How many concept design companies are 
there in the world? Where are they located? How large are 
they? And how do they work? 

The answers to these questions will help shed light on the 
term ‘concept design’. This will hopefully benefit companies 
working with concept design or businesses contemplating 
doing so, but also authorities and institutions participating in 
establishing the framework that concept design companies 
depend on.    

Constructing a reasonably adequate global picture of con-
cept design companies is of course not a straight forward 
task. Concept design is a relatively new phenomenon which 
means that there is no international standard on how to de-
fine a concept design company. Therefore, there are no avail-
able international statistics on the actual number of concept 
design companies. 

For the purpose of this study we have therefore developed a 
model for concept design and we have gathered data on con-
cept design companies across the United States and Europe. 
The study concentrates primarily on independent consulting 
businesses, but a few in-house concept design departments 
have also been included.

The study begins in section 2 with an analysis of Danish con-
cept design companies. How many are there? And how do 
they work? A comparison has also been made between the 
Danish concept design companies and traditional design 
companies. 
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1.3 Conclusion of the study

Concepts are solutions to unsolved problems or new solutions 
to problems that are solved in a poor manner. A new concept 
can be a product, a service, or a combination of products and 
services. 

The task of creating concepts is referred to as concept design.

For the purpose of this study, a model was created to describe 
concept design based on the processes and competences 
applied in concept design.

Concept design works abstractly with questions on what 
should be produced rather than on how it should be designed. 
Concepts and business strategies are approached strategi-
cally, and multidisciplinary work is performed using a com-
bination of competences from business management, social 
science and design.

A new concept may require the development of new technol-
ogy; in that case, engineering competences must be part of 
the combination of competences, but many concepts are 
created on the basis of known technologies or through com-
binations of known technologies. 

Concept design may be performed by a company’s in-house 
departments or by independent consulting companies. This 
study concentrates on the independent consulting or advi-
sory companies. 

Through interviews with international experts, the study  
of websites, and the snowball technique, this study has at-
tempted to map the world’s concept design companies. 

As part of the snowball technique, follow-up investigations 
were carried out to determine if the identified companies 
knew of other companies also working with concept design.

There is no guarantee that all concept design companies have 
been identified using this process, but it is assessed that the 
most important and the largest among them have been identi-
fied. Most are located in the United States and Europe. A few 
Asian companies were mentioned, but they are branches of Eu-
ropean or US companies, and therefore this study concentrates 
solely on concept design in the United States and Europe.

Independent concept design companies are a relatively new 
phenomenon. Just 10 years ago, it was rare that the business 
world sought advice with regards to concept creation.

Most concept design companies originate in the design 
industry, but some also come from the world of marketing 
and advertising. However, concept design is prospering and 
management consultants and consulting engineers are now 
moving into the concept design industry. Many new com-
panies have also started working with concept design, and 
many more are to follow.

As a consequense, all of the companies and international 
experts approached in connection with this study expect 
strong growth in concept design, and the discipline is re-
garded as a critical strategic element in the global competi-
tion on innovation.  

Concept design company size shows some variation; the 
smallest companies have between 5 to 10 employees and a 
few have more than 100, but the typical number of employ-
ees seems to be around 70–80. This provides the critical 
mass necessary to solve complex design challenges, but 
it is a number small enough for the company to retain its 
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 distinguishing characteristics. If demand for concept design 
requires a staff of around 100, most companies opt to estab-
lish branches in areas with significant client concentration. 
There are however also smaller companies that focus on 
solving specialised, complex concept design challenges. 

Information has been gathered on the concept design com-
panies’ projects, competences, work methods and business 
strategies. This was accomplished through questionnaires, 
interviews and reviews of company web sites. The informa-
tion was used to set up a score system measuring resources 
companies use when working with concept design. 

The score system was used to identify companies working 
with concept design on a high professional level. Approxi-
mately 120 companies were identified in the United States, 
Canada and in Europe with the resources necessary to work 
with concept design on a high professional level. 

San Francisco, New York and London are home to the great-
est concentration of concept design companies with 20 to 
30 companies. Los Angeles, Chicago, Boston and Denmark 
follow with 10 to 15 concept design companies. A Central 
European belt stretching from the Netherlands to Munich-
Stuttgart-Nuremberg also appears to be well on its way to 
establishing itself as an important concept design region. 

The score system was also used to prepare a Top-10 list of 
concept design companies. This list is dominated by concept 
design companies from the United States, especially in New 
York. However, San Francisco, London and Denmark are also 
home to rather large companies that obtained high scores.

Information on the competences, methods and business 
strategies also provided the platform for highlighting some of 
the important characteristics of concept design companies. 

The study established 3 archetypes for concept design com-
panies: the holistic concept design company, which focuses 
on solving the entire problem from the concept planning 
stage to the design of new products and services; the design-
expert concept design company that focuses on the design 
challenge, but which enters into a dialogue with the client 
company on concept creation when deemed relevant; and 
finally, the strategic concept design company that focuses 
solely on concept creation on a very abstract and strategic 
level, but which leaves the concrete design task to others.

No basis was found for giving preference to any individual ar-
chetype. On the contrary, it is thought that the 3 archetypes may 
co-exist side by side and in various combinations, but it is rec-
ommended that concept design companies work consciously 
on their business strategies and on building their competences.

Several methods of combining competences were identi-
fied. The most widespread is to secure a staff that possesses 
all the necessary competences, and then designing project 
teams with the competences relevant to the project at hand. 
An alternative method – which appears to be on the rise – is 
collaboration and partnerships. Concept design companies 
prioritise a single competence or 2 and look for partners that 
are competent in the lacking competences.

One concept design company was identified in which each 
individual employee possessed all of the necessary compe-
tences. These employees are cost-intensive and require sup-
plementary training, but apparently this method ensures good 
balance, creativity and effectiveness within the project team.

Information was also obtained from a few in-house concept 
design departments. Not surprisingly, in-house departments 
work with concept design in the same way as do the leading, 
independent concept design companies. It appears, however, 

1.3 | conclusion of the study1.3 | conclusion of the study
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to be an emerging and interesting trend that large multina-
tional companies disengage their in-house innovation and de-
sign departments and allow them to work for other companies.

Concept design is undergoing strong progress across the world,  
and not least with regard to the most abstract and strate-
gic aspects of the discipline. Therefore, it can be expected 
that we will see a significant rise in the number of strategic 
concept design companies in the years to come. This does not 
mean that there will be fewer traditional design projects; on 
the contrary competition here will increase. There is already  
a tendency towards the outsourcing of design projects to local  
design companies that demonstrate a good knowledge of their  
regional culture. This applies especially to design companies 
in so-called newly industrialised countries such as China 
and India. And this is not just because it is cheaper, but also 
because the quality of design is high. 

Concept design companies were asked if there were any 
special reasons why they had established their businesses or 
located them in specific areas. One important reason for their 
location appears to be client company demand. This is the 
case in San Francisco, New York, London and Central Europe, 
where there are many leading global companies seeking con-
cept design services.

The presence of universities and design colleges working in 
a multidisciplinary way with concept design has also been 
highlighted as an important location factor. This applies 
especially to institutions such as Stanford University in San 
Francisco, Parsons The New School of Design in New York, 
Institute of Design, Illinois Institute of Technology in Chicago 
and Royal College of Art in London. 

Finally, the significance of openness and networking between 
the business world, design colleges and concept design com- 

panies was emphasised as an important element in the for-
mation of global hubs for concept design. Paramount among 
these were the open culture and interest in knowledge shar-
ing that characterises the atmosphere of the US West Coast 
in contrast to the East Coast and the more closed working 
culture found in Europe.

Various government efforts such as educational and research 
initiatives, and network formation that can drive knowledge 
sharing and government purchasing, can also play a signifi- 
cant role in the spread of concept design. Denmark is, perhaps, 
an example of this.

No matter how concept design is nurished it seems an impor-
tant venture that will help people, companies and organisa-
tions to bring design and innovation to life.

The next chapters will unfold the research of the study in 
more detail.

1.3 | conclusion of the study1.3 | conclusion of the study



4. Building capacity, not dependency
Transformation design acknowledges 
that ‘design is never done’. Because 
organisations now operate in an envi-
ronment of rapid and constant change, 
the challenge is not how to design a 
response to a current issue, but how to 
design a means of continually respond-
ing, adapting and innovating.

5. Designing beyond traditional solutions
It is no longer possible to predict from 
the outset that any particular problem  
can be solved with a new product or  
market offering. With industries and  
institutions seeking to reinvent them-
selves, the right solution may just 
as easily be found in a new process, 
service offering, experience, system 
approach, or indeed a new business 
altogether.

6. Creating fundamental change
What is noteworthy about transforma-
tion design projects is that they aim 
high: to fundamentally transform a 
national system or a company’s culture.

Excerpt from: Transformation Design, pub-
lished by RED, British Design Council 2006. 
Read the entire report on the website at 
www.designcouncil.info/mt/RED/transforma-
tiondesign/TransformationDesignFinalDraft.pdf

An article on ’business design’ from the Rotman 
School of Management can be downloaded here: 
http://www.rotman.utoronto.ca/rogermartin/
DesignofBusiness.pdf

A report on ’service design’ can be downloaded 
here: http://www.demos.co.uk/files/journey-
totheinterface.pdf

Why choose the term “concept 
design”?

In recent years, we have witnessed the 
emergence of a range of new concepts 
describing new ways of creating change 
and which are related to concept 
design. International institutions such 
as the British Design Council and Rot-
man School of Management use design 
concepts like “service design” and 
“business design” whereas the Design 
Management Institute among others 
uses the concept “strategic design”. 
However, none of the new concepts 
offer the exact same focus that is the 
starting point of this study. 

The concept that most closely resem-
bles the purpose of this study is “trans-
formation design” as defined by the 
British Design Council’s research de-
partment, RED. This concept describes 
the need for change in companies and 
public institutions and offers a way in 
which the discipline of transformation 
design can contribute in generating 
suggestions for improvements. 

Transformation design
The term transformation design is de-
fined by 6 characteristics by RED, the 
former research department of the 
British Design Council:

1. Defining and redefining the brief
Transformation design begins before the  
design brief is formulated, working with  
user groups and organisations to under- 
stand the scope of the issue and define 
the right problem to tackle. In this way, 
up to half of a project’s schedule may 
be given over to problem definition and 
creating the right brief to answer. 

 2. Collaborating between disciplines
In transformation design the design-
ers are not always ‘designers’. Whereas 
most designers will have experience 
of collaborating with colleagues from 
related disciplines such as engineer-
ing, marketing and  R&D, and may seek 
advice from specialists during a project, 
transformation design is truly inter-
disciplinary, forming teams in which 
economists, policy analysts, psycholo-
gists and others all take part in the 
actual design process.

3. Employing participatory design 
techniques
Groups in the emergent transforma-
tion design community have begun to 
employ participatory design techniques 
that involve users and front-line work-
ers in the design process –  capitalising 
on their own ideas, knowledge and 
expertise, and uncovering some of their 
latent needs and desires.



2.0
Concept design  
in Denmark

Containing key chapters:

2.1 Who is doing concept design in 

Denmark?

2.2 Who is really doing concept design 

in Denmark?

2.3 Is concept design good business? 



54 55

2.1 Who is doing concept design in Denmark?

Concept design is a new phenomenon and the term is not yet  
covered by a collective perception. This means that the busi-
nesses involved in concept design can have quite different 
ideas on what actually constitutes concept design. This 
makes it difficult to identify concept design companies by 
using traditional statistics or by directly asking companies 
on their use of concept design. Therefore, the approach to 
data collection was somewhat ambiguous. 

The data gathering process began by asking Danish experts 
within the design area about their knowledge of companies 
working with design and user insights in Denmark. Experts 
were also asked if they knew of other experts who may lead 
the way to additional companies within design and user in-
sights. Following this approach, an ‘electronic snowball’ was 
initiated to identify all relevant companies. See the method 
box on page 56 for more information on the mapping of Dan-
ish concept design companies. 

In total, we identified 287 Danish companies working with 
design and/or user insights and which are therefore potential 
concept design companies. The survey was limited to compa-
nies with 3 or more employees (see the background report on 
www.foranet.dk).

Far from all of the identified companies will consider them-
selves as actual or potential concept design companies. In 
fact, many of them are not even familiar with the term. This 
is, however, unavoidable when new phenomena are investi-
gated and where new territories are defined. 
 

Of the 287 identified companies, 145 agreed to participate 
in a questionnaire survey in which they were asked about 
the services they sell, among other questions. 58 Danish 
 companies reported that they sell concept design, which is  
a surprisingly high number. 

For a more nuanced but also a more precise description of 
the Danish design companies, the questionnaire also inves-
tigated which competences they employ in their work, which 
methods are used and who design companies work with at 
the client company. It has also been investigated who design 
companies work with through their network relationships.

The information was used to create a map of the Danish 
concept design companies and it is estimated that 10 Danish 
companies have the resources necessary to work with con-
cept design on a high professional level. 

2.1 | who is doing concept design in denmark?2.1 | who is doing concept design in denmark?



Method 1

How to map concept design companies

Method 1

Concept design is a broad field encompassing a variety of competences, 
knowledge and companies. This implies that it is difficult to precisely delimit 
and identify concept design companies. Therefore, the analysis has been car
ried out with the design industry as the starting point, but it has also proved 
necessary to include companies from outside the design industry. 

With traditional industry analyses it is possible to examine the available 
business statistics and use them to identify specific groups of companies. The 
problem with concept design companies is that they are defined on the basis 
of entirely different criteria than those used in traditional business statistics. 

As an alternative to the traditional method, it was decided to identify and gather 
information about the relevant companies. This presupposes a reasonably precise 
and operational definition of which companies are interesting for the analysis. 

The following criteria were used for companies  interesting to the survey. The 
company must meet at least one of the following three criteria: 

1. The company sells products and prototypes in which design competences 
and processes are decisive elements in the creation.  

2. The company sells services and creative ideas in which design competences 
and processes are decisive elements in the creation.

3. The company sells new user insights that contribute to change processes 
and innovation, where social science competences, business competences and 
design competences and processes are decisive elements in the creation.

The problem with concept design companies is that 
they are defined on the basis of entirely different 
criteria than those used in traditional business sta
tistics. 
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The snowball process can be divided into three stages The 287 identified companies were sent a question
naire in which they were asked, among other things, 
about their design services, employee composition, 
the methods they employ, and who they cooperate 
with. 

