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1 
Opening session 
Gavin Cawood, Operations Director, Design Wales 

 
Good morning everybody, welcome to Wales, Cardiff Bay and St Davidôs Hotel and what is the third 
international workshop on design support. My name is Gavin Cawood, Iôm from Design Wales, weôre 
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 
them understand and utilise design. Weôre not going to hear anything about Design Wales today, this 
is the third event weôve presented so weôll leave it alone this time, but if you do want to know any more 
about Design Wales you can speak to myself or thereôs a number of my colleagues around. 
Everyoneôs got a badge, but weôve got these ñsubtle little onesò so you can identify us.  
 
Thereôs no scheduled fire alarm practice today so if a fire alarm does go off then itôs a proper fire. 
Thereôs two ways to get out. One is through the main entrance where you came in this morning and 
the other is just over here on the left, or on your right, and weôre to go round the building and 
assemble in Point 1 at the front. But hopefully thatôs not going to happen! The bathrooms are two 
floors down. If you need to use the lift then it doesnôt go right down to there so youôd have to go over to 
the main hotel unfortunately. 
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So, the International Workshop on Design Support. Itôs taking place during this month of October, 
during the Cardiff Design Festival and thereôs a number of events on. Weôre hosting and involved in a 
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.  For those who donôt know BEDA, 
(itôs) the Bureau of European Design Associations. Itôs quite an established organisation, I think it was 
established in the late ó60s and their main focus at the moment is on lobbying and pushing, trying to 
get design into policy at a European level, under Michael Thompson whoôs their President and is here 
today, Iôm sure heôd love to talk to you if you want to talk more about this. Theyôve had a lot of success 
this year in moving  that agenda forward and that can impact on us all I think if youôre working on any 
kind of programme which is involved with European funding. 
 
Both the European level and at a more local, national level thereôs usually a lot of work to be done in 
relation to design. Design promotion organisations arenôt necessarily the best advocates of design 
because they take so much for granted and forget sometimes that people donôt get the link between 
innovation, creativity, entrepreneurship and design. They assume people get that link and can see 
where design fits into that change to actually make it happen, but quite often people donôt. Weôve had 
that experience in the last 12 months in applying for some funding for a network from Europe and 
understanding for the first time that when weôve been talking about design, because weôre immersed 
in it all the time, that message isnôt just innate in people, you have to actually explain where it fits in 
and that takes quite a lot of effort.  
 
So I was talking about these events. Today weôve got the international workshop on design support 
with about 65 people here. This is manly aimed at design support organisations and those responsible 
for design policy, whether itôs regional, national or European wide level. This afternoon or early this 
evening weôve got the DME, Design Management Europe and Design Wales Showcase. Weôre taking 
advantage there of the gallery of the Design Management Europe award companies gathered here 
tonight for the Awards themselves. So thatôs an hour and a half and weôve got some of the short listed 
finalist companies presenting how they manage design in their businesses. And theyôre being 
interviewed by somebody who works for BBC Wales which should be quite an insightful programme. 
And then at 6.30 weôve got the Design Management awards ceremony itself and weôre really fortunate 
in having the First Welsh Minister come and open proceedings. I think weôve got about 320 people 
coming to that from all over the place, thatôs a brilliant opportunity to network and should go on to quite 
late in the evening. Tomorrow in this room weôve got a new product and service development event 
specifically aimed at businesses from the region which has got about 75 people coming. Again weôre 
taking advantage of some of the European companies talking about their own design management but 
also weôve got some of our best Welsh companies who take a lead by design, talking about how they 
manage it and theyôll hopefully inspire some Welsh businesses.  
 
If youôre interested in this theme of design and design policy, this is the first in a chain of four events 
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 theyôre having there. In Barcelona, also in November, Isabel, with 
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 I think, being organised by APCI, the Association for 
the Promotion of Industrial Design in France which is run by Jean Schneider who Iôm sure you could 
find. All of them will be happy, Iôm sure, to talk about those events and what theyôre up to.  
 
So back to today then, the International Workshop on Design Support, why do we do it? Weôre paid by 
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 weôve run three of these events and weôve been involved in a network across Europe of design 
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 similar organisations and thatôs had a lot of benefits 
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 lesson we learnt is that thereôs no single solution for design support or design promotion. Every 
model weôve looked at is different because the local, regional, economic, political, academic, financial 
conditions are different so whatever works in one place doesnôt translate immediately to another. So 
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 weôve found itôs almost impossible to just lift something from somewhere 
else, plant it here and make it work, it just doesnôt happen. 
 
