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welcome!

Dear WWNA 2018 “Designing the Future” participant,
we are happy to welcome you at the 6th edition of the annual event WHY THE
WORLD NEEDS ANTHROPOLOGISTS, a symposium that explores the different applications of anthropology beyond traditional academia.
Positioning itself at the intersection of a cutting-edge academic conference and a
rocking innovation event, this year’s edition, entitled DESIGNING THE FUTURE, focuses on design anthropology, its methods, practical applications, and its potential
for framing the future of humanity around the world.
The symposium examines human-centred design and design thinking with emphasis on the value of ethnography in these types of processes and techniques, while
acknowledging the opportunities arising from a collaborative approach between anthropology and design. It brings together researchers, designers, and developers from
various domains to ensure an enriched discussion, facilitate collaborations, create
innovation momentum, and provide a networking platform for new job opportunities.
You will enjoy an immersive experience with our Plenary Session (DAY 1), meet
amazing people and our partners in the Design Hotspot area (DAY 1), improve your
skills at thematic Workshops (DAY 2) and have the opportunity to share your ideas
and work with the audience at Perspectives: Powered by PechaKucha (DAY 2). Finally, WWNA 2018 will be crowned by a concluding Plenary Session with a former
president of the American Anthropological Association (DAY 2). In addition to that,
the late-night socialising might change your life forever. The third (EXTRA) day offers a Guided Tour in Lisbon and an Interim Meeting of Members of EASA Applied
Anthropology Network.
Thanks to the generous support of our sponsors, partners, individual donors and
international team of volunteers, we can still keep the event free-of-charge and
open to everyone.
We sincerely hope you will experience something memorable and push your career
forward with us.

Dan, Pavel, Verónica, Pablo, Laura, Hélène and Hugo
Organising Team of WWNA 2018

Networking application “Howdy"
To make sure you enjoy your time and meet the right people, “Why the World Needs
Anthropologists” is powered by networking application “Howdy”. By downloading
the app, typing down name of the event or accepting the email invitation, you will
be able to easily discover and connect with like-minded participants in the building.
It basically works as invite-only “Tinder for Professionals”.

practical
information
Registration

On arrival at the Registration Desk (near the front entrance to the both venues) you
will be given this booklet, your badge and “Designing the Future” package. Only
participants with Eventbrite ticket and completed registration will be permitted to
the venues.

Emergency contact details and numbers
During the symposium, emergency messages should be sent to:
easa.applied.anthropology@gmail.com
Members of the Organising Team can be contacted on mobile phones:
Dan Podjed: +386 31 820 198
Pavel Borecký: +420 777343634
Verónica Reyero: +34 649 213 415
Laura Korčulanin: +351 927 722 603
Hélène Veiga Gomes: +351 936 308 140
Hugo Rocha: +351 938 683 829
Ambulance, Fire, Police: 112

If you feel like, and you did not do it before, here you can make donation into a Donation Box. There is a team of helpful volunteers, familiar with the programme, the
venue, and the surrounding area, that you can turn to when in need of assistance.

Locations
DAY 1
Museu do Oriente
Av. Brasília 352, 1350-279 Lisboa
www.museudooriente.pt
DAY 2
ISCTE - University Institute Of Lisbon
Av. das Forças Armadas 36, 1649-026 Lisboa
www.iscte-iul.pt
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DAY 2 - 27 OCT 2018
10:00 - 12:30

Welcome Day 2 and Perspectives: Powered by PechaKucha

12:30 - 13:30

Lunch Break

13:30 - 15:00

W3: Fully Automated Luxury Anthropology?
Mariya Ivancheva
W2: Designing Your Future – Storytelling From Academia to Industry
Es Braziel
W4: Making Sense Out Of Data
Maria Azevedo Coutinho, Hélène Veiga Gomes, Laura Korculanin

13:30 - 16:00

programme

W9: From Findings To Value Propositions: Tips and Tricks For
Creating Actionable Outputs
Yoel Lenti
W11: Tools For a Propositive Anthropology
Bettina Koebler, Agata Ballaun, Maren Moe Stokke Maren
W1: Data Ethnography
Ajda Pretnar
W5: Past, Present and Future Stories – on Weaving Fragments
Valentina Vezzani, Susana Gonzaga, Elisa Bertolotti

DAY 1 - 26 OCT 2018

W6: Prototyping for Empathy
Rui Quinta, Tiago Nunes

9:30 - 11:00

Registration and Design Hotspot

11:00 - 11:30

Welcome Speech
Verónica Reyero, Miguel Vale de Almeida, Rosa Maria Perez,
Pavel Borecký, Dan Podjed

11:30 - 12:00

For Human-centric Design: Work with Human-centric Specialists!
José Manuel dos Santos

12:00 - 12:45

Will My Self-driving Car Kill Me?
Sarah Pink

12:45-14:45

Lunch Break and Design Hotspot

W10: Empathy and Impact Mapping
Yana Sanko, Yuri Vedenin

14:45 - 15:30

The Anxious Space between Design and Ethnography
Jamer Hunt

W12: From Anthropology to Innovation
Alisson Avila, Guadalupe Carvalho, Marco Ermidas

15:30 - 16:15

Avoiding the Apocalypse: A Design Anthropological Perspective
on Reflected Change
Anna Kirah

W13: Applying Anthropology in the Consultancy Circuit, Step 1:
Understanding Your Client and Task
Steffen Jöhncke, Bettina Skårup

16:15 - 17:00

Coffee Break and Design Hotspot

17:00 - 18:00

Panel Discussion
Miguel Vale de Almeida, Rosa Maria Perez, Jamer Hunt, Anna Kirah, Sarah Pink,
José Manuel dos Santos, moderator: Dan Podjed