The three criteria have been applied using the snowball method combined with 
desk research and interviews with experts and key knowledge individuals. 

The snowball method is used to identify actors in a population or network 
who are not immediately accessible through quantitative approaches such as 
business statistics or commodity codes. 

The snowball process can be divided into three stages:

1. The snowball is launched by asking a number of design industry experts 
and key players about their knowledge of companies that meet one or more of 
the three criteria listed above. These people are also asked if they know of any 
other experts or key knowledge individuals who may have knowledge of these 
companies.  

2. The snowball continues by sending new questionnaires to those experts 
identified by the key knowledge individuals and companies identified during 
stage 1.

3. The snowball continues until it is determined that all interesting companies 
have been referred to.

Method 1 (continued) Method 1 (continued)

The snowball rolled for 3 months and we experienced a maximum of 3–4 days 
between replies. 287 companies meeting at least one of the three criteria were 
identified. 

There is, of course, no guarantee that all relevant companies have been identi
fied, but it is likely that the most important players have been found.
 
The 287 identified companies were sent a questionnaire in which they were 
asked, among other things, about their design services, employee composi
tion, the methods they employ, and who they cooperate with. They were also 
asked about profits, turnover, number of employees and the industries from 
where their clients come. Of the 287 companies surveyed, 145  companies 
completed and returned the questionnaire. 

Since concept design is a multidisciplinary approach normally undertaken by 
interdisciplinary teams, it was decided to only use data for companies with 
3 or more employees. 49 of the 145 companies that completed the question
naire had fewer than 3 employees. This results in 96 companies employing 3 
or more employees being included in the analysis. Omitting companies with 
fewer than 3 employees also means that the material can be considered repre
sentative (see also background report on www.foranet.dk).    

Of the 96 companies, 58 indicated that they sell concept design.
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2.2 Who is really doing concept design in Denmark?

The information gathered from the questionnaire was used 
to create a score system by which to grade the 58 companies 
that had indicated that they sell concept design. The score 
system was based on an assessment of competences, meth-
ods, strategic interplay with clients and network relations. 

Companies that extensively apply the competences and work 
methods when creating concept design were assigned a high 
score. 

Concept design necessarily involves the top management 
of the client company as well as the innovation department. 
Therefore, a high score was also assigned to companies that 
cooperate with the client’s top management and/or inno-
vation departments whereas no score was accredited to 
companies working with client departments that are further 
removed from the strategic decision-making. 

Since concept design is multidisciplinary and often requires 
joint cooperation, a high score was also assigned to compa-
nies that engage in extensive collaboration with other play-
ers. See the method box on page 64 for more information on 
the score system structure.

The maximum achievable score is 55 points. No company was 
awarded the highest possible score, but a number of compa-
nies did score well.

The score system was used to identify concept design com-
panies with the resources and methods needed to work with 
concept design on a high professional level. If a company se-
lected the to a large extent option for questions about com-
petences and methods while selecting the to some extent 

As a starting point companies in fashion design were part of the study. A 
few fashion design companies completed the questionnaire and have shown 
that they work with concept design. However, since only a few companies 
completed the survey the material cannot be considered representative; hence 
fashion design is not included in the study.  
 

Fashion design

Method 2

2.2 | who is really doing concept design in denmark?
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option for the other relevant questions then the company will 
score a total of 38 points, which was the score subsequently 
chosen to serve as the lower limit for identifying companies 
working with concept design on a high professional level.

10 Danish concept design companies were assigned total 
scores of 38 points or higher.

Since concept design is a relatively new phenomenon the fact 
that as many as 10 Danish consulting firms work with concept 
design on a high professional level may seem surprising. Only 
10 years ago there was scarcely a single Danish consulting firm 
working with concept design. Of the 10 companies, 4 started 
operations within the last 5 years and an additional 4 within 
the last 10 years. Companies older than 10 years originate 
from the traditional consulting and design industries and have 
only in recent years moved into the concept design business.

There is no doubt that the increased competition on in-
novation leads the business world to increasingly engage 
in developing new concepts and demanding more concept 
design. Therefore, it is interesting that in addition to the 10 
companies already working with concept design on a high 
professional level, 48 other companies indicated that they 
also work within the field of concept design. 14 of these 
scored between 31 and 38 points and are thus ranked closely 
behind the top-scoring companies. 

The study also revealed that an increasing number of micro-
companies are entering the concept design business, and that 
more will surely follow in the years to come. There are also 
signs that consulting companies within design and architec-
ture, advertising agencies, consulting engineers and manage-
ment consultants are also moving into concept design.

Thus, much indicates that Danish concept design is currently 
experiencing an extremely interesting dynamic development. 

Table 1.1 Company ranking in the score system

Points Number of companies

total

4

20

10

18

6

0

58

0-10

11-20

21-30

31-40

41-50

51-55
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Metode 3

How to rank concept design companies

Method 3

58 of the 96 companies that completed the questionnaire indicated that they 
sell concept design. 

It is apparent, however, that the term ‘concept design’ may be perceived differ
ently from company to company. Therefore, it was important to explore each 
of the 58 companies in depth to investigate the extent to which they meet 
the criteria established for concept design companies for the purposes of this 
analysis.

The companies were assessed on the basis of 11 criteria that together make up 
the score system used to assess the individual company’s ability to work with 
concept design. 

The score system results are based on the completed questionnaire submitted 
by each individual company.   

The questionnaire included questions on how companies apply their compe
tences, methods and approaches and how they interact with their networks 
etc. These are the answers that make up the 11 criteria. 

The companies were asked to provide their answers on a 5interval scale 
ranging from not at all to a very large extent. Companies indicating a reply  

of a very large extent were assigned 5 points in the score system. If a company 
indicated a reply of a large extent it was assigned 4 points and so on. The 
highest possible score in the score system is thus 55 points.

The 11 criteria are weighted differently depending on their importance of 
working with concept design. The weighting was performed by selecting a crit
ical value as the lowest possible value needed for the company to be assessed on 
the criterion in question. For example, a company in criterion 1 (competence 
in gathering data on user behaviour) would have to answer to a large extent or 
a very large extent to achieve any points at all in this criterion category. If the 
company replies to some extent, to a small extent or not at all, no points are 
assigned. Critical values for the remaining criteria were selected in a similar 
manner (Table 1.2). See the following page.

The companies were assessed on the basis of 11 cri
teria that together make up the score system used to 
assess the individual company’s ability to work with 
concept design. 
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Companies indicating a reply of a very large extent 
were assigned 5 points in the score system. 

Method 3 (continued) Method 3 (continued)

Criteria

  
Competences  

used today

Importance of  
competences 5 years 

from now 

Methods and tools 

Client level 

Network

Total

Criteria No.

1

2

3

4

5

6

7

8

9

10

11

Description 

Competences in collecting data  
regarding user behaviour

Competences in interpreting  
user data

Competences in utilising  
knowledge about users

Competences in collecting data  
regarding user behaviour

Competences in interpreting  
user data

Competences in utilising  
knowledge about users

From the social sciences and the humanities

From economy and business economy

Consumer insight

Strategy or innovation department

Companies from other industries

Criteria weighting
(note)

High

High

High

Medium

Medium

Medium

High

High

Medium

Medium

Medium

Minimum points to be 
categorised as concept 

design company

4

4

4

3

3

3

4

4

3

3

3

38

Maximum points to be 
categorised as concept 

design company

5

5

5

5

5

5

5

5

5

5

5

55

Note: Criteria weighting ‘High’ implies that companies are to answer either to a very high degree or 
to a high degree to honour this criterion. ‘Medium’ implies that a company is to answer to a very high 
degree, to a high degree or to some degree in order to achieve a score in this category.

Table 1.2 Overview of the weighting of criteria in the score system 

66 67



The basis for the individual criterion weighting is as follows: 

Criteria 1, 2 and 3 deal with the companies’ current utilization of compe
tences. These criteria are weighted more heavily in the score system as the 
companies must have replied to a large extent or to a very large extent in order 
to obtain points for these three criteria. It is important that a company master 
these three competences as this will lead to a better understanding of the 
clientcompany’s market as well as customers. 

The next three criteria – 4, 5 and 6 – deal with the company’s assessment of 
the importance of competences 5 years from now.

These three criteria are not weighted as heavily as the previous three criteria 
concerning the company’s current utilization of competences. Companies 
could answer to some extent, to a large extent or to a very large extent and 
still receive 3, 4 and 5 points, respectively. Since concept design is a new dis
cipline for many companies they may not be very strong in the area of compe
tence utilization. 

Therefore, it was decided to include the criteria on the importance of skills 5 
years from now. The answers may provide an indication of the extent to which 
companies not currently mastering the required skills are conscious of their 
own potential.  

By looking at how companies apply their methods 
and tools you can assess which kind of challenges 
the company must be equipped to handle. 

Method 3 (continued) Method 3 (continued)

The two method criteria – 7 and 8 – are heavily weighted in the score system. 
For both criteria the companies were to indicate replies of to a large extent 
or to a very large extent (4 and 5 points). By looking at how companies apply 
their methods and tools you can assess which kind of challenges the company 
must be equipped to handle. 

Clientlevel criteria – 9 and 10 – are weighted with 3, 4 and 5 points, respec
tively, in the score system. These two criteria provide information on the type 
of problem the company faces. There are typically some differences in the type 
of problems a company is faced with depending on which client department 
the concept design company is working with. If the company is a  compe tent 
concept design company, it will be possible to cooperate with the client com
pany on a higher and more strategic level. However, these criteria are not 
weighted as heavily as e.g. the company’s competence utilisation.

The last criterion – 11 – deals with the company’s use of networks. This crite
rion is weighted with 3, 4 and 5 points. 
 
Particularly in smaller companies networks may serve as an important element 
in working with concept design. Companies that lack the required skills may 
bring these competences in by cooperating with other companies. 
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Method 3 (continued)

The score system does not take into account the composition of the workforce 
in the company. Companies who may not possess the right resources on paper 
may still possess the skills inhouse to carry out concept design.

For a company to be considered a qualified concept design company, it must 
have obtained a total point score equivalent to the total of the minimum values 
possible within each of the 11 criteria categories – that is 38 points or higher 
as shown in table 1.2. 

However, it is not necessary for companies to obtain points in all of the criteria 
categories. A company may very well obtain 0 points on an individual criterion 
if this is compensated by a higher score in the other categories. This approach 
was adopted because companies that do not possess all the necessary skills 
to perform concept design may succeed in doing so by working with other 
companies that do possess these skills. Therefore, the company in question can 
be ranked as a concept design company (see also the background report on www.
foranet.dk). 
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1508 is a multidisciplinary design company working within 
three business areas: digital design, identity design and 
service design. Deeply rooted in the user centered tradition 
1508 has since its foundation engaged in a policy of involv-
ing end users in the design process. In recent years, 1508 has 
strengthened its design offerings within intangible products 
such as service and experience.
  
1508 was given the task of challenging a classic core public 
service – childcare. How could the service be improved for 
children, parents and educators alike? Copenhagen Living 
Lab and the Copenhagen Institute of Interaction Design part-
nered on the project which was commissioned by the Danish 
Authority for Enterprise and Construction. The focus of the 
project was a kindergarten called “Jorden Rundt”, located  
in Ørestad City in Copenhagen.  
 
The project was carried out over the course of four months 
and consisted of research, analysis, idea development and 
conceptualisation. Among other things the research aimed 
to map the complex system of relations and “touch-points” 
that characterise childcare service. This mapping was per-
formed using a combination of observations of the everyday 
lives of both parents and the kindergarten with interviews 
and workshops covering both educators and parents. In close 
cooperation with CIID and CLL, 1508 mapped a range of needs 
and problems that led to the birth of new concepts for child-
care services.   
 
One group of ideas and problems generated by the project 
dealt with preparing parents and children for the kindergar-
ten world. What needs to be done when a child begins kinder-
garten?  Which unwritten rules would be useful to know? How  
does everyday life look from the kindergarten’s  perspective? 
The concept encompassing this group of ideas is called Ready 
smart start (Klart smart start).   

1508
 

Copenhagen
est. 2000
·
Number of employees: 45 
Professional tradition: Design

Case: 
What characterises the kindergarten of the future?

case | 1508
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When a child starts kindergarten the parents receive a suit-
case containing information on everyday life and rules at the 
kindergarten. The suitcase symbolises the journey about to 
be embarked upon by both parents and children alike. It can 
be used both in a practical way and experientially to guide 
children and parents through a good childcare experience. 
The contents of the suitcase provides parents with insight 
into otherwise unspoken cultural codes that later on might 
lead to misunderstandings if not sufficiently explained.

1508, Copenhagen (photo Monica Bach)

case | 1508
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Designit is a strategic design company focusing on four main 
areas: communications design, product design, digital de-
sign and innovation. Designit implements design on all levels 
of a client’s value chain, and has the skills to perform all of 
the services necessary when launching a product in the mar-
ket including research, user studies, prototype development, 
testing, product design, packaging design and marketing 
campaigns. 

Designit does not offer all of these services to every client 
every time. They may focus only on one individual phase such 
as product design and communications if that is what the cli-
ent requires – but the service provided is always influenced 
by the total skill set. Today in fact, product design, communi-
cations and product launching are Designit’s primary sources 
of income. 

Projects concerned with clients’ future innovation strategy 
comprise approximately 25 percent of Designit’s work, and 
according to Designit partner David Fellah, this will become 
increasingly important to the business in future. “We are 
becoming better and better at either helping to manage our 
client innovation processes or assuming the innovation proc-
esses on their behalf”, explains Fellah. 
 
Presently Designit is working with a food company to  utilise a 
new technology in developing a new type of product intended 
to replace the customer’s existing product. This is an  approach 
that will prove costly to the food company as an entire product 
type potentially could be phased out before its time, which 
poses a big challenge to the profitability of the product. 

The food company gave Designit a free hand to explore how 
the product could be “thought” and Designit began to devel-
op insights into the opportunities and consequences related 
to the client’s production apparatus and sales channels. 

Designit
Århus | hq.
est. 1991
·
Number of employees: approx. 75
Professional tradition: Industrial design, communications 
design and innovation.