So why design and design support? I hope I havenôt got to convince you about the design message. 
But design support; whenever Iôm asked to talk about design to whoever, whether itôs school children 
or businesses, I 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 
design. Weôve been trying to give our regional government information about how to get that further up 
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 design in relation to economic development and thatôs 
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 
thatôs maybe changed recently. If 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 whatôs happened to the banks around the world. This is going to impact on us as 
well Iôm sure, both as business support and promotion organisations but also design as a whole. In my 
experience, thereôs a direct result of how design has been promoted in Wales. Until about ten days 
ago, BBC Wales had agreed to come here and interview some of you and find out about what weôre 
doing. They were very interested because the First Minister is opening the event tonight, but now 
thatôs all been cancelled because they want to focus entirely on the credit crunch and, the trouble we 
have quite often, (is that) design is too much of a good news story. Itôs too optimistic, itôs not a 
catastrophe. I did talk through with colleagues whether weôd change the name of this event to a global 
gathering of design to think about how you could tackle the credit crunch and that might have 
appealed, but all the paperwork was done so we didnôt do that. So if they had have been here we 
would have been on prime time television and radio in Wales which would have raised the profile of 
design and what people think about design, but thatôs gone because they want to focus on something 
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. From my own experience in the late ó80s, early ó90s, I was 
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 of the first to win a national training award in the UK. Thereôs something here called the 
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 development. In the end that company was fine, theyôve survived and grown. They 
resolved the issues by merging with other companies and they had a strong (intellectual) property 
base, they were really hot on patents which has kept them going and theyôre still churning out products 
based on that intellectual property twenty years later. And this time itôs maybe going to be different, 
because weôve got even more global competition so it might be harder, so weôve got to a greater 
challenge to address. 
 
So the challenge weôve got as design support and promotion organisations is to turn that crisis into 
some kind of opportunity. From our experience in Design Wales I think weôre quite good at this, 
anyone whoôs worked with SMEs will know that none of them come to you and say, ñIôve got this great 
ambition, weôre doing well at the moment but can you help me look forward, I want to take a step back 
from where we are and look to the future...ò Pretty much all of the SMEs that come to us are in some 
kind of crisis and thatôs the reason they start to look to design. We try to turn that crisis into something 
more optimistic, more of an opportunity and hopefully we can do that again if weôre coming into 
troubled times again. Because design, Iôm convinced ï hopefully itôs not because Iôm from a design 
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background! ï design is one of the few management or business-type disciplines which help people to 
truly focus, to become customer-focused and to understand what their companyôs about and what 
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 donôt always go brilliantly to plan, weôve prepared everything, Iôm really pleased that all of you 
have made the effort to travel here today, not just for this event but also for the other events. I 
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 look very well dressed, Iôm not quite dressed in the same suit Iôm 
supposed to be dressed in. Last night before going to bed, looking around the kitchen I had all my 
notes ready, Iôd got my bag packed to stay overnight, weôve got children and animals so weôd 
organised for people to come and stay in the house to look after them, weôd cooked some food, nice 
cheesy pasta placed with a tea towel over the top to keep any bugs off. I thought Iôd just get my suit 
out of the cupboard so I wouldnôt have to disturb my partner, but it had been folded up in the cupboard 
so it had a crease from here to here. But I thought, I can fix this, manôs been to the moon, I can iron 
my own suit... so I got the ironing board and put the iron on a low setting and I was just about to iron 
my suit and thought maybe I shouldnôt iron straight onto the fabric, maybe Iôll put a piece of cloth in-
between, so I 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 I was ironing cheese into my suit. But 
hopefully thatôs not going to have too much of an impact today. 
 
One thing weôve had to deal with is a slight change in the agenda, Lutz from the German Design 
Council didnôt know he had to do something else until last thing on Friday so weôre very grateful that 
Jan Stavik from the Norwegian Design Council has stepped in. Weôve asked each speaker to speak 
for about 20 minutes if they can, then weôve got time for about 10 minutes of questions and at the end 
of each sequence of three speakers weôll get them all up here and if weôve got time you can talk to 
them. Weôll try and keep the agenda on time because there are 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 networking which hopefully youôll do in the breaks, but 
questions as well, youôll only get as much as you can from the people here today if you write questions, 
so in your packs youôve got these nice notepads, these are unique now because these are the last 60 
weôve given you, never to be printed again, so please make use of them as people are talking so 
youôve got lots of questions. 
 