18:00 - 18:15

Closing Day 1
Verónica Reyero, Pavel Borecký, Dan Podjed
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W7: Sensory Walk
Sonja Pöllänen, Rajko Muršic
13:30 - 16:30

16:45 - 17:30

W8: Creating Continuous Communication: Anthropological
Research in Automotive Industry
Robert Broström, Annie Rydström, Thomas Lindgren, Vaike Fors, Kaspar Raats,
Katalin Osz

Plenary: Towards Designing the Future
Alisse Waterston

DAY 3 - 28 OCT 2018
11:00 - 12:30

EASA Applied Anthropology Network Meeting
Pablo Mondragón Valero, Verónica Reyero, Pavel Borecký, Dan Podjed

13:00 - 14:30

Guided Tour
9
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4th Floor

What is design anthropology for you?

interviews
Verónica Reyero

Take a look at what some world-recognized designers and anthropologists say
about design anthropology!
Our media partner, Antropología 2.0 interviewed industry experts and forward-thinking minds such as Rachel Charlotte Smith, Jose Manuel dos Santos, Laura Korculanin, Jan Chipchase, Fatimah Richmond, Hugo Rocha,
Giulia Sinatti, Lucia Laurent-Neva, and Alisson Avila. You can find full interviews in English and Spanish in their blog, which has helped spread the word
in Spain and Latin America, where it is harder to find accessible readings
and references on emerging discipline: design anthropology.
We are delighted to present you some quotes and provocative ideas from this
collection of interviews, and we hope that you enjoy reading them!
What would you answer to these questions?
Share your answers with the rest of the community on social media:
#WWNA2018
#WWNAQ&A
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Design anthropology is an opportunity for anthropology to explore and intervene in processes of design and innovation using collaborative, future-oriented, reflexive and experimental approaches. Design anthropology’s distinctive
focus on future challenges forces anthropologist to move beyond conventional descriptive roles towards new forms of actively ‘designing cultures’.
It is as a distinct way of knowing, one which incorporates both analysis and
intervention in the process of constructing knowledge. (R. C. Smith)
__________
I have no idea. (J. Chipchase)
__________
For me design anthropology is problem solving in a design way, but with anthropological skills. Taking the tools that anthropologists have and applying
it to design. Helping design to get a better picture of the problem so that we
can make better decisions. I think design relies a lot on research. We need
to understand the full picture before we can propose a solution. And anthropology can really help us understand the big picture. So, design anthropology
is about doing design but with more anthropological approach, tools, and
skills. (H. Rocha)
__________
Design anthropology is a lens used to critically engage product designers
and product end-users. It provides an ever-evolving tool set for generating
insights that ensure the human remains central in the quest to solve the right
complex business problems. (F. Richmond)
__________
The use of Anthropology, namely ethnography, as an essential tool for innovation processes and products and services design oriented to respond to
people’s unarticulated needs - in an useful and relevant way. (A. Avila)
__________
For me Design Anthropology is about opening meanings and helping to create deeper and better connections between people and products or service
solutions. It is an action-oriented discipline interested in enquiring as well
as bringing tangible actions. It is inspired in the observation, process, and
critical thinking relevant in both design and anthropology. (L. Laurent-Neva)
__________
I would shortly define design anthropology as a daring and creative problem solving orientated discipline, where we combine ethnography research,
anthropological theories and holistic vision with design methods. In my
opinion design anthropology goes beyond just combining design and an13

thropology for final outcomes; it is an emerging field which requires a critical approach of system thinking, where we understand that all the particles
of identified problems are part of a bigger interrelated (eco)system. And by
the default, to create long-lasting solutions they require an interdisciplinary collaboration. (L. Korculanin)
__________
To me, is undertaking research that is both scientifically informed and
contributes to answer concrete, practical questions. As an anthropologist,
this means doing more than just generating knowledge, which is what we
have done traditionally. It requires becoming involved also in the process
of translating that knowledge into practical solutions in collaboration with
practitioners. On both sides, this calls for new ways of working in inter-disciplinary teams. (G. Sinatti)
__________
It´s a human-centric design mindset, supported by structured methods and
tools to access and learn about people beyond your natural empathy as a
designer. I still think designers need to work with anthropologists that understand the needs of designers in a project/ professional context. Design itself
has been accused of wanting to do more and offer more than it is capable of,
diluting its core offer and doing a sloppy job at things that end up weakening
their credibility. Maybe design anthropology is a good idea, maybe it’s another of those hybrids that do not serve neither design nor anthropology. Design
thinking is supposed to be human-centric, is design thinking the same as
design anthropology? Just as the debate on design thinking not being a separate activity from design doing, is design anthropology also deeply connected
to design doing? (J. M. dos Santos)

