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ABSTRACT 
Creating a product vision is a common technique in the 
development of interactive products. Product vision is intended to 
serve as a point of orientation for design decisions around the 
product. However, the focus of product vision is often on 
functional or economic aspects, while the intended user 
experience (UX) is usually not described; this raises the question 
of what role product vision has in practice in the development of 
the UX. At the Barcamp of the German association for usability 
and UX professionals (GermanUPA), which took place at the 
conference ‘Mensch und Computer 2021’, a focus group of 27 user 
experience UX professionals reflected on the influence of product 
vision on user experience design. The aspects of influence 
mentioned were documented and summarised to serve as a 
starting point for future research. Among other points, it emerged 
that the integration of user experience into product vision and the 
use of visions within an organisation are relevant for research on 
the influence of product vision on UX design; additionally, the 
way UX professionals are involved in vision development and the 
vision’s use for design decisions are also important. 
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1 Introduction 
Numerous design decisions are made that gradually ensure 

that a product takes shape during the product development 
process. These design decisions are made by many different 
people since products are usually developed by teams rather than 
by individuals. Each of the people involved makes certain 
decisions in line with their expertise, but these decisions may be 
different from the design decisions of others involved in the 
product development, resulting in inconsistencies in the product 
shape. It can be assumed that the number of inconsistencies 
increases for complex products that involve many people and 
teams. 

These inconsistencies become visible in relation to the design 
of user experience (UX). To enable a uniform product experience 
and thus also a consistent user experience, a method is needed 
that aligns the work and design decisions with a common goal. 

One approach to solving the problem of inconsistencies is the 
creation of product visions. These can be understood as 
agreements on what the common goal of a given product 
development process should be. Product visions serve as a 
common picture of how the world should change through the 
product being developed. In practice, a product vision is often 
developed using various methods. The result of these methods is 
a documented understanding of what kind of product is being 
developed, for what reason and for which people with which 
problem.  

Thus, product visions support decision-making and can also be 
used by UX professionals to design a product and the experiences 
it creates. However, little is known about the influence of product 
vision on the design decisions of UX professionals. 

The purpose of this article is to provide an initial overview of 
the role of product vision in shaping UX and to thus lay the 
foundation for further targeted research. Accordingly, the 
underlying research question is as follows: which topics are 
relevant for investigating the influence of product vision on UX 
design?  

In Section 2, existing related research is presented to 
contribute toward answering the research question. The data 
collection and analysis procedure are presented in Section 3, and 
results are presented in Section 4. The results and limitations are 
discussed in Section 5, and Section 6 offers the conclusion of the 
study. 

2 Related Work 
The creation of a product vision is a common technique that is 

used especially in agile product development (e.g., [9, 13]). The 
product vision describes the extent to which the product to be 
developed should improve the world [2]. Although visions are 
powerful tools for guiding the right actions [17] and help to 
improve team performance [16], there is no standard definition of 
product vision [3]. Nevertheless, a well-crafted product vision can 
inspire ideas and act as a decision-making and prioritisation tool 
[18] as its main purpose is to rally a group of people towards a 
common goal [9]. 
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Just as there is no standard definition of the term, there is no 
standard appearance for product visions. Rather, product visions 
can take different forms, such as positioning statements [10], 
product boxes [5], or product vision boards [14]. Regardless of the 
different ways of presenting product visions, the visions do not 
contain specific details of individual product functions but rather 
focus generally on certain qualities that are important for 
customers and users [12]. Other understanding-creating artefacts 
such as personas [4] or scenarios [1] can also be integrated into a 
product vision.  

Based on the various forms of presentation for a product 
vision, the intended UX is more strongly or more weakly reflected. 
In general, UX can be defined as a ‘person’s perceptions and 
responses resulting from the use and/or anticipated use of a 
product, system or service’ [7] and should be understood as a 
multi-layered concept encompassing several factors [20]. 
Depending on the product, these factors describe various aspects 
of UX as they are perceived by users with different needs. For 
example, while trustworthiness and reliability may be particularly 
important for a product with sensitive data (e.g., online banking), 
it is possible that fun, stimulation and originality are more 
important for entertaining products (e.g., computer games). 
Therefore, during product development, different design 
decisions are made depending on the product according to what 
is best suited to achieving the desired UX.  

