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Abstract 
The purpose of this interview study is to investigate how people involved in product 
development communicate and work with the users. Four companies from two different 
branches have been investigated. in order to investigate ditlerences. Two of the companies 
develop hand tools for professional use and the other two develop durable consumer products. 
Three people from each company have been interviewed: a design engineer, a market 
representative or a market manager and a product development manager. The result shows 
that none of the investigated companies have a defined and documented procedure for 
describing their intended end users. The two companies that develop consumer products have 
descriptions of Iheir market segment. The companies that develop hand lools for professional 
use are more directed to the end user Ihan for example the sales companies and its product 
developers have a closer direct contact with the users than the developers of consumer 
products. For the developers of Ihe consumer products it is instead more vital that they also 
consider the distributors and sellers. The knowledge and use of product development methods 
for consideration of user aspects, is rather low. None of the companies use formal methods to 
analyse and generate new ideas about the user or the use situation. 

Introduction 
The importance of product developers' awareness of and focus on the product users has 
increased over time. Customers' demands are continuously increasing, not only expecting 
excellent functionality and lIsability, but also pleasure from product use and ownership 
[Jordan, 1998]. At the same time the diSlance between consumers and product designers has 
enlarged, for example as an effect of the expanded globalisation [Ekstrom and Karisson, 
2001]. Market orientation and customer involvement are critical success fadors in new 
product development [Cooper and Kleinschmidt, 1990; 1995]. Despite this, many companies' 
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