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1 Opening session
Gavin Cawood, Operations Director, Design Wales
Good morning everybody, welcome to Wal es, Cardi ff Ba\)
international workshop on design support. Myname i s Gavin Cawood, Il &m from De

organising and hosting this event today. Design Wales is funded by the Welsh Assembly Government,
the regional government in Wales, (and is) a business support programme for businesses to help

themunderstandand utili se design. Wedre not going to hea 3
is the third event webve presented so wedl |l | eave |t
about Design Wales you can speakcolteaguesgrauredl f or t her ed:
Everyonebds got a badge, but webdbve got these fisubtl e I
Thereds no scheduled fire alarm practice today so if
Thereds two ways bughthpeentin enttance wh€e you darse intthisimorning and

the other is just over here on the | eft, or on your I
assemble in Point 1 at the front. But hopefully that
foors down. I f you need to use the |lift then it doesn

the main hotel unfortunately.
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So, the International Workshop on Design Support. It
during the Cardiff Desi gn Festi val and thereds a number of event
few events over this four days and this is day three. At the weekend we hosted the latest BEDA Board

meeting in our offices which went down extremely well apparently. Forthos e who dondét know BE

(i1tdhe) Bureau of European Design Associations. l'tds ql
established in the | ate 660s and their main focus at
getdesignintopolicyat a Eur opean | evel, under Michael Thompson
today, | 8m sure he6éd | ove to talk to you if you want
this year in moving that agenda forward and that can impactonusalllt hi nk i f youbére wor ki

kind of programme which is involved with European funding.

Both the European | evel and at a more | ocal, nati onal
relation to desighn. Desi gn cessadynle bast@advocates gfalesipns at i ons al
because they take so much for granted and forget some
innovation, creativity, entrepreneurship and design. They assume people get that link and can see

where design fitsinto t hat c¢change to actually make it happen, b
that experience in the last 12 months in applying for some funding for a network from Europe and
understanding for the first ti me tehcaau sweh ewne dweed viemnbeeres
in it all the time, that message isndt just innate i
and that takes quite a lot of effort.

So | was talking about these events. Toighayppowedve got
with about 65 people here. This is manly aimed at design support organisations and those responsible
for design policy, whether iités regional, nati onal 0|

evening wedve got tkbemebMEEuDepieganMabDaegi gn Wal es Sho
advantage there of the gallery of the Design Management Europe award companies gathered here

tonight for the Awards themselves. So thatés an hour
finalist companies presenting how they manage design in t
interviewed by somebody who works for BBC Wales which should be quite an insightful programme.

And then at 6. 30 webve got the Desi gwme d0vaen argecarielnyt faowatr
in having the First Welsh Minister come and open pr o

coming to that from al/|l over the place, thatodés a bril
late in the evening. Tomorrow i n t his room wedve got a new product a
speci fically aimed at businesses from the region whi ¢

taking advantage of some of the European companies talking about their own design management but
al so wedve got some of our best Welsh companies who
manage it and theyoll hopefully inspire some Wel sh bl

I f youdre interested in this theme acHanofmeevgnis and desi
taking place over the next few months. In November in Torino, Michael Thompson from BEDA will be

happy to talk to you about an event theydbére having t|
Barcelona Design Centre, is running a second event about policy and then the fourth in the chain is

taking place in Paris in January, the 12 and 13 | think, being organised by APCI, the Association for

the Promotion of Industrial Design in Feywmcowwd whi ch i ¢
find. All of them wil/ be happy, Il &m sure, to talk al
So back to today then, the International Workshop on

the regional government to support businesses in how they understand and use design, so this is

departure from what we actually do on a day-to-day basis. When we started it we realised that there

was a growing interest in design, how it fits into the economic development model of innovation and

we realised we should be finding out what they do to make sure that we are operating best practice.

So wedve run three of these events and webve been i n\
support organisations which has been absolutely fantastic. So we identify best practice and feedback

to our regional government information about what they should be doing in relation to design, how that

fits into innovation hopefully. We network with simil
over the years, particularly in looking at issues which are forward looking, ones which none of the

organisations are tackling particularly well. Those are the ones you can grasp, look a bit further ahead

and work together on.
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One | esson we | ear ngtesaluson fortdesign suphoet orelésign promotiani Emery

model wedve | ooked at is different because the | ocal,
conditions are different so whatever wor kilerrSon one pl
today I think you have to take aspects and lessons of what you hear about and try and fit those into

your own model, because wedve found itds al most i mpo:
else, plant it here and make it work, itjustdoes n 6t happen.

So why design and design support? | hope | havenodt g«
But design support; whenever |1 6m asked to talk about
or businesses, | always start off by saying that the economic development policies of just about every

developed nation in the world are based around innovation, technology and entrepreneurship and you

generally have to get to page ten of an economic development policy before you get to the word

desi gn. WedOve been trying to give our regional governn
the agenda and this is what BEDA are trying to do. We looked around the world 5 years ago and there

were about 88 initiatives trying to promote designinrel at i on t o economic devel opmer
probably increased now. So that aspect, the story about global competition and using design for

adding value and standing out and competing on a basis other than cost, is a well trodden story and

t hat 6 s maedbeeentlyg. K you were travelling here by car or staying overnight in a hotel, if you

turned the TV on or the radio this morning, probably the main part of the news would have been the

credit crunch and what s happen eislgoihgdoinphceonbsas ks ar oun (
we l | Il 6m sur e, both as business support and promoti or
experience, thereds a direct result of how design ha:c
ago, BBC Wales had agreedt o come here and interview some of you e
doing. They were very interested because the First Minister is opening the event tonight, but now

that 6s al |l been cancell ed because they hevteomblewd o f ocus
have quite often, (isthat)ydesi gn i s too much of a good news story.

catastrophe. | did talk through with coll eagues whet!
gathering of design to think about how you could tackle the credit crunch and that might have

appeal ed, but all the paperwork was done so we di dnot

would have been on prime time television and radio in Wales which would have raised the profile of
design and what people think about desi gn, but thatods g
else.

But if we are going to have trouble financially and if we are moving into some kind of recession, then

things are maybe going to get harder. Frommyownexper i ence in the | ate 680s, e
working as a partner in a product design agency and one of our best clients was a very progressive

company. They won several design awards from the UK Design Council, were very good at training

and one ofthefir st t o win a national training award in the U
Investors in People and when that was first launched they were one of the first batch of people to get

that. Very progressive, all about people, innovation, pushing forward, design and being conscious

about the market place. When there was a downturn in the economy and some legislation changes as

well, the character and the culture in that organisation changed overnight. Beforehand meetings in the

Boardroom were dominated by the Development and Marketing Managers. When things got tough it

shifted to the Financial Manager and the things that got cut first of all are the things that are non-

essential for the operation of the company: training & development, any new marketing initiatives and

new product devel opment . I'n the end that company was
resolved the issues by merging with other companies and they had a strong (intellectual) property

base, they were really hot on patents which has keptthem going and theydére stil]l c
based on that intellectual property twenty years | at ¢
because webve got even more global competition so it

challenge to address.

So the challenge wedve got as design support and pror
some kind of opportunity. From our experience in Desi
anyone whobés worked wtthoBdMEef wt hemkoomet ho you and s
ambition, wedbdre doing well at the moment but can you
from where we are and |l ook to the future. .some Pretty I
kind of crisis and thatés the reason they start to |
more optimistic, more of an opportunity and hopeful |
troubl ed times agai n. indBkidopsed uddsyi gnt,0 sl hmotc drewause |
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background! i design is one of the few management or business-type disciplines which help people to

truly focus, to become customer-f ocused and to understand what their ¢
their customers need. To give them a process to actually achieve and implement this thing called

innovation, creativity or entrepreneurship, it gives them a framework to actually make that happen. So

hopefully design has a good place in regional support, national support and policy in the future.

Things dondt always go brilliantly to plan, wedbdve pr ¢
have made the effort to travel here today, not just for this event but also for the other events. |
appreciate how difficult it is for people to take the time out from work and family to travel to events like

this and make it worthwhile. You all/l | ook very wel/l (
supposed to be dressed in. Last night before going to bed, looking around the kitchen | had all my

notes ready, |l 6d got my bag packed to stay overnight,
organi sed for people to come and stay in the house t (
cheesy pasta placedwitha t ea t owel over the top to keep any bugs
out of the cupboard so | wouldnét have to disturb my
so it had a crease from here t osbéeetothemo@ulcanlront hought ,
my own suit... so | got the ironing board and put the iron on a low setting and | was just about to iron

my suit and thought maybe | shouldndét iron straight

between, so | took the tea towel off the pasta. So at 11.30 last night most of you were probably
travelling here or in bed in the hotel or watching TV and | was ironing cheese into my suit. But
hopefully thatés not going to have too much of an i mj

On e t h vehgd tondeadbwith is a slight change in the agenda, Lutz from the German Design

Council didndédt know he had to do something else until
Jan Stavik from the Norwegi an Des denohspgeakertospedk has st ej
for about 20 minutes if they can, then webve got ti me
of each sequence of three speakers wedl |l get them all
t hem. Wedl | taggndaamtihe beeaesp tharetam a number of events for some of the
people involved, some of the European programmes, so we need to make sure we finish on time for
those and to give you time to move from here to the Wales Millennium Centre where the next events
are. A lot of this is about interaction and networ ki
guestions as well, youdl/| only get as much as you cal
so in your packs vyou s thesegaretuniquehnevsbecause tioese ane the laspca
wedve given you, never to be printed again, so pl eas:¢
youbve got |l ots of questions.
We 61 | move onto the first speakeGeneralferintelpisednd Ar wi di ,
Industry, European Commission. Charlotte has only been with the European Commission for about
four years and before that sheds got quite a substant
pretty well experiencedtotaket he desi gn agenda forward and thatds wh
you | ook at the Enterprise Ministry website for the I
got on their plate, theydve got policiws which eff ect
competitiveness, energy and the environment, strengthening industry, the single market, better
regul ation, SMEs, Europe and space, so theydre deal i
Charl otte can make sense ofAmtidhi s. So |1 4611 introduce
> European Innovation Policy and Design

Charlotte Arwidi, Directorate-General for Enterprise and Industry, European Commission
First of all |l 6d Ili ke to thank Design Wales for invit

event, for you as well as for me. As the programme says and as Gavin said, | work for the European

Commission, more specifically with innovation policy in the Directorate General for Enterprise and

I ndustry. |1 dm very happy t oehbwewedghe Canmisstom sesesdesigpor t uni t
and to tell you a little bit about how it fits into European Policy and lastly to convey to you the message

that we find design very important as an activity.
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I will start by giving you the big picture. In 2000, European heads of state and government came
together in Lisbon to discuss the future of Europe. They set the goal that Europe should be the most
dynamic and competitive knowledge-based economy in the world, capable of sustainable economic
growth and more and better jobs and greater social cohesion by 2010. The plan to achieve this
objective is what we call the Lisbon Strategy for Growth and Jobs. Let us have a look at the Lisbon
Strategy from different angles. It mentions competitiveness based on knowledge. In short, this means
that Europe should compete in markets with high value added, based on innovation and human capital.
Competitiveness leads to growth, growth leads to job creation, this is the economic aspect of the
Lisbon Strategy. Secondly it talks about sustainable economic growth. Sustainability has become
increasingly important and significant with the growing awareness of the threat of climate change, this
is the environmental aspect. Then thirdly it talks about greater social cohesion. This means that
Europe should not leave behind its social model but should continue to build a society on equality and
solidarity. So this is the social aspect of the Lisbon Strategy.

As 2010, the formal end of the Lisbon Strategy, is approaching, the Commission has started thinking

about the future strategy for Europe, what comes beyond the Lisbon Strategy and 2010. Innovation is

already a cornerstone, a very important building block, of the Lisbon Strategy and is likely to remain so

in the future. Innovation, as | said, is a key driver of competitiveness, economic growth, but not only

that. Expectations are rising for innovation to treat also broader societal challenges such as climate

change, poverty, (so) why not the financial crunch as well? Very often innovation is associated with

science and technology. The so called linear model of innovation says, basically, that if you spend one

Euro on R&D at one end, youol |l get more than one Eur
innovation. We know that this model is no longer sufficient to explain innovation for several reasons.

One reason is that our understanding of what actually drives innovation has evolved. Science and

research are indeed very important drivers of innovation but not the only ones. Innovation does not

take place in isolation, itoés part of the system. Thi
infrastructure, governments and perhaps most importantly, human beings. Human characteristics,

skills, creativity, ideas, culture, values, are the most important drivers of European innovation.

Secondly, not only has the picture of what drives innovation changed, so has the idea of what

constitutes innovation. l nnovation is not only about
ways of organising ourselves, doing business, marketing innovation, branding intangibles, dreams and

image and this is where design comes into the picture.

Broadening the scope of innovation policy will require new policy measures based on new
complimentary tools for innovation. Tools that are capable of addressing broader societal needs as
well as competitiveness, such as environment and social concerns. The need for new innovation tools
and measures are particularly pressing, for example for SMEs, for which innovation may just sound
like a buzz word or an impossible idea, and also for regions which are dominated by low-tech
industries such as tourism or crafts.

Design is one of these innovation tools which deserve greater political attention at European level as
well as in most of EU member states. You are the design experts so | will not go into the details of the
benefits of design which | &d&m sure you know already bl
design is an activity that ensures the best interface with use and needs and a tool for user-centred
innovation. It can take place in any sector or company, whether in products of services, public or
private. At its best, design helps incorporate into products, services and systems, a number of
considerations such as aesthetics but also functionality, ergonomics, environmental aspects, costs,
accessibility, etc., as well as a range of considerations of an intangible nature such as needs,
aspirations, image, brand and culture. Design helps bring technological innovation to the market by
making products, services and systems more user-friendly and appealing, but it also has the potential
to bring innovation to mature and low-tech markets. As a way of thinking, design has the potential to
transform businesses.

As such, design is a holistic tool for innovation and problem solving. One that addresses multiple aims.

The Commission sees competitiveness on the one hand and environmental and social concerns on

the other, not as contradictory objectives but as complimentary and mutually reinforcing and as part of

the European model for innovation. As in parenthesis, the philosophy of addressing societal concerns

through i mproved competitiveness is reflected in the
area of innovation policy, the so-called Lead Market Initiative which aims at unlocking the potential of

markets with high societal and economic value.
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E-health, protective textiles, sustainable construction, recycling, bio-based products and renewable
energies have been selected in the first round and the Lead Market Initiative on sustainable
construction may be particularly interesting from a design point of view, considering its link to eco-
design and urban design.

Design is not an entirely new field to the Commission. In the area of IP protection the Commission
created the community design in 2003 to allow for the simultaneous registration of designs in all EU
member states. The Commission is also highly active in the fight against counterfeiting and piracy and,
furthermore, there exists a European regulation for eco-design in energy use in products as well as for
design-for-all in the area of public procurement. A number of projects have also been supported by the
European Commission and, for those of you staying until tonight, the DME Award ceremony will be a
great illustration of the importance we attach to design and design management. The SEEdesign
project, coordinated by Design Wales, is also another excellent example.