3 Research Approach 
A moderated discussion session was conducted for UX 

professionals to discuss the role of product vision on UX design. 
Focus groups are often conducted as an exploratory or hypothesis 
generation method prior to systematic data collection [19] and 
thus provide a starting point for further research. For the 
implementation of the focus group, the recommendations of O. 
Nyumba et al. [11] were considered. The focus group was 
conducted online at the Barcamp of the German association for 
usability and UX professionals (GermanUPA), which took place at 
the conference ‘Mensch und Computer 2021’. 

A Barcamp is a type of event where the participants contribute 
content in a self-organised way at the beginning of the event. The 
organisers provide only a schedule without concrete content. In 
the beginning, participants can present their topic to all 
participants and insert their session within the schedule provided. 
Over the course of the event, participants are free to enter or leave 
sessions at any time. The results of the sessions are usually 
documented and made available to all participants at the end of 
the event.  

At the beginning of the Barcamp, a session entitled ‘The role 
of product vision in designing user experience’ was proposed, 
briefly explained and entered into the schedule. The session 
offered was scheduled in a timeslot of 25 minutes. 

UX professionals from the field were recruited as participants. 
For recruiting, the focus group was referred to at the beginning of 
the Barcamp. The focus group participants took part in the session 
voluntarily and could leave at any time. As all participants spoke 
German, the focus group was conducted in German.  

A total of 27 UX professionals participated in the focus group, 
two of whom left the discussion a few minutes (< 5) before the 
session ended. The other 25 participants were present throughout 
the discussion. 

The focus group was supported by a moderator who started 
the session with the question, ‘What role does product vision play 
in the design of user experience?’ The participants were then 
asked to express their thoughts on the question. The moderator 
summarised the participants’ contributions and collected them on 
a virtual whiteboard everyone could see. The summary of the 
verbal contributions was repeated verbally after documentation to 
ensure that the summary corresponded to the core content of the 
statement and according to the assessment of the person 
contributing. Other participants in the session also had the 
opportunity to document the content of the statements on the 
whiteboard.  

Based on the contributions of the individual participants, the 
moderator asked questions for understanding and invited other 
participants to make additions or respond. Contributions that 
built on each other were connected with arrows.  

In the last five minutes of the session, the moderator 
summarised the collected contributions to give the participants 
the opportunity to emphasise or add further important aspects. 

4 Results 
Based on the participants’ contributions, the important aspects 

around the role of product vision in UX design can be divided into 
‘Basic use of a product vision’, ‘Involvement of UX professionals 
in the product vision development’, ‘Product vision in the work of 
UX professionals’, ‘UX vision’ and ‘Context of product 
development’. 

4.1 Basic use of a product vision  
Participants asked themselves fundamental questions, 

particularly at the beginning of the session, to clarify which 
understanding of the term was being used. They considered the 
general characteristics of product visions and their distinction 
from product objectives. The group agreed that goals can be 
achieved but visions cannot. Both give direction, but goals are 
closer and easier to achieve than fulfilling a vision. Product vision 
was also understood as a shared mental model that the members 
of a product team form about the product to be developed. 
Additionally, a product vision focuses on the added value that the 
product offers to people and organisations. However, some 
participants also lamented that product visions are often 
company-oriented and focus on the financial contribution to a 
company’s success instead of added value for users.  

4.2 Involving UX professionals in the 
development of a product vision 

In addition to the discussion about the general characteristics 
of product visions, the participants exchanged views about the 
involvement of UX professionals in the development of product 
visions. They pointed out that UX professionals often do not know 
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the vision of the product or that they are only involved late in 
development. Participants strongly agreed that UX experts should 
participate in the development of a product vision. 

The participants added that UX professionals should also ask 
themselves whether a given product vision fits with their own 
ethical ideals. This idea referred to the strong financial motives 
that often drive product vision in practice.  

4.3 Product vision in the work of UX 
professionals 

Participants next discussed the extent to which an existing 
product vision is incorporated into the work of UX professionals. 
Participants argued that a product vision statement functions as a 
reminder for the shared mental model and supports the 
development of design systems and design decisions. The 
prerequisite for this use of product visions is a user-oriented 
perspective integrated into the product vision statement. 

If a product vision is too economically oriented, participants 
recommended that UX professionals create their own product 
vision that is more strongly oriented towards user needs and takes 
into account the human experience of the product. 

The participants also expressed that they would not want to be 
overly restricted by a product vision. On the one hand, it is 
important for them to creatively experiment with the use of the 
product; on the other hand, they want to be open to findings from 
user research that can lead to making changes to the product to 
offer greater added value for users. 