How did you first get into design anthropology?
I was invited to do a PhD at Aarhus University at the intersection of social
anthropology and interaction design, using participatory design approaches
to explore new opportunities for creating museums experiences in a digital
age. This was in 2009, where there was a good environment in Denmark
for funding for collaborative and cross-disciplinary projects across industry
and academia. There had been a series of projects, such as Joachim Halse
(2008), Brendon Clark (2010), and Mette Kjærsgaard (2011), exploring design anthropology as a new field of research and practice. I was working
with anthropology in design, innovation, development and filmmaking, and
saw the project as an opportunity to coin some of my experiences into this
emerging field. My research added to these projects while contributing to
developing what I called an interventionist design anthropology, where the
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anthropologists are the driver of exploring new opportunities with diverse
stakeholders towards social change. (R. C. Smith)
__________
In the time I had started to practice design anthropology I was not aware
that that’s what I was doing (neither now I am sure that everyone from both
disciplines would agree that “this or that is design anthropology”). For me it
was a great coincidence of various factors – friends who are great designers
and architects and had inspired my curiosity into transdisciplinary studies and
interdisciplinary collaboration; also a personal interests in active ethnography
and applied anthropology, where communicating results from the research in
the most understandable and appealing way became a norm of a personal
satisfaction; special interests of using and practising arts and later on design
as mediating tool for applied results from previous research. (L. Korculanin)
__________
My formal engagement with design anthropology is relatively recent and
started when joining PEOPLE, a project funded by the European Commission Erasmus plus programme that brings together higher education from
the social sciences with industries from the sustainable living and energy
sector. Together we jointly develop and implement practical-based education in universities, in which students are exposed to real life industry challenges of designing new products, services, or business strategies. Doing
research linked to an industry setting was new to me when I joined PEOPLE, as my main research expertise is in the field of migration. However,
looking back at my migration-related work, I have always been somewhat
of a design anthropologist. I have worked both inside and outside university and see myself at the crossroads between academia and practice. So
despite not having labelled myself so far as a ‘design anthropologist’, this
is in fact what I have always done and I now feel very comfortable in this
position! (G. Sinatti)
__________
Like most industrial designers, I was trained to take into account what users
need/ want/ aspire, but we were not given methods nor tools and ended up
focusing much more on customers than users themselves. Later in life, I
started searching for methods that would allow me to understand users and
came across anthropologists that were using their training helping organizations understand their users and customers. At that point I believe it was
called commercial anthropology, there weren’t many professionals that did
this and they were hated by the other ‘serious’ anthropologists.
As a designer, I started to rely on these professionals to present a credible
approach to understanding users and would engage them when I needed
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help. Later Design Research started popping up in design schools, they used
anthropology as a starting point and presented a set of tools more or less
focused on users, now with a focus more on people in general, society at
large. (J. M. dos Santos)
__________
I have backgrounds in both Design and Anthropology so it was very easy
to make the connection. Back in 2005 while studying Material and Visual
Culture at UCL, I started to explore the idea of Design Anthropology further.
At that time, different approaches from anthropology to cultural and design
analysis were already developing in highly productive ways. However, these
tended to be limited and developed largely from a specific anthropological
viewpoint. Anthropologists seemed to be oblivious that there was also a grown
up an indigenous theoretical perspective from the viewpoint of design itself.
There were models and approaches to the nature of structural complexity
and design processes which only become evident when one has training and
practice in design and may not therefore be known within anthropology. At
the same time, I knew in commercial design environments the focus was too
much on ‘practice’ and not enough on ‘research’. (L. Laurent-Neva)

What are some of your favourite projects on
design anthropology?
I like projects that attempt to create positive change and transformation,
and luckily there are more and more of those. For the past years, I have been
working on a research and development project exploring possibilities for
integrating maker technologies and design thinking in primary and secondary
education – the Danish FabLab@School project. We have worked in a small
interdisciplinary research team using qualitative research, design interventions, explorative and participatory design approaches with both students,
teachers and local politicians in four Danish municipalities. Our objective
has been to develop new digital design literacies among students and new
digital practices and cultures in and between the schools. One reason for
the projects’ success has been the focus and backgrounds between design
and anthropology that we brought to the project, and our ‘insistence’ on a
bottom-up and contextual approach to technology development and empowerment in education. The project has been highlighted as an ideal model of
interdisciplinary research, one that creates impact within academia, local
communities and the wider society. Our approach is being tested in Spain,
Italy and Holland and we are giving input to national level curricula development of a new technology subject. (R. C. Smith)
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There are many but, at the moment, I am participating on the organising of Why
the World Needs Anthropologists: Designing the Future, which is here to communicate the importance of collaboration between design and anthropology to the
worldwide audience. Actually, what is fascinating me within this specific project
is the fact that anthropologists are interacting and collaborating with designers
on a daily basis to be able to create the most interacting and appealing event so
far. Collaborating with designers and design schools in the organization of the
event means learning and talking with designers, which is demonstrating to me
where we as anthropologists can still improve – in our professional practice, our
communication, search for partners, creation of dialogue, etc. The project is here
to demonstrate the importance of anthropology outside of ivory tower of academia
and to demonstrate the importance of collaborative and interdisciplinary approach
between design and anthropology, where we learn from each other and envision
human-centred and sustainable future together. (L. Korculanin)
__________
There are many well-known examples of design anthropology. One of my favourite ones is from the toy giant Lego. A few years ago Lego faced a severe crisis,
struggling to keep up its sales. Based on the assumption that children preferred
more modern and electronic games to old-fashioned plastic bricks, the company
invested in a range of new products that however struggled to take off. After hiring
a group of anthropologists to research the meaning of play, Lego discovered that it
is experienced as a break in otherwise overscheduled children’s agendas and that
children enjoy having to use creative skills. This insight provided the company with
a new way of looking at the problem that they were until then unaware of and set a
new agenda for designers to produce Lego for Lego lovers. (G. Sinatti)
__________
Right now I am in a process of using a mix of co-creation and anthropology
and system design to define experiences in urban spaces. Under a large umbrella of Smart Cities, working with many partners with a citizen-centric and
people-centric approach to understanding what exactly is a smart city, why
smart, smart for whom, beyond smart how. (J. M. dos Santos)
__________
I think there are countless excellent cases linking design and anthropology. Whether through the presence of anthropologists, whether through selftaught empowerment of people within the discipline, or whether as external
inspiration, the sheer volume of projects under this approach inevitably leads
us to more and better case projects.
Of course, I feel more comfortable to name projects where I have been directly involved with the team, so I have more to comment on - and fortunately, there have been dozens over the years!
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I would venture to say that the various projects that we have developed for IKEA
Portugal over the last few years have been able to build a very interesting critical
mass, that goes beyond the “projects objects” and helped the company respond
to diverse opportunities and needs of local evolution in terms of service design,
portfolio and perceived value proposition. We also had the privilege of returning
to the fieldwork for the last 5 consecutive years in one of the main music festivals in Portugal, MEO Sudoeste (MSW), to map the experience through attendee’s perspective and recommend its evolution. In scientific / ethnographic terms
as well as business development terms, it is undoubtedly a privilege to follow a
project of this nature throughout the years - and only the anthropology + design
approach would be able to deliver what we did. (A. Avila)
__________
If a project includes first a deep understanding of the human in order to identify the right problem to solve, it is considered my favorite. (F. Richmond)