What then lies ahead? The European Commission together with the European Parliament and the

Council have agreed to make 2009 the European Year of Creativity and Innovation and behind this

choice of theme there is a growing political awareness that to remain competitive Europe needs to

make full use of its creative potential. Innovation is the key driver for growth, prosperity and well-being.
Creativity, defined as the human generation of new i (
the intersection of creativity and innovation, bridging one concept with the other as it transforms ideas

into concrete products, services and systems. Education, training, entrepreneurship and the creative

industries are other areas that are of particular interest in the context of this year as they act as

bridges between creativity and innovation.

The aim of this year is to raise public awareness about the importance of creativity and design but also
to strengthen the policy debate in this area and this is where you, the design community, are very
important as active contributors to the policy debate. For you this is an opportunity to organise events
under the banner of the year with a common theme. The Commission will be quite generous in letting
people use the banner to organise events and brand things, so the year provides you with the
European context for your activities.

In the meantime, the Commission will also be very active organising events, publishing reports on
relevant topics and, perhaps most importantly, lead the policy debate. In the area of design specifically
we are currently working on a document to be published early 2009 on the importance of design as a
tool for innovation. Although design is not a new area for the Commission, there is no overall policy on
how to make best use of design as a tool for innovation or, put differently, design is not currently a part
of European innovation policy.

As the document on design is not yet finalised | <can
treat design as a tool for innovation and highlight its importance from an economic as well as a

broader societal point of view. It will furthermore look into the question, if and why the Commission or

the EU jointly should do something in the area of design rather than each member state individually. In

other words what is the rationale and added value of European level action in this area. The answer

could be that globalisation and increasing competition is a global challenge and a common challenge

which requires a common solution. Or that the benefits of socially and environmentally sustainable

design are greater to society as a whole than to the individual company and therefore deserves public

support. Or that to achieve design excellence we need to pool resources at a European level as

national efforts would be insufficient for most countries. Or it could be all of these or something else.

Rather than giving all the answers this document will be the object of what we call a public

consultation. This means that it will be made available publicly online so that you the design

community and everyone else can tell us what you think. It may not be true, but | have been told that
Einsteinbdés mother asked the I|ittle Einstein every ev:i
any good questions during that day. Not if he had found the answers and as we think this is a great

tradition, we hope we will ask the right questions during 2009, the European Year of Creativity and

I nnovation and beyond. And shoul d vy oamnsofteaeybuhaveat we dr ¢
the answers or can contribute, we are, as always, grateful for your feedback. For example, we can

start here today in the coffee break.
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| thank you for your attention.
Any immediate questions?

LizMills:1 6 m a speci ahfurslihgsolmassig the popeet with INTERREG funds, but
before | did that | was ... so | know about the environmental technology action plan and things like

funding available through the competitiveness and int
and itds interesting that here in Wales thereds a r e:
how to use them, I NTERREG of course is part of struct

how to use the other budgets. Do you have any advice about how we might publicise the opportunities
in competitiveness and innovation programme more effectively?

Charlotte Arwidi: To st art with | 6d |Iike to say that the struc
much more focus on these, isthattheamount of money that is actually han
times or something, the competitiveness and innovati
Secondly the competitiveness and innovation ¥Yer amewor |
any direct advice on how to access monhey because | 6m
mechanisms for supporting different projects are different. | think there are monies available through

the Structural Funds, but | think in the area of competitiveness and industrial policy, because there is

less money so far, we need to go through a phase of raising awareness about the importance of

design to actually get it in there. There will be new financial perspectives in a couple of years and if we

could get the mention of design in there for the future that would be great.

Gavin Cawood: So it 6s down to us as well to give you inform
Something Michael was talking to me about over the weekend was how the design sector is not

particularly good at giving a wel/l defined definitiol
candt make policy at a regional, nati onal or Europeal

up to us as well, to give you that information.

CA:Al t hough there are things, |l 6ve seen quite a | ot of
a lot about raising awareness as you mention. When you start talking about design, people think they

know what design is, everyone seems to have a personal picture of what design is and this is very true

in the European institutions. We work very collegially, that means everyone needs to be on board

bef ore we | aunch an initiative. Thatdestpgpatdbesbut al so
and if we talk to the people who deal with Intellectual Property rights they will tell you that design is an
I P right and that is what design i s. Il 6m not critici

Similarly, the people dealing with cultural policy would see it differently to me and they would surely

accuse me of being narrow-minded! Actually we need to come to a common agreement of what

design is and when we started talking about a design policy for Europe about a year ago, people

t hought they knew what design was about and then we 1
longer journey to be made than we had initially thought.

Delegate: | saw on your web page (EU Commission) that the Commissioner responsible for 2009, to
manage this year is Jan Figel from Education. In which way will DG Enterprise and the DG responsible
for Innovation be involved with him in order not to have design and creativity as an exclusive issue of
education? | am really worried, | was thinking that 2009 Enterprise and Innovation will be more
involved with this year.

CA: It was a bit unfortunate with the communication. The proposal came from the Education and

Culture side, from Commissioner Figel, but from a very early stage DG Enterprise was associated so it

means that Verheugen, the Commissioner responsible for Enterprise and Industry and his services,

are also closely associated. In the Commission there always has to be one in the lead, but then the

rest are on an equal footing. It was a pity that the press release that went out focussed mainly on the
activities in the education field. But now itoés up t
it and hopefully we can put our per s pgaoadicatien. on it as

Robin Edman (Sweden): | have a question about 2009: what kind of actions will be taken by the

Commission to actually encourage the member states to engage so that the member states will feel
that they should (engage, instead of thinking)AiwWe |l | , i tdéds a year that doesnét
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CA:Therebds a network of national coordinators who | 6v
education side because, according to the principle that there should be one national coordinator, there

candédt be two national coordinators. This person is al
people and they met this summer with us, together with the commission, not just the education people,
but | was there as wel | , hed Navembdr @308) anel theyare suppasgd agai n o1

to coordinate national initiatives, especially in Sweden and the Czech Republic as they have the
presidency of the EU in 2009.

Steinar Amland: Will a list of the members of this coordination group be available so we can
approach our national coordinator?

CA:That 6s a good i dea. I dondt know to what extent it
website of the year, where people will be able to download the logo or at least find out how they will be

able to use it i | should have brought the logo i this website will be up and running in early November

(2008).

Norwegian Design Centre

3 Jan Stavik, Norwegian Design Council

GC: As | mentioned earlier the representative from the German Design Councilcoul dndét make it s
Jan Stavik, the Managing Director of the Norwegian Design Centre has agreed to step forward. As

hebs done it at such short notice hebds going to do a

quiz him about various aspectsofthi ngs heds going to raise. The Norwegi
presented here twice before and wedve enjoyed the pr

model they have is similar to the one we have in Wales, although maybe more effective than ours in

the way it networks. It was on a similar scale and we keep meaning to work more closely to

understand the effective parts of each others organisations. But since Fred was here a couple of years

ago theydédve had further devel epmhahisbustlingangthisiewhata new d
Jan is going to talk to us about. Thank you.

Jan Stavik: Good morning everyone. As Gavin said this is going to be a very un-German presentation

because itds totally i mprovi s e diding&rouhdiintmg suichsey t ook s ol
because | didndét manage to get on the server at home,
slides Gavin and | will fake a carefully planned Q&A session.

|l 6m very happy to be here, | lke&famiygatternngandtbdatrhakee t abl es
things a |ittle easier and a |little more informal. B\
this? My galoshes? This was the exam work of two young Norwegian designers and they really hit it

off commercially. About two weeks ago, during the London Design Festival, someone stumbled into

Harrods and there was a whol e wall of them so itds g«
This is probably the best news wedve had since we st:
design and architecture. You only see part of the builc
ol dest part dates back to 1895 so itds a beautiful ol
historically, was the industrial nerve of Oslo, so the location is both historically and geographically

ideal. We have a fairly large exhibition hall, about5001 6 00 sgm, so weob6re al ways | oo
exhibitions because, as those of you in the game kno\

exhibition from scratch. So, we have the space and you are all invited to propose an exhibition of

whatever you might want to attract our interest for. Apart from the hall we have our offices, a very

good restaurant, a conference centre and all the facilities as well. About 2000 sgm in all, highly

inspired by the Danish Design Centre which opened a few years before us. If you wonder how on

earth we managed, because the investment was about 0°
few secrets, how to get around difficulties relating to money.

Norwegian Design Council isgoingtobe 50 years (old)i n t he not too di stant futur
foundation so not part of the Ministry or the public system but we were founded initially by the
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Federationof Norwegi an I ndustries and the Norwegian Export

industry related and focused and | think the word focus is what has been a very important part of the

Co

success webve had, particularly igoveromeatati ng enough at

The task we have is, as Gavin said, the same as a lot of my colleagues around the room have, to
encourage Norwegian industry to work with and use professional designers, to increase innovation
and competitiveness. Also, as some of my colleaguesher e do, wedre not only

runni

preaching the gospel but wedre also |like the Salvati

out and do it. So about five or six of our employees are constantly out consulting Norwegian
companies, helping them find the right designer for the job they are working on and also assisting
them on the process of working with design and in the innovation process. Financed mainly through
grants from the Ministry of Trade and Industry but we also have some of our own projects and
activities and we also charge for the consulting, not to make money but to increase the budget which
is notoriously too low, as in most places.

We have a very close cooperation with the Norwegian Regional Development Agency, now called
Innovation Norway because they merged with the Export Council, which gave us access to 19 regional
offices around Norway.

We have 18 employees, approaching 20, estimated budget next year is £4 million (pounds) and the
reason | say Onext wyatirgexderiense. Liaghweek the Ministea drop@ed By ey C |
of fice and |iterally dropped a million pounds on

my

recommended. Unf ortunately itds not very ofthatn you e

came out of the blue is now earmarked for a national programme for design and innovation in
Nor wegian industry so ités going to be exciting

This is what Norway looks like, a country about the size of England, with about a tenth of the
population. The good thing about this cooperation with Innovation Norway is that we had access to 19

of fices but not just the offices, because theydre

access to most of the SMEs that are spread around the country. Most of our industries are out in the
districts and this made it suddenly available to us even though then we only had three or four people
working on consulting. It gave us a kick-start when we started this cooperation two years ago and
apart from the physical access and the databases for the companies, it also gives access to some
financial support for projects for companies and SMEs. For example we have the Icebreaker system, a
title we stole from our friends in Denmark. That is a financial support to companies working for the first
time with a designer so it helps them to take that first exciting step. Over the last few years in
cooperation with the ministry we have had a focus on the maritime sector, the travel industry and the
rest of the service industries.

The eternal question. An enormous amount of people have spent horrendous hours trying to define
design and this is one of the problems when you talk to industry because when you say the word

or [

not

design it 6 gdefneslasyf ayrud c,k lyr anded goods, fashion, itds a

industrial people never touch, at least they say so. A recent survey in Denmark asked managing

directors of a large number of Danish companies about their attitude to design and their use of design.

18% of them said that design was something cultural, not industrial, and we found the same thing in
Norway. So this is a tough one. Carrying the torch or the hat with design on is tough enough when you
come to SMEs. I f onked to ouiturabairt, thieyhsaitch off somewvheredanaheit birain

and it makes your job much harder. And of course the expression of design is very difficult and we

could let this thing go on for two or three rounds and still not be any smarter, we might have lifted the
confusion to a more sophisticated | evel... but |
a little practical. What is so fascinating with designers is that they use their profound insight and they

create something that is definitely more user-friendly and as a bonus you always get the aesthetic

touch with it. We had some very interesting projects in Norway merging designer skills with industries
who woul dndt normally even think of working with

Norwegians, together with other seafaring nations, have for thousands of years made boats and ships
and the bow of the ship has been the same, more or less, over these thousand of years. A few years
ago the engineering construction group, the Group(?) which is boatbuilding company on the west
coast of Norway, started on a project with an industrial designer and they basically revolutionised the
way a bow has looked for all these thousands of years and of course this is not for the purpose of
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aesthetics, it has amazing consequences for ploughing the sea. These are ships supporting the

of fshore oill i ndustry. The North Sea has 10 or 15 met
bouncing around, making it very unsafe to work outside because the back of these boats are open and
this radical change made it so much more safe to be

it uses less fuel so you have an environmental element as well. The development costs for the first

ship was about £30 million and that was recovered in the first six months and I think they now have

orders for A2.5 billion of ships they are to design :
really been an exciting thing and not versgn design r el
example we use a lot and our ministers love it because even they understand it.

Anot her Nor wegian company working with furniture fel!/
furniture and they created a revolutionary, very flexible city stroller. The child can turn any way round
and is also lifted higher up from the street because the street is full of exhaust and poison.

So, two cases where we were happy to assist in getting the designers and producers together and
both are international successes. Having spent most of my life in industry and marketing | always

come back to this, this is what iitds all about reall\
business-to-business, if you make them excited then you have done something valuable, you have
literally added value and thatdéds a basis for succeedi

never compete internationally on price and therefore you have to compete on added value and design
is a wonderful tool for that.

As an inspiration to Norwegian industry we also have, as many of my colleagues, an award for design

excellence, focussing on design driven innovation. We have seven criteria, only one of them is
aesthetics. Number one is the i nnonagethenvaadfanttienme nt |, S0
as an inspiration for Norwegian industry to utilise design as an innovation tool.

|l 6m not going to go much into this but we have six di
category for design-for-all, universal design. The most exciting part of it is often the young talent and
last year we had almost 100 works from students and here are some of them during the award

ceremonies. Wedre also lucky enough to have the bl onc¢
princess Mette Haakon. And again, this is what we try to do: wake up industry. We have great

expectations of what we wil/l do with new and ol d mone
the policy focus and the changes that are done in Brussels and as alwaysthere6s a | ot to pi ck

networks like this one.
So thisis what | found in my bag, so Gavin are we going to do this improvised planned thing?

GC:l 6ve got a number of questions, the first one is b
that came about. In Wales, as one of the UK home nations-i t 6 s even different bet wee
UK home nations, so in Scotland they have an amazing cultural centre, some of you have probably
been, called The Lighthouse in Glasgow, which is a fantastic exhibition space and promotion centre

for architecture and design. There are permanent exhi
they get a quarter of a million visitors a year at least. But then if you look at their business support in

relationtodes i gn it és fairly spasmodic and not as establ i sh
here webve got a brilliant, well, good, design suppot

focus for design. So | dm i nt er bbyingeodush downvittatedute er or n o't
and what the benefits and barriers would be to actually making that happen?