4.4 Vision of user experience 
In the course of the discussion, participants introduced the 

term ‘UX vision’. They noted that a UX vision formulates and 
maps needs and intended emotions for users. A UX vision focuses 
on UX. 

Participants perceived UX vision as distinguishable from the 
product vision, although UX vision is often derived from the 
product vision. The product vision serves as the basis for creating 
a UX vision. However, it was also suggested that the difference 
between product vision and UX vision should be removed, as an 
integration of the UX aspects would make the product vision more 
holistic.  

4.5 Context of product development 
In addition to the above points, the participants also mentioned 

that the role and relevance of the product vision for UX strongly 
depends on the context as companies had product visions because 
it was prescribed in their process; this also raises the question of 
the extent to which UX as a discipline and as a design aspect is 
integrated into the product development process. 

At the same time, it is necessary to understand the perceived 
importance of the product being developed within the 
organisation because orientation towards a given vision occurs 
with varying degrees of consistency. The influence of product 
vision on the UX of a product also results from how human-
centred an organisation is in general. 

5 Discussion 
The participants’ comments on the basic use of a product 

vision suggest that further research is needed to ensure a common 
understanding of this concept as the term ‘product vision’ is not 
clearly and uniformly defined [3]. Notably, different disciplines 
have different understandings of terms like ‘product vision’ that 
best support the goals of each discipline [6]. It is therefore 
unsurprising that the participants referred to purely economically 
oriented product visions. It can be assumed that an economically 
oriented product vision has less relevance to the design of the UX 
than a user-oriented product vision. 

The aspects mentioned regarding the involvement of UX 
professionals in the development of the product vision reflect 
participants’ desire to co-develop these visions as well as the 
possibility of greater acceptance of product visions for use as a 
basis for decision-making in product design. In a jointly developed 
product vision, it is important that teams have shared 
responsibilities [15].  

Participants may have felt the way they did because UX was 
understood as the result of the work of the entire product 
development team. 

It can be concluded from some of the panellists’ statements on 
the use of the product vision in their work as UX professionals 
that they are interested in a template for design decisions; this can 
be inferred by the desire to integrate UX into the product vision 
or to create a user-centred product vision. A user-centred product 
vision could also integrate the UX vision, which describes the 
desired UX for users [8]. 

Furthermore, it can be concluded from participants' statements 
that there is a possible deficit in the communication and use of 
product visions in companies. Hence, a product vision should be 
shared with the product team and beyond and used as frequently 
as possible [18]. 

5.1 Limitations 
During the discussion, the moderator tried to allow all 

participants to participate equally as well as to welcome 
contradictory statements. Since most of the participants did not 
know each other, it is possible that interesting aspects were not 
expressed because they were judged to be unpleasant or 
inappropriate and thus withheld.  

Participation in a focus group as part of a larger event can very 
easily lead to selection bias as only certain UX professionals felt 
themselves addressed and participated in the focus group. Future 
research must critically question the documented topics and gain 
verification through additional methods.  

Interviewer bias was largely avoided by the way the moderator 
communicated. Suggestive questions were avoided, and examples 
were formulated as neutrally as possible. Nevertheless, it cannot 
be ruled out that moderation influenced the points mentioned, 
including due to social desirability. 

The contributions presented do not claim to be exhaustive. For 
example, participants did not mention aspects such as the 
measurability of UX or the reduction of necessary agreements. It 
should therefore be assumed that in addition to the aspects 
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mentioned, there are other relevant elements to the role of 
product vision in UX design. Nevertheless, the areas presented can 
be used as a starting point for further research. 

6 Conclusion and Future Research 
This paper presented the results of a discussion investigating 

the role of product vision on UX design. 
Five topic areas – ‘Basic use of a product vision’, ‘Involvement 

of UX professionals in the development of a product vision’, 
‘Product vision in the work of UX professionals’, ‘Vision of UX’ 
and the ‘Context of product development’ were identified and 
described.  

The topic areas enable targeted investigation of what role 
product vision plays in the design of UX for future research. 
Furthermore, the results of the discussion suggest which problems 
may be expected during future research. In particular, the lack of 
a common understanding of the term ‘product vision’ may lead to 
distortions in the data collected. 

The results also offer the relevant benefit in which 
professionals in the field of product development can derive 
possible development potentials for product teams. Company 
context should be given special consideration during field 
examination as it has been shown that there are several different 
aspects to the role of product vision in UX design. 

Based on the results presented, structured interviews and 
surveys using questionnaires will now be conducted. 
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