Case: 
What does a new product do better than an existing product 
targeting the same customer on the same market?

case | designit
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All relevant Designit departments were part of this interac-
tion. User research was carried out to provide designers and 
developers with input and insights. The collected informa-
tion was explored in cooperation with the client in ongoing 
workshops in which a number of concepts were proposed or 
created. The concept has not yet been made public, but is 
scheduled to be launched on the European market within the 
next 3 years. 

DesignIt, Århus

case | designit



“We are becoming better and better at 
either helping to manage our client inno-
vation processes or assuming the innova-
tion processes on their behalf”
David Fellah,
partner, Designit, Copehagen,
in conversation about this study

Views from the world
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ReD Associates is an innovation and strategy company that  
provides consulting services to companies and public au-
thorities in the areas of innovation strategy, methods, and con- 
crete innovative solutions. ReD Associates assist their clients 
in achieving a deeper understanding of customer and user 
needs. The companies’ product and business development is 
targeted to match this understanding. 

ReD Associates has five designers working full time to develop 
and design concepts, but it does not consider itself to be a 
design company. “We don’t do pure design projects. We don’t 
work with solutions that are pre-defined and pre-conceived 
with regard to content”, says Frederik Wiedemann. “ Working 
in the early innovation phase necessitates an openness to-
wards understanding that solutions might not involve design-
ing a product – it may perhaps be more important to transform 
the client’s development processes or to develop entirely new 
business models”. 

Among others, ReD Associates is working for one of Denmark’s  
largest industrial enterprises in a number of areas. One of 
their projects is to develop a general direction and ambition 
for the client’s innovation efforts over the next 10–20 years. 
ReD Associates calls this concept the client’s ‘Innovation 
Intent’, which refers to the general purpose of uniting and 
directing a company’s innovation strategy. In order to reveal 
this ‘intent’ ReD Associates prepares a selection of future 
scenarios to illustrate what the company could be producing 
in the future, which markets the company could focus on, and 
how it might understand its own role in the world. 

Among other findings, the project includes new proposals 
for concepts and solutions based on insights on user needs, 
market challenges and analyses of the company’s existing 
innovation ability. 

ReD
Associates
Copenhagen | hq.
est. 2004
·
Number of employees: 50
Professional tradition: Anthropology, sociology, economics, 
psychology, political science

Case: 
What is the long-term innovation strategy for an industrial 
company?

case | ReD associates
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User needs are identified with the help of ethnographic field 
work and subsequent anthropological and psychological 
analyses of the data. This is compared with a more macro-
orientated perspective of the technological and market-
based developments. “Our strategic recommendations are 
heavily based on our insights into human behaviour,” says 
partner Frederik Wiedemann.

This is one example of the way in which ReD Associates works. 
The strategic recommendations are often delivered to the 
client in unorthodox ways: text-heavy consultant’s report are 
generally substituted by user profiles, need patterns and illus-
trated concepts for products, services or business models. 

ReD Associates, Copenhagen

case | ReD associates
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“We don’t do pure 
design projects. We 
don’t work with 
solutions that are 
pre-defined and 
pre-conceived with 
regard to content”
Frederik Wiedemann,
partner, ReD Associates, Copenhagen, 
in conversation about this study

Views from the world 2.2.1 Doing concept design as well as other things

Of the 96 companies with three or more employees which re-
sponded to the questionnaire, 58 companies indicated that they 
work with projects within the product area of concept design.

Most companies engage in several different product areas 
and some companies engage in quite a few. The majority 
engage in 2 – 3 product areas while a handful of companies 
focus on a single product area. 

For the companies as a whole, concept design constitutes 
the largest product area, comprising 21% of total turnover. 
Next are three areas that comprise between 16% and 17% of 
total turnover: graphic design, communications design and 
digital and multimedia design. The least important product 
areas in terms of turnover are product and industrial design, 
interior and exhibition design and the category ‘other’ with 
between 9% and 11% of annual turnover (see figure 1.2 on the 
following pages).

2.2 | who is really doing concept design in denmark?



Product and  
industrial design

Interior and  
exhibition design

Communication 
design

Digital and  
multimedia design

Concept design

Other

Graphic design
16%

11%

10%

17%

21%

9%

Figure 1.2 Distribution of total turnover of selected product areas 

Note: calculated on the basis of the companies’ assessment of the percentage of turnover generated 
in the different product areas within the following ranges: 1–24%, 25–49%, 25–74% and 75–100%. 

Note 2: Turnover distribution applies to the 89 companies that provided turnover figures in the 
study. These figures may be considered representative of turnover distribution in design companies 
employing more than 3 people, but not for the design industry as a whole, which in 2007 also covered 
4,800 companies with fewer than 3 employees. (see background report available at www.foranet.dk)

16%
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Source: The Danish Commerce and Companies Agency, www.CVR.dk  
Note: Concept design companies (n=10) 

3

2

2

1

1

1

748720

Industry 
code 

Industry Number of concept design 
companies

744010

742040

741490

743090

742200

Fashion design and  
industrial plant design

Advertising

Consulting architectural  
activities

Other business and manage-
ment consultancy activities

Other technical consultancy

Software consultancy 
and supply

That concept design is a new and diversified area is evident 
when looking at the industry categories of the 10 selected 
concept design companies. Industry categorisation is the 
method by which the Danish Commerce and Companies 
Agency categorises all Danish companies within a particular 
industry sector. Industry categorisation is made on the basis 
of information provided by the company and submitted to 
the Danish Commerce and Companies Agency. 2–3 concept 
design companies work within design, advertising and ar-
chitecture, respectively. A single concept design company is 
categorised within software development, R&D and manage-
ment consultancy (Table 1.3).  

 
 

Table 1.3 Industry categories in which the concept design companies in this study are categorised
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“It’s more common for clients outside the execu- 
tive suite to ask big, open-minded questions about 
how to disrupt the category. Maybe they were ask-
ing those kinds of questions a long time ago, they 
just didn’t know where to go.”  

Steve Diller, partner, Cheskin, 
innovation consultancy firm, San Francisco, 
in conversation about this study
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“I think that what this new industry has in com-
mon is that there are complex problems out there. 
And clients don’t know who they should call to get 
them solved. Normally they would call their ad-
vertising agency, market researcher, design house 
or what have you, and today a lot of these people 
are handed complex problems by clients because 
it’s not quite clear who should be doing them.”

Dinesh Goburdhun, Senior Team Lead, 
Gravity Tank, creative consultancy firm, Chicago, 
in conversation about this study

Views from the world



Architecture firms and 
concept design

The Danish study identified a number of 
companies working with concept design 
within architecture and city planning.

These include independent planning 
and consultancy companies focusing 
on the importance of global develop-
ment to architecture and city planning, 
as well as to public usage of architec-
ture and urban spaces. 

Based on surveys and methods equiva-
lent to those employed by concept 
design companies within other sectors, 
concepts and models are created which 
architects and city planners use when 
designing buildings and urban spaces.

3 of the Danish concept design compa-
nies working within architecture and 
city planning achieved a score equiva-
lent to the scores of the 10 identified 
Danish concept design companies. 

The international study identified only  
2 concept design companies special-
ised in working with concept design 
within architecture and city planning.
 
Concept design within architecture and 
city planning appears to be more wide-
spread in Denmark than elsewhere. 

The Danish concept design companies 
within architecture and city planning 
were not included in the study, as their 
presence may have led to a slightly 
skewed impression of concept design 
in Denmark.
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2.2.2 What characterises a concept design firm?

Concept design companies in Denmark are different from 
traditional design companies in a number of areas. The most 
important of these are: competences, methods, client coop-
eration, and client industries.

The differences are not fundamental, they are rather subtle 
in their nature. Some of the traditional design companies 
utilise the same competences and methods as the concept 
design companies, but this practice is not as widespread and 
it is not considered as important.

The following section covers the most important differences 
and characteristics.    

2.2 | who is really doing concept design in denmark?



“An increasing number of clients come to 
us and say ‘We don’t know what products 
to bring to market – tell us what to do’. So 
the recommendation we do is around the 
clients’ products, services, financial mod-
els and customer experience.”
Stuart Hogue, 
Strategic Director, Frog Design, New York, 
in conversation about this study

Views from the world



Figure 1.3 Competences used by concept design companies and design companies
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Competences

There is a striking difference between 
the competences employed in design  
companies and concept design com-
panies. Among other things there is 
a significant difference in the extent 
to which the concept design company 
uses its competences to investigate the 
client’s users. While all concept design 
companies utilise these competences 
only 21 to 43% of  traditional design 
companies do so. (Figure 1.3)

The questionnaire asked: 
“How often does your company use the 
following competences?” The percent-
ages indicate the share of companies 
replying “to a large extent” or “to a very 
large extent”.

 

Product design

Technological  
competences

Competences in 
surveying the client’s 
current and potential 
markets

Competences in  
collecting data on 
user behaivour 

Competences in 
compiling user data  
(finding patterns)

Competences in 
applying knowledge 
about users to create 
new concepts

Competences in test-
ing user reactions to 
new product concepts

Competences in 
multidisciplinary 
cooperation

Other competences

Concept design

Design company

Note: 10 observations for concept design companies and 72 observations for design companies.



18%

9%

19%

12%

31%

20%

60%

82%

200 40 60 80 100

60%

50%

76%

90%

70%

100%

Figure 1.4 Methods used in concept design companies and design companiesMethods

Concept design companies use mark-
edly different methods than the other 
design companies included in this study. 
In particular this applies to methods 
taken from market economics, the 
humanities, economics and business 
economics. (Figure 1.4)

The use of the three academic methods 
shows that concept design companies 
are more science-orientated compared 
to the traditional design companies. 

The qualitative interviews show that the 
concept design companies use meth-
ods from economics, including market 
and business economics, to help them 
understand their clients’ international 
competitive challenges and opportu-
nities. The mapping of the industries’ 
global competitiveness suggests that 
concept design companies work with a 
greater global perspective compared to 
traditional design companies.  

Methods from the humanities and social 
sciences are used to gather information 
about user behaviour. Often ethno-
graphical interviews and observations 
are employed to further understand the 
social and cultural values that users 
ascribe to the client’s market. 

Concept design companies make fre-
quent use of intuitive methods, though 
to a lesser extent than do traditional 
design companies. Concept design 
companies typically begin a project 
with a hypothesis that may be more or 
less consciously employed to informa-
tion generated through the course of 
the project with the aim of assessing 
whether or not at project is moving in 
the right direction. Read more about 
the working process of concept design 
companies on page 118.

The questionnaire asked: 
“To what extent does your company use 
the following methods and tools?” The 
percentages indicate the share of com-
panies that replied “to a large extent” 
or “to a very large extent”.

From design

From natural 
science 

From market 
economics

From the humanities 
and social science 
(excluding economics)

From economics and  
market economics

Intuitive methods

Other methods

Concept design

Design company

Note: 10 observations for concept design companies and 68 observations for design companies.
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Figure 1.5 Customer contact points for concept design companies and design companies

Note: 10 observations for concept design and 67 observations for the remaining group.

Client departments

Concept design companies also differ 
from design companies in terms of cli-
ent entry-points. The client’s strategy 
or innovation departments are the usual 
contact points for concept design com-
panies. (Figure 1.5.) 

90% of concept design companies main-
tain contact with the client’s strategy or 
innovation department when selling a 
product or service. The concept design 
companies also maintain distinctly more 
contact to the client’s R&D department 
and consumer insights department than 
do traditional design companies.

The reason for these differences ap-
pears to be that concept design compa-
nies often receive projects with a stra-
tegic dimension. The information that 
concept design companies work with or 
gather is often business-sensitive and 
requires frequent contact with client 
strategy or innovation departments. 
The qualitative interviews revealed that 
a concept design company often begins 
a project for the client’s marketing 
department, but as insights grow and 
the potential for the new concepts are 
recognised by the client, the project will 
often find its way to the management 
level of the strategy and innovation 
departments. 

Concept design

Design company

The questionnaire asked: 
“Which client departments purchase 
the company’s products and services?” 
The percentages indicate the share of 
companies that replied “they buy some 
here”, “They often buy here” or “They 
exclusively buy here”. 



”One of the interesting things we discovered working with marketing 
and innovation is that quite often the relationship between research de-
partments and marketing departments of an organisation can be disfunc-
tional. Mainly because of their focus. Research development often needs 
more time and more funding and wants to make the results thorough. 
They also tend to be interested in the technology behind their particular 
discipline. Marketing teams are often focused on next quarterly results, 
immediacy and stories. So there’s a tension between the two departments. 
One of the roles we often play between those two departments is a kind 
of United Nations. So we are obviously thoroughly interested in technol-
ogy and the understanding that goes into a product. But as marketers, we 
also speak marketing and play the role of the garants who promote both 
parties so they understand the needs of each other while we extract the 
best from both worlds to deliver the result to the overall company.”

Johnny Vulcan, 
Anomaly, advertising and design firm, New York, 
in conversation about this study

Views from the world



Client industries

Concept design companies work with 
many different types of clients. A mark-
edly higher percentage share of concept 
design companies have clients within 
several industries than do design com-
panies. (Figure 1.6)

The reason why concept design compa-
nies reach out to a wider client audience 
is because most concept design com-
panies can provide their clients with 
solutions across industries. 

Concept design companies also origi-
nate from a variety of business sectors, 
which may assist the companies in 
at tracting clients within a wide range of 
industries. 

Of the various industries and sectors 
with which the concept design compa-
nies maintain contact, 70% state that 
their primary clients come from within 
‘knowledge-heavy’ industries such as 
the pharmaceutical industry and the 
public sector. 

The qualitative interviews show that 
concept design companies are often 
tasked with solving complex projects 
within these 2 sectors. For example, 
these could be complicated tasks such 
as “what can a new enzyme technology 
be used for in order to create user-

friendly products?” or “what does the 
future hold for kindergartens?” (see 
case on page 72). 

A large share of concept design com-
panies also work with companies in the 
area of business services. This could 
be accredited to the fact that concept 
design companies not only develop new 
products and services but also offer 
consultancy and in some cases assist  
in developing new business models. 

The questionnaire asked: 
“To which industries and sectors do 
your primary clients belong?” The per-
centages indicate the percentage of the 
companies stating the industries and 
sectors to which the company’s primary 
clients belonged.