JS: I think one of the biggest advantages was the symbolic side of it. To have a physical, visual place

for politicians and bureaucrats to see because , as everybody who |l ives off put
holding your breath every year when the national budget is coming and sometimes you have rather

unfortunate combinations of parties in the parliament. Our friends at the Danish Design Centre were

amost taken off the surface of the earth due to what

youdbdbre quite vulnerable. When we started planning thi
make ourselves seen on the political skyline, so the survival part was actually high up on my list as to
why it was so i mportant. | donét think itds been cr u

itds played a certain role and at that tiimmpeorittanwads. |Ili
can also remember being shocked or impressed at a conference in Seoul in 2001, shortly after the
Korean government had realised that being the worl do:
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policy. They said that design was importantandjust t o make people realise itobs
banged up an eight storey, $100 million design centre which looks good and makes people realise this
is a serious business. That was also part of the reason why we felt it was important.

We were asmallgroupof peopl e then, |l ess than 10, hi dden away
not a huge secret, we realised that it would be much more difficult for us to get the money in a

Nor wegian political context. Youor edvdryaconknernid about U5
friends in Denmark spent ten years finding half of the money and then the Ministry matched it and

that s how they got their 010 million, which is what

their building but we realised that it would take years and | wanted to see it before | died... so we went

another route. We were lucky and found a property owner and investor who had planned to fill the

whole factory with apartments but he also wanted to do something more exciting so it was a bit of luck

and connections. He did the whole investment. We made a 20 year lease, which is a little unreal in

itself because technically we only live one year at a time because we only have one year budgets, but

we managed to get agreement from the Ministry for us to sign a 20 year lease on the building and

that 6s how he recovers his money and thatés how we gc
amazing experience. It feels very good and right, we had 50,000 people there last year which doesn 6 t

sound terribly much compared to The Lighthouse which, in Europe, has by far the highest number of

visitors, but in comparison, the Edvard Munch museum in Oslo has about 90,000. So 50,000 after

three or four years withoutt enultcdppmar&hbedutn gt motheyl, t Gve (
not only by ourselves. We rent out the space to other people for meetings, exhibitions, public launches.

Webve had some awfully good Norwegian parties there,
a different status, certainly with the public.

GC:So itbés about finding a Iishecadsagovermbehtéundingialiwaysr ci al mo
going to come and go, go up and down, and thereb6s not
l ong asoyoudhweecgognsi stency through a sustainable comm

investors, then that showcase, that central iconic centre is there and then the support will come and go
as and when...

JS:1'tds risky because you dbavénextyear, ovevhavelaradectibninekg et you v
year and, according to the polls, we could have a copy of the Danish accident next year and God

knows what happens, but sometimes you just have to close your eyes and jump and fortunately we

| anded andstaytéré. | try to

GC: Just one more question before we open to the floor, about how you work with the network of
innovation offices around Norway. What kind of interaction do you have with those offices? Did you
give them training, try to turn them into designers, how did that work?

JS: It basically worked with a lot of training because they had never worked on this kind of project
before. They basically evaluated if SMEs were eligible for support programmes of all kinds from the
government, but design was never on the agenda before we came in. Fred spent 2 years going
around these 19 offices making sure that at least one contact person had a good, solid, basic
understanding of design and the design process and what this could do for companies. They had the
network of companies but no experience of design or designers. Slowly we have built this competence

and are renewing it all the time. Webdbve now devel ope:
largest database of designers which is open to them as well and we do a lot of the projects in
cooperation if it is complicated, so ités a | ot of 1t
GC:So ités not i mmedi ate?

JS:No, itédés been going on for ten years now, the first

forth but it gave us 19 offices!
Delegate: Has the design centre helped you reach your target groups?
JS: That is the biggest challenge actually.

Delegate: Or is it for show for the general public?
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JS: | think the biggest importance has been the psychological element for bureaucrats and politicians.

It6s actually there and puts design on the agenda. TI
group and that is a big question for wus, but it funct
with.

Delegate:Dur i ng Ch aechand theadi@csissisnafterwards there was a question about the

routing of design, whether itds in the enterprise or
cohabiting with the cultural institution, promoting the idea of design and architecture. Howé s t ha't

constructed, how does that work?

JS: First of all, the reason we did this was not because we felt we would have so much in common in

terms of target groups and main objectives. We stil!]l
on two very different, not planets but platforms. The driving reason behind us doing this together was

plainly because we thought we were on our own, too small to manage. We needed two ministries, not

one, to support the centre because as a business model itrunsatabigdef i cit so at | east n
two to pay the bill. We subsidise the cost of running the centre, the two of us together. | think in the

future we may see a few more areas of cooperation than we have today as we are expanding the

design expresandinngwebeearcraps of interest and focus.
environmental, design and energy, public service improvement, | think our agenda will be broadened.

We are doing a lot of work with the Norwegian government on design-for-all, universal design, and a

| ot of that is Ilinked to peopleb6s |iving situation, |
on architecture and also interior architecture, so we see certain areas where we will probably profit a

lot from working with them. But still the difference between the starting point culture and industry is
certainly, in our country, very distant and thereds
political level, but we foresee some interesting areas in the future.

Delegate: Do you cooperate with business associations, do you use their network to reach your
clients?

JS: One of our founding fathers was the Federation of Norwegian Industries so theoretically we have

them all there, although we mustabaoduni tt hteh apta rween thhaovoedn,
surprised that we haven6ét been able to get through t
connection. So we have found other ways through more sector-oriented, smaller organisations that

have a much closer access to their members. The big umbrella organisations seem to be floating up

there at the policy level and we have found other more effective partners.

The Beijing Industrial Design Center

4 Huang Ping, Beijing Industrial Design Center
GC: Ournextpresentat i on i s the only perspective wedre getting
speaker is Mr Huang Ping, whodés the director the Bei]j

established in 1995 and has quite an epic line of activities: policy research, informing the government

about design and policy, project management on design and creativity in industry, dissemination of

information, international cooperation, the Red Star Design Award, construction of the design industry

itself and getting the design sector itself together, training for design and designers within universities

and private sector enterprises and design consultants. Although it says the Industrial Design Center

they do have a department focusing omeMrHaapgPing desi gn
to the stage.

Huang Ping: So thanks to Design Wales for inviting me here and good morning. | come from Beijing
Industrial Design Center, Beijing is very far away from here and it takes me nearly 18 hours to get
here. So let me introduce what happened in that far away city.

Beijing Industrial Design Centre was founded in 1995, it is directly affiliated to Beijing Municipal

Science and Technology Commission. We are located in the north part of Beijing city and now have
over 60 people working there, quite a lot of people. And BIDC, from its beginning, has engaged in
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implementing special design programmes, promotion programmes and propelling the development of
the design innovation industry in Beijing.

Activities include industrial design demonstration, engineering and the design resource cooperation,
design award and design promotion programmes and also design exchange and cooperation.

The design demonstration engineering: In the early days of the BIDC, the idea of industrial design was
not widely realised by society and industry, so we had to conduct a so-called industrial design
demonstration programme which was funded by the local government to promote industrial design
among enterprises and to show the value of design in changing the competitive edge of the product.

Here are some cases from that demonstration programme. This is the first PC designed by Lenovo in
1996 and here is a dental unit designed in 1995. We brought a designer from Finland to help the
design team. Also this is a medical instrument for curing cancer, these (were designed) in 2000.

Things changed after a decade. In 1995 we set up a so-called DRC Industrial Design Base, it stands
for Design Resource Cooperation. This base made use of an old building as a design incubator and
an industrial design generate technology platform which includes several different functional models.
This shows the different functional models of the technology platform which include a materials
showroom, to help the designers choose the materials during their design work. We cooperated with
GE Plastic and the two (?), they sent their material samples to this showroom. Also we have a rapid
prototyping machine and a 3D scanner to support the design companies in their work. We have a
motor shop with several CNC machines to do the model making. We set up, we call it a rendering
platform, to solve the problems for small design firms because the rendering work is so very time
consuming. So we invested in high performance computer servers to provide the rendering support for
them. Also this is a digital printing shop for very special printing work for graphic and packaging design.

And now in the DRC Industrial Incubator we have 52 companies, specialised in different fields
including product design, architecture, environmental planning, computer game design, etc. In 2006
the total revenue achieved by those companies in the DRC Incubator was about 120 million yuan and
in 2007 they got a gross (increase) of nearly 18%.

In order to encourage good design we set up a design award called the Red Star Design Award in

2006. In 2008 five enterprises and more than 3,000 products applied for the design award. To make it

work well as the most authoritative design award in China the organising office of the awards invited
international judges to come from different parts of the world. Here are some judges of the Red Star

Design Award. One third of the judges change each year. These are some pictures of the award

winners and the ceremony. The winning products are also displayed in the Beijing International

Culture and Creative Industries Expo every year. Also in 2006, we organised a travelling exhibition of

the winning products around China and we plan to do this next year, at least we will travel to ten cities
around China and last November the Red Star award were also invited by the KIDP to display in the
Worl d Best és Design Exhibition in Seoul in 2007.

The BIDC also has some design promotion programmes. In 2007 under the leadership of the
Municipal Science and Technology Commission of Beijing, the BIDC began to implement a so-called
design promotion programme to enhance the innovative ability of enterprises around Beijing City. This
programme includes two aspects. The first is to encourage enterprises to develop their products by
cooperating with design consultants to strengthen their competitiveness. If they have a successful
cooperation the government will give some funding support. The second is organising design exports
to help tackle the problems of the chosen enterprises and their products. We invite some design
specialists, including international design specialists, to do the consulting.

Here are some cases that were supported by the programme. This small airplane is a pilot-less plane
operated remotely by an operator on the ground. It played a very important role in this years
earthquake area in ?? Province to take the first batch of photographs of the area. Also, the CNC
machinery is designed by the designers and they totally changed the image. In 2007 30 enterprises
were supported by the programme.

Another design promoting programme provides funds for SME innovation. The funds were originally
provided to support so-called hi-tech SMEs but now have been distributed to design firms in Beijing
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since 2006. Up to now we have helped ten design firms with a total of four million yuan renminbi. Here
are some of the successful cases.

Another activity is design exchange and international cooperation. Design exchange has been one of

the most important activities of the BIDC because we believe that exchange in design and the

cooperation wild/l greatly benefit both of wus. Il 6m sor
different ways we cooperate. They include design firms, government organisations and universities all

around the world. We should mention government support in China. President Hu Jintao said that

China should build as an innovative country, it is one of the developing aims of China and we think

design should play a very important role in doing this and we are happy to see that design is being

paid more and more attention nowadays.

From this picture we shall find that there are some very active design areas around China. That is the
Gold River delta and the Yangtze River delta and at the top is the Beijing area. The Beijing Municipal
Government has decided to make more effort to push forward the development of cultural and creative
industries in Beijing. A new cultural and creative industry promoting policy was carried out in 2006 and
half a billion Yuan will be used to support related projects annually.

Letds see into the future, what comes next? I n BIDC
we are facing more and more challenges, so we are strengthening our research work. In the BIDC we

now have a research department and their job is to research into the industry and policy of different

countries to give recommendations to our government on making a proper design policy for industry.

The other work is cooperation. We should cooperate with international design communities to firstly

promote design in China and what we hope for is a sustainable development in China. Thanks.

GC: So it seems like a similar picture to what we were hearing from Charlotte in relation to trying to be
innovation led on the basis of policy, but realising that design has got a strong part to play in that and it
sounds like the Beijing Industrial Design Center is driving to get that higher on the agenda as well as
creating awareness in the regional population and businesses. Has anyone here been on the
cooperation programme with BIDC? Could you give us an example of one of the exchange
programmes?

HP: Yes, we have done a lot of cooperation programmes with different design organisations and
companies all over the world and | could say some examples. In the presentation | mentioned that in
the design of the dental unit we invited international designers to come to Beijing and join design
teams or give some advice to the industries and we also did some design training. We invited
international designers to give courses in Beijing and we can also arrange any kind of cooperation
programme if there is a need.

Deirdre Johnston: My name i s Deirdre, Il 6m over from Ilreland forr
impressed by your presentation, by the amount of money you invest in your initiative, the range of
companies. Youbve got 52 companies in your design cet

and services they have and if they are selling mostly into the Chinese market or exporting
internationally?

HP: Among the 52 companies in the Incubator, some of them grow very fast. For example, one of the
design companies called ARKK(?) design, in the beginning had only seven designers and now they
have over 40. Now they have become the design partners of Nokia and Samsung and have worked on
some large projects for example the design of the Beijing Subway automatic ticket system and some
projects for the Olympic games.

DJ: Thank you,
practices, i
and that isn
(translated into Chinese)

youdre al soodei mgreomeekitngnel ¥eudresi n\
vesting in creative people and | d&dm assul
t

n
0 something we do in Ireland, we dondt 1

HP: For the design promotion programmes Beijing Municipal City has a department for design
promotion programmes, next year it will be a total amount of 15 million rinminbi. 10 rinminbi is about 1
euro so 15 million and we plan to support 30 enterprises and projects by a choosing and evaluating
system.
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Jan Stavik: | have a couple of questions, let me ask them one at a time. Are you publicly or privately
funded?

HP: We have 50% government (funding) because at the beginning the government invested some
money to run the Center and then after that we should make our own living.

JS: And is your responsibility national or regional?
HP: Regional.
JS: And how many people are in that region? What is the population?

HP/translator: About 15 million total, but there will be around 4 million outsiders, people from other
provinces. Not illegal!

JS: What is your total budget?

HP: | think that there are different programmes. 50 million Yuan is for design promotion programmes,
we also have some budget for funds for SMEs and also we can apply another project from the local
government.

JS: So how much is that in total?

HP: Maybe about 30 million euros(?) And for the establishment of the DRC Industrial Design Base we
spent about 20 million rinminbi in 2005.

Jean Scheneider: At the end of your presentation you mentioned support for the cultural and creative
industries from the Beijing area, is this programme going to be driven by your organisation or are you
one part of the global support that you mentioned?

HP: The DRC helps to organise the implementation of the programme.

Jean Schneider: So you are going to drive it?

HP: Yes.

Jean Schneider: If | may ask a second question, how are you going to integrate the cultural
dimension in the projects you are running at the moment?

HP: The fund for promoting the creative industries in Beijing city. Cultural and creative industries
include eight aspects according to the Beijing government. One of those is design and we mainly work
on that sector.

Gisele Raulik Murphy: Your organisation is regional. Are there other design centres in China?

HP/translator: We have a China Industrial Design Association but the BIDC mostly works for Beijing.
I n each major city now thereds a design centre or

GRM: Are they government associations or design professional associations?
HP: Design professional.

GC: Thank you very much.

5 Q&A session
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GC:Webve got about 25 minutes before lunch so 16l as|
anyother questions. 108611 start off and ask Jan about the
presentation was about businesses, what kind of relationship have you got with design organisations?

How do they see the centre? Positive or any kind of threat?