What is respectful, ethical and conscious design?
It starts with the way we frame our very first hire, and ends long after the
project is delivered. All of our design decisions flow from that trust that we
earn from our participants. (J. Chipchase)
__________
Ethical and respectful design is showing that you care for people and their
habitat from beginning to the end of any project. Making sure that you are integrating their views and their narratives in a transparent non-biased manner
throughout the process and proposing solutions that won’t harm their communities. Internally, I firmly believe that ethical design is also about honest
and transparent conversations around the process and outputs considering
the cause and effect relationship between – consumers, clients, colleagues,
society, culture, and environment as a whole. (L. Laurent-Neva)
__________
When users engage with a product they engage with a design similar to how
they engage with a human in an intimate dialogue. They share their identity,
their environment and the societal factors influencing the use of a product.
Design must acknowledge this and handle with care during the entire “dialogue” with the user. Conscious design confirms with the users if they are
right, it affords users the ability to provide feedback when they are wrong,
the interface is a dialogue that should adhere to the same respect, ethics
and conscious behavior of human to human conversations…(F. Richmond)
__________
When anthropology breaks out of the ivory tower to mingle with practice it
raises ethical concerns. This is the case with design anthropology. How do
18

we ensure that research is not influenced by business agendas and interests?
Anthropologists are in a strong position to critically address ethical questions
like this throughout the research process. Anthropological research typically
generates a holistic understanding of complex, wicked problems. It takes
into account the perspectives of multiple actors in their context, including
the businesses we collaborate with. Taking the step to not only generate
knowledge but also engage with action requires positioning oneself: when a
benefit for one party involves a loss for another, where do we choose to stand?
Anthropological research is sensitive to these kinds of power dynamics and
respectful, ethical and conscious design takes into account these kinds of
challenges. (G. Sinatti)
__________
Assuming the idea that ethics is only experienced when parameterized by
“the other” (even if this “other” is a projection of ourselves to others), I
would say that a design that is assumed to be respectful, ethical and conscious only exists when it is intended to deliver utility and relevance to those
who use it - the “other”.
Everything is parameterized by the ratio of positive impact between both sides.
We can and should nudge it by valuing design and innovation processes that
take place from the bottom-up: from the one to the whole, from the individual
to the collective, from the random fact to the emerging pattern. (A. Avila)
__________
I never thought designers have a bigger role than anyone else, or any other
profession, regarding ethics and conscience. I think it’s been presumptuous of
our part thinking we play a bigger role than we do in modern capitalism and
consumer society, and if we accept that as a group we might start asking ourselves, as human beings, what is our respectful, ethical and conscious way of
exercising our professional activity within our standards of success. This is not
the same for all designers, not even the same through your entire professional
life, and many times does not require grandiose gestures, but rather informed
and precise actions that have some sort of positive impact. (J. M. dos Santos)
__________
That’s a hard one! Because when you are talking about ethics and respect it
doesn’t seem to go well with business. Sometimes, to make a living, a lot of
design studios need to do what the companies want. And to be ethical you
need to be able to say `no`. “I am not going to design something that is harmful to people. I am not going to put profit ahead of society”. To be respectful
and ethical is about being people centred. First of all we need to understand
that we can be harmful. We need to realize that we can make bad decissions
in our design process. A lot of good ideas turn out to be bad. The problem is
19

when you close your eyes to these issues. When you don’t do the things you
are supposed to do in order to protect and respect the people and the environment. You close your eyes because of the money, capital ventures, all the
reimbursement you have to give to the people that invested in your idea. So,
to be ethical, first I should decide what is right or wrong. Should I take that
project just because its profitable? Or, is that project going to be harmful to
someone? Who? And how?… It can be risky because you can lose your client,
or even get thrown out of business. It’s a huge challenge to be ethical and
responsible in design right now. And it needs to come from a good place…
You are probably not going to make as much money as other companies, but
I really think, it’s worth it. (H. Rocha)