Weôll move onto the first speaker, Charlotte Arwidi, from the Directorate-General for Enterprise and 
Industry, European Commission. Charlotte has only been with the European Commission for about 
four years and before that sheôs got quite a substantial CV in business terms internationally so sheôs 
pretty well experienced to take the design agenda forward and thatôs what sheôs been tasked with. If 
you look at the Enterprise Ministry website for the European Commission you can see what theyôve 
got on their plate, theyôve got policies which effect growth and jobs, stimulating innovation, 
competitiveness, energy and the environment, strengthening industry, the single market, better 
regulation, SMEs, Europe and space, so theyôre dealing with a lot of information and hopefully 
Charlotte can make sense of this. So Iôll introduce Charlotte Arwidi. 
 
 
 

2 
European Innovation Policy and Design 
Charlotte Arwidi, Directorate-General for Enterprise and Industry, European Commission 

 
First of all Iôd like to thank Design Wales for inviting me here to this very interesting and highly relevant 
event, for you as well as for me. As the programme says and as Gavin said, I work for the European 
Commission, more specifically with innovation policy in the Directorate General for Enterprise and 
Industry. Iôm very happy to be given this opportunity to outline how we, the Commission, sees design 
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 I 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, youôll get more than one Euro out the other end of the system in the form of 
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, itôs part of the system. This system is made up of regulatory systems, 
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. Innovation is not only about new gadgets and technologies, itôs also about new 
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 I will not go into the details of the 
benefits of design which Iôm sure you know already but, briefly, the way the Commission sees it: 
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 improved competitiveness is reflected in the Commissionôs current flagship initiative 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 ideas, is innovationôs prime source. Design is at 
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 I can only speculate about its contents, but itôs likely to 
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 I have been told that 
Einsteinôs mother asked the little Einstein every evening before he went to bed whether he had asked 
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 
Innovation and beyond. And should you feel that weôre not asking the right questions or that you have 
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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I thank you for your attention. 
 
Any immediate questions? 
 
Liz Mills: Iôm a specialist on European funding so I assist the project with INTERREG funds, but 
before I did that I was ... so I know about the environmental technology action plan and things like 
funding available through the competitiveness and innovation programme which you didnôt mention 
and itôs interesting that here in Wales thereôs a really big focus on the mainstream structural funds and 
how to use them, INTERREG of course is part of structural funds, but thereôs very little awareness of 
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 start with Iôd like to say that the structural funds, one of the reasons thereôs 
much more focus on these, is that the amount of money that is actually handed out far exceeds, itôs 60 
times or something, the competitiveness and innovation programme, so thatôs already one reason. 
Secondly the competitiveness and innovation framework programme is relatively new and I donôt have 
any direct advice on how to access money because Iôm not dealing with the money myself. Also the 
mechanisms for supporting different projects are different. I think there are monies available through 
the Structural Funds, but I 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 itôs down to us as well to give you information, in effect, about the effectiveness. 
Something Michael was talking to me about over the weekend was how the design sector is not 
particularly good at giving a well defined definition of the benefits and of what designôs about and you 
canôt make policy at a regional, national or European level without that being really well defined, so itôs 
up to us as well, to give you that information. 
 
CA: Although there are things, Iôve seen quite a lot of studies, some things do exist, but itôs also quite 
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 
before we launch an initiative. Thatôs good but also means that we get a lot of different perspectives 
and if we talk to the people who deal with Intellectual Property rights they will tell you that design is an 
IP right and that is what design is. Iôm not criticising them for being narrow, but thatôs their focus. 
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 
thought they knew what design was about and then we realised that we didnôt and so there was a 
longer journey to be made than we had initially thought. 
 
Delegate: I 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? I am really worried, I 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 itôs up to us to put in the content that we would like to put into 
it and hopefully we can put our perspective on it as well, so itôs not limited to the area of education. 
 