JS:Thatdéds a good question because when we started incr
combination of misunderstanding and suspicion as to whether we were out on government money

taking jobs from them (designers). We took quite a lot of time to clear that one up and the essence of

our answer to this is that weob6re not doing the desi gt
So we were a little surprised that some of them came after us and were a little aggressive about it,

because we actually thought in our maybe naive thinking that they should put up statues of us around

the city, because every time we convinced a company to start a design process there was a job for a

designer. So our job is mainly to go-between and do this selling job. For those of you have been in the

activity of convincing a company that may not be very design-inclined or experienced or whatever

reasons they have for not working professionally wit!/|
company daonets ntéat prnay f or t hose hours, so we feel webdr e
designers on their behalf. Also, as we said, if in one year we worked with 50 companies that created

50 design jobs that otherwise would not have come on the market. And second,aswe say, wedr e
perfectly happy to |l et you guys work with the other
we finally downscaled it to that and so now we are a

out there creating jobs forthem.Of cour se we have cooperation on semin
much more happy cooperation now that webve cleared tl

GC:The reason | asked is because webre funded and ask:¢
and we have to be clear in the message and sometimes the designers think we should be
championing their cause as a small business, so it can get a bit confused sometimes.

Delegate:J ust a short question and itds not intehated t o b
the Norwegian design consultancies are capable of doing exactly the same thing and therefore are

upset, or are you saying that they just dondét wunder st
JS:1 think they coul dnéjobsveefdd because Wweaan Have adod ohreeetindgs t h

with a potenti al design client before theybére actuall
and, as | sai d, I dondédt think any of those rcompanies
hours of settling into the job. We can be talking ab«

there are no commercial actors in these fields of doing this convincing job before you actually get to
the job.

Delegate: Are the SMEs paying you?

JS: Either they or the agencies are giving us a compensation for that time but the selling in is never

paid. Thatdéds free hours that we put in to obtain a d:¢
important, then we get the designersinto dothejob. Sowe 6 r e actually doing a free
them and thatés what we had to make them understand.

Delegate: What worries me a little bit is that even though Madame Arwidi put a focus on a more broad

perspective of design, it seems like design support, not only in Europe but also in China, is very much

focused on manufacturing companies. |l 6ve not heard ol
social innovation or the role of design centres, design support and that kind of design application. So

there might be a huge tension between the way that policy makers on a European level are looking at

using design from a very broad perspective and maybe the design support centres are a bit too
restrictive or too traditi onthatcameuptommei r approach. |t

(inaudible)
HP: For BIDC in the past years we are mainly focused on the manufacturing industry because we
think that industry needs design very badly. But now we are doing design support not only for that

industry but also some service i ndustries, for example webre also doi
i ndustry, the modern service industry and some medi c:
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very new thing and we have little experience in doing that, we also hope to find some cooperation
partners to help promote it.

CA:l1 61 | be very short, if | understood the question c
on manufacturing? No? OK, the other way around.

JS:1 think youbre bringingeimpbetaethsquesti may Bseemhelt
focusing on manufacturing, two main reasons for that. First of all in the Norwegian marketplace and in

the industry, we are in many ways still there. As | said, they can never compete internationally on price,

so we have to make sure that whatever remaining manufacturing we have i and it is decreasing, 80%

of all new jobs in Norway are in the service sector
thefuturei but so far it o6s b e(@rocus enmganufactopng) becausetthe ihdustry u s

needs that little kick. And the other reason is that a lot of our job in this promotional function is to

convince and continue to convince politicians, bureaucrats and others who are the ones that call the

shots. Somehow it seems to be easier (for them) to understand what design is if you are showing
fascinating i mprovements in physical objects. So itod:
extent gives our presentation a little unfair tilting to one side. In Norway for instance, one of our

consultants is now taking one of the first doctorates in interaction design, which of course is very much

geared towards service and we have some very interesting plans with the national research council to

start introducing design process into the health service and all sectors of public services where there

is enormous potential. Perhaps the Design Council in the UK was one of the first to focus on that kind

of cooperation with the national health service. And our new minister of trade and industry who so

generously poured money on my desk, she used to be the health minister, so she was obviously very

excited about the thoughts we put on the table. Webdr
year re-writing our strategic plan and there will obviously be a much heavier emphasis on the

expanded design definition, including design-for-all, which we worked for many years on and also the

possibility of using design thinking and processes for two of the most challenging things we have on

our plate globally i environment and energy.

Delegate: | have one short question to Charlotte. Is the Commission aware that they themselves
should use design more, in a more efficient and strategic way as well?

CA: No comment! Wellno,I woul dnét say so. I think the | evel of
design is a bit too | ow and itds al ways easier to chi
may come, that may be my next mission.

Delegate: 1 6d | i ke t o toothdthreaditieat has been prapbsed edrlier. Dondét you have
the i mpression that one of the problems wedre facing
in a way, because there arendt very many pse®gr ammes t

given to students are mostly about designing products in the field of industrial design, so is there an
opportunity for design promotion centres or design support activities to also spearhead the evolution in
educati on, regul ati one, aetdemanWe i ¢ amwét dpmém have the

JS:When we speak to the design schools in my country t
been in advance of the development in these areas. It was only five years ago that the Norwegian
School of Design and Architecture, which is the main body for industrial design in Norway, started their

first Masters programme in interaction and service de¢
been chasing them for it | s advedtleiresoartetty alsh pushoonthee s o f ar
educational side, webve concentrated our efforts on i

burner i the long list of things you also think you should have done i to influence the educational side.
Hopefully with the increase in resources we will also be a discussion partner there, but for our centre

we just havendét had the resources. And itds a little
i ndicate, | dondt know enou dgriesoatheeaddcatioanél side,<dutit uat i on i n
woul dndt surprise me if it was quite similar, they h;
this area and theydll just have to move quickly to c:
GC: When we had the first International workshop four or four and a half years ago that was one of

the last questions that somebody said: what about service design? Since then no really strong or

definitive programme has emerged that we could invite

Transcript October 2008 i Cardiff, Wales, UK 18



two education programmes, Masters degrees, in Northumberland University and in Napier in Glasgow
who are | ooking at service design, but apart from t h;:

Delegate: | t was rel ated with educati omithsdhoolstocharige i t 6s r eal
their education but | think we can do a lot of things (for designers) when they finish education. For

example, in Spain webre putting in place a programme
They are micro-firms, sometimes they are self-employed and they know their job as a designer very
wel | but wuswually they dondt know anything about ent el

to give them a specific course of management for designers. | think this could be a good idea in order
to have very good designers as professionals and as enterprises and in order to put them in contact
with other enterprises and so on.

LM: My question is about the relationship between municipalities and design support centres. We

heard from Beijing for example that the municipality is putting a lot of money behind the work of the

centre but what about the other way round? This relates to the earlier questions perhaps about service

design. One of the areas of work in which there could be a really productive two-way relationship

between a design centre and a municipality is in the field of urban design. So | suppose | have a

gener al qguestion about what is the relationship bet we
urban design profe s si on and, perhaps to ask Charlotte, maybe t
initiative that you mentioned quickly, where you mentioned for example that sustainable construction is

one of the key areas of focus. So is there a way that we could strengthen the relationship between the

kind of services that most people in this conference are concerned with and the urban design

profession?

JS:I'n our Norwegian setting ités our NoskHoremathai es t hat S
cover the design profession in open space areas, but they also carry the whole torch of architecture,

so | know they have a lot of projects about design on behalf of Norwegian municipalities.They also do

a lot of research so they are the experts and yes, there is a lot of cooperation there.

| had one comment to the other question regarding design education because | think that the

programme you have, and | know some other colleagues have to try to teach designers to also

become business people, or at least operate a company. In Norwegian design education they never

teach that and the main reason, no doubt, is that historically design education in most cases came out

of art school s. | 6ve met young graduates with Master
in a company ever in their life which | think is quite scary. The only thing we have done on a concrete

basis regarding education was have a conversation with our ministry a couple of years ago. For

companies to take the decision to work with design, that decision must be anchored as high up in the

hi erarchy as possi bl e, it should be the managing dir
as part of the companyédés strategy. So we did it the ¢
research, a questionnaire. We went to all the business schools in Norway and asked them what the

position of design was in their curriculum, because these boys and girls are coming out to run the

companies, so they are the ones to say that design is important or not. They looked into 632 separate

Master subjects taught at around 10 business schools and two of them contained something

approaching the importance of design. So itdéds not onl
toes and see what the future challenges ar e , but ités also the business and
the future managers of companies because otherwise we have to run around for a hundred years

banging their heads and telling them itdéds i mportant.
within their own education. Wedd | ove to be more invi

the educational systems of the design schools.

CA: A very quick comment on the link between the sustainable construction lead market initiative and
ubande si gn. Yes, | agree thereds a link, 1 &d&m not quite
or all of the | ead market initiatives, are partly in¢
makes this link between sustainable construction and eco-design and urban design.

Ingrid van der Wacht/DesignConnection Eindhoven: What | was wondering was, We
about industry but wedre also talking about wusers, ci
look at design support to also involve users in design processes? | think about co-creation for instance,

I would |Iike to know a I|little bit about how youbre t|

different initiatives involving designers in urban projects together with citizens and people in certain
urban areas to discuss urban space, but also, for instance, the needs of people as they get old or also
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in the care sector and so on. So | would Iike to kno\
to you both, how is it in China, are you also focusing on co-operating with citizens, with users when

you start up projects to raise the awareness of the benefits of design and also involve creativity in

processes of coming to new products, services and so on. | hope this is a clear question!

CA:l1 61 | be very short. When it comes to the nature of
important because it puts the user in the centre. We will not be normative, we will not tell design
support centres what to do or co-creation, that may not be the role of policy making, actually saying

how this involvement should be, so now | &mationot very |
although as you say, I think ités i mpordteleltyt t o i nvol
Commi ssionbés own policy, we may not be design driven
talk about how we do our policy making, but we do try to put the users in the centre, we do try to listen

to what people say out there, stakeholders, etc., and we try to be as transparer
not transparent ités because the whole European machi
putting out smoke. Also, we are trying to consult as much as possible, so we do try to consult on
initiatives and we |isten to what youdre saying.

JS:1 61l try to answer the two main areas you were touc

and urban design is very much taken care of by our sister organisation Norge Forum and | know they

have very much use for orientation and user-inclusion in their projects. For our own organisation, over

these last four or five years that we worked with the government on Design-for-all, it has to be very

userf ocused ot herwi se youdd nimkasalwayséden it dil theseprojeetd t hough

to have also companies involved. So itéds company f oc!
then we take care that in these areas, thatds an absc
inclusionofthe user s. I n terms of other project s-betwbeat wedve
bet ween the design profession and the industry on the

worked quite a bit with the tourist industry, sort of destination design, as somebody liked to call it.
Which again is very fascinating because the user is always up there at the top of the pyramid and

qguite often a | ot of communities with a | ot of small
somewhere betwe en t he Uni ted Nations and an industrial |job.
di dndt have any i mages here, but some of the major sl

re-done and emerged as much better destinations, both for the physical side of it and profile wise.

GC: Just before | go to Huang Ping, could | ask you Ingrid what were you thinking when you asked
t hat question, whatc@aonyour definition of <co

IvdW: What | was thinking, what we try to merge in Eindhoven, we are working with many different
organisations on design and design support. We have Dutch design with the organisation that is
organising Dutch Design Week next week. This is a bottom-up event so it means that there are 180
organisers making up events and exhibition tents in Holland and Dutch Design Week is only
coordinating and promoting it. Then we have Design Connection that works with industry, designers
and technology institutes and then we have the city itself that is also working on projects in the field of
urban design, sometimes together with citizens and designers, also involved. You could imagine that
somehow it could merge or something and we are working now to try and see how we can work
towards a kind of synergy between all these different projects and organisations in order to have the

best effect. ltds very nice to have a Dutch Design W:e
of the benefits of design ités a strange thing, you
ofentre pr eneur s, al though they are stildl in a minority,

awareness and make people aware of the benefits and make them involved. So that was my question
behind it, whether you can merge all these projects.

GC: Getting all the stakeholders and getting them together to address the issues and maybe some of
them will take them forward to actual products and services.

IvVdW: Ri ght , because also when wedre talking about educ:
manage ment training you can imagine | ots of managers t|
you need to create awareness first with all these managers in industry. And there are different

educational trainings, we have now in Eindhoven at a lower level, new craftsmen that also know how

to work with design, so not only the higher level but the level below is important, but it all somehow

comes together, so that was the background.
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GC:Shall we have a question from Jean and then weodll |

Jean Schneider:1 t 6s not really a question, more a comment |
Commi ssion is rather well designed, theredbs space for
institutions that | know of where democracy is permitted. They can consult, | can complain, | also have

the parliaments so therebs a real bal ance of power ar

complicated papers, but | really have a way of tweaking things and | wish | would have the same
power of expression for structures that deal with energy policy. | never had a chance to but my view
into the EDF for example. | think that it shows somehow what democracy is, you have to work for it,
you have to get literate about it, but it is a way of managing complexity, so | think it was fairly well
designed by our political ancestors, | think it was rather carefully planned.

GC:Thankyou very much, we bl | break for T unch and | 61 I
assistant and wedl Itmeandharrylbmc k i n an hour s

The Design Effectiveness Award
Deborah Dawton, Design Business Association DBA

GC: We were keen on having Deborah to come and talk to us about the Design Effectiveness Award

because itds one of the afweaw dort hmaaty bdeo etshned to nlloyo kd easti gtnh
presentation and possibly the function of a design or product, but (it looks) at the business

effectiveness of it and what kind of impact the design has had on the product, service, brand hame or

packaging,etc. Those of you whodéve met Deborah in the past
one of the best advocates for design that | d6ve ever I
Deborah.

Deborah Dawton: Gavi n, you fl atteéhamemelbhndohd®m kRnbwaivly dri nk
take it that it doesndt mean that!

Good afternoon and welcome back, | have to keep you awake for the next 25 minutes so if | see you

nodding off | 6m going to get realbm sbpbpeethattwenépel
For those of you that |1 édve not met before, my name i ¢
Business Association which, as Gavin pointed out, is the trade association for the design industry in

t he UK. I 6 ve boresiyeans,il traimed ashae indDSBiAl designer before that, quite some

years ago, but had the sense not to go into a career in industrial design. | actually married one

(designer)a nd | reckon that i f wedbd both hapowertdlioense it wedd

not something that two of you want to do!