Figure 1.6 Client distribution for concept design companies and design companies

Sub-suppliers

Suppliers to other 
design firms

Telecommunications 
industry

Private consaumers

Furniture industry

Public sector

Fashion industry

Pharmaceutical 
industry

Machine industry

Trade and transport

Business service

Consumer goods 
industry

Retail industry

40%

31%

22%

21%

37%

34%

33%

19%

18%

54%

24%

19%

28%

60%

20%

20%

50%

70%

70%

30%

40%

40%

50%

20%

10%

0%

200 40 60 80 100

Note: 10 observations in concept design, 67 observations in the remaining group.

Concept design

Design company



Characteristics of concept 
design companies

Based on the quantitative and qualita-
tive studies and significant analytical 
freedom, a concept design company can 
be described based on 5 characteristics:

Global vision
Concept design companies maintain a 
global vision when it comes to deter-
mining their clients’ markets and op-
portunities.

Science-based
Concept design companies base their 
methods on academic disciplines to 
understand user and market needs.

Using intuition to create unprecedented 
concepts
Concept design companies dare to ap-
ply their own intuition to increase the 
likelihood of creating amazing new con-
cepts that the world has not yet seen. 

Understanding the value of an insight
Concept design companies are con-
scious of the value that a previously 
uncovered user and/or market insight 
may create for the client.

Working on a strategic level
The concept design company work 
with the client’s strategy and innova-

tion departments and management to 
implement the concept within the client 
company.

The 5 characteristics listed above are 
interpretations of the replies submit-
ted by the companies in their ques-
tionnaires coupled with the insights 
discussed during the qualitative 
interviews. 



patterns revealed on video recordings. 
Observation and video are used because 
people often will say one thing and do 
something else (cognitive dissonance). 

The methods used in these studies 
originate in the academic disciplines 
of anthropology and ethnography. To 
find out more about user needs studies, 
see the report entitled “User-driven 
innovation – Results and recommenda-
tions” published by FORA in October 
2005. See www.foranet.dk

b) The concept design company gath-
ers the latest information available 
concerning the problem that they are 
working on. This is done in order to 
understand the project’s opportunities. 
Areas that the concept design compa-
nies may wish to further investigate 
may include “research in hygiene and 
protein research” or “kindergartens and 
services”. The concept designers gather 
and combine information – not just 
within the area under investigation, but 
also concerning a wide range of paral-
lel areas such as technology, politics, 
the environment, materials or business 
models which may directly or indirectly 
be tied to the project. This is done to 
understand opportunities that can ei-
ther be combined or which may provide 
inspiration thereby creating a unique 
concept. In this phase, concept design-
ers can be described as “opportunity-

hunters” investigating the opportuni-
ties embedded in a given project. 

This track also uncovers international 
best-practice cases (such as newly in-
troduced and successful kindergarten-
service-schemes from various places 
around the world) – again with the in-
tent of generating input and inspiration 
for the analysis and concept develop-
ment stages. Commonly used methods 
include desk research, interviews with 
experts across a range of knowledge 
areas, subscriptions to leading interna-
tional periodicals and magazines, and 
contact with knowledge institutions 
and research centres.

The field work/research stage is often 
performed by employees with academic 
backgrounds in ethnology, anthropol-
ogy, sociology, psychology, business 
and marketing, or political science. 
However, the field work is generally 
performed by employees with a social 
science background, sometimes in co-
operation with the designers.

3. Pattern recognition and analysis
When user insights have been gathered 
and research performed in the relevant 
knowledge areas, phase 3 – the anaysis 
phase – begins. The analysis phase is 
referred to by some concept design 
companies as “pattern recognition”. 
By pattern recognition the companies 

Typical work processes in a 
concept design company

Based on interviews with concept de-
sign companies in Denmark and abroad, 
the following phases were uncovered 
which are typically applied by concept 
design companies when attempting to 
solve a problem: 

1. Hypothesis
2. Field work/Research
3. Pattern recognition and analysis
4. Concept development and design
5. Tests and implementation

1. Hypothesis
When concept design companies work 
on solving a problem, they base their 
work on a hypothesis that they attempt 
to validate or reject. A hypothesis that 
describes the problem “what are the 
greatest challenges faced by kindergar-
tens of the future?” may be summed up 
in a sentence like: “parents need more 
information on what their children do in 
kindergarten”. The concept design com-
pany often uses intuition when develop-
ing these hypotheses. 

Whether a concept design company is 
faced with a concrete problem (“design 
a toothbrush”) or an abstract problem 
(“what are the greatest challenges 
faced by kindergartens of the future?”), 

an intuitive hypothesis is typically 
advanced early in the project phase. 
The concept design company has often 
developed a wide range of hypotheses 
which are in the back of their minds 
when they go out and study users in 
phase 2 (Field work/Research).

In most cases, hypothesis development 
is performed by a project manager. 
Project managers come from a number 
of academic backgrounds, including so-
cial science, business, or design depend-
ing on the industry in which the concept 
design company is originally based. 

2. Field work/Research
Phase 2 often runs along two parallel 
tracks: a) the concept design company 
studies user needs, and b) the concept 
design company collects the latest rel-
evant information available concerning 
the issue at hand.

a) The concept design company stud-
ies the recognised and unrecognised 
needs of users in order to obtain a user 
insight that can help the company to 
understand which products and ser-
vices carry value and relevance to the 
user. This can be accomplished by using 
qualitative interview techniques that 
prompt the users to reflect upon their 
immediate and recognised needs. Un-
recognised needs can be uncovered by 
observation and studying behavioural 



analysis phase. This can also inspire 
the client, who may suggest new types 
of concepts that may solve the client’s 
original problem.

The concept proposals can be  presented 
in a number of ways, and include out-
comes such as:

Power-points 
Reports
Posters (which illustrate insights or 
new strategies)
Videos (which summarise insights, often 
by showing clips from user interviews)
Renderings (3D graphics or products, 
landscapes etc.)
Prototypes (models of new products)

Concept development and the creation 
of prototypes are generally performed 
by the same employees that were re-
sponsible for conducting the research 
and analysis stage in cooperation with 
the designers. 

5. Tests and Implementation
If the concepts are approved by the 
client, the product(s) or service(s) must 
be tested, developed and launched. It 
is during this phase that the concept 
is tested and realised. Tests are often 
performed with the help of focus groups 
in which a number of people (usually 
not more than 10) are presented with 
the concept, generally in the form of a 

prototype, and are asked to comment 
on the prototype. As the concept has 
already been developed on the basis of 
user studies, this stage rarely leads to 
radical changes in the product or ser-
vice, but rather minor adjustments to 
the concept or prototype. 

Implementation of the final product or 
service requires a detailed assessment 
of its production, which is typically led 
by the client’s design and production 
department and, in some instances, in 
cooperation with the concept design 
company. 

It is also during this phase that the mar-
keting, packaging and visual identity 
are discussed and designed. This can be 
carried out by the client, by a marketing 
agency or by the concept design com-
pany itself. Whether the concept design 
company is involved during this stage 
depends on the type of concept design 
company concerned (see page 163). 

Typically involved actors at this phase 
include those with backgrounds in 
indus trial design, graphic design, civil 
engineering and marketing.

When this phase is completed, the prod-
uct or service is ready to be launched 
and the process is complete.

refer to the intersection between two 
knowledge areas (e.g. where knowledge 
of a new technology intersects with 
knowledge of a new user need) in which 
a new pattern – or product – emerges. 
Pattern recognition combines insights 
from an array of knowledge areas in 
creating a new solution and a new way 
of telling the solution’s story. 

This phase is often referred to as the 
one where “the magic happens”. The 
phase is often characterised by the 
structuring and systemisation of often 
chaotic and fragmented user and mar-
ket knowledge into new insights and 
patterns. For a kindergarten project, 
this pattern could be “parental interest 
in hearing about a child’s experiences” 
combined with “mobile solutions” and 
“stress occurring during drop-off and 
pick-up”. At the same time, quotes of 
particular interest pulled from user in-
terviews or cases particularly relevant 
to the project’s main objective are also 
gathered.   

The main purpose of this stage is to 
structure the collected information in 
themes that may kick off the concept 
development phase, but typically this 
phase also generates the first tentative 
ideas for new solutions as well.

Usually the work of the pattern recogni-
tion and analysis phases is performed 

by the same employees who conducted 
the research and field work. The project 
manager also has an important role to 
play during this stage as it is he or she 
who must ensure that the analysis is 
directed towards finding a solution to 
the client’s original problem.

4. Concept development and design
Concept design is the phase in which the 
collected knowledge and analysis from 
phase 3 is used to develop concrete so-
lutions to the client’s original problem. 
At this stage in the process, a great deal 
of knowledge on the client’s problem 
has been gathered . This knowledge 
deals with the client’s market possibili-
ties, the client’s product users and new, 
global trends within the client’s home 
industry. A range of ideas are now in the 
pipeline, awaiting formulation, discus-
sion and illustration. These ideas are 
developed and discussed in the concept 
development stage. 

Clients are often involved in the discus-
sion phase and are invited to participate 
in workshops. This is a forum where the 
client can put forth suggestions on how 
they believe the gathered information 
can be used to shape new concepts. 
Client’s are brought in because the 
story behind the concept proposals are 
to be presented. This is often carried 
out by presenting the new insights and 
patterns revealed in the research and 
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Gravity Tank is a creative consulting firm that helps clients to uncover new opportunities for inno-
vation potential using tools including qualitative consumer research and market research.

The Gravity Tank work process includes a thorough investigation of the client’s new business pos-
sibilities. The entire process is described in the Gravity Tank capabilities brochure. http://www.
gravitytank.com/GT_Capabilities.pdf

Finding: 
Gravity Tank’s work process
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2.3 Is concept design good business?

As with other industries such as management consultancy 
and planning engineers, the design industry has benefited 
from the booming Danish economy and has enjoyed extreme-
ly positive economic development in recent years; an aver-
age yearly increase in turnover of 10% has been a  common 
occurrence for companies in the industry.

The 10 Danish concept design companies working with 
concept design on a high professional level have collectively 
achieved excellent economic results. 

The average annual increase in turnover for the 10 concept 
design companies has been approx. 14% higher than what 
was achieved by design companies during the period from 
2002 to 2006, and employment has risen approx. 7% more per 
year in the same period.  This is a clear difference; whether 
it is significant from a statistical standpoint is less clear, as 
the available data is relatively limited (see working document 
available at www.foranet.dk).

Concept design companies have seen minor progress in terms 
of turnover per employee, whereas turnover per employee has 
remained unchanged for the design companies.

17

18

-1

Turnover

Employment

Turnover per  
employee

31

25

5

Figure 1.7 The average yearly growth rate in percentages for turnover, employment and turnover per 
employee for the period 2002–2006

Note: Concept design companies (n=5) and others (n=43). Includes only companies in existence for 
the entire period (2002–2006)

Concept design

Design company



The Danish design industry 

The Danish design industry is currently 
undergoing rapid development. From 
1999 to 2004 turnover increased from 
DKK 1.8 billion to DKK 2.9 billion and 
employment rose from 1 904 to 2 970 
employees. Design companies also be-
came more international. Income from 
international clients rose from 15% of 
annual turnover in 1995 to 24% in 2004, 
and a few Danish companies have es-
tablished international branches.

During the same period the number of 
companies grew from 2 300 to 3 800. 
 According to StatBank Denmark a 
design company must have either six 
months of full-time work or a turnover 
of DKK 135 000 each year to be regis-
tered as an active business. In 2004 
there were in general just as many in-
active as active design companies, that 
is, approximately 2 000 inactive design 
companies.  

The design industry has always been 
populated by a myriad of very small 
companies, and this has become even 
more noticeable in the past 5 years 
while the number of larger companies 
has declined in the same period. In 2000 
there were 189 companies  employing 
more than 10 people, while in 2006 
there were 110 companies employing 
more than 10 people. 

 Denmark has never been home to very 
large design companies. In 2006 there 
were actually no companies employ-
ing more than 100 people. This is not a 
particularly Danish phenomenon; there 
are indeed very few design companies 
worldwide that employ hundreds of 
people. 

The significant growth enjoyed by the 
design industry is not unique in compar-
ison with other industries providing sim-
ilar services to businesses. Consulting 
engineers and management consultants 
have also seen rapid development. This 
is of course tied to the strong Danish 
economic growth in recent years. Along 
with the significant progress witnessed 
in the traditional consulting companies, 
there is a renewed tendency towards 
business sector break-up and gliding.

For a more in-depth analysis of the 
Danish design industry, see the Danish 
Enterprise and Construction Author-
ity report entitled ”Et billede af dansk 
design – udfordringer og perspektiver” 
(A View of Danish Design – Challenges 
and Perspectives) (2007).
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3.1 Who is doing concept design around the world?

As a starting point, we have used the same method to collect 
international data which was used when collecting the Danish 
data. However, collecting data for all the design companies 
in the world has not been possible. Therefore, the interna-
tional segment of this study concentrates on concept design 
companies. 

Based on desk research, a literature review and contact with 
international experts, a number of geographical areas in the 
United States and Europe have been selected as being inter-
esting “hubs” to concept design companies.

A ‘snowball’ was launched in the selected regions, workshops 
were held, and leading concept design companies as well as 
international experts were interviewed.

Close to 160 concept design companies were identified.

The study attempts to assess the competences and methods 
of each concept design company using the same approach 
that was employed in the Danish segment of the study.

The companies were encouraged to respond to the same 
questionnaire that was used in the Danish study, but unfor-
tunately the response rate was not equally satisfactory in all 
regions examined.

Using the questionnaire, the interviews, conversations with 
regional experts and information from company websites, an 
attempt was made to find the concept design companies with 
the resources to work with concept design on a high profes-
sional level, just as in the Danish part of the study.  

This exercise identifies 111 concept design companies which 
together with the 10 Danish companies, possess the resources 
necessary to work with concept design on a high professional 
level (see also background report available at www.foranet.dk). 



Images from ?What If! 
London

?What If! describes itself as the world’s largest 
independent innovation company. ?What If! has 
branches in London, Manchester, New York, 
Shanghai and Sydney and has existed since 
1992. 

?What If! uses the office walls of their head-
quarters to motivate their internal innovation 
culture. Employees write and update stories 
to celebrate how colleagues provide solutions 
based on ?What If!’s five key values: Freshness, 
Passion, Action, Love and Bravery.
 
Visit ?What If! at: www.whatifinnovation.com



“The physicality of the outcome 
doesn’t matter. What  matters 
is how you best can engage with 
the idea you’ve come up with.”
Sal Pajwani, 
CEO, WhatIf, London, 
in conversation about this study

Views from the world



Using desk research, literature reviews and interviews, 7 areas were designated 
as particularly interesting regions with regard to concept design. 