Robin Edman (Sweden): I 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) ñWell, itôs a year that doesnôt really effect us.ò? 
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CA: Thereôs a network of national coordinators who Iôve already met. Most of them do come from the 
education side because, according to the principle that there should be one national coordinator, there 
canôt be two national coordinators. This person is also supposed to coordinate with the innovation 
people and they met this summer with us, together with the commission, not just the education people, 
but I was there as well, and theyôre meeting again on the 4 November (2008) and they are supposed 
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: Thatôs a good idea. I donôt know to what extent itôs available now but it should be. Actually the 
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 ï I should have brought the logo ï this website will be up and running in early November 
(2008).  
 
 
 

3 
Norwegian Design Centre 
Jan Stavik, Norwegian Design Council 

 

GC: As I mentioned earlier the representative from the German Design Council couldnôt make it so 
Jan Stavik, the Managing Director of the Norwegian Design Centre has agreed to step forward. As 
heôs done it at such short notice heôs going to do a short presentation and then itôs up to you and me to 
quiz him about various aspects of things heôs going to raise. The Norwegian Design Council has 
presented here twice before and weôve enjoyed the presentations from Fred (Pederson), because the 
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 theyôve had further developments: opened a new design centre, which is bustling and this is what 
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 itôs totally improvised. I literally took some slides that were sliding around in my suitcase 
because I didnôt manage to get on the server at home, so Iôll run through them and when I run out of 
slides Gavin and I will fake a carefully planned Q&A session. 

Iôm very happy to be here, looking around the tables itôs almost like a family gathering and that makes 
things a little easier and a little more informal. By the way, itôs not my legs but my, what do you call 
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 whole wall of them so itôs good for rain.  

This is probably the best news weôve had since we started. We finally got our own national centre for 
design and architecture. You only see part of the building, itôs about 2000 sqm, an old factory. The 
oldest part dates back to 1895 so itôs a beautiful old industrial building down by the river which, again 
historically, was the industrial nerve of Oslo, so the location is both historically and geographically 
ideal. We have a fairly large exhibition hall, about 500 ï 600 sqm, so weôre always looking for good 
exhibitions because, as those of you in the game know, itôs terribly expensive to produce a good 
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 sqm 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 ú5 million, just come and ask and Iôll tell you a 
few secrets, how to get around difficulties relating to money. 

Norwegian Design Council is going to be 50 years (old) in the not too distant future. Weôre a private 
foundation so not part of the Ministry or the public system but we were founded initially by the 
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Federation of Norwegian Industries and the Norwegian Export Council. Weôre very much business and 
industry related and focused and I think the word focus is what has been a very important part of the 
success weôve had, particularly in creating enough attention from national government. 

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 colleagues here do, weôre not only running around 
preaching the gospel but weôre also like the Salvation Army, we donôt just say who we are but we go 
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 I say ónext yearô is that it was a fascinating experience. Last week the Minister dropped by my 
office and literally dropped a million pounds on my desk and it was quite an experience, itôs highly 
recommended. Unfortunately itôs not very often you experience that, but itôs wonderful. The million that 
came out of the blue is now earmarked for a national programme for design and innovation in 
Norwegian industry so itôs going to be exciting for us to get that going. 

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 
offices but not just the offices, because theyôre not very interesting in themselves, but they are the 
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 
design itôs very quickly (defined as) fancy, branded goods, fashion, itôs all those things that serious 
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. If on top of that itôs too linked to cultural art, they switch off somewhere in their brain 
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 level... but I donôt think definition is the most important thing, letôs be 
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 wouldnôt normally even think of working with a designer.  

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 
offshore oil industry. The North Sea has 10 or 15 metre waves if youôre lucky and so thereôs a lot of 
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 there and on top of that youôve got the bonus that 
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 Ã2.5 billion of ships they are to design and deliver over the next three to four years. So itôs 
really been an exciting thing and not very design related in the minds of industrial people. Itôs an 
example we use a lot and our ministers love it because even they understand it.  

Another Norwegian company working with furniture felt they needed to create a line of childrenôs 
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 I always 
come back to this, this is what itôs all about really, whatever youôre doing, selling to consumers or 
business-to-business, if you make them excited then you have done something valuable, you have 
literally added value and thatôs a basis for succeeding, particularly in a country like Norway that can 
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 innovative element, so itôs very much to encourage them and function 
as an inspiration for Norwegian industry to utilise design as an innovation tool. 