Imagine the world in 2050 – What are some of the
challenges that design anthropologists will be
facing and dealing with?
They’ll still be wondering whether they have a place in a world that is increasingly automated. Those that generate value from asking smarter questions will still have a long career ahead of them. (J. Chipchase)
__________
Climate change and sustainable living are a significant challenge I currently see ahead. There is a big transition that needs to take place in ways of
generating and consuming energy, which companies in this sector must address. This is a typical wicked problem: it is difficult to solve because there
are contrasting interests at stake and constantly changing requirements. In
this situation, companies have incomplete insight into the complexities of
the problem. Because of its character, design anthropology is therefore in
a strong position to contribute to unpacking the problem first, before new
solutions can be found. (G. Sinatti)
__________
We are either progressing into a future of extreme hybridism with all its consequences of everyone being knowledgeable of everything but only a part, the part
that matters to them, or a future of extreme specialism and all its consequences,
where anthropologists and designers will be like vinyl stores that specialize in
very minute, specific parts of understanding the world we live in. Perhaps we will
have both, living side by side. Designers and anthropologists, either as separate
professionals of a new species altogether, will have to evaluate how they want to
play in these apparently opposite scenarios, find their role and their value. This
future is tied to the future of humanity itself, to the value we will place on human
beings, on each one independently from where they are since we will migrate
more and more no matter the attempts to create barriers. (J.M. dos Santos)
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I think we will be challenged as the subject matter experts in being “human”. I
imagine the definition will be a little – “fuzzy” and certified professionals in “human” will be elevated. Design anthropologists will be challenged of bridging two
worlds; the complex thinking of humans and the complex algorithms of artificial
intelligence (A.I.).Three areas spark interesting design anthropology questions.
1) The evolving complexity of artificial intelligence, how will we deliver findings
for two equally complex beings? When an A.I. exceeds the complexities of being
human – which does our design recommendations support? 2) The evolving
openness of social media and its effect on culture, no clear cultural boundaries
will exist like we have today so how do we keep up with these norms, rituals and
customs? When all three aspects of culture can be created in a click, and go viral
in minutes? How do we know where they begin or end? 3) The “design for all”
will have a new benchmark, I imagine a world of “superhumans”, where humans
have (hopefully) used technology to solve most common human ailments and
disabilities. However what does it mean to “design for all”, or have “universal
design” when the average human is transhuman? Design anthropologists are
uniquely positioned to capitalize on future technologies and solve problems that
are more human than today. (F. Richmond)
__________
Some authors point to a food crisis in 2050 and that we will probably have
even bigger problems with immigration, terrorism and safety, privacy, technology taking over jobs, and so on. I think that the challenge is: if design wants
to survive as a profession it needs to reinvent itself. I think by 2050 the status
quo for design is going to be design and anthropology working together and
solving complex problems for society. Because crisis are going to rise in a way
that we’ve never seen before. So, I don’t really know what’s going to happen in
that long… But, I believe that design is going to die because machines will do
most of the operational work done by professionals today. Right now you can
have a machine web designing. You don’t need to know anything about design
or coding, you have an algorithm that does that for you. So, design is going
to be replaced for a more critical thinking, real problem-solving… Not which
color is this or that going to be. I don’t mean to simplify the designers work by
saying that, I’m a designer after all, but I understand that in the future we are
going to be thinking more like, how are we going to solve housing problem or
food problem. And that has a lot to do with anthropology because we constantly have to be looking at people. (H. Rocha)
__________
Life and human behavior in 2050 can be almost unimaginable if we do not accept that science fiction will pass from “fiction” to reality - to “documentary”.
For those who accept and deal with change, the future will present a scenario
as fascinating as it is challenging in terms of anthropological analysis. We can
well think of a convergent scenario between anthropology and scientific data
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analysis, not to mention “big data” (and this will be a convergence that will
increasingly involve other disciplines as time goes by).
I would take for granted that in 2050, artificial intelligence will be far more
“evolved” than human organic intelligence. Or, that our current intelligence
and organic brain capacity will be much more enhanced and expanded when
compared to the current 10% recognized by science. Or, that human-machine
integration will lead us to a potential “post-anthropology,” or “techno-anthropology” related to behavioral issues and attitudinal hypotheses that would sound
unthinkable today. The a idea of a split society, divided between “evolved” and
“non-evolved” (thanks to the way people will recognize, understand and (above
all) have access to technology) will be a sore reality to be decoded.
I believe that in the world of 2050, anthropologists will have an absolutely
inescapable role to understand the context in which we live - and, above all,
to evaluate and help the maintenance of human sovereignty or authority over
technology. (A. Avila)
__________
I believe design anthropologists will need to step up their game and challenge ideas around technology and ethics. The demand on technology will be
higher as it will be the desire for creating more meaningful and rich stories
through design. Objects and services that communicate across different cultures will be in high demand. (L. Laurent Neva)

Food for thought:

Dan Podjed
Sara Arko
Tatiana Bajuk Senčar

four steps for
the people
People-centred development and design in a nutshell

Here are some questions for you to think about. You can tweet your answers or make
new questions using #WWNA on Twitter, Linkedin, Instagram and Facebook.
I would really like to hear about the positioning of anthropologists vis-a-vis
service designers and other professionals who adopt anthropological methods in their work. Are they collaborators? Competitors? (Where) does our work
overlap? (G. Sinatti)
Who took longer to realize the decisive role of this collaboration between
anthropology, innovation and business: the companies or the academic community? (A. Avila)
Why should businesses care about design anthropology? (H. Rocha)
How can industry support the ongoing development of academic agendas in
design anthropology? (R. C. Smith)
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Introduction
The people-centred approach in design and development attempts to make a move
from the mindset of engineers, designers and researchers to the specific needs and
experiences of people. In this approach, people play an important part in the innovation, design, co-creation, and testing of solutions. The approach has been tried by
numerous international companies. In the 1970s Xerox relied on a people-centred
approach to improve the usability of their first photocopying machine; in the 1990s,
Boeing employed ethnography to design the 787 Dreamliner aircraft, and Microsoft
used it to improve their operating system. In the new millennium, several other
companies, including Intel, Google, General Motors, Motorola, Nissan, and Volvo,
started to hire social scientists and use people-centred approaches for the design
and development of their products and services.
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Four Basic Steps
How does the people-centred approach function in practice? We divide it into four
basic steps. The first step is identification, where we define whose problems are actually being solved or who are the people in focus. In the second step, we carry out
analysis of their needs, using and combining different approaches, from interviews,
focus groups and participant observation to surveys and experiments. In this way,
we learn about people’s everyday experiences, practices and habits to find out what
they need and want. In this process we do not perceive people as research subjects;
instead, we treat them as colleagues and co-creators. We encourage them to creatively participate in decisions towards concrete solutions. The third step is interpretation. On the basis of research findings and in cooperation with the developers
we prepare recommendations for improving design. The key idea of people-centred
design and development is that people can - and should be - included in this part of
the design process as well, not only acting as informants to the researchers, but as
partners in the creative process. The fourth step, testing, assures optimal user experience. In this phase, when we already have a prototype of the product or service,
the central question is why and how - and if at all - the newly created solutions are
relevant, important and meaningful to people. We test the prototypes with people
and use different techniques to assess their suitability, and overall people-friendliness. Based on the results, we prepare recommendations for improvements.