Al | of my work experience has been in the design sect
different organisations, both in the UK and continental Europe, organisations conferences,
competitions, events and so on. So ités a |l ot of that

to the DBA. Before we get started on the Design Effectiveness Awards | thought | would give you a

very brief overview of what the organisation looks like. Importantly the DBA was established in 1986

by the design industry and so this isndt a government
it needed something as a means of support and today | answer a board of 12 directors who are

themselves directors of design businesses and they have been elected into those positions by the

design industry that subscribe to the DBA. We recognise businesses from all different design

industries, industrial designers, service designers, commercial, retail, interiors, graphics, branding, all

of those. The exception is furniture and fashion because they both have their own Councils that

represent them. The organisation is funded through m
itds the complheyadshadi gtoiioms. The fees vary from 01000
the size of the organisation. Today we have ten staff
just short of 400 members and t hat 6dsrsandhilenkthereng t hat |

are two key reasons why. The first is | think that the recipe for the type of support that design
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businesses need has been fine tuned over the | ast 5
the needs of design consultancies up and down the country. We offer them services like training,

advise them on legal issues, we offer them surveys into the industry, looking at charge-out rates, we

give them advice, sometimes on a one-to-one basis. So picking up on some of the issues that were

raised this morning about the issues that design businesses have and struggle with just to run their

busi nesses, |l et alone be creatiiaad t hwasisndbuckomgt bi
thought about before 7 but if you look at all the design support activity that is happening around the

world, | can only say that | hope you never go out of business because (if you do) | think the design

industry will go out of business behind you because you provide a vital link between industry and the

design sector. One of the things that 1 6ve taken awa)
t hat our desi gn i ndu s tralianee sn the suppdrt netdvarks thdt areptheee todag v e r

and could be gone tomorrow, because if we dothatweend up with a design industr
of selling itself and has no confidence in the produc
really, but I feel itds an interesting point.

| think the second reason why membership has doubled has also been to do with positioning and

rai sing awareness of design in industry and what we f

key issue. The small ones need very practical help, the big guys know how to run their business, what
they want is the positioning in business and those are a couple of the areas that we work in.

Now, what about the Design Effectiveness Awards, that
The reason we run them is because they are a key tool for the DBA and we use them to demonstrate
designés role in business and | 6m rather cynical now.

a real purpose | would question why we spend so much time and energy in running them and | think

we have to look at what they deliver back into business. That could be commercial businesses or

design businesses and thatdéds not to say that |1 6édm agai
creative awards because it delivers the confidence that designers need back into their businesses, to

know that what they are doing well is being recognised by other people. The DEA are used by us to

make the case back into business about why they should invest in design and Gavin eluded to

probably the single biggest problem that we have with the awards, certainly in the eyes of designers,

is that theyére not judged on aesthetic, the judges |
Theybre | ooking at the commerci al i mpact of those pr ¢
commissioned the projects.

We run a promotional campaign that changes, I was en\
figurehead, I dondt think crowned Prince Charles wil.l
think of something else, but an interesting idea. So we have our promotional campaign to get the work

in. | just want to highlight some of the challenges that we face in running these awards. The reason a

designer would take part and the reason a commercial organisation would take part are very different

and this award services those two sectors very differently. The important thing | think for the design

industry is that it enables them to communicate confidently about the value that they add to business.

The exercise of just filling out the entry, whether they take part or not, is a very good discipline for

them to be able to talk about their work, because we turn the projects upside down. We ask them to

talk about the benefits to business first and then what they did in order to do that. And what we found

for a | ot of design businesses, if theydve used that
clients. Because theydre talking about return on inve
sitting on the other side of the table is going to sit up and listen to, then they are rather more

successful at positioning themselves for that next piece of work that comes out of the business.

We get 80 case studies a year across the UK design industry so differentiation is a very big issue for

them. | f youdre one of the 30 or 40 design consul tan:«
opportunity to separate yourselves out from the c¢cr owc
within the UK design sector, we have a very long tail on our industry, something like 15,000

consultancies in the UK, but a lot of them employ 2, 3 or 4 people and that is the vast majority of the

i ndustry. So for those businesses that optearnatt,e iattd st h
critical, thatthey findawayi and t hat é6s not to say that the &mall bu:
to lift themselves above the parapet so business can see them. We obviously promote the awards
extensively so ther eobnse PtRo cholveemea gfear Yyoaurhapeecks bei ng

t wo publications from us in there. Youbdbve got the De:
last year. 3000 of those were produced and sent out to business, so we use it as a tool to try and
encour age businesses to take design aboard. |1 6ve put h
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buyers, these arendt just going to people who alread)
place in the UK and abroad. So if anyone wants our work, just let me know. Jan we definitely need to
have a conversation because we have exhibition panels that we happily send anywhere.

| thought it would be good for you to see a quote from a designer who is one of a two-man band,

AWi nni ng the DBAMeBes iAgvarHEf fGactnidvePri x, 06 so they won t
beacon for clients, it gives us status beyond our size, it is the endorsement that proves we strive for

both creative and commercial excellence. It has added renewed confidence to our discussions with

organi sations and is proving critical in helping us &
people and believe it or not, I di dnét ask him to wri
award.

-

I menti oned thaehtitbsyvedyedafé@esi gner entering the
rather different, ités serious business. I'tds a

within their organisation. Very many people within industry struggle to get what they do recognised,

even within their own organisation. l'tds judged by
they are not designers. So if you take Virgin Atl a
evening, aboapesoftheseawards, but for him to be able to say that businesses like Virgin

Atlantic considered his work to be effective is the sort of tool that he needs to be able to promote what

his team does within Virgin Atlantic. It raises the profile of that department within that business and

critically their ability to deliver a return on the investment that that business has made into that team. |

think | have waited 5 years to find a client who told me 3 weeks ago that on winning an award last year,

his is the only department within Land Securities, who are a big land and property owner in the UK,

not to have their marketing budget cut this year where all the other departments have because he was

able to demonstrate the return on investment back into the business. So they gave him money, he

was able to demonstrate he could do more with it than the other departments. So his budget has

increased this year, against the national trend.

Profile. These people get paid more. If you can demonstrate that you deliver more into the business

you work for it is highly likely that they will reward you and a lot of people do use it in that way. Design
Champions in Business is a sort of term | use. Once |
people, thejudges, t he peopl e whodédve won the awards, to go ba
of design in industry. Putting a designer on stage to talk to industrialists about design is about the

worse thing you could do. | t dessiohiekveuld sise inthé WKgThe ea t o Cl
best people to sell design back into business is business people.

This is just a copy of our call for entries. Very quick stats here. We charge a lot of money for people to

enter, we only get 80 entries and if you want to go through the detail of how it works financially, talk to

me afterwards, but it is a completely different business model that underpins this competition by

comparison with all others. Other competitions are very commercial, they go for high volume and low

price, but this wondét work for the DEA because we ha\
downl oaded from our website so feel free to downl oad
categories, the judging processandsoon; so t hereds a | ot of informati on
very detailed view of what we ask the businesses to send us in terms of the case studies.

The point | wanted to make is that it is a joint entry. It is about the design business and the commercial
organisation entering together. There is almost no way a design business will enter this award without
the agreement of the business because of the commercial data needed to make the case. Just getting
that information together could take acompany4t o 6 mont hs, so this is
enter in a week, itbés impossible, we have
with them through the process to get them
together.

to
to

We award bronze, silver and gold medal s, so a
competitions where you have a first prize. Wh 0
80% or over you get-8tlgeor di tawara 80 %vietrtdossi &7 Obt @3z &0 S
have that sort of tiering system now across the scheme. This year we have the awards on the 4

November and we have 8 gold winners and they are fantastic case studies from right across industry.

T h e yadso very good examples of how a very big business can use design and how the smallest
businesses can use design. So theydre great stories f
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ammunition that an SME can use to justify the expenditure on design i and it could be a small amount
of money, £5,000 7 £20,000, then we have case studies that will do that.

The Judges, who are they? We always go for a figurehead to chair the panel and these are just some

of the companies whose design, communication, marketing di rect or s, i n some cases
Chairman or the CEO that gets involved. We have a two-tier system for judging. As you can imagine,
reading this number of papers isnét much fun, so we I

determine if effectiveness is evident. Then the second panel looks at how strong the case is. | just

want to point out to you here that the Welsh do prod:i
it on good authority that there is also wine made in Wales so you might want to try that later, Johann

I 61 | send you a bottle just for you.

So how do they know if theydve got a potential winni:
making an entry and | think there are some key questions that you have to be able to answer before

making an entry and we run a very consultative exerci
industry does it. |1 &m available to the industry as al
they can. From adesignperspect i ve you have to have the clientsdé fu
objectives clear at the outset? Have these been met? Were they exceeded? Is there sufficient data in

existence to seriously evaluate the effect of design and can they isolate the effect of design from other
factors? This can be a big issue if itoés part of a Vi
How do you separate out whatés been the result of dec:
advertising campaign? We lookathowlong t he pr oj ect has been in the pub
running the awards now for 18 years and we know that there are certain sectors where if you launch

anything it will succeed for the first verygoed,s8 mont hs
you cannot, in some areas of design, take just the first 3 months worth of data. What were the market

conditions? If you look at the financial sector at the moment you could say that if someone was to

launch an investment product tomorrowthat was guaranteed up to a certain |
money into it, but thatdéds not because their product i
What was the context for the project? Were there any key challenges?

Probabl y t Imestiftéarestedyndasuwbat tbe judges are looking for and the top one is clearly
the most important: cause and effect. It is this link between what happens on a project and its impact

on business and i f we candt s e eysdtage Clarity of eesultsist get s Kk n
al ways a difficult one, if youbve worked with design
heavily weighted this way because ités the creative,
light on the left brain stuff. | think one of the issues we face is that design businesses struggle to know

what questions to ask their clients when theybre pull

designers in the room that it is absolutely critical that you get under the skin of how the businesses

you work with operate and you start to talk their language, not yours, if you want to be able to be

successful at this. Youéll find it opens up a whol e 1
y o u 6 resign ageraty who can actually hold a good business conversation with clients.

Clearly the scale of effect is important, you could argue that an SME launching one product and

growing their sales by 80% has got to be better than Mars who grew their sales by 2%, so we have to

|l ook at the context in which something happened. So i
number is the best one.

Expl anati on and proof of effect and obviously the cl
many of us use jargon and not all of the judges understand everything about all of the areas that we
operate in.

So | thought | would just quickly highlight some of the areas that let entries down. These are the things

that most people get wrong most of the time.

Great case for design but the designer hasndt been al
we trained them to operate. They can justify their design work but trying to justify the impact of that

design on business is another skill altogether.

The role of design hasndédt been clearly distinguished
actually we think our idea was better. 6 The | PA, my
effectiveness awards i n terstirgisthat @hisyaar) therediretwbgece3s qui t e
of work on their shortlist that are (also) on our shortlist and | thought, how can this be? How can you
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winadesignandan advertising effectiveness award?ereAtnd of co
companies, the advertising companies are on one list, the design companies on the other. But

interestingly in both instances, the creative | ead c:
happening in adverti si ng reseeidginthedK, dlesignsas aseatehictoog el s e  we
is starting to take precedence over advertising as a strategic tool in business. Quite often they are the

brand guardians, theyod6re making those decisions with
| mentioned marketcon di t i ons. Not enough i nformation: they prot
Value sales and volume sales: this is quite a techni

industry of selling bottled water, you can sell more of it by discounting the price, that has nothing to do

with the design of the bottle. So again we look at that as an issue.

Evidence in the entry contradicts itself: believe it or not we do get projects that do that.

Great detail about design solution but very little evidence of design effectiveness.

Wedbre not very good on graphs. | dondt know why we d:¢

working with to provide us with that information but we tend not to, so our criteria for graphs can be

confusing and so on.

Andthensimpl vy, they did
i ke t

0] foll ow the
that they | i t

t guidelines: youdll
nk outside e

n
h h box, on competitd.i
So these are the top things we ask people to look for because this is what judges are looking for. They

have to be aware that not all the judges have a knowledge of the market in which their particular entry

resides. They may not know the brand, i f webre | ooki:
brand fromtheother . They dondét have time to second guess wha:
back to the point | made at the very beginning about the exercise of writing these things and trying to

summarise what might be 6, 8 or 10 months work into a very short paper that has to be understood by

someone within 10 or 15 minutes of reading.

They are experts in business. |l 6ve had judges take c:
the judging session and then they want a note to go back to the design agency or the client that says,
6You donét know your maths.d& They wil/l sit and wor k t

Financial literacy. We have people who work at KPMG sitting on the judging panels and we have

financi al experts and itds al waeathydpse ofdcedtismknow t hat
deliberately go after people who do not think that design adds value to business because | know that

by the end of this judging process | will have converted them.

These are just some examples of some of the things you should be seeing in these projects. It could

be all sorts of things. Theybre societal, nNnot necess:
was up in a school that re-branded itself. 25% reduction in customer complaints was a Council Tax bill

because people understood what was written on the bill and what they should pay, so the Council

di dndt have the complaints on the telephone. Product
huge saving in that industry sector. Print costs down by 26%. Substantial savings on annual rent bills

and that was looking at using space more effectively and bringing more of the business under one roof.

241% in hand hygiene compliance: how do you get people in hospitals to wash their hands more and

that was a campaignthatlook ed at t hat . I guess wedre al/l i nterest
want to pick up the bugs that you get in hospitals these days. Then improving the quality of life on fair-

trade estates and design really can have that impact across business.

The biggest thing | struggle with is getting designers to understand business metrics: return on

investment, what is it and how do you measure it? Looking at creative ways of highlighting the results.

Once youdve explained it tntingitbhck and wiltdbieiyamuehmbrei | | i ant ¢
lively way than their business clients will, so as clients | really think they should be tapping into design

businesses to look at innovative ways of feeding the information back into the audiences that those

businesses themselves have to talk to.

Where possible we ask that research is independent. Big businesses do that automatically, small ones

will struggle, but we | ook for independent verificat.i
you can have a look at.
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I knew that | would have precious I|ittle time
about the awards so apologies, these are some of the things | probably should have said. There is no
money in it. If anyone islookingatd e si gn ef f ectiveness awards to
impossible. Industry focused events are a great opportunity to use case studies in specific industry
sectors. We take examples of financial stories and we play them back into the financial sector, not that
it did much good this year but maybe next year. Developing materials for business school MBA

t

mak e

programmes, webre working with a number of busi

studi es wedve got i n or der irMBAsonbetter design undarstahding, $0
picking up on one of the points Jan made this morning.

al

Government fodder: itds good information, gover

and success stories, so we feed that to them. Takingtheme ssage i nto busines
come to us. I think ités a mistake for us to

S,
as

centres, that industry wil/l come to a design tce

if we can take business and take design to th
successful. So, working with organisations in the UK like the CBI, the Institute of Directors, the

Chambers of Commerce, and we dat 8e take the stories tp theémoandd
drop it into their conference. Trying to get

e

o}
b u

wor k well, certainly in the UK. Webre actually

version of the DEA for the Norwegian market with a view to it being something that could be rolled out
in other European countries. | think that was it.