In each of the 7 areas experts and knowledge people were contacted and asked 
about their knowledge of concept design companies in their own and other 
regions. They were also asked if they could direct the study to other experts and 
knowledge people. Based on the information they provided, a snowball was 
launched in each of the 7 regions – see background report for more informa
tion on the snowball method.

The snowball was satisfactorily or somewhat satisfactorily rolled out in Hol
land, San Francisco and London. The mapping was not adequate in the 
remaining regions, and therefore this was supplemented with visits to the 
regions in question. (Boston was not visited, but design experts from Boston 
participated in a workshop held in New York). 

In all, 36 concept design companies and 18 experts were interviewed about 
their knowledge of concept design companies located both inside and outside 
of their own regions. 

Using the snowball method and interviews almost 160 companies were identi
fied, of which 18 were located outside of the 7 regions where the study had 
begun. All of the companies were asked to complete a questionnaire identical 

How to map concept design companies around the world In all, 36 concept design companies and 18 experts 
were interviewed about their knowledge of concept 
design companies located both inside and outside 
of their own regions.

Method 4 Method 4

to the one forwarded to companies in Denmark. A total of 30 of these com
panies submitted their completed questionnaires. The remaining identified 
companies were either assessed on the basis of interviews with the companies 
themselves, interviews with experts or through desk research and review of 
company websites. 

In all, 111 of the international companies were identified as companies work
ing with concept design on a high professional level, and are therefore compa
rable to the 10 leading Danish concept design companies.
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that in recent years have begun working as independent 
consultant companies are included as in the case of Phillips 
Design. 

There is of course no guarantee that all concept design com-
panies have been identified. However, it is assessed that the 
most important and largest of the concept design compa-
nies have been identified as a result of the large number of 
experts and concept design companies which participates in 
the study.

3.2 Where are the biggest concept design hubs in the world?

The international mapping process confirms that a number 
of regions claim a relatively high concentration of concept 
design companies, but the process also reveals significant 
differences across the regions. 

2 regions have such a great concentration of concept design 
companies that the regions can be termed as global hubs for 
concept design. These two regions are San Francisco with 
30 concept design companies and the New York area with 24 
concept design companies.

The London region follows closely with 17 concept design 
companies. 

After London, there are 6 regions with approximately a dozen 
concept design areas each: Chicago, Denmark, Boston, Los 
Angeles and Munich-Stuttgart-Nuremberg. In the Nether-
lands we have identified 4 concept design companies (see 
map on page 140–141). 

Outside of the 9 regions with a certain level of concentration 
of concept design companies, 15 concept design companies 
were identified: 2 in Paris, 3 in Milan, 2 in Toronto, 1 in Barcelo-
na, 1 in Zurich, 1 in Stockholm and 5 across the United States. 

A few concept design companies were identified in Asia, but 
all were branches of US or European concept design com-
panies. This is why the analysis concentrates on the US and 
European concept design companies. 

The study only includes independent concept design compa-
nies. Of these, former in-house concept design departments 

3.2 | where are the biggest concept design hubs in the world?3.2 | where are the biggest concept design hubs in the world?
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Figure 1.8 The number of concept design companies found in each concept design hub
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London hosts 10 concept design companies that originated 
in the region, and 7 that are branches from concept design 
companies headquartered in other regions.

In the Netherlands, all 4 concept design companies originated 
in the region, but the 7 concept design companies in the Mu-
nich-Stuttgart-Nuremberg area are all branches of concept 
design companies from other regions – from San Francisco in 
particular, but also one company from Denmark.
 

3.3  Where have concept design companies opened branches?

The large concept design companies often have several 
branches. A normal pattern appears to be that a concept 
design company is born in one of the leading regions such as 
San Francisco or New York. When the company grows to em-
ploy 70 – 80 staff members, a branch is opened in the region 
where most of the new clients are found, or where the com-
pany perceives the existence of interesting client potential.

Of the 121 concept design companies included in the study, 
29 have branches while the largest companies have 5 or more 
branches.

In the United States, San Francisco and New York have pro-
duced the greatest number of concept design companies. 
San Francisco has 21 concept design companies that origi-
nated in the region and 9 branches from other regions. New 
York is home to 13 concept design companies from the region 
and 11 branches from other regions. 

In Europe, Denmark and the London area are the regions 
that have produced the most concept design companies. In 
Denmark, all 10 concept design companies originated in the 
region and there are no foreign branches in Denmark.   

This may have something to do with the relatively high 
number of concept design companies in Denmark, but the 
explanation is more likely that there are not yet that many 
interesting Danish clients in concept design. Therefore, 
the foreign concept design companies have not yet found it 
financially attractive to locate within Denmark.

3.3 | where have concept design companies opened branches?3.3 | where have concept design companies opened branches?



Images from Live Work
London

Live Work is a creative consulting company 
specialised in service innovation and design. 
Live Work has branches in London, Newcastle 
and Oslo. Established in 2002, Live Work today 
embraces a wide range of professions includ-
ing designers, ethnographers, architects and 
engineers. An important element of Live Work’s 
solution development is to understand all the 
touch-points that customers experience in 
relation to client products and services.  

Live Work utilises foam board ‘blueprints’ to 
create an overview of the insights gathered 
about the client and their customers. 

Visit Live Work at: www.livework.co.uk
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3.4 Who is really doing concept design around the world?

It has not been possible to assess concept design companies 
based directly on their output. How good are the concepts that 
they create? What value do they hold for the client, and what do 
they mean to the end users? 

Instead, as described in the Danish section a score system was 
developed  providing an indication of the companies’ qualifica-
tions for working with concept design on a high professional level.

Information used included the competences mastered by the 
concept design companies, the methods they use, their partner-
ships with clients and their network relations.  

Of course, only companies that responded to the questionnaire 
were assigned a score. 

The top-10 list is dominated by US companies (Table 1.4).

The Top-10 list should be treated with some reservation as 
relatively few companies responded to the questionnaire in the 
international section of the survey. 

Among the companies that did not respond, but which were 
considered of particular interest to the study, interviews were 
conducted that made it possible to assess the companies’ abili-
ties to work with concept design.  

On that basis it was considered that 5 concept design companies 
that did not respond to the questionnaire would have scored at 
the same level as those in the Top-10. Of these companies, 2 are 
located in New York, 2 in San Francisco and 1 in the Netherlands.

Region Point scoreTop 10
companies

1

2

3

4

5

6

7

8

9

10

50

49

49

49

48

47

46

46

45

45

New York

New York

New York

New York

Denmark

Denmark

San Francisco

Denmark

Munich

London

Table 1.4 Ranking of located concept design companies by point score 

Note: Companies participating in the study are invited to contact FORA to receive their individual 
score and ranking.3.4 | who is really doing concept desing around the world?
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Among the Top-10 companies we find small, medium-sized and 
large concept design companies.

It is assumed that the companies must be of a certain size 
in order to work with concept design. The majority of the 
companies designated by international experts employed 40 
or more people. 

Of the 121 concept design companies participating in the 
study, 41 indicated that they employ more than 40 people 
(Table 1.5).

Of the 121 concept design companies participating in the 
study, 18 did not disclose the number of employees, but of 
those 5 are believed to have more than 40 employees. There-
fore, approximately 45 companies were identified as having 
more than 40 employees.

Of those 45 companies only a few companies employ more 
than 100 people. And among the slightly larger concept de-
sign companies there is a widespread notion that 70-80 is the 
optimal employee number. This number provides the com-
pany with the potential to solve the more demanding concept 
projects, while at the same time allowing the company to 
maintain its uniqueness. 

The capability to solve complex concept problems does not 
appear to be contingent upon company size. Concept design 
is a very special offering that requires high levels of profes-
sional ability, but it also requires intuition and thus very per-
son specific competences. There are a lot of  smaller compa-
nies solving complex concept design challenges for some of 
the world’s largest companies. Of the 3 companies that were 
assigned the highest score, there are 2 companies employing 
just 10 – 20 employees each.

Region Number of companies

9

8

8

4

4

4

2

2

New York

San Francisco

London

Boston

Denmark

Netherlands

Chicago

München/ Stuttgart
/ Nürnberg

Total 40

Table 1.5 Number of located concept design companies with more than 40 employees

3.4 | who is really doing concept desing around the world? 3.4 | who is really doing concept desing around the world?



Images from Gravity Tank
Chicago

Gravity Tank is a creative consulting firm that 
helps clients to uncover new possibilities based 
on qualitative methods and design thinking. 
After revealling these posibilities Gravity Tank 
usually develops prototypes of the new prod-
ucts for the client.

On the fourth floor of an office building in 
downtown Chicago, Gravity Tank has built a 
workshop where prototypes of ideas and con-
cepts can be produced quickly. Clients rarely 
see this workshop, but often spend time work-
ing in the room beside it where clients together 
with Gravity Tank’s multi-disciplinary business 
and design experts discuss new product sug-
gestions and the new business models that 
accompany them.

Visit Gravity Tank at www.gravitytank.com



Jump Associates is an innovation company based in San Mateo outside San Francisco, USA. They use 
methods that are a hybrid of social research, product design and business strategy to create compel-
ling new offerings and discovering new opportunities for growth for their clients.  

Jump Associates knows that it takes motivation and energy to solve some of their clients’ most com-
plex problems. They strive to use the physical environment at Jump to foster learning and innovation 
– both for employees and clients – by setting up special rooms such as the “Zen” library and small, 
intense project spaces. The most popular space at Jump is the “Traincar Cafe”, which is built to resem-
ble an American diner.  

According to internal policy, tables can’t be reserved in the Traincar Café – not even for client meetings. 
This is in order to promote relaxed, impromptu meetings and informal encounters reminiscent of the 
atmosphere found in real cafés. “Since good ideas often arise in cafés, we decided to bring that atmos-
phere to the workplace at Jump,” explains Alonzo Canada, partner at Jump Associates.

Jump Associates’ architecture and interior design was explored in a recent Business Week article. Fol-
low this link to view the slideshow and listen to the accompanying interview on Jump’s architecture and 
interior design: http://images.businessweek.com/ss/06/07/jump/index_01.htm. Remember to turn up 
the volume so you can hear the interview.

Finding: 
Jump Associates floor plan
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Nest Home Lab is a concept design company that was founded 
2 years ago by 3 partners. The company uses ethnographic 
studies to help their clients improve everyday home life. Nest 
Home Lab now employs 6 staff members. 

Despite the limited staff, Nest Home Lab often takes on larger 
projects for large sized companies such as Hewlett-Packard 
and Motorola. Nest Home Lab is capable of handling larger cli-
ents and project because the company can quickly recruit new 
staff on a project basis using its network. The network used 
by Nest Home Lab includes other small research companies 
across the United States and Europe as well as leading design 
colleges such as Parsons New School for Design in New York. 
Nest Home Lab commits network people on an ad hoc basis 
depending on the size of the project. For example, 13 people 
worked on Nest Home Lab’s latest project.

One example of the kind of work performed by Nest Home Lab 
is a project that was carried out for a large computer manu-
facturer, which was experiencing problems selling its printers 
to private customers and therefore wanted insight into what 
living rooms mean to American families. 

The project encompassed personal interviews and a limited 
number of observation studies performed in private homes. 
The result of the work conducted by Nest Home Lab was a 
number of recommendations on how the company’s engineers 
could develop more user-friendly functions for the printer, e.g. 
the way the printer connects to other electronic equipment 
in the home. The suggestions later became an important ele-
ment in the computer manufacturer’s sales strategy targeting 
private customers. 

Nest Home 
Lab 
New York City
est. 2005
·
Employees: 6
Professional tradition: Ethnography, anthropology

Case: 
What do living rooms mean to American families?
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4.1 The cube – A model for concept design

In connection with the analysis of concept design companies 
a model was developed to describe the processes in concept 
design. 

Concept design work is abstract, strategic and multidisci-
plinary in contrast to the entirely traditional design solution 
which is often concrete, non-strategic and non-multidisci-
plinary. Therefore there are 3 dimensions to the model:

Abstract – Concrete
Strategic – Non-strategic
Multidisciplinary – Non-multidisciplinary

Note: This model is developed by FORA and inspired by Richard Grefé, Executive Director for Ameri-
can Institute of Graphic Arts (AIGA), an industry organisation for design in the United States.

StrategicNon-
multidiciplinary

Non-strategic Multidiciplinary

Figure 1.8

ConcreteConcrete

Abstract
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The model consists of 8 cubes.

In the back north-easterly section of the model, the process 
is abstract, strategic and multidisciplinary, and in the front 
south-westerly section, the process is concrete, non-strategic 
and non-multidisciplinary. 

Concept design takes place in the back north-easterly sec-
tion, and a concrete design solution is created in the front 
south-westerly section.

Concrete

Abstract Abstract

Non-strategic Multidiciplinary Multidiciplinary

Strategic StrategicNon-
multidiciplinary

Figure 1.10 Where concept design happensFigure 1.9
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In the top right-hand back corner of the model we find a 
very broad approach to problems solving. What should the 
company work with in the future, and how can it meet future 
societal and cultural challenges of which one can only see a 
glimpse of today? In other words a very abstract approach to 
a problem. The work is also strategic as it must always relate 
itself to the company’s business strategy. And the work is 
multidisciplinary in that it requires at least 3 competences: 
business, social science and design. 

In the lower left-hand corner of the model, we find a narrower 
approach to a problem. How should a product or service be 
designed? This is a very concrete problem and it is not nec-
essary to take into account the company’s business strategy, 
nor to work in a multidisciplinary manner. This may have hap-
pened earlier in the process, or perhaps the task was simply 
concretely defined from the beginning without employing 
particularly strategic considerations, which is not necessarily 
problematic.   

A process that begins with the formation of a new concept 
and which ends with the development of one or more con-
crete solutions can be said to run through the entire model, 
ranging from the upper right-hand corner at the back of the 
model to the lower left-hand corner at the front of the cube.
 
It is important to emphasise that not all design should use 
concept design as a starting point. There will always be a need 
for concrete design work that does not require abstract and 
strategic considerations, but which are simple and straight-
forward. But concept design will undoubtedly become a still 
more important element of company innovation in future.