People-centred development is an iterative process, which means that we continuously return to users of products or services to repeatedly ask questions that shed
light on how our solution meets their needs and desires. In addition to listening
attentively, researchers observe what co-creators do and how they interact with
technologies or each other, researchers might even live with research participants
for a while to learn about their daily habits and practices. They use techniques
that transform research participants into active co-creators or collaborators, they
let them take the lead and they learn from them to find out how new solutions,
products and services, co-created with the people and for the people, could improve their lives.

Pick the Right Method
Which people-centred method should you use in a certain case? There is no straightforward answer to this question. In several cases, the methods and techniques overlap or borrow from each other. Furthermore, a number of individual methods, techniques, or tools are often combined in individual development or design approaches
and processes. You should consider what kind of data can be collected by a certain
method or research technique and how this corresponds to your research questions
or how will it contribute to your specific research aims.

Ethnography

STEP 4

often left out

TESTING
Why does it matter to
the people?

STEP 3

INTERPRETATION
What and how will we create
to serve their needs?

STEP 2

ANALYSIS
What do people want?
STEP 1

improvements

IDENTIFICATION
Who are we solving for
(and with)?

people-centred methods
interviews, focus groups, participant observation,
questionnaires, data mining, etc.

design and development

Figure 1: Four steps of the people-centred development.
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Ethnography is the “trademark” method of anthropology. Its primary part is “participant observation”, in which “the researcher takes part in the daily activities,
rituals, interactions, and events of a group of people as one of the means of
learning the explicit and tacit aspects of their life routines and their culture”
(DeWalt and DeWalt 2002: 1). In its traditional form, ethnographic research
(fieldwork) lasts from 12-18 months. Transferred to corporate, business or industry settings, ethnography has proved to be highly valuable, but has often
been perceived as time- and resource-consuming, or non-generalizable due to
its focus on individuals and small group (see Jordan and Dalal 2006). Gluesing
(2013: 27) describes ethnographic research techniques in the “corporate encounter” in the following manner:
1. The researcher uses all five senses, the ethnographer serves as the primary tool
of data collection, living or staying in a context for an extended period of time;
2. participates in a wide range of activities that are both routine and extraordinary, along with the people who are the full participants in that context;
3. learns and uses more than one language to communicate with people in their
own native language or dialect;
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4. carries out informal observation during leisure activities is an important part
of data collection (often called “deep hanging out”), in addition to formal observation of work;
5. uses everyday informal conversation as a form of interviewing;
6. records observations and thoughts, usually chronologically, in fieldnotes in a
variety of settings;
7. learns from and builds on the perspectives of the people in the research setting
inductively, using both explicit and tacit information in analysis and writing, to
develop local theories for testing and then adapting these theories for general use.

Interviews
Interviews are conversations or debates on a certain topic, which usually take place
face to face and in person, even though contemporary communication technologies,
such as Skype, enable conversations to happen by video-conferencing system. Interviews are often taped and later transcribed or at least interpreted, allowing the
interview to proceed unimpaired of note-taking, but with all information available
later for full analysis. There are different kinds of interviews, ranging from structured to open interviews. A common type is the semi-structured interview, where the
interviewer develops and uses a certain protocol, i.e. a list of questions and topics
that need to be covered during the conversation, usually in a particular order. The
interviewer and the interviewee then follow the protocol, but are also able to stray
from the original structure of questions. When carrying out interviews, it is advisable
to be ready for improvisation and permitting a detour from the interviewing protocol,
since an interview can be understood as a journey of discovery, which constantly
produces its own new questions.

Focus Groups
Although it is a favoured qualitative research method, focus groups can have a
number of limitations as a tool for the development and design of new products or
services. As Mehus (2015), a user experience researcher, explains, a focus group
investigates what people think, believe, perceive or feel instead of what they do or
why they do it. There is an important difference between saying and doing, as well
as doing research with one person or many. Focus groups may be relevant to product design research very early on in the design process, when researchers want to
learn about people’s initial thoughts and perceptions in order to generate ideas and
encourage debate or the exchange of views. Focus groups may not provide relevant
insights at a later stage. For a detailed analysis of focus groups, when and how to
use them, see Goodman et al. (2013: 141-178).
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Participant Observation
Participant observation is a central anthropological research technique that consists
of recording and interpreting information acquired through participation and observation (DeWalt and DeWalt 2000: 259). Participant observation is not only relevant
because it helps the researcher recognize what is happening in an investigated
group; in addition, it relies on something more fundamental. The researchers who
cooperate with others engage in symbolic transactions with them leading to insights
derived from actively co-operating. (Atkinson, Coffey and Delamont 2003: 115).
This cooperation helps researchers to partially assume the role of others and thus
share something of perspectives that are intrinsic to their social worlds.