Designcenter | De Winkel haak, the Antwerp
Klara De Smedt, Design Center De Winkelhaak

GC:Rat her than take questions now, weoll l et you

while for questions. Our next speaker is Klara De Smedt from the Design Center De Winkelhaak in

Ant werp. This wildl be the thiod abomet ODhe seernr

a design business incubation unit. For a long time we thought about this kind of incubation unit and we

o

get

m

ness ¢
and

nment

we

C

sume,
ntre t
busi ne

a
S i

ot

nes:
wor ki

get

&€l ahai

were very negative about the idea, (thinking)t hat it woul dndét be possi bl e
wouldsee it as too competitive between each ot her

woul dnét be there. But sheébdés proven that it i

a region of the <city t hat dohergdresentatibowsingao overheadK| ar a

projector, so if on this side of the room you could bring your chairs and find a space where you can
see the screen.

Klara De Smedt: | hope everybody hears me, is it working? So, | have 20 minutes to tell you a story
about hard work, many opportunities, no money, evolution, urbanism, human drama, prostitution,
drugs, economic reality and of course, the goal of today, what design has to do with it. | realised that
my smooth PowerPoint presentation would convert your afternoon nap and | have given and seen so
many Power Point presentations that | d o Afashiondd i
overhead projector.

So, once upon a time there was a small country called Belgium with several villages calling
themselves cities and all had good conditions and one of them was Antwerp. Antwerp was already
well known for fashion and for diamonds and not yet for design. And in Antwerp of course, like most
cities, there was a central station right in the middle of the city and as seen also more often, that
central station was also a district with a bad reputation and several problems. For example you had a
serious problem with drugs in that area, prostitution, marginal population, illegal businesses, night
shops and a red district with a very aggressive attitude. So in fact you are looking at the dirt spot of
Antwerp.

On a shiny day somebody decided that the central station would become a high-speed train station
and one of the main junctions in Europe, so very soon it would attract thousands of visitors,
entrepreneurs, international travellers, which would result in new infrastructure, office buildings and a
lot of opportunities for the area. So the City of Antwerp made a strategic plan with several impulses to
regenerate the whole and to make it again a good place for working and living.
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Noah(?), the company | was going to work for, was asked to think about one of those cancers, more
specifically the red light area with the very aggressive attitude. There were pimps on both corners of

the street. So |I signed my contract and found out
So the question at that time was what would be self-supporting and give an impulse? What would

attract new people willing to work and live in the area? What would give an image to make the

neighbourhood attractive again? And just to be clear, at that time the City of Antwerp did not believe in

the value of design and they were searching for the best place to start and give it opportunities. It was

the other way around, we had this dirt spot and what might be the solution for it. So we had to clean it

up.

What made us choose for a design centre? First of all, the natural phenomenon that creative people

feel like a fish in these kinds of area s . Probl em areas, because itds a
because itdéds an intense way of living, and we had
at that time 7 1998 i it was already visible that there was a slight movement of creative people and
collectives into this area. So this was our first argument for a design centre, because creative people

felt good in the area. Secondly, creative people do not work from 9 to 5, they want to live close to their

work place and it was an advantage to us to attract the people who wanted to work and live in the

same area and so develop a healthy mix in the population faster. Thirdly, we chose for design since

we believe it is a sector with a strong economical relevance but still needing support in our area. Our

design entrepreneurs are mostly small enterprises, one-person companies, and the step to become a

larger studio, to grow and recruit people, seems to be a very difficult one.

However, if you scan the countries with a well known design reputation like Italy and the Netherlands,

you will find that the larger design studios do exist and, more importantly, those large companies are

investing in contacts, export and promotion and so on, that might result in a better structure and

success for the sector. Though of course for these smallone-per son compani es, itods
anything about promotion or PR, they run from one client to another with no time to lose. We believed

that if there would be a concept that would support these companies, coach, stimulate them, help

them in their growing pains so they would more easily expand, it would in the long term result in a

more organised and well known sector with greater economic relevance.

So as a result we founded Design Center DeWinkelhaak in Antwerp. A brand new building on the
worst location in Antwerp. The building is financed by Europe, the Flemish Government and the City of
Antwerp but we had not money for operating, so we asked several private companies to invest in this
new company, to guarantee our services and promotion until we broke even from our own activities.
We wanted to be independent, self-supporting and politically on our own. Starting with the first ideas in
October 1998, we opened a new building in September 2002. At that time, the book The Rise of the
Creative Class by Richard Florida was very popular so although we may not be in the right place, it
sure was the right time to start.

n
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So the Design Center has two functions. httwibhsa a publ i «

gallery, a new design shop and a new brasserie. The main goal of the public part is promotion, a
platform for design and designers on the one hand and attracting a new public into the neighbourhood
on the other hand. So, stimulating business and also redeveloping a bad area. The public part is
downstairs and upstairs, the three levels, is a business centre, separate and secure. A specialist
business centre for very small enterprises in the creative sector. So we have architects, web designers,
graphic designers, product designers, game developers, flmmakers, copywriters. We focus on these
one-person companies, mostly they have a base of experience and are very much in need and have
the ambition for more professionalism and expansion.

Part of the business centre, but open for all on appointment, is the materials library. A permanent up-

todat e coll ection of about 1000 of the most i nnovatiyv

in Barcelona, Paris and soon in Prague and Jerusalem. We run it in partnership with the University of
Luverne and the Flanders Federation for Furniture and Textiles. To visit this library costs £20 an hour.

In a survey about our added value, this is the ranking that designers in our building gave. The most
important thing we offer is colleagues and the network. Working alone in your kitchen or under the roof
means also isolation and a lack of interaction. Building a network and having inspiration around them
is the most important added value that we offer. Stimulating cooperation between designers is our
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main issue. During their stay with us designers usually evolve from too cheap rates to moderate rates

and more complex or specialised projects. It 6s

services or have more capacity than usually a one-person company can offer. So the best thing that
can happen is that they find complimentary colleagues in the building with more services and more

very i

capacity and almost everybody is working together with somebody inthebuil di ng on a proj ect.
what we see happening. I n the 6 years wedbve been opet

individuals starting with us as a one-person company and leaving us after a few years as a new solid
venture with one or more colleagues they got to know in the building. The second factor that is most
appreciated in our building are the services we offer. We save them time and money. We clean for
them, make coffee for their meetings, take the phone when they are in a meeting or out, queue in the
post office, call for express delivery, entertain the clients while they are in the traffic jam. The idea is
that if we can save them 10 hours a month and if they can do their core business and send an invoice
to a client f or nhdurwbudibe rsce, thenralkeady the7cOst chthe design centre is
paid for. Our price is an all-inclusive price. Electricity, heating, water, furniture, internet, telephone,
maintenance, all infrastructure and all the communal services | mentioned are included. It simplifies
the business plan of a designer in a very drastic way. At the end of the month they know exactly what
the overhead i s. So itbés time and an overview
life of a young creative.

The third thing we offer is the coaching and our role as a sounding board. Designers in our building
must have the attitude that when they are stuck with something, they can ask advice from a colleague
but also come to us. So contracts, insurance, accountancy, introductions, network, subsidies,
promoti on, prospection, finding professional s.

that we

Name i

before. Sometimes they do have this attitude and come

somebody is looking really stressed and unhappy, | usually drop by with some coffee and it takes me
5 minutes to find out what the problem is. So our coaching is very informal, not restricted to time and
working hours. We are an entrepreneur with them and we all have the same problems and have to
make the same decisions.

Last and not least of course we offer infrastructure. Their offices are fully furnished, we have the copy
machine, the projector, the camera, the overhead projector that nobody uses, switchboard, photo
studio, kitchen equipment. The idea is that they can postpone their investments as we have it all and
they can slowly invest in the things they need.

So Design Center DeWinkelhaak is an incubator, | have a nice movie of it also so you can see
something of the building. You cannot stay with us until you are 65 and have to see it as a temporary
stay, leaving us hopefully within 3, 4 or 5 years as a stable, solid and respected enterprise. If they
leave us or if we see that they are ready to leave us, we support them in finding a new place as close

as possible to the design centre since itbés important
us. I f they buy property in the area itds a major suf

This year we launched the materials library and took over again the gallery programming, opened a
design shop in May, the brasserie in April and all are going well. Not easy, not splendid, but they are
going well. The business centre is doing excellently with 100% permanent occupation. We do it with a
splendid staff of four fine people, dedicated and capable and we finally accomplished the concept we
had in mind ten years ago.

Our shareholders know they will never become rich with it but they are already happy that we survived,
which was, in that area and without any structural subsidies, an experiment after all.

So | just have some numbers to end. We opened September 2002. Investment in the building was

worth 03 million and investment by private OB,nvestors

so we had to build in two phases because the buildings that was standing there before was in very

bad condition and were owned by pimps or ex-pimps and not everybody was interested in cooperating
with us. So the second phase took much more time to realise. In the building we have 18 offices for
designers since 2002 and the exhibition room and this year we finished also the brasserie, shop and
l' i brary. Renting an office costs 0700 all incl
companies so they share offices. We have 76 people in the building, 30% are women which is a bit
little | think and the average age in the building is 35. We are breaking even since 2004. Since the
beginning we have had 62 companies and the amount of enterprises that left us because they became
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too big or bought something in the immediate neighbourhood is 80%. No company has closed down.
The amount of new design enterprises in the immediate area are counted as 17 at the moment, these
are ones that havedesighcentre. We knowwe still ftabve a tehy long way to go,
the neighbourhood still suffers from a very bad reputation, but as designers we believe in our concept
and are very ambitious and enthusiastic to grow and we hope you all come to visit us.

GC:Thank you Klara, wedll take questions in half an hi

Strategy Through Training: Design Shannon Skillnet

8 Deirdre Johnston, Design Shannon

GC:Wedl | move onto our | ast speaker for the afternoon
Design Shannon. | think in the late 1990s the region had a review about innovation policy and how

i nnovation could be realised in the area and your sol

be bringing together quite a few different stakeholders from the design sector, industry, business
support and education and trying to make something happen.

Deirdre Johnston: Good afternoon everyone, | &m Deirdre Johnstc
want to thank Design Wales, Alan and Gisele and Gavin for inviingme her e today. Il 6m t he
speaker and Klara, youbre a very hard act to foll ow!
Power Poi nt , but you dondét have to actwually |l ook at it
Design Shannon, wedre ausmaf | uspiem ad i o n efor-pnglitea m v 6 sSWé @r ¢
organi sation and | suppose webre a regional response
about is small to medium sized enterprises, the companies that demand our services and work with us.

We d gnoniote design in the national design council sense at all, we really promote design thinking

to companies that we work with.

So, we were set up in 2002 and thatés our Ilittle regi
sectors and companies that we work with, ranging from electronics to tourism, business services to

technol ogy. We have in excess of 450,000 people in ol

and we like to think that we know a lot of the companies in the region at this stageand we dr e very
proud of the fact that we work intensively with them.

When we started back in 2002, we were born out of a regional innovation strategy and we were
looking at a region that was competing in terms of price, had all those issues. We were faced with a
very glaring statistic, that only 18% of the companies in our area were actively using design and that
was quite shocking. Why was that happening? And we could see that there was a huge amount of
barriers for our companies in actually accessing or developing any kind of design-related strategy. For
a start, a lot of the companies are small, as they are across Europe, lack of time, little resources, too

few experts able to input into the business model , i1
higher education institutes, our wuniversities, there w
expertise of the university in the area. Also there was a very narrow use of consciousness about what

design could do and design thinking and very little te a mwo r k . So ités not so |l ong a

the issues that | was faced with and then how do you create an organisation that will address some of

those issues with a pretty limited budget and number of staff. But on we went and Design Shannon

wasborn and it really just wanted to help companies gro
predetermined route, we just really wanted to get talking to companies and to start breaking down that

statistic.

Our message was: how do promote the value of design as the key differentiator in an area where that
message had not impacted in any great way? We did this through five of these type of initiatives, and

thereds nothing unique in what we did in a sense. We
workshops, publications, seminars, events. Mentoring and consultancy was very, very popular and the
companies did demand that, but all that work was sayi
intervene, we can provide a little bit of information, we can audit a company and put them in touch with
the design practice who can solve problems, but what
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thinking skill. The SME, the owner-manager and the team, the thinking skill, the ability to really think in
terms of design and the ability that the company would have to effect their bottom line by using design

in a more holistic way. So we started researching ag:
money, but we needed to shout very loudly, we needed some quick wins and some good planning and
Il just want to mention a company. Theyo6re -a smal/l colt

branded a series of products that they had and reported a 30% sales increase within 3 months. That
message was important for them and us to communicate that.

We then worked with a larger companyit her eés more than one obviously, b
highlight this one 1 in the carbonated drinks market. We worked by linking and highlighting the need

for designers to impact into their product portfolio and they worked on bottle design and branding and

they developed this pure fruits range of carbonated drinks. And at a time in 2005 when the carbonated

drinks market was in decline in our region, the sales of Pure Fruits were really growing. So in 2004

having sold 21,000 litres of the drink, within 4 months of 2005 they had exceeded that growth and that

was a very important statistic for us to take and shake and talk to people about. So Pure Fruits went

on to be sold and the entire companywas bought wup by a PLC and ités becal
range of product that the company offered that they were attracted to buying and taking them over.

They were taken over but without losing one job in the area, so we were very proud of that as well,

that we had somehow helped create something larger in an area where that company had been small.

So at that time we had worked over those two years wi
but in terms of the intensity of our work it was quite huge. What we were seeing is that still design
management as a key business strategy wasnodt becomi ng
encouraging the fusion of design into the key business functions, but were we really exceeding that? |

dondt tweirrrk W¥e were very aware that we hadndt broken
upskill a workforce, the need for the owner manager to really start thinking more strategically, to really

start using design. We hadndt weatbacktodueSMEssasddo st r ong et
developing our surveys and research around training and what was born out of that was the need to

access expert training and again the challenge was: (
price, wedve imgensoftour abiity tm mreta, our ability to think more uniquely and to
l ook at our markets more uniquely in a sense. And ag:

innovative, we want the companies that are being innovative to talk tothecomp ani es t hat ar endt
was a slow process. But what came out, what we knew we were bearing fruit from, we were saying: if

youbre going to bectotme ardeasi gatimamaguedcandt |ie, it
and the creation of ideaswithi n a company. One of the key stumbling I
companies is how to tap that innate creativity that we know is the vital spark within so many of the

organisations and companies we work with. Itis a skill, yesitcan belearntandt aught and i 0s
definitely there, but it takes assistance someti mes
about 6if 1 6d asked people what they wanted all they:i
very much how we felt at thetime.We 6 r e bei ng predictabl e, we want our
predictable, to be innovative, so |l etébés start doing
the research and surveys we carried out were all saying the same thing: we need innovation training,

change training, research on how to, new product and service development topics. We need brand

communications and we really need to know how to customer-face our products and services into a

mar ket pl ace thatodés rapidly changing.

t
i

So what Design Shannon did, it applied for funding, was successful and its training arm became

Design Shannon Skillnet. We have a training programme that lasts two years whereby we invite SMEs

to train with us every 3 to 4 weeks on a different design management relatedtopic . They pay us 03
which entitles them to two seats at our training table and we work with them intensively over that

period of time, encouraging them to bring their proj
government depart mentd thatrwd havedhbse tunds. & ouy firg tiveeyaasseve

had a budget of 0150, 000 and now we have a budget of
webre delighted with that. Therebés a handout in your
anda | ittle bit about i-ap tHhibskiregl| diyd|iutsbs abhotutr ¢ ok ente
the room here has that thinking or exposure to that
our region it was still very new thinking.