Iôm not going to go much into this but we have six different categories, plus we added a separate 
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. Weôre also lucky enough to have the blonde lady as our patron, this is our crowned 
princess Mette Haakon. And again, this is what we try to do: wake up industry. We have great 
expectations of what we will do with new and old money and weôre very happy to try and play a part in 
the policy focus and the changes that are done in Brussels and as always thereôs a lot to pick up from 
networks like this one.  

So this is what I found in my bag, so Gavin are we going to do this improvised planned thing? 

GC: Iôve got a number of questions, the first one is back to the design centre and the story about how 
that came about. In Wales, as one of the UK home nations - itôs even different between the different 
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 exhibitions there, thereôs a business centre, I think 
they get a quarter of a million visitors a year at least. But then if you look at their business support in 
relation to design itôs fairly spasmodic and not as established as the one in Wales. Whereas down 
here weôve got a brilliant, well, good, design support programme but weôve got no national centre as a 
focus for design. So Iôm interested in whether or not we should be lobbying to push down that route 
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 lives off public money knows, youôre 
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 
almost taken off the surface of the earth due to what I would call a ópolitical accidentô in Denmark, so 
youôre quite vulnerable. When we started planning this in 2002, we were still small and struggling to 
make ourselves seen on the political skyline, so the survival part was actually high up on my list as to 
why it was so important. I donôt think itôs been crucial for us to succeed in the way we have, but I think 
itôs played a certain role and at that time it was like a physical manifesto of óyes, design is importantô. I 
can also remember being shocked or impressed at a conference in Seoul in 2001, shortly after the 
Korean government had realised that being the worldôs best copy machine was not a sustainable 
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policy. They said that design was important and just to make people realise itôs importance they 
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 a small group of people then, less than 10, hidden away in an office. And how we did it? Itôs 
not a huge secret, we realised that it would be much more difficult for us to get the money in a 
Norwegian political context. Youôre talking about ú5 million, even our clever and very commercial 
friends in Denmark spent ten years finding half of the money and then the Ministry matched it and 
thatôs how they got their ú10 million, which is what it cost at the time. It was a great inspiration to see 
their building but we realised that it would take years and I wanted to see it before I 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 
thatôs how he recovers his money and thatôs how we got a design centre in three years. It was an 
amazing experience. It feels very good and right, we had 50,000 people there last year which doesnôt 
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 without much marketing money, weôre quite happy about that. Itôs being used a lot, 
not only by ourselves. We rent out the space to other people for meetings, exhibitions, public launches. 
Weôve had some awfully good Norwegian parties there, so itôs a very flexible building and itôs given us 
a different status, certainly with the public. 

GC: So itôs about finding a sustainable, commercial model ï because government funding is always 
going to come and go, go up and down, and thereôs nothing you can do about that politically. So as 
long as youôve got the consistency through a sustainable commercial arm and youôve found your 
investors, then that showcase, that central iconic centre is there and then the support will come and go 
as and when... 

JS: Itôs risky because you donôt know what budget you will have next year, we have an election next 
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 
landed and weôll try to stay there. 

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. Weôve now developed tools for them to work with, we have Norwayôs 
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 itôs a lot of training. 

GC: So itôs not immediate? 

JS: No, itôs been going on for ten years now, the first couple of years was a lot of training back and 
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: I think the biggest importance has been the psychological element for bureaucrats and politicians. 
Itôs actually there and puts design on the agenda. The smallest group coming there are the target 
group and that is a big question for us, but it functions in other ways. Thatôs the one weôre struggling 
with. 

Delegate: During Charlotteôs speech and the discussion afterwards there was a question about the 
routing of design, whether itôs in the enterprise or the cultural domain and in your centre youôre 
cohabiting with the cultural institution, promoting the idea of design and architecture. Howôs that 
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 still donôt have very much in common because weôre 
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 it runs at a big deficit so at least now weôre 
two to pay the bill. We subsidise the cost of running the centre, the two of us together. I think in the 
future we may see a few more areas of cooperation than we have today as we are expanding the 
design expression, weôre expanding the areas of interest and focus. Whether youôre talking 
environmental, design and energy, public service improvement, I 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 
lot of that is linked to peopleôs living situation, homes and offices and they are an expert organisation 
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 thereôs a lot of struggling to find good cooperations on the 
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 must admit that we havenôt been too happy about the parenthood, weôre 
surprised that we havenôt been able to get through to a larger part of Norwegian industry through that 
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. 
 