Concrete

Abstract

Non-strategic Multidiciplinary

StrategicNon-
multidiciplinary

4.1 | the cube – a model for concept design4.1 | the cube – a model for concept design

Figure 1.11



164 165

4.2   Strategies for concept design companies

Based on the concept design model, 3 concept design com-
pany archetypes can be established, each based on its own 
business strategy type: 

- The holistic concept design company
- The design-expert concept design company
- The strategic concept design company

For the holistic concept design company it is crucial to work 
across the entire model ranging from top right-hand corner 
to lower left-hand corner. 

If the client has not articulated the project in a way that is 
both abstract and strategic, the holistic concept design 
company will initiate a dialogue with the client in order to 
launch the process at a sufficiently abstract and strategic 
level. If this is not successful, the holistic concept design 
company will often leave the project as it will not find that 
the problem can be satisfactorily solved without abstract 
strategic considerations. 

It is important for the holistic concept design company to 
have both the competences to work in a multidisciplinary 
way with abstract and strategic problems and the compe-
tences to work with concrete design solutions. In this way 
the company ensures that the process is organised in a 
coordinated chain that provides the best possible forward 
transfer of knowledge throughout the entire process. 

The figure illustrates that the holistic concept design company 
works both with broad approaches in the back, right-hand cube 
and concrete design solutions in the front, left-hand cube.

ConcreteConcrete

Abstract

Non-strategic Multidiciplinary

StrategicNon-
multidiciplinary

Figure 1.12  Focus for the holistic concept design company.

4.2 | stategies for concept desing companies4.2 | stategies for concept desing companies
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The design-expert concept design company focuses on 
solving traditional design challenges on a very high level, 
but when it is deemed relevant, the design-expert concept 
design company will also make the client aware of the op-
portunities inherent in concept design.

It is therefore important for the design-expert concept design 
company to maintain and develop its design core compe-
tences that can brand the company apart from other design 
companies, while also combining the design core competences 
with the necessary concept design competences.

The figure illustrates that the design-expert concept design 
company’s point of departure is the concrete design solu-
tion, which is then elevated to a more abstract, strategic and 
multidisciplinary level in the front left-hand cube.  

The strategic concept design company emphasises concept 
design and does not necessarily possess the competences 
to work with concrete design solutions. In most cases, the 
strategic concept design company leaves it to others to cre-
ate concrete design solutions, instead concentrating on the 
development of new concept solutions. 

The strategic concept design company either prefers or ex-
clusively work with the most abstract and strategic projects 
at the top of the model sphere, and it is therefore important 
for the strategic concept design company to maintain strong 
competences in concept creation.

 

Figure 1.13 Focus for the design-expert concept design company.

ConcreteConcrete

Abstract

Non-strategic Multidiciplinary

StrategicNon-
multidiciplinary
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The figure illustrates that the strategic concept design com-
pany focuses solely on solving the broad problems located in 
the back, right-hand cube.

None of the archetypes can be said to be more preferred than 
others  in the sense that the solutions are better, or that the 
concept design company thereby achieves a more favourable 
financial result. On the contrary, there is plenty of room for 
all 3 types of concept design companies as well as various 
combinations thereof. Each type of company has its own spe-
cial merits in relation to the specific needs of the client or the 
character of the project. 

It is, however, recommended that concept design companies 
adopt a conscious approach to their own business strategy, 
and establish the right balance between business model, 
competences, methods, and the projects undertaken by the 
company. 

Figure 1.14 Focus for the strategic concept design company.

Concrete

Abstract

Non-strategic Multidiciplinary

StrategicNon-
multidiciplinary

4.2 | stategies for concept desing companies4.2 | stategies for concept desing companies
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Cheskin is an innovation research firm offering “research-
based innovation-consultancy”. The needs of the end user are 
always central to Cheskin’s work in finding solutions to client 
problems. Cheskin starts off by obtaining an understanding 
of the user’s experience of the problem under consideration. 
Cheskin’s work often results in principles intended to guide 
the design of the solution. The company’s primary offering is 
user research and description of the experience demanded 
by the user. Cheskin does not submit a prototype or sketches 
of new concepts; instead they use reports or figures that 
describe the design principles necessary to design the most 
user-friendly experience for the client’s customers.

If the client wishes to continue working with the proposed 
design principles with Cheskin acting as facilitator, Cheskin 
begins collaborating with design companies to develop 
prototypes of the concrete product. ”We are interested in 
facilitating the designers’ creativity and inspiring it with our 
understanding of consumers”, explains Steve Diller, partner 
and manager of Cheskin’s Experience Design Studio. 

An example of Cheskin’s work method can be seen in an 
analysis undertaken for a client within the IT sector in the 
San Francisco/Bay Area. The client wanted to know why girls 
do not play computer games. With this open brief as a start-
ing point, Cheskin set their anthropologists, psychologists 
and business educated people to work to determine a unique 
insight that would later guide the entire product develop-
ment process. Cheskin developed a number of design princi-
ples, one of which was: “Make the game actively distasteful 
to boys so that they won’t take it from their sisters.” This and 
other principles guided the client to discover what sort of 
game should be designed. The process ended in the crea-
tion of a game called “Purple Moon” (boys hate the colour 
purple, according to Cheskin’s research), which would go on 
to become the second-highest selling game in the following 
Christmas season in the United States.  

Cheskin
San Francisco | hq.
est. 1961
·
Number of employees: 100
Professional tradition: Market research

Case: 
What is the difference between girls and boys?
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Cheskin, San Francisco
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Finding 
Visual presentations by Cheskin

Cheskin is an innovation research firm that guides innovation through a deep understanding of 
people, culture and change and which uses various forms of visualisation modelling in presenting 
research to clients. Here are some examples. finding | visual presentation by cheskin
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Concept design companies often seek out employees who can offer a combination of disciplines. Here 
are some examples of job postings from some of the concept design companies visited in connection 
with the study. findings | job postings: whatif / gravity tank / point forward

Concept design companies often seek out employees who can offer a combination of disciplines. Here 
are some examples of job postings from some of the concept design companies visited in connection 
with the study.

Finding
Job postings: Whatif / Point Forward /
Gravity Tank

Excerpts from WhatIf job posting:
“What do our Capability Consultants actually do?
They help our clients innovate. They help organisations develop and sustain a culture 
of innovation. They do this by working with our clients to shape their vision, people, 
processes, support structures and leadership.”

http://www.whatifinnovation.com/Recruitment_region_role_
detail/region---3776/role---3778

Excerpts from Point Forward job posting:
“We are interested in you if you can demonstrate a mix of the following:
- Prior work experience at Conifer, Doblin, Elab, Jump, or similar firm
- Training in anthropology, sociology, qualitative market research,
     other social sciences or humanities and have conducted qualitative field research.
- Training or experience in product development, technology, or design.
- A commitment to making a practical impact on clients.
- You thrive on crossing disciplinary boundaries and are comfortable adapting your 
    training to new problems.”

http://www.pointforward.com/careers_main.html

Excerpts from Gravity Tank job posting:
“Change the world, one succesful innovation at a time...
Analysts combine solid business acumen with innovative design thinking to 
identify research insights and frame relevant strategic opportunities that move 
clients’ business forward. These flexible thinkers come from diverse backgrounds 
like design, strategy, marketing and anthropology.”

www.gravitytank.dk/CT_Analyst.pdf  
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Prospect is a small strategic design company located in Lon-
don that collaborates with a range of different partners to 
solve various types of problems for their clients. Prospect’s 
business model is built upon a close partnership with other 
kinds of research and design companies, which means that 
in collaboration with others they can take on more complex 
projects than traditional design and branding projects. ”We 
don’t see competitors but possible collaborators”, explains 
Prospect’s Strategic Director, Richard Eisermann. 

Prospect was tasked with improving employee health in UK 
workplaces. Earlier campaigns had failed, and according 
to Prospect only 15 percent of the NGO and governmental 
initiatives were successful within UK workplaces. The client 
commissioning the project, Oxford Health Alliance (OXHA), 
was in need of new perspectives on the problem. 

Many of the illnesses people suffer from in the Western world 
are lifestyle illnesses such as diabetes and cancer, and these 
are linked to inadequate diet and lack of exercise. Accord-
ing to OXHA, 69 percent of the British adult population does 
not live up to the recommended level of physical activity. 
Prospect contacted their network of research companies and 
knowledge institutions to gain more understanding of the 
problem and to generate an idea of how to solve it. 

Prospect involved many different collaborators for the 
work place health project, including anthropologists, health 
experts and exercise trainers. Together they discovered that 
people reacted negatively towards campaigns and initia-
tives that focused on guilt feelings. Instead, Prospect and 
its collaborating research companies determined that it was 
necessary to develop new concepts that appeal to people’s 
motivation and interest in exercising and healthy eating in 
the workplace. They discovered that people are more com-
mitted to health in the workplace if they can see the personal 

Prospect 
London
est. 2006
·
Number of employees: 5
Professional tradition: Strategic design, graphic design

Case: 
What can work places do to motivate employees to focus on
a healthy lifestyle?
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value in it. Based on this insight, Prospect designed an array 
of new tools for the British workplaces, one of which was 
called ”Health Futures”, which helps people choose their own 
desired state of health. And because the employees them-
selves are doing the choosing when it comes to their own 
health futures, more employees are sticking with it. The tools 
were well received by OXHA and are set to be implemented at 
a number of different UK workplaces. 

Prospect, London

case | prospect
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Prospect, London
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recognition), where social science competences along with 
more intuitive methods are often very central.  

Design competences
Design competences are important because concept crea-
tion is about moving from abstract and theoretical percep-
tions to concrete solutions that provide exactly the function 
or experience driven by the theoretical considerations. And it 
is precisely the transition from theoretical considerations to 
practical concepts that can be converted to concrete solu-
tions that is an important part of the design competence. 

The ability to visualise, which is an integral part of the design 
competence, can also promote the dialogue on the more ab-
stract problems, and in this way the design competence serves 
as an important binding agent in the multidisciplinary process. 

Access to competences
The study showed that in general there are 3 different ap-
proaches taken by concept design companies to ensure 
access to the competences that they require.

The most widespread method to date is to employ a staff 
that cover all three competences, and which can therefore 
form interdisciplinary project teams that together possess 
the competences necessary to work with the concrete con-
cept design task.

Another method which appears to be growing in scope is built 
on partnerships with other companies. A concept design 
company may focus on one or two competences and will then 
collaborate with other companies to cover the remaining 
competences. Partnerships are either created on a project 
basis or companies may enter into more formal and long-
term partnership agreements.

4.3 Combining concept design competences

Concept creation is by necessity a multidisciplinary disci-
pline, and requires a minimum of 3 different competences: 
business, social science and design. 

In cases where the project deals with developing entirely 
new technologies or creating complex combinations of 
existing technologies, more technical competences may 
prove necessary. But it is our assessment that most concept 
design projects focus on creating new and better solutions 
from existing technologies and knowledge, and that this is 
achieved through use of the three competences – business, 
social science and design.

Business competences
There are several reasons why business competences are 
important to concept creation. Concept design deals with 
creating concepts that is in line with the client’s business 
strategy or – if the concepts fall outside the client’s busi-
ness strategy –concepts that require a reassessment of the 
business strategy. Business competences are also important 
because the interpretation of market trends and assessment 
of market potential often are an important source of inspira-
tion to concept creation.

Social science competences
Social science competences are important because the 
understanding of social and cultural trends generally is an 
integrated part of concept design. Observations and assess-
ments of user behaviour are a vital part of concept creation. 
This applies not least to the uncovering of non-recognised 
user needs and the subsequent use of observations (pattern 



“As opposed to management 
consulting firms we use the 
tools of design to make ideas 
come to life.”
Dinesh Goburdhun, 
Senior Team lead, Gravity Tank, 
creative consultancy firm, Chicago, 
in conversation about this study

Views from the world
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The conclusion from the study of in-house concept design de-
partments is  that they work with concept design in a manner 
similar to the independent concept design companies. This is 
by no means a surprising conclusion, but the fact that many 
large multinational companies have sophisticated in-house 
concept design departments serves to support the hypoth-
esis that concept design is an industry currently undergoing 
strong progress.

An interesting new phenomenon in recent years is the emer-
gence of several in-house design departments as independ-
ent entities, as well as the fact that several multinational 
companies are contemplating doing so. The companies’ 
own development departments want to use both in-house 
departments and independent concept design companies 
to achieve as much new inspiration as possible, and the in-
house department wants to retain the independence to gain 
new inspiration and to develop as a result of working with a 
variety of client projects.

The last approach to ensuring access to necessary compe-
tences is rather unusual and has only been observed in one of 
the concept design companies in this study. In the company 
in question, each employee possesses all three necessary 
competences. However, it can be difficult to find employees 
with such a broad scope, and therefore it is often neces-
sary for the company to train its own staff. This is relatively 
expensive, but the resulting benefit is more balanced and 
better functioning project teams.

In-house concept design departments
The study included a few in-house concept design depart-
ments in large multinational companies. The purpose was 
to investigate whether there were any differences in how 
in-house departments work compared to the independent 
concept design companies. 

As the study was conducted with limited resources, it was 
not possible to involve a large number of in-house depart-
ments in the study. It was also difficult to find multinational 
companies willing to participate in the study. However, 6 
in-house concept design departments belonging to multina-
tional companies did participate and provided us with valu-
able information on the way they work.

In-house departments visited in connection with the study:
- Electrolux, Stockholm
- Arup Engineering and Design, London
- LEGO, Billund
- BBDO, New York
- Motorola, Chicago

Other companies visited included Philips Design, Eindhoven 
and BMW DesignWorksUSA, Munich, but as both units also 
work as independent concept design companies, they were 
included in the concept design company segment of the study.

4.3 | combining concept desing competences4.3 | combining concept desing competences
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Philips Design is Philips’ design department and employs ap-
proximately 450 people. The core purpose of Philips Design 
is to create novel products and services that are founded on 
consumer requirements. In order to recognise emerging user 
requirements Philips Design is a multidisciplinary environ-
ment comprised of anthropologists, designers, sociologists, 
engineers and business professionals. 

Philips Design initiated a project to develop new concepts 
for improving hospitals in the belief that it was possible to 
improve the institution of “hospital” in a range of areas. On 
that basis a broad collaborative effort was launched cover-
ing multiple Philips departments, including light and audio. 
Medical experts and patients were involved in the process 
and were asked to convey their thoughts on future health 
services. Philips Design facilitated the process and the de-
velopment of product propositions. 