S he benefits we feel and
t 0s t h

that we talk to our comp:
an attraction and re

o t
hat e 6s mentoring projects
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of networking and owner managers solvet hei r own probl ems and itds fantas

room and itods-cduwiskde dnemyt owsr.l| Wedve worked with many,
we know within 5 seconds of meeting a traimwveaon whet het
the day, so wedre quite frugal in that sense. Our met

important that the people we work with can grapple with a whole range of issues that many sectors will
have, because the companies that work with us come together from so many different sectors and

|l evel s of capability, that the training webre offeri:
webre going to really break that down and change the
the sector wedre dealing with.

We offer a highly interactive | earning environment, ¢
camaraderie, a | ot of slagging going on, a | ot of ful
offer follow-on supportt o t he companies wedre working with. Qur t

towards certification and while the owner manager might not necessarily like another diploma under

his or her belt, the staff member who might accompany them does. In the first two years, many of our

companies, the owner manager attended, but we found that a lot of members have taken up

member ship for a further two years and theydre sendi.l

These are some of the topics, tgodhmoughthemeatall Aelsay,i n f r ont
itds 5 modules about 21 topics, delivered over two VY«
company, rather than lots of companies.

This company are called Serosep, idkiséoyhdspitelsaad | eadi ng di
laboratories in Ireland and the UK. They have 500 products in their portfolio, 30 of which are their own

products. | just want to mention the BioEnteric product. As | said at the start, we always encourage our

companies to bring a project to the table so that we can really deal with it and the issues it would face

going into market. They brought a fecal pat hogen det ¢
with gastroenteritis, tummy bugs and things like that, this company have developed a rapid test that
theybve sold into hospitals, that gives a result witdl

take 3 days to compile and complete within a hospital. | asked the owner manager to do some slides
for me to bring here to say what the programme did and he said that basically over the two years the
programme helped them with the IP, product design, branding, graphic design, these are his words,
marketing brochures and packaging. And the bioenteric product now accounts for 10% of his sales

and remember he has a broad portfolio of products so
manager says that the company has moved up the value
upskilled his manag e nirem distributoa tm own-prbdecy anusactyyiogntieeir
sales have increased by 30%, export sales have jumped and cashflow has doubled. Now, | rang him
up and said, 6Come on, are you lying? This sounds i n¢
sof ond of us?0 ANod, he said, Ahow could you doubt me

transformed the way his company has worked, so | said | would share the statistics. He has 5 people
on the course at the moment and had 3 people in the previoustwo year s so hebs very mu

hebs a great chgmpi 6WheHe al se san you get that <calil
and hebs quite right. Thatés him there and thatds oul
and didndédt come back so we have a new one teow. Basi c:
design = better businessé and they hit the | ocal and

telling people about the programme and we did start shouting.

This is another company that developed a chip and pin system for paying for your petrol at a garage
forecourt and-PaylPrapdtherwer adrylsieabssful, it just took off in the region.
Askmoby.com and a company called Now Casting(?) who use the programme to develop their marine

weat her forecasting serwiobéel ehahdsesel andedft gouwdre i n:
and want to know the weather you just use the service¢
programme.

Herebs our members and they vary and weodwthingumot an awf
region and joining this programme. Webve al so got de:
business but to improve their own business model through the programme. We currently have 24

members and that is increasing all the time and, as | say, we operate in two locations in our region

over two days a month. Our member companies say they come out buzzing with ideas, that it focuses

their mind, gives them time out to think. They do ha\
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eventsand activities, it helps the mind think o6innovati

wedre always | ooking for new players so Welsh compani
wel come to come over to | rel anthmakethoselidks.ldofeeltihed over h
Design Shannon is responsive and results focused. Our mood is confident and responsive. The SME

mood, thatdés a different mood, a recession does mean
now that they need us more than ever, of course we say that. Design can still, despite all this, be

tacked onto a product for brand portfolio and | thinl

looking at it again because business model innovation is the way forwardandwe 6 ve devel oped a
whole new seminar around that. We should be more customer-facing and so many companies come

to us with their core capability or skill Tike, Al m:
customer want?0 Just avpymarouna {f We cantstarowgtrsthetcustemepancdh e r

work backwards to capability then | think that the products and services going into the Irish and other

mar kets are going to sell better, itds a veadsy si mpl e
and encourage our companies to think far more about the customer and end-user than they have in

the past.

ltés a sl ow process because of the recession at the 1
on price, no matter how much we promote design, we have to be realistic. But if we can add value in
some way to the current portfolio of products and services then that is innovation as well and we do

very much say, AThis is your core product, Isetds see
around your core product. o So this is our | atest busi
company on and wedre going to integrate this into our
management, design thinking type programme, trainingandc er t i fi cati on, wedre chang
the time.

I do say that we donét forecast, predescribe or say |
Maybe wedre a little bit guerrilla tactilecegyexast t he wa)

about one thing, and that thing is our relationships with our companies. They drive what we do and |
believe having those strong relations will, in the future, keep us on the road basically. So, thank you
for listening, |1 do want to finish up if we have time Gavin? When | meet a company, when | go in the

door , I use something, a little video, ités from the
wonder f ul little thing, |l 6m sure | ots of gpou know it
company to think a little bit differently or look a little bit outside the box, | play this and we have a chat

about it. So I dm just going to share it with you and

and thank you Norway for giving us this.
(Plays Medieval Helpdesk http://www.youtube.com/watch?v=pQHX-SjgQvQ)

9 Q&A session

GC:Webdbve got half an hour for questions, can we ask D
sit down?

Il 611 just make an annosnomeménthg Sheaiedbttabt et heh me:
everyone is involved in. Thereds a meeting for the pi
and therebs also a meeting for the ADMI RE progr amme,
havegnobtt to run away until webve actually finished. So

from this afternoon?

Sally Brazier:l ém part of ADMI RE and also ? of my own compan
about the Design Effectiveness Awardsyousai d t hat you didnét [ ook at the d
most important thing is the business effects. Having looked at this in the DME awards we had the

debate as wel |l and it applies also to, in tht ms of hi

designers say that something is not a very good design but it really worked for the businesses. Do you
think you can award someone a DE Award and it not be the very best design?

DD: Yes | do. | think quite often designers are critical of other designers work without being
appreciative of the context in which the work was done. So, if | think of a controversy that we sparked
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two years ago, some beer packaging won the Grand Prix in the DE Awards and the design industry
was very scathing of the design. There was no doubt it had done a huge amount for the brewery that

| aunched the product. I think the issue there was t heée
Fosters beer drinkers. | think there is sometimes a myopic view in the design industry that if you see

somet hing it has to be something you I|i ke, but a | ot
think sometimes, to be openly critical of things whert

for which it was doeneywhodid thewoik tire daverly veell positioned agegcy in
the UK and | did try to explain to other members of the DBA who were very upset about this, that they

donét keep shit designers in the cupboard gaassd pul |t |
work on the beautiful stuff that comes out of a desi
|l i ke and quite often itdés the business context that |
GC: | had a question which | wrote down earlier. Deborah, you mention 15,000 design businesses in

the UK and wedre aware that if Welsh design business:eé
are going to come across the bridge, at | east from EI

more business aware and offer something more than just value for money. Some kind of expertise.

What do you think is the difference between the businesses involved in the DBA and the DEA and the

other 14,6007 Last week we had the launch of the Cardiff Design Festival in the building across the

water and it was a good networking opportunity to talk to design businesses and | was talking to a

young website design practice Therebés two of them, t1I
i ke, but teggndonbe tbobk&nb theybdbve got at the moment
down, so itdéds getting them somehow to take a step b
that step back?

a8}

DD:Youbve got me on a subject thaet tLtocwhlydthalhkdbabt d:
far forward is that the nature of design businesses in the UK is that they cannot accurately cashflow

forecast more than 3 months in advance. So as an industry sector these businesses operate in a way

that is almost alien to other industry sectors. If | was to say to your average businessman that he could

be running a design business that cannot cashflow forecast for more than 3 months, he would not be

going into that sector of wor k, ycatefulwa totelldedigeersf ar t oo
too much about the area they work in, for fear theyo:
I think the biggest issue, the differentiation, woul ¢

businesses, but they have an ambition to succeed, they have an ambition to do the best work they

have ever done and the best design businesses, | think we have to make sure that we never alter this,

have got a creative genius at their heart and then they bolt on all of the business capabilities. My view

is that you could run a mediocre design firm with very good business bolt-ons, but actually the really

successful businesses have got a creative genius at the heart of them. | think one of the issues that

design businesses are facing at the moment, if you look at the creative mind and try and labour onto

that all of the issues that are to do with the left brain stuff, | think you would actually see them shut

down, they would start to lose the will to live and | think attimes| i ke t hi s, itdéds absolute

design businesses protect their creative talent from

brainers in the business i those could be the account or managing directors i really have to take the

front line in protecting their creative talent. As soon as the quality of the creative is diminished within a

design business then it starts to |l ose its ability t
answers the question.tilont hainndk itthdesr enbost anne caensbsar i | 'y t o
ambition to do better and better work.

GC:ltbés not just bolting on the business skills but a
creative abilities and maakti nagn ds uwhea tw hnoe stshaegyebsr et hteayrogr eet
Building on that, for Klara, how do you select and brief the people that want to come into your

incubation centre.

KDS: By an intake conversation we have them. There are criteria, they have to be freelancing, in the

disciplines that we support i graphics, product, architecture, web design i they have to see it as a

temporary infrastructure. They have to show ambition and they need an open mentality because they

are with a lot of people in a small, crowded building. So if they say, for example, as a graphic designer,

AOh itds very nice, but | doné6ét want to have my of fi
my c¢clients will see it and ask there for amthisof fer as
building. By talking about this they usually feel whether they will fit or not. The only time we really

refuse is because they are not designers, they are more marketing or engineering oriented.
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GC: So they have to arrive with a longer term vision?

KDS: They have to show passion for the profession because they often enter without anything: no
business plan, few clients, Ilittle experience, but a

DD:I't 6s really interestbong bedausard wWové whadt ybudwan!
in the businesses that need it and have a passion for it and | think we do exactly the same thing.

There are businesses that will always be openly critical of all of the organisations that are out there

and the programmes they operate, but actually for those that you can help, you can see them

changing al most by the day and | think thatds what gi
doing what we do.

GC:Il't probably doesnotprofiegdble ageneiesy3 omdavimners of thg DEA here
would make a real difference to putting us on the map.

DD: | have to say that | dondt think DEA are necessari.l
with confidence. | think the design industry the world over lacks the confidence it needs to take the

lead. If they were to stop and look at the impact they have on business and knew what the right

guestions are, there is nothing more encouraging than seeing a business finally understand what it is

they are doing for their clients, theydédre al most una\

magic, sprinkle the magic dust on these businesses al
straight onto the nextapedjacotunmndd adblkgdhbbhendgtesti or
what the impact is, because quite often that wondt b
doesnét get paid to be around 9 months | ater to ask

now that for those who go back and ask the questions,
develop a confidence in their own work which makes them strive to do better work and actually gets

them better clients. They will get the businesses who are attracted to designers who know how to

deliver.

DJ: You mentioned that you would hate design practices to become grant-aid reliant as such, but if
you were given a small pot of money and you had to invest it in design practices, how would you go
about investing it?

Delegate: Would you refuse the money?

DD: If it was public sector money | would refuse it because | would spend one month doing the project,

the second month justifying it and the third month evaluating it and by then 10 businesses have gone

out of business! I f had some money what would | do-
right from the start that are capable of standing on their own two feet. So to take a function out of a

design business and do it for them is, | think, the wrong thing to do. Equipping the people within the

business to do everything is probably the right answer. | think the biggest issue for most design

businesses is that they find... you know, youbve got
pounds?

DJ: | think so many design practices do the same thing in the same way. They communicate the same

remit by the same solution for their clients and tho:
competitive industry. If you think of just the graphic industry alone, and in smaller markets like Ireland,

sometimes the message is: how do you communicate differently and stand out from the crowd? And |

suppose I 6m a believer that design practiessess and t hat
SMESs need, needs encouragement, investment and support and so the challenge is how do you

support it, not prop it up, how do you help it grow? Because we have designers in our training

programmes.

DD: | think I would probably run a workshop with designers about why they started in business, that

woul d be the first question. Because a | ot of them d
what theydére heading towards and even if you can j usHt
line,that 6s actually quite a | ong way away for them. | t1l

them to make decisions now that will effect their future because the problems normally come out of
their tendency to run into things with wholehearted enthusiasm but actually it can be the wrong thing
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and itdéds just being able to take them out of the busi
a way, itdés a bit |like running the programme you run
sayi ng: what are the skills that they need? Quite ofte
football clubs, you get teams of them that hang arour
from other areas of industry, so their ability to find left-brain people to work with is actually a big

challenge. They recruit people that are like them and that they like and the way that they work is quite

different, so bringing in complimentary skills or helping them to do that is probably one of the things |

would look at. There are two others. There are two people that every designer, when they start in

business, want to employ: a finance director and a new business development director because they

trained as designers and they do not want all their day spent managing money and trying to get clients

through the door. The realityisiand | 6d go around bur stiitmuntibtkey | oons al
get 20 people they cannot afford either of those positions and it is likely that until they get to 40 people

t hey cannot afford both. So ités then saying, if the\j
company, they have to acquire some of the skills and then need to bring in some of that expertise in a

way they can afford. 8ulddadwitamyénenepr obabl y what | w
Delegate: | t 6s very interesting, | think itds quite true t

have when they start their own businesses, they need someone to help them with finances and
business development. | was thinking of De Winkelhaak, the way Klara has explained it, you have staff
functions for designers, maybe you could create such a centre where you also have other people
working, kind of agents that do business development for the designers and maybe also a financial

admini strative agency or something. | dondt know whet
KDS:We have a network of people that we work with, we
buil ding, i f we had they procshb aboloy cWwoowsled n OMe uvoea ki tt olges
but always only introducing them to the designers. Wi

if they have their accountancy and other advisors all in De Winkelhaak, then they will never leave so
they have to get their own network and develop it and keep it when they leave.