 
 

4 
The Beijing Industrial Design Center 
Huang Ping, Beijing Industrial Design Center 

 
GC: Our next presentation is the only perspective weôre getting today from outside Europe. Our next 
speaker is Mr Huang Ping, whoôs the director the Beijing Industrial Design Center which was 
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 on graphic design as well. So Iôd like to welcome Mr Huang Ping 
to the stage. 
 
Huang Ping: So thanks to Design Wales for inviting me here and good morning. I 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 
World Bestôs 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 will greatly benefit both of us. Iôm sorry, this picture is in Chinese! This image shows the 
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. 
 
Letôs see into the future, what comes next? In BIDC we think we did get some progress in the past, but 
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 I could say some examples. In the presentation I 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 is Deirdre, Iôm over from Ireland from Design Shannon for this. Iôm really 
impressed by your presentation, by the amount of money you invest in your initiative, the range of 
companies. Youôve got 52 companies in your design centre and Iôm interested to know the products 
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, youôre also doing something else, just one more question. Youôre investing in design 
practices, investing in creative people and Iôm assuming that theyôre making links then with industry 
and that isnôt something we do in Ireland, we donôt really invest in our graphic or product practices 
(translated into Chinese) 
 
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: I 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: I 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 I 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. 
In each major city now thereôs a design centre or design association.  
 
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: Weôve got about 25 minutes before lunch so Iôll ask our speakers to come back and if youôve got 
any other questions. Iôll start off and ask Jan about the Norwegian Design Centre again. Most of 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: Thatôs a good question because when we started increasing our consulting activities there was a 
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 weôre not doing the designing job, weôre actually creating jobs for designers. 
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 naïve 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 with design, itôs a long selling job and of course the 
company doesnôt want to pay for those hours, so we feel weôre doing an important job for the 
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, as we say, weôre 
perfectly happy to let you guys work with the other 70,000 companies so itôs a very small problem and 
we finally downscaled it to that and so now we are a happy family and they realise that weôre basically 
out there creating jobs for them. Of course we have cooperation on seminars and awards so itôs a 
much more happy cooperation now that weôve cleared the air of this suspicion. 
 
GC: The reason I asked is because weôre funded and asked to support the use of design in business 
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: Just a short question and itôs not intended to be as pointed as it sounds, are you saying that 
the Norwegian design consultancies are capable of doing exactly the same thing and therefore are 
upset, or are you saying that they just donôt understand that youôre doing a completely different thing. 
 
JS: I think they couldnôt afford to do some of the jobs we do because we can have a lot of meetings 
with a potential design client before theyôre actually convinced that a design process is what they need 
and, as I said, I donôt think any of those companies would be willing to pay a regular consultant for 
hours of settling into the job. We can be talking about many, many days, even weeks and thatôs why 
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. Thatôs free hours that we put in to obtain a design process for the company which we think is 
important, then we get the designers in to do the job. So weôre actually doing a free selling job for 
them and thatôs 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. Iôve not heard or seen anything about services or branding or 
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 traditional in their approach. Itôs just a thought that came up to me. 
 
(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 industries, for example weôre also doing something for the financial 
industry, the modern service industry and some medical treatment systems etc., but because itôs a 
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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: Iôll be very short, if I understood the question correctly, you had the impression that I was focusing 
on manufacturing? No? OK, the other way around. 
 
JS: I think youôre bringing important questions to the table. The reason it may seem that weôre 
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 I said, they can never compete internationally on price, 
so we have to make sure that whatever remaining manufacturing we have ï and it is decreasing, 80% 
of all new jobs in Norway are in the service sector so thatôs obviously where weôll be concentrating in 
the future ï but so far itôs been very important for us (to focus on manufacturing) because the industry 
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 improvements in physical objects. So itôs also the pedagogic side of it which to some 
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. Weôre going to spend the last couple of months of this 
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 ï environment and energy. 
 
Delegate: I 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! Well no, I wouldnôt say so. I think the level of understanding of the potential of 
design is a bit too low and itôs always easier to change Europe than to change yourself maybe. That 
may come, that may be my next mission. 
 