One of the concepts dealt with how to minimise the anxiety 
children may experience when being admitted to a hospital. 
For example, a CT scan may be an overwhelming ordeal for 
most children. In Philips’ Ambient Experience for Healthcare 
the child is shown into a room full of toys and dolls and a min-
iature copy of the CT scanner. The child will be asked about 
his or her favourite toy. Children select a stuffed toy, place 
it on a miniature exam table and slide it into the scanner. An 
animation of the stuffed elephant appears on a screen and 
the animated elephant explains the whole scanning process. 
The concept will save time and resources for the clinicians 
and the hospital.

The Kitten Scan was only one of many concepts developed 
by Philips to improve hospitals. The hospital concepts have 
been pooled under the name ’Ambient Experience for Health-
care’ and have been sold to Lutheran General Hospital in Chi-
cago, Laughlin Memorial Hospital in Tennessee and Catharina 
Hospital in Eindhoven, among others.

Philips 
design 
Eindhoven | hq.
est. 1925
·
Employees: approx. 450 (in Philips Design)
Professional tradition: Industrial design, engineering

Case: 
What can hospitals do to improve children’s experience 
during hospialisation?
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The venerable advertising agency BBDO (Batten, Barton, 
Durstine & Osborn) has established a department at its New 
York headquarters with the purpose of identifying user needs 
for BBDO’s clients using of ethnographic studies. 

The main purpose of the department is to provide answers 
to complex questions for BBDO’s clients. The department is 
led by Tim Malefyt, anthropologist and design professor at 
the Parsons The New School for Design. Tim Malefyt explains 
that BBDO has experienced a great deal of interest in the 
department’s offerings. The department has grown in just a 
short time from a few employees to around 20.  

Recently the department completed a project for one of the 
largest retail chains in the United States that wanted input on 
how it could boost its Christmas sales. The client had expe-
rienced that their use of advertising didn’t increase in-store 
retail sales. BBDO’s ethnographers conducted a study that 
involved observation studies of the retail chain’s customers 
as well as personal interviews with the company’s own clients 
and employees. 

One of the findings was that the retail chain’s customers 
perceived Christmas shopping as a kind of ritual act that dif-
fered from the shopping done during the rest of the year. 

On the basis of this insight it was recommended that a seg-
ment of the chain’s Christmas sales should take place in a 
specially defined and decorated sales area that supported 
the ritual atmosphere of Christmas. 

BBDO
New York City | hq.
est. 1928
·
Employees: 600 (globally)
Professional tradition: Advertising

Case: 
What can be done to improve the Christmas shopping 
 experience?
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Finding 
Arup’s “Drivers of Change” cards

Arup is a global engineering and design firm. Every year, their Foresight & Innovation team issues 
a set of cards entitled “Drivers of Change”, which illustrate emerging challenges and trends. The 
cards are set to inspire Arup’s clients to acknowledge the more abstract and complex challenges 
and opportunities of our time.

Purchase the Arup Drivers of Change cards here: http://2006.driversofchange.com/
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Finding 
Arup’s “Drivers of Change” cards

finding | arup’s “drivers of change” cardsfinding | arup’s “drivers of change” cards
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 Therefore, concept design is and will continue to be a disci-
pline undergoing significant growth. 

This study has identified a number of different business 
strategies for concept design companies. As mentioned 
earlier, no evidence was found to prefer one business strat-
egy over another; rather, it is the expectation that different 
business strategies may thrive side by side. However, the 
competitive situation may be different depending upon the 
company’s choice of specialisation. 

We can expect a substantial increase in the business world’s 
demand for concept creation on the most abstract and 
strategic level – i.e. the answers to the question “what?”. A 
growing number of companies will find it necessary to work 
with the future in a strategic manner. Where will they be in 
10 – 20 years? Which unsolved user and social problems will 
they need to find new and better solutions to? 

The significant growth in the application of concept design 
in its most abstract and strategic form is taking place at a 
time where the supply of concept design is most limited. This 
points to a very exciting and growing market for the strategic 
concept design company working at the top of the cone in the 
concept design model.

The strategic concept design company will develop concepts 
for the client company which it will subsequently leave to 
others – the client company itself or a design company – to 
concretise. But the strategic concept design company will 
also work on the client company’s innovation processes; that 
is how the company should be organised, which competences 
the company requires and how the company should collabo-
rate with its users to become better at concept creation. 

Today, we are witnessing that some strategic concept design 
companies concentrating on offering advice on the  companies’ 

4.4 Concept design: Future challenges and opportunities

Working systematically with concept creation and concept 
design as an important strategic element in a company’s 
innovation process is a new phenomenon. It has emerged 
alongside, and as a result of, the increasing global competi-
tion on innovation. 

Previously, innovation was often considered to be the same 
as research and development of new technologies and new 
products. The ongoing efforts of renewing and adapting 
products to customers and markets and the development 
of various service offerings were not regarded as innovation 
per se, but more as an important element in the company’s 
marketing and branding.

Previously the company’s own technological resources often 
served as the basis for company innovation. The purpose was 
to develop products with a technological edge that distin-
guished the products from their competitors’. It was then up 
to the market-orientated departments to determine how the 
product could be adapted, designed and marketed to reach 
the consumers. 

Those days are over. Today, companies must focus their ef-
forts on user needs and identify non-recognised needs with 
a large market potential as the starting point of innovation. 
If the companies do not manage to establish a much closer 
level of contact with users and involve them in the innovation 
process, they will have a very difficult time competing with 
other companies in the area of innovation. 

The companies’ approach to innovation has taken a 180 
degree turn. Concept creation based on user and social 
needs has become the new approach towards innovation. 
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innovation processes, while other strategic design companies 
are concentrating on the actual concept creation.

A rapidly growing market for concept design will attract a lot 
of new companies. We have already witnessed this develop-
ment taking place. In Denmark, almost half of all concept 
design companies are new businesses.  

It is also expected that companies from across many differ-
ent industries will enter the field of concept design. We are 
already seeing the advertising industry moving into the mar-
ket for concept design. Also consulting engineers, architects 
and - not least - management consultants are expected to 
take interest in this emerging market. 

Design companies have been among the first to move into 
concept design, but in the coming years one should expect 
increased competition from both entirely new companies and 
from companies in other industries. There will undoubtedly 
be room for many different types of concept design compa-
nies with different specialisations and business models, but 
there will also be tough competition. 

If it is true that the design competence is central to concept 
creation, then design companies are presented with a special 
opportunity. To utilise this opportunity requires first and 
foremost that the design companies succeed in integrating 
business management and social science competences with 
the design competence.   
 
That concept design will be a strong growth market does not 
mean that the market for traditional design will decline; on the 
contrary. Global competition on innovation will also lead to a 
growing need for concrete design solutions. However, here we 
also find new competitive patterns and specialisation.

Management consulting firm 
Monitor Group moves into 
concept design 

With approximately 1,700 employees 
and 28 offices located around the world, 
Monitor Group is a major player in the 
field of management consulting. 

In May 2007, Doblin Group became part 
of Monitor Group. Doblin Group was
mentioned as a concept design company 
in the Chicago segment of this study. It is 
interesting that one of the world’s lead-
ing management consulting firms decid-
ed to acquire Doblin Group to strengthen 
its capacity in concept design. Prior to 
this addition, the innovation unit Innova-
tion Management Inc. was also made a 
member of Monitor Group. 

4.4 | concept design: future challenges and opportunities
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We have already witnessed how traditional design projects 
have been outsourced from the United States and Europe 
to China and India, and it is not just a question of price. It is 
indeed true that costs are much lower in China and India, 
but the quality often matches that found in Europe and the 
United States.

The outsourcing of concrete design will increase in the com-
ing years. Globalisation means that still more companies are 
working on the global market and adapting their products 
and services to different cultural conditions. And we are al-
ready seeing a tendency towards regional design companies 
being tasked with designing products and services for their 
own regions – be it Asia, the Far East and South America. 

One should therefore expect an increased level of competition 
in the market for concrete design solutions. This competition 
will in particular impact European and US design companies 
that remain on the traditional design market. So even though 
the market will grow – also in Europe and the United States – 
it is far from certain that the European and US design compa-
nies will claim their share of the growth. 

The natural response to this kind of increased competition 
is further specialisation. This applies to all the traditional 
design functions where it is possible to specialise within an 
individual or a limited number of sectors and in special offer-
ings. For industrial design, this could be specialisation within 
luxury design, furniture design or medical design. 

In the years ahead, the design companies that succeed in 
specialising within especially demanding business segments 
are likely to hold the best opportunities in the growing com-
petition on traditional design. 

“Today, I would estimate 
that there are about 50–
100 companies like us in 
the world. In ten years’ 
time I believe there will 
be about 200 companies 
in the world working 
this way.”

Dinesh Goburdhun, Senior Team Lead at the concept design 
company Gravity Tank, Chicago. Gravity Tank has approxi-
mately 25 employees and has existed for 6 years

Views from the world

4.4 | concept design: future challenges and opportunities



“I think that if design firms aren’t prepared to 
learn more about strategy and growth, they are 
going to lose the field to strategy consultancy 
companies. Then the strategy consultancy firms 
will just buy design firms, strip out the best from 
them and integrate it into their offering – and 
 design firms will have lost their place in the sun.”
Roger Martin, 
Dean, Rotman School of Management, Toronto, 
in conversation about this study

Views from the world
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More Associates is a design agency focusing on developing 
new, user-friendly solutions to large, abstract challenges 
within the areas of energy and the environment. They cre-
ate new energy solutions such as new types of electricity 
meters, and work with energy companies and government 
authorities on a range of energy projects.   

Due to increasing needs to produce and promote a sus-
tainable lifestyle, many energy companies in England are 
becoming interested in the new green energy concepts. But 
according to More Associates, the energy companies have 
difficulties developing these concepts themselves, partly 
because the energy industry does not have a clear picture of 
who has the responsibility for, and who should take the ini-
tiative when creating new solution models. More Associates 
has been successful in selling concepts to the energy indus-
try. ”Rather than waiting for clients to come to us saying, ‘we 
found an interesting problem - can you solve it?’, we now look 
at the problem base which is about the environment, govern-
ment policy and energy policy and market transformation in 
the energy industry, and then start ringing potential clients 
up and saying: ‘We think we know what the answer for this is - 
but it needs these different players to bring it together”, says 
Luke Nicholson, partner at More Associates.

One example of a project headed by More Associates is to 
make it easier for people to talk about energy. For many 
people, terms such as “kilo watt” and “CO2 ton” do not carry 
any particular meaning. More Associates works with 20-30 
energy organisations, the largest energy companies in Eng-
land, poets, semioticians and users to design a new language 
and new mental metaphors that will help make the public 
energy debate more relevant to more people. ”We allow the 
public energy debate to happen faster”, says Luke Nichol-
son. More Associates is conducting a user-driven study of 
public attitudes towards energy and is testing new terms and 

More 
Associates
London
est. 2002
·
Number of employees: 7
Professional tradition: Industrial and graphic design 

Case: 
What is a new word for “kilo watt”?
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 concepts. A panel of users was set up by an energy company 
and users were interviewed by More Associates. In this way 
More Associates can identify the needs of both the market 
and the users at the same time as it acts as a bridge-builder 
between organisations and market interests.  

More Associates, London



More Associates, London
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subcontractors when offering concept advice. If a concept 
design company has one of the world’s leading companies 
in its field as a client the concept design company should 
belong to the elite. San Francisco, New York and London are 
home to companies that lead the global market and which 
were among the first to demand concept design services.

Design universities
In some areas, the local design college or design department 
at the local university is given as a central reason for the 
region’s leading position within concept design. The reason  
is the quality of graduates produced by these institutions 
and the knowledge that is developed at design colleges and 
universities, as well as the ability of these educational insti-
tutions to diffuse this knowledge. 
 
There are, however, relatively few design colleges and uni-
versities that have responded to the interdisciplinary chal-
lenge within concept design and adapted their curriculum 
and research accordingly. 

There are also relatively few design colleges and universities 
that maintain close ties with the business world in order for 
the latest business trends quickly to establish themselves 
in the educational institution to inspire the kind of teaching 
and research that can spar and interact with the business 
world, and thus provide businesses in close contact with the 
university with new inspiration. 

However, we find several interesting examples of how new 
concept design companies spinning off from universities and 
competing with established companies in terms of new ideas 
and business models. Not least, the appearance of these new 
companies is contributing to the creation of a dynamic and 
growing cluster of concept design companies.

4.5  The move forward

It is difficult to tell where the growing concept design indus-
try will locate in the future, but it would not be surprising to 
witness a certain level of concentration with perhaps 10 to 15 
global hubs hosting the leading companies in the field. This 
type of development has already been demonstrated across 
many other business areas.

9–10 regions already distinguish themselves as possible 
global hubs for an increasingly interesting concept design 
industry. 

This study has also attempted to shed light on the fact that 
such a large number of concept design companies are lo-
cated within a few regions. 

This was achieved by asking the interviewed companies about 
their own opinion as to why their region is home to a relatively 
high number of concept design companies. However, their 
responses are far from definitive and it would require more 
in-depth analysis to identify the entire explanation, but some 
reasons surfaced on several occasions. 

According to the companies, three reasons carry particular 
significance: 

- The needs of the client company
- The education offered by universities
- Network formation

The needs of the client company 
Almost all of the companies agreed that the type of project 
presented by the client is very important for independent 
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The study highlights 4 design colleges or universities that 
hold significant importance to concept design in the region:

- Parsons The New School for Design in New York
- Stanford University’s design department in San Francisco
- Institute of Design, Illinois Institute of Technology in Chicago
- Royal College of Art in London.

The 4 highlighted institutions cooperate with companies 
from around the world and are therefore not maintaining any 
special focus on the region’s business community. These de-
sign institutions are looking to draw inspiration from the best 
companies from all parts of the world. 

Graduates from the 4 institutions come from all over the 
world and spread out again after completing their educa-
tions. However, the regional concept design companies 
assert that their proximity to the world’s leading design 
colleges within concept design bears special significance 
for their knowledge and access to necessary but scarce 
resources.

The reason is very likely the impact of network knowledge 
sharing. The recently established school at Stanford Univer-
sity is a good example. The school is based on a multidiscipli-
nary idea, and students have a substantial amount of influ-
ence on project content and can assume surprising levels of 
initiative via interaction with the business world. The local 
business community benefits greatly from this. 