Rapid Appraisal
This is a type of ethnographic research adapted to business, corporate and industry
settings’ time constraints. The method employs a number of research techniques,
including fieldwork (participant-observation), video ethnography, and shadowing (following and observing individuals throughout a certain short period of time). This form
of ethnography is often scorned by academic anthropology as “jet-plane ethnography”
(e.g. Bate 1997: 1150), i.e., as less valuable than traditional-style long-term immersion ethnography. Based on their own research studies in systems design, Hughes et
al. (1994: 5) even labelled this research method “where brief ethnographic studies
are undertaken to provide a general but informed sense of the setting for designers”
as “quick and dirty ethnography”. Isaacs (2013) argues for the value of rapid ethnography by presenting three of her own research cases, depicting which technique
was used in each case, from “informing the design of a specific product to identifying
an opportunity for a new product concept” (Isaacs 2013: 93). She states that in her
experience, rapid ethnography can have several positive outcomes. For example, it
can steer the project away from an unproductive direction, refocus the project toward
solving a clear, demonstrated problem, open management’s eyes to problems or patterns that had been hidden to them, sometimes with simple solutions, and inspire
technology ideas that could solve an observed problem in a new way.

Video Ethnography
The objective of this method is to capture activities, practices, behaviours, and
habits. The approach is similar to photo ethnography, but has the ability to capture
entire periods of time as well as audio recording. The approach is good for recording
processes or dynamic situations; however, it is more time consuming to analyse
videos than photographs (Kumar 2013: 109). In addition, the video camera can
often be perceived as an intrusive tool for recording people in private, or even public
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settings, as it can influence their habits and behaviour. Video ethnography usually
involves the following steps: 1. determining the location and people engaged (they
can record their own lifestyle), 2. obtaining permissions, 3. shooting videos and
making a log, 4. analysis and interpretation. (ibid.) It is often used in combination
with other research techniques. For an example of video ethnography in the context
of rapid observation, see PARC’s ‘The Camera Doesn’t Lie: Rapid Observation to
Create Better Customer Experiences.’

Field Visit
The field visit is the most direct means of building empathy, which helps researchers
to engage in ‘real-world’ activities and helps them understand relevant habits and
behaviours. Unlike surveys or focus groups, where researchers’ questions dictate the
conversation, a field visit emphasizes observation and inquiry about what is being
observed. This approach is a way to get acquainted with users in an unbiased fashion
and frequently provides glimpses or implicit or surprising behaviours and insights.
(Kumar 2013: 107) It includes the following steps: 1. protocol planning (time frame,
participants, themes, etc.), 2. preparing tools and materials (notebooks, cameras,
audio recorders, documents, permission agreements, etc.), 3. conducting field study
(establishing rapport, paperwork, observations, etc.), 4. capturing observations, 5. debriefing with team. The approach is similar to participant observation and/or engaged
learning. However, it focuses more on observation and less on participation.

Shadowing
Shadowing is a qualitative research technique that allows the researcher to follow
research participants as they perform their daily tasks for a chosen period of time,
ranging from a few hours to a few days or weeks. The researcher acts as an observer
and does not interfere with the research participants as they go about their daily
lives. In user research and design, shadowing is often combined with other methods (focus groups before shadowing, interviews after shadowing etc.) for a more
informed analysis of the data gathered. The method involves gaining a great deal
of trust to create meaningful rapport. The research process starts with locating the
venue and research participants, securing access, and developing trust; continues
with shadowing and recording; and ends with an analysis of the set of data (for a
detailed description of the method see Czarniawska 2007).

Co-creation is the Key
One of the key principles of people-centred design and development is to involve
people (users, customers) in all phases of the product, service, or system develop28

ment process. This means that as researchers, we not only work with our research
participants in the pre-design research phase, observing their everyday lives and
mapping their individual experiences to provide insights and data on the basis of
which experts can design products and services. We will also use different methods
and techniques to involve them in the design and development teams, enabling the
shift in their role from informants into active co-creators.
Co-creation is similar to the basic premises of participatory design, which is “an
approach to design that attempts to actively involve the people who are being
served through design in the process to help ensure that the designed product/
service meets their needs.” (Sanders 2006: 7). It has its roots in 1970s Scandinavia and was initiated by academics who cooperated with trade unions. The terms
co-design and co-creation are also used to describe an attempt to facilitate users,
researchers, designers and others “to cooperate creatively, so that they can jointly
explore and envision ideas, make and discuss sketches, and tinker with mock-ups
or prototypes” (Steen 2011: 52).
Easier said than done, you might say. While certainly not an easy task, there are a
number of people-centred design methods and techniques already out there that
you can employ or use as guidelines when planning for the design and development
phase in your project. As in the analysis, the best strategy is to combine a number or
appropriate methods or techniques (provided you have the time and means to do so)
that will enhance our creative process and polish the user experience – ultimately
creating a great product or a truly people-centred service.