Delegate: Iôd like to continue a little bit on the thread that has been proposed earlier. Donôt you have 
the impression that one of the problems weôre facing is that designers themselves are lagging behind 
in a way, because there arenôt very many programmes that focus on service design. The exercises 
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 
education, regulations, etc.? We canôt promote a demand if we donôt have the offer behind. 
 
JS: When we speak to the design schools in my country they very quickly agree that they havenôt 
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 design. So itôs coming. The reason why we havenôt 
been chasing them for it is basically because so far we didnôt have the resources to also push on the 
educational side, weôve concentrated our efforts on industry as such. Itôs always been on the back 
burner ï the long list of things you also think you should have done ï 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 havenôt had the resources. And itôs a little dangerous because the schools themselves, as you 
indicate, I donôt know enough about the situation in other countries on the educational side, but it 
wouldnôt surprise me if it was quite similar, they havenôt really been aggressive and forward thinking in 
this area and theyôll just have to move quickly to catch up. 
 
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 to come and talk. In the UK I think weôve got 



Transcript                                   October 2008 ï Cardiff, Wales, UK                                                19 

two education programmes, Masters degrees, in Northumberland University and in Napier in Glasgow 
who are looking at service design, but apart from that thereôs nothing on the ground. 
 
Delegate: It was related with education, I think itôs really difficult to interact with schools to change 
their education but I think we can do a lot of things (for designers) when they finish education. For 
example, in Spain weôre putting in place a programme to help designers manage their own enterprises. 
They are micro-firms, sometimes they are self-employed and they know their job as a designer very 
well but usually they donôt know anything about enterprise. So we try with an Association of designers 
to give them a specific course of management for designers. I 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 I suppose I have a 
general question about what is the relationship between the centres weôve heard about today and the 
urban design profession and, perhaps to ask Charlotte, maybe thereôs a link with your lead market 
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: In our Norwegian setting itôs our colleagues that Steiner was talking about in Norsk Forum that 
cover the design profession in open space areas, but they also carry the whole torch of architecture, 
so I 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.  
I had one comment to the other question regarding design education because I think that the 
programme you have, and I 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 schools. Iôve met young graduates with Masters in design who say that they havenôt been inside 
in a company ever in their life which I 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 
hierarchy as possible, it should be the managing director or the boardôs responsibility to include design 
as part of the companyôs strategy. So we did it the other way around, we went and did a piece of 
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 itôs not only getting the design schools to get up on their 
toes and see what the future challenges are, but itôs also the business and other schools that educate 
the future managers of companies because otherwise we have to run around for a hundred years 
banging their heads and telling them itôs important. It would be nice if some of them at least got it 
within their own education. Weôd love to be more involved and have the resources to be involved in 
the educational systems of the design schools. 
 
CA: A very quick comment on the link between the sustainable construction lead market initiative and 
urban design. Yes, I agree thereôs a link, Iôm not quite sure how this will materialise, this lead market, 
or all of the lead market initiatives, are partly industry driven so letôs see to what extent the industry 
makes this link between sustainable construction and eco-design and urban design. 
 
Ingrid van der Wacht/DesignConnection Eindhoven: What I was wondering was, weôre talking 
about industry but weôre also talking about users, citizens, human beings. What task is there when you 
look at design support to also involve users in design processes? I think about co-creation for instance, 
I would like to know a little bit about how youôre thinking about this in China. In Holland we do have 
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 I would like to know if youôre working on this and, if I could address it 
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. I hope this is a clear question! 
 
CA: Iôll be very short. When it comes to the nature of design promotion we think that design is 
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 Iôm not very knowledgeable about the details of co-creation, 
although as you say, I think itôs important to involve the users. As I said, when it comes to the EU 
Commissionôs own policy, we may not be design driven and may not use the word design when we 
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 transparent as possible. If weôre 
not transparent itôs because the whole European machinery is very complicated, itôs not because weôre 
putting out smoke. Also, we are trying to consult as much as possible, so we do try to consult on 
initiatives and we listen to what youôre saying. 
 
JS: Iôll try to answer the two main areas you were touching on. The development of urban systems 
and urban design is very much taken care of by our sister organisation Norge Forum and I 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 
user-focused otherwise youôd never get there, although our aim has always been in all these projects 
to have also companies involved. So itôs company focused because thatôs our overall mission and 
then we take care that in these areas, thatôs