LizMills: K1 ar a, it was interesting to hear you say that vy
and I &dm wondering what kind of busi reet@.dorexangpkelin you r e
this country as a freelancer, ités quite difficult t«
Wel sh Assembly Government, ités much easier for me t«
provides me with professional indemnity insurance and all kinds of paperwork which make it difficult

for me as a sole trader, as ités called in the UK, t
enlarge my business. | constantly fight against becoming a limited company and there are a whole set

of other probl ems, if youdbre a single person | imited
Netherlands and Belgium, are there more freelancers with a more sorted-out business model than

here and recently we had thissmallbusi ness act at European | evel and |

influence the way that small design companies are set up.

KDS:1 t 6s no problem to have complex or government <clie
small and have very litttechance except when itdéds a very small proj e
being a one-person company and then find partners and people to work for them. The main problem

you see is that the first people they attract is a copy of themselves and then the conflict starts because

it is two strong people with vision, so they have to look for the people that are complimentary and then

they grow into a new office with the structure that suits the situation, but they usually start as a one

person company andleaveas f our or five together in a better str
way we all hope they go.

DD:My view of public sector work in the UK is, just di
have become so tortuous for businesses that for small businesses, if you look at the time investment

in securing the contracts, the ability to make a profit is seriously diminished and | would say that for

businesses of ten people or less you go for it only if you are seriously planning to make inroads into

that sector.

KDS:I n Bel gium, | dondt think you hatgpamat)ehewhgla of fi ces
structure of the company changes. | think we have large practices in architecture, in design maybe two.

DJ:In I rel ande.i t36 st ot hbe, siatndbs getting | arge.
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LM:Coul d | ask, in other sectors, itds common for cl u:
example, in tendering for a publlc sector contract, it would be possible for a group of companies to

work ina networkandlwondered i f this is encouraged amongst des
more personal and small scale and perhaps theredbdés not
DJ:Not freely. Design practices, apart from ounr progr
region yet. Yet more nationally, in Dublin, there is an Association that supports design practices and

there are Design Effectiveness Awards, but within oul

organisations that have membership of that. So although | have a pool of about 30 design practices in
the Midwest region, very few of them are linked to the more national debate around design practices,

so yes itbés all open for development and opwelbrtunity.
and wedre stildl at that stage, so hopefully by the el
they wondét see themselves as competing but maybe idert

GC:I candét remember the name o tlaunched &fewmontisagobyt her e was
Andrew Davies who is th Mi ni ster for Transport. It 6 :
to tender for public work and heds quite driven behi.
doing to make it happ e n . 611 fii d out more about that for you i

Any more specific questions? No, OK.

10 Closing

GC:Well it seems to have gone really quickly, webdve h;
policy to delivery and all about supporting designers and design associations, etc. As we said at the
start, thereds no single solution to the issues
so webve got to make sense of what webOve seen, t
own nations and regions and hopefully take the opportunity to work at a European community level

and support the initiatives that are happening next year (2009).

L =

X @
o O
—

| guess designers are well placed because they are some of the best people to make sense of chaos

and make something do-able at the end of it and hopefully most of us will be doing that over the next

few years. Therebés | ots of challenges to face but | 61
things happening particularly coming out the EU Commission work.

So | 6l'l thank the speakers today, Charl otte, Jan, Hu
and Lynne as well, these events dondét just happen, i
mentioned earlier as well, this is just the first of a number of events happening today. At 5 over in the

Wal es Mill ennium Centre, therebs the Design Wales anc
Wal es Mill ennium Centre, if you dondt oflovecthere.iltt , i s the
takes about ten minutes slow stroll to get there and
to walk you over there if anyone needs to know how to get there, you can follow him. That particular

event, theroom canonlytakear ound 100 peopl e, if you go to the DMA
badge | think and if youbve already registered to go
wonébét be able to get in because itds been fully book:c¢

The ADMIRE programme meeting is taking place in the main hotel (directions to the meeting room)
and webve got most of the SEE partner s (dieetioneto wedr e al
meeting room).

Thank you very much, 1%l see you | ater on probabl

}5{ \//

INTERREG IVC

DYLUNIO CYMRU Llywodraeth Cynulliad Cymru . INNOVATION & ENVIRONMENT
DESIGN WALES Welsh Assembly Government W FEGIONE OF ELRORE SHARING BOLUTIONS
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Gavin Cawood, Operations Director, Design Wales
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17.20

Eva Denmark (Denmark)

17.35 Jan Engelbrecht, Managing Director

Opening
Gavin Cawood, Operations Director, Design Wales

Gavin Cawood:We b6ve got another event for the designers who
Friday, with Bl airdE Enmst hdt . yoBwtr eali nd ewete® had a bus
weekend and tonight and tomorrow. Over the weekend we hosted, at Design Wales, the Bureau of

European Design Associations board meeting which was relevant to us all because their main agenda

is about raising the profile of design at the policy and European Commission level. After a lot of hard

work, particularly over the last 12 months, this seems to be making some progress. | mention this

because thereds an oppor tfyouiwdnito rdise designsas anissueohthe be i nv ol
agenda at a European policy |l evel. Most European pol i
funding related to it, goes on until about 2013 and then after that something else is going to come

alongandthey 6r e working on that at the moment. So i f you
if you didndét know, is going to be the EU Commi ssi on:¢

each nation thereds goi ng tepntatibeavhoxcanthea céntact gointddr r egi on al
getting involved.

Earlier today we held a workshop particularly for business support organisations like my own, Design

Wal es, with European companies, with about 6l& peopl e.
have about 100 or 120 people in the room today, which is mainly fordesign-l ed busi nesses. Wed
the DME Award ceremony itself after this and tomorr o\

Hotel specifically for businesses who are interested in design, particularly Welsh businesses. Again

webve taken advantage of the fact that webdbve got som
and some of them, plus some design-led Welsh companies, are talking to Welsh businesses and

hoping to inspire them.

Toni ght we thought wedd take real adwvlededmpanes of havi n
from Europe here in Cardiff by running this showcase. Rather than having a series of presentations,
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we thought webéd take a fortmad twaelbert isefd Piedrrteo afnac i
three very short presentations and then a chat show i
for you to interact and engage with the speakers as well, to ask them probing questions about how

they managed design and how that led to success in the companies they work and consult for.

So, l1o6ll hand you over to Sian who will take you thr

Sian Pari Huws: Welcome to what lots of people in Cardiff call the Armadillo, this lovely new building,

the armadillo because of the shell-l i ke roof it has. Il dondt know if you
two lines of poetry written just underneath the roof, one in English and one in Welsh. They were

written by the national poet of Wales when this building was opened, Gwyneth Lewis. In English she

says, O0ln these stones horizons singd, so this eveni:i
management . I n Welesh Gwhe Fays ,Gwydr O Ff wr naplase, Awenoé,

this cultural centre as a furnace, one which inspires and hopefully we will be inspired too this evening

by these three men in grey suits. Theyobére not going
and | think t hi gettoisdustrilil espianage mayltsetlegitimeat® industrial espionage, if

thatés not a contradiction in terms, because we get t
succeeded and you can ask them questions maybe to help your company too.

So | etwist starname that | d&d&m sure youdbre all familiar w
to us about how they use design.

Virgin Atlantic (UK)

Joe Ferry, Head of Design

Joe Ferry is responsible for the overall development and implementation of Virgin
Atlantic's design strategy for products and services and has recently expanded his remit
to include management of the brand team. Alongside leading the new design and

devel opment of the cabin interior saisad or
include managing design for Virgin Atlantic's brand identity, uniforms, clubhouses and
terminal areas around the world and mor e

Service Design strategy. He is a graduate from Brunel University, studying Industrial
Design and the Royal College of Art studying Industrial Design Engineering, a joint
course with Imperial College of Science and Technology, London. He is renowned as a
leader in innovation within the aviation industry, frequently speaking at conferences and
industry events worldwide.

Virgin Atlantic have successfully integrated Design Management to create a real return
on its investments in design. Joe's brief overview illustrates the broad scope of design
projects that, with considered design management, have combined to create a world
renowned customer experience.

Joe Ferry: Hi everyone, my names Joe Ferry, |l dm Head of De:
brief period to take you behind the scenes of Virgin Atlantic and tellyouhowweu s e desi gn, so | e
start with a bit of history. I n spite of people thinl
far away, it was a place called Gatwick where the gentleman in the black cap there, Sir Richard

Branson, started VirginAttant i ¢, heds now our President. Webre a co
with 4.5 million passengers a year to over 30 countri
relatively small compared to our competition, British Airways, who are ten times larger than us and

American Airlines who are even bigger than them. So I

to be trouble.

Anyway, we separate ourselves from the herd of other airlines by really using product and service

differentiation. We use our brand, summarized by the words: caring, honest, value, fun and innovative;

to make sure that we have the design and product di ff
have to report to a board of di rifésaid our mardnteetings| ooks | i |
end up with these shenanigans, but ités | eadership t1l
within our company. Obviously Richard is always at the forefront of innovation. Steve Ridgeway, our
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CEO supports me enormously and funds the team. The other great thing about making design

management work is having a great, DbubbHoyset eam and he
designers, we use a range of external design consultancies around the world, all very talented and

finaly , the great thing for design management to succeef
if it ainodébt broke dono6t try and fix it. Well Richard
That 6s essentially whadge myhd esaatmatdws dthe,y tcrhyaldred chan
my job to inspire that change throughout the company.

That 6s easier said than done when youb6re designing tl
miles an hour. Explaining that you want to create an air of natural glamour in the Upper Class suite

while talking to an engineer that needs to get the ci
that all of the design we do has enormoustibdbrtagtifwyst
about aesthetics. It means that we can develop innovations like our onboard bar. The Upper Class

suite itself had an innovation where the seat flips ¢
youbve been sitti ngWeondofnodrt tjhues twhcod nec efnltirgantte on hard
also concentrate on service. | have a service design team within my team and they work with the

crews who create things like the Freedom Service which allows our Upper Class passengers to have

their meal when they want it.

Again our brand value is honesty, so if youdbre going
My Loungedé, you need a | ounge that | ooks as if itds |
2000sgm, costover£1l mi I i on, compl ete with ski | odge, sky bal
without a Jacuzzi. But again, webve integrated servi
help us with the services and a famous restaurant for the food.

We 6 v e k naonunmber fof ygars now that our main competitor were going to be given a brand new

big shed at the end of Heathrow called Terminal 5. We were actually worried about it for some time, so

much so that we created what we call the Upper Class Wing. This basically gives our passengers the
experience that they wouldnét get in T5 because itéds
decided to compete on speed, so as soon as they get
t heybdbve al r eady hdirbagsare takea anvaye tley hawe,a private security corridor and

we guarantee that they can get from the car to the | ¢
Obviously theydre a bit competitive, ssyafterthat record i
So webre |l ooking at the whole experience, not just ol

(Plays video)

So we like to consider ourselves as always pioneering and every element of design has enormous

amounts of attention to detail from the wings badge that our crewwe ar t hat t heydére very p
the enormous exterior of an aircraft where wedre desi
not just from the UK, we design around the world and every clubhouse we design embraces the

culture of the destination. So hereés our new clubhouse in Norita i
hereéds one in San Francisco, Aytink(?) were the archi
Collaborate. In Boston with Bergmeir and in JFK with Shock. Again, service design is integrated in all

of these, wedll teach a barman how to make the perf e
not just for our passengers but these are images of breakout space in our new space facility called

The Base. S o we dallyeas weh as exsetnallyy lgut aigaintdesign is at the forefront of

everything. Similar to the way car manufacturers invest in some very fast, expensive cars at the front
end and bring the technology back to the production line, we do exactly the same. We invest heavily in
Upper Class but a lot of the learnings, the ergonomics, the materiality that we use is then transposed
into Premium Economy and Economy and again, attention to detail throughout the whole product
offering and experience.

The amazingthing i s t hat webve managed to do all this despif
increase in oil prices, wars and diseases and | think it really is a tribute to the directors of Virgin

Atlantic that at no point did they stop investing in innovation and design. | like to think that the design

team have actually rewarded that trust and wedve man:
several millions of pounds so, for once, instead of
isalwaysgood. Wedve even managed to please the I|ikes of J
our Heathrow Clubhouse said: the gap between Virgin :
know how big it is, itbds that size.
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So whatés the f ut grleod m touits tcheam ,amwebdre all very awa
for the ones who are brave, who will invest in design, is going to be very bright and Virgin Atlantic
definitely intends to do that, so thank you very much.

SPH:Youol | h a vtespeak t@ Joeaandcask questions in a moment, just a couple of things to
pick up on there. Do you change the way you market perhaps, more than the branding or the logo, at
times of crisis: credit crunch now, September 11. Do you change anything?

JF: We are very opportunistic, so for example | was absolutely gutted when T5 went horribly wrong
but British Airways had invested lots of money in some prime sites around London to announce how
brilliantly T5 was and it all went Pete Tong for them, so there was some free space there going very

cheaply and we bought it all and in the same way, I 61
well for other airlines or companies weodll seize the
SPH: At the moment when people are being very careful about how they spend their money, what do

you do differently?

JF: We have been planning for a recession for the last two years, so what we do differently is learn

from what és happened in the past andtasmanycanpdiespt ember
as it did the airline industry. Literally overnight,
we know what it feels Iike how uncomfortable it is
say: if that situationeverhap pens agai n 6II be prepared. So for th
been doing, what we caII, an efficiency and effectivc¢
thereds no point to grow the company Now whehii s st age art
reaches its doom and gloom | ow, is the time to invest
at that time.

SPH: Would you target a different audience, do you just target the people who have got lots of money
now or do you go down the austerity route and say well actually we can do it cheaper than other
people?

JFl'tds a mixture of both because all the parameters a
increased you could look at that as a very negative thing and we did, it was £100 million a year more

than we normally have to pay. But you could also look at it as an opportunity, that for the first time a

business case for a new economy seat, if it saves wei
16 years to have a payback time, now it takes about 5. So we see opportunities and we use the

difficulties to our advantage.

SPH:Wher e are your shares at the moment, whereds your
JFl'tds not up for sale at the moment!

SPH: A man who saw recession coming two years ago, thanks for that Joe Ferry, you can speak to

him a bit | ater but | etds hear now from another mode
in the company of Steve Masterson. Heds a designer bl

KTM Sportmotorcycle (Austria)

Steve Masterson, Partner & COO of Kiska Design

Steve Masterson is Partner & COO of Kiska Design, the Austrian design consultancy
responsible for KTM Sportmotorcycle's design and communication strategy. At Kiska he
is directly responsible for the Research & Strategy department as well as all design
support functions (Finance, HR, IT, Facilities, Marketing and Sales). With 20 years of
experience within sales, marketing and operations, Steve has covered diverse areas
such as strategy development, market evaluations, penetration strategies, key account
and people management roles. The scope of his experience spans both strategic and
tactical management. With this expertise he has been responsible for new
business/market development activity for domestic and international organisations,
including KTM.
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