Prototyping
Prototypes are tangible representations of products or solutions that are being
designed. As Poggenpohl (2002: 70) explains, prototypes are a “material conversation that the designer has with the User”. By seeing them as “a way to learn
from the user what familiarity the object has (or lacks), what patterns of behaviour
the object fits into, what intuitive responses the user brings to the object and
which aspects of the prototype elicit satisfaction or delight”. Prototypes can be
used at any stage of the development process and can take many forms that “give
everyone a real-world representation of ideas that will help engender a response
from your team” (Merholz et al. 2008: 76). Poggenpohl (2002) distinguishes between four different kinds of prototypes that often overlap: conceptual (diagram,
sketch), behavioural (paper model, computer simulation), procedural (space/time
sequence), and appearance (refined model) prototypes (for description and examples, see Poggenpohl 2002).
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Lead User
Von Hippel defined lead users as people who are either “at the leading edge of an
important market trend(s), and so are currently experiencing needs that will later
be experienced by many users in that market” or “anticipate relatively high benefits
from obtaining a solution to their needs, and so may innovate” (Von Hippel in Steen
2011: 51). A company or organisation may then invite such lead users to contribute
to the development of improved or new applications, products or services (Steen
2011: 51). Examples of involving lead users are found in the design of outdoor or
extreme sports equipment, where people have interests in improving or developing
new equipment, as well as in the software industry (e.g., open-source software development, user-generated content or crowd sourcing).

Personas
Each persona is a fictitious aggregate and a representation of target users
(Miaskiewicz and Kozar 2011: 418): “a precise description of a hypothetical user
and his or her goals, and it represents the user throughout the whole design process”
(Blomquist and Arvola 2002: 197). The basis for creating personas are interviews
and observations in the pre-design phase and every persona is carefully described as
well as given a name and a face (for a detailed description of a design project, using
personas see Blomquist and Arvola 2002). Merholz et al. (2008: 75) explain that
the most efficient personas “tell their story in their own words, often using quotes
from actual research participants”.

Scenarios
Scenarios are based on the idea of a narrative as a creative method (in addition
to communicating ideas). Scenarios in design are “concise narrative descriptions
of one or more personas using a product to achieve specific goals” (Cooper et al.
2007: 112). Cooper et al. further explain that persona-based scenarios allow the
development of designs “from a story describing an ideal experience from the persona’s perspective, focusing on people, and how they think and behave, rather than on
technology or business goals.” The content and context are derived from information
gathered during the research phase and its analysis.

Generative Techniques
Generative techniques are used in people-centred design “to allow participants to
externalize emotions and thoughts by creating objects that express them” (Goodman
et al. 2012: 188). Researchers discuss objects with participants while the partici30

pants are making them and then analyse them later on their own in order to “learn
more about desires, sensations, and aspirations that are often hard to explain” (ibid.).
Goodman et al. (2012: 188-201) describe two often-used generative techniques and
how to use them in design research: collage (where individuals or groups of people
make a new composition out of a pre-existing set of elements) and mapping (visual
representations of relationships between people, objects, and spaces).

Card Sorting
Card sorting is a technique that helps uncover how people organise information by
having participants sort cards featuring words or phrases into groups. Card sorting
informs the design process by showing how participants relate and categorise concepts, which can help create visual and structural relationships that make sense to
users (Goodman et al. 2012: 201-202). These relationships are then “used to understand the sequence of tasks in an activity, structure databases, organize navigational elements, or name features and interface elements” (2012: 202). Goodman
et al. (2012) describe the different types of card sorting and explain when and how
to use them in design research.

Usability Testing
The majority of the methodologies for evaluating usability were originally developed
in psychology and have been adapted for usability testing in numerous contexts, including focus groups, incident diaries, questionnaires, interviews, think-aloud protocols, feature checklists and experiments (Jordan 2002: 11). We can distinguish
between laboratory-based usability testing and field testing in “real-life” settings.
The first is used to evaluate the degree to which test participants’ performance, under controlled conditions, meet pre-established usability criteria, while the second
is used to better understand users’ responses to, and attitudes about, the prototype
or product in the context of their own natural work environment (2002: 29).

Think Aloud
This is a data elicitation method or protocol borrowed from cognitive psychology that
traditionally has applications in psychological and educational research on cognitive
processes (Jaspers et al. 2004: 783). It is mainly used in usability research and in
user interface design (e.g. usability testing of prototypes). The method consists of
collecting think-aloud protocols (instructing subjects to solve a problem while stating directly what they think) and analysis and interpretation of these protocols. This
provides a model of the cognitive processes that took place so and an insight into
the way research subjects perform tasks (2004: 783-784).
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Conclusion
In this compressed version of the PEOPLE toolkit, we covered some of the basic
approaches and methods of inquiry, product and service development as well as
co-creation of new solutions to be adapted in ways that are acceptable to researchers and higher education, while also useful in industry, business, consulting, etc.
And what is the next step? It depends on you. You can, for example, decide to iterate
the “four steps approach” in collaboration with the business sector when developing
a new IT solution which will be developed in industry. You can decide to use the approach in a local NGO to plan new collaborations with stakeholders and develop new
solutions, meaningful for your city or town. You can present benefits of the approach
to a governmental institution which wants to hire a social scientist to remodel the
existing policies on a national level. You can even use it in your private life: for example, to plan a vacation with friends and family or to redesign your house. In any
case, do not rely only on your own skills and knowledge; instead, keep the people
around you in your focus!
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This text is a shortened version of a toolkit, prepared for the People-Centred Development
Approaches in Practical and Learning Environments (PEOPLE) project. PEOPLE is an international project co-funded by the by the European Union under the Erasmus+ programme (Cooperation for innovation and the exchange of good practices, Knowledge Alliances for higher
education). Project reference: 574832-EPP-1-2016-1-SI-EPPKA2-KA.
Website: www.people-project.net
The key aim of the PEOPLE toolkit is to review and consolidate existing fragmented knowledge
and experiences in people-centred product development and to present them in an understandable and concise way. Based on experience mapping and literature overview, the toolkit
presents approaches available for use in higher education, business, industry, consulting and
in several other settings.
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