Network formation
We see relatively significant differences in terms of open-
ness and willingness for experience sharing across the dif-
ference regions. This is probably explained by tradition and 
culture. The openness and spontaneous inclination to meet 
and share knowledge is evidently greater in California than 

demonstrated in other regions. This applies both to the busi-
ness world, design colleges and design companies that come 
together to form broad interdisciplinary networks. 

It is not uncommon to see competing design companies in 
San Francisco meeting in various informal contexts to openly 
discuss industry challenges and company experiences. Key 
employees can even move between competing companies 
without this disrupting working relations. 
 
The level of openness that characterises the US West Coast 
is not found to the same extent on the US East Coast or in 
Europe, but it may be in future. As mentioned earlier in this 
study, several new concept design companies have started 
up in the Munich – Stuttgart – Nuremberg region, and several 
of these are branches of concept design companies head-
quartered in San Francisco. Some of the employees have also 
worked on the US West Coast and are involved in establish-
ing similar network initiatives in Germany. Only time will tell 
whether these efforts will prove sufficient to establish a 
more open and constructive culture for experience exchange 
in these regions. 

4.5 | the move forward4.5 | the move forward
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Adaptive Path specialises in designing experiences and user 
interfaces for the software and electronics industries. The 
company also works within other industry sectors. Adaptive 
Path clients include Yamaha, Intel and Nokia. 

Ethnographic methods are an important aspect of Adaptive 
Path’s work and together with market analysis, make up the 
platform for Adaptive Path’s work. The company presents its 
results in a report, design brief, road map or a model describ-
ing how the client company should design its experiences or 
user interfaces to ensure that they meet user needs.  

Adaptive Path is located in the heart of San Francisco in an 
area that is also home to departments of other concept de-
sign companies such as IDEO and Cheskin. This proximity to 
other concept design companies is no coincidence. Openness 
and networking is very important to Adaptive Path. The com-
pany often participates in network activities with the other 
concept design companies in San Francisco, and often hosts 
their own network events as well. 

Network activities are important for Adaptive Path in keeping 
up with the latest developments in concept design, to meet 
knowledge individuals within the field as well as meeting 
potential clients. 

The following is an example of an Adaptive Path network event 
(issued to local design blogs and design news websites):

“It’s Adaptive Path’s Sixth Anniversary!
It’s that time of year again. Join us for our annual fiesta (yes, the taco 
truck will be back) on Friday, March 2. Bigger and better every year, the 
party will start at about 6:30 PM and wrap-up much, much later.

Mark March 2nd on your calendar and come and visit us at our San Fran-
cisco headquarters.  All are welcome. Please let us know you’re planning 
on attending by RSVP-ing below.”

Adaptive 
Path 
San Francisco
est. 2001
·
Number of employees: 25
Professional tradition: Interaction design

Case: 
What can openness do for concept design companies?
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Lunar is a Californian design company which opened their 
first branch in Europe in 2007. The branch was opened in 
Munich by two Europeans who had worked for Lunar in the 
United States. 

As part of the European launch, Lunar introduced one of their 
company traditions from California known as Third Thirsty 
Thursday. As the name implies, Third Thirsty Thursday is a 
casual event held every third Thursday. Interested players 
from the design and consulting industries are invited to the 
event to informally share their business experiences and sto-
ries. When Roman Gebhard, one of the partners at the Munich 
branch, arrived he was surprised at how difficult it was to 
meet other business colleagues in the same laid-back way, 
and so together with Lunar he introduced ’Stammtisch’ (’get 
together’) – the Bavarian version of Third Thirsty Thursday. 
”We thought we needed a little West Coast atmosphere over 
here,” explains Roman Gebhard. 

Stammtisch helps to bring together colleagues and competi-
tors, often leading to new projects and methods of coopera-
tion. Lunar Europe has just begun partnering on a project 
with a consulting firm that participated in one of Lunar’s 
“Stammtisch” get-togethers.

Lunar Europe 
and Third 
Thirsty 
Thursdays or 
“Stammtisch”
München
est. 2007 | europe office
·
Number of employees: 56 (worldwide)
Professional tradition: Industrial design

Case: 
What can get-togeters do for concept design companies?
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The Danish example
The three drivers that the concept design companies believe 
are significant to the development of concept design – client 
company needs, designs schools and network formation – may 
explain why regions such as New York, San Francisco, Chicago 
and London are leading areas within concept design. But the 
fact that Denmark is also advanced with regard to concept 
design is hardly related to these three drivers. 

Denmark is home to a few large companies that have made 
great strides in combining concept creation and innovation, 
but this is hardly a decisive factor for the rapid pace of devel-
opment within concept design. 

One of the 4 Danish design colleges under consideration had 
previously engaged in work focusing on user influence and 
design. This is positive but again it hardly explains Denmark’s 
position in the field. 

And since there is no tradition for openness and knowledge 
sharing between Danish design companies, nor is this aspect 
believed to play a role in the development of concept design 
in Denmark.

When directly asked, several Danish concept design compa-
nies claimed that it is a natural part of the Danish tradition 
to focus on user involvement and concept making. Several 
Danish concept design companies also mention the public 
sector as a concept design driver. For some of the large Dan-
ish concept design companies, the public sector claims as 
much as one third of the demand for their services.

Another explanation – one that is not, however, highlighted 
by the Danish design companies themselves – may be the 
successive Danish governments’ design policy.

Denmark was probably one of the first countries to adopt an 
official design policy in the early 1990s. This policy did not 
encompass concept design, but as early as the mid-1990s, 
4 of the largest Danish design companies formed a part-
nership with the Danish government that led, among other 
things, to the compiling of a research report on User-Centred 
Design (”Brugercentreret design”, Hedegaard Jørgensen, 
Stine,  published by the consortium for user-centred de-
sign, Bysted, Christian Bjørn design, CPH Industrial Design, 
Kontra punkt, 2003).

During the same period, the Danish government also intro-
duced an international design award – INDEX: Design to 
improve life – which reflects the same perception and disci-
plines that govern concept design.     

In recent years, 3 of the 4 Danish design colleges formed a 
new strategy in which the position of the concept design 
disciplines would be improved, and focus is also on greater 
openness and closer cooperation between design schools 
and the business world.

2007 brings the opening of an academy for concept making, 
180º Academy, and Danmarks Designskole is in the proc-
ess of establishing an international institute for interactive 
design, CIID.
 
Though it can be difficult to assess the value of such initia-
tives, it cannot be ruled out that the government initiatives 
have had a direct effect. In any case it has been established 
that these initiatives have been instrumental in setting a new 
agenda for Danish design. 

4.5 | the move forward4.5 | the move forward



Copenhagen Institute of 
Interaction Design (CIID)

Copenhagen Institute of Interaction 
Design (CIID) opened in early 2007 to es-
tablish a multidisciplinary environment 
for the development of user-centred 
design and technology solutions. CIID is 
an education, research and consultant 
institution that aims to generate new 
knowledge of how people interact with 
technology. The knowledge created 
must have both research value and a 
high degree of applicability for indus-
trial enterprises.  

CIID’s consultancy can already boast 
Philips as its first client, but the educa-
tional institution itself will first open its 
doors to students in 2008. The research 
lab will develop non-commercial re-
search financed by the EU, among oth-
ers. CIID often holds open events that 
can be signed up for on the CIID blog at 
http://blog.ciid.dk/.

For more information visit 
http://www.ciid.dk

180o Academy

180o Academy is a new educational 
institution for concept makers. The 
institution teaches individuals and 
organisations how to create success-
ful concepts by combining theory with 
practice. Methods taught by the Acad-
emy include methods from the worlds 
of design, sociology & anthropology, 
marketing, and business planning.

What is interesting about 180o Academy 
is the way in which they address their 
offerings directly to the companies, 
which collaborate across business seg-
ment borders and disciplines to create 
new concepts. Companies can also 
tailor projects relevant to their indi-
vidual needs and make use of sparring 
services from experts throughout the 
process. 

180o Academy offers a number of com-
pany-targeted educational programmes 
for timeframes of 4–15 months. 

For more information visit 
http://www.180academy.com

INDEX: Design Award

INDEX: is the world’s largest design 
award presented every year in Copen-
hagen. INDEX: has an ambitious view of 
design. One of the criteria upon which 
design solutions are evaluated is their 
ability to improve everyday life. This 
may include design solutions that aim 
to solve problems of a social, environ-
mental or health-related nature. The 
awards are presented in 5 categories: 
Body, Home, Work, Play and Commu-
nity, and the winner in each category 
receives an award of EUR 100,000. 

For more information visit 
http://www.indexaward.dk
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List of visited or contacted companies and 
organisations

Please contact them if you whish to know 
more about their practice. 

Denmark

Designit 
Klosterport 4 
DK-8000 Aarhus C  
T +45 7027 7700 

Center for designforskning 
Philip de Langes Alle 10 
DK-1435 Copenhagen 
T + 45 3268 6368

Dansk Design Center
HC Andersens Boulevard 27
DK-1553 Copenhagen V 
T +45 3369 3369

LEGO
Aastvej 1 
Dk-7190 Billund 
T +45 7950 6979

ReD Associates
Kronprinsessegade 20
DK-1306 Copenhagen K
T +45 3333 7044

Kontrapunkt 
Refshalevej 153
DK-1432 Copenhagen K 
T +45 33 93 18 83 / 

1508   
Wilders Plads 13 A 2 
DK-1403 Copenhagen K 
T +45 7025 1508

North America 

Anomaly
536 Broadway, 11th Floor 
New York, NY, 10012
T +1 (917) 596 2299 

Core77, Inc :
561 Broadway, 6th Floor
New York, NY, 10012
T +1 (212) 965 1998

NEST – the home lab
45 Main Street, Suite 325
Brooklyn, NY 11201
T +1 (212) 943 1030 

Gensler
1230 Avenue of the Americas, Suite 1500
New York, NY 10020
T +1 (212) 492 1400

Frog design 
325 Hudson Street, 7th Floor
New York, NY 10013
T +1 (212) 965 9700

BBDO Worldwide 
1285 Avenue of the Americas
New York, NY 10019
T +1 (212) 459 6214

Smart Design 
601 W 26th St., Suite 1820
New York, NY 10001
T +1 (212) 807 8150 

AIGA
164 Fifth Avenue New York 
NY 10010 
T +1 (212) 807 1990

Adaptive Path
363 Brannan St. 
San Francisco, CA 94107
T +1 (415) 495 8270

KickStart International 
2435 Polk Street, Suite 20
San Francisco, CA 94109-1600
T +1 (415) 346 4820

University of California, Berkeley 
Department of Political Science
210 Barrows Hall
UC Berkeley
Berkeley, CA 94720-1950

Steve Portigal Consulting 
2311 Palmetto Ave., Suite D1, 
Pacifica, CA 94044 
T +1 (415) 385 4171 

Cheskin 
255 Shoreline Drive, Suite 350
Redwood Shores, CA 94065
T +1 (650) 802 2100

Jump Associates
101 S. Ellsworth Avenue 
San Mateo, CA 94401 
T +1 650 373 7200 
 
Motorola 
1303 E. Algonquin Rd.
Schaumburg, IL 60196 
T +1 (847) 576 5000

Skidmore, Owings & Merrill LLP
224 S. Michigan Avenue, Suite 1000
Chicago, IL 60604, US
T +1 312.554.9090

Insitum 
225 N. Michigan Ave. - 1800
Chicago, IL 60601
T +1-312 - 856 0316

Illinois Institute of Design
350 North La Salle Street, 4th Floor
Chicago, Illinois 60610-4726
T +1 (312) 595 4900

Gravity Tank 
212 W. Superior St., Suite 404
Chicago, IL 60610
T +1 (312) 988 3000

McKinsey Global Institute
555 California Street, Suite 4700 
San Francisco, CA 94104 
T +1 (415) 981 0250

Prophet Consulting
150 Spear Street, Suite 1500
San Francisco, CA 94105
T +1 (415) 677 0909  

Stephen Ross School of Management 
University of Michigan 
701 Tappan Street
Ann Arbor, MI 48109-1234 
T +1 (734) 936 2150

Q Network Inc. 
2515 Ninth Street 
Berkeley, California 94710 
T +1 (510) 704 8600 

Joseph L. Rotman School of Management
University of Toronto
105 St. George Street
Toronto, Ontario
T +1 (416) 978 5703

UK
 
Arup
13 Fitzroy Street
London, W1T 4BQ
T +44 (0) 20 7636 1531
 
Livework
Studio 401, Lana House
118 Commercial St.
London, E1 6NF
T +44 (0) 20 7377 9620
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Jenny Winhall/ RED
Design Council
34 Bow Street 
London WC2E 7DL
T +44 (20) 7420 5200

Prospect Design
4 Bath Street
London, EC1V 9DX
T +44 (20) 7490 1196

More Associates 
The Hub, Top Floor
5 Torrens Street
London, EC1V 1NQ 
T +44 (20) 7841 8904

Whatif
The Glassworks 
3-4 Ashland Place 
London, W1U 4AH
T +44 (20) 7535 7500

Holland

Total Identity
Paalbergweg 42
1105 BV Amsterdam ZO 
T +31 20 750 95 00

Fabrique 
Oude Delft 201 
2611 HD Delft 
T +31 15 219 56 00 

Philips Design 
Building HWD-4, Emmasingel 24
PO Box 218, 5600 MD, 
Eindhoven, 
T +31 40 275 90 70

Van Berlo 
Bedrijfsvloeren b.v.
Binnenveld 11, Postbus 183
5460 AD Veghel
T +31 413 389090

EDEN
Eden Design & Communication
Nieuwe Prinsengracht 89
1018 VR Amsterdam
T +31 20 7123000
 
PARK 
Nieuwendijk 9
4225 PD Noordeloos
T +31 18 3589131

Germany

DesignworksUSA/ BMW 
Nymphenburgerstrasse 86
80636 Munich 
T+49  89 54 8493 0

IDEO 
Hochbrückenstrasse 6
80331 München
T +49-89-38-3467-0

Lunar Europe GMBH
Baaderstrasse 41
80469 Munich
T +49-89-31-39-2762-0

Fujitsu Siemens Computers 
Domagkstr. 28 
80807 Munich 
T +49 89 32 224430 

Designafairs GmbH
Rosenheimer Str. 145b EG
81671 München
T+49 89 44 2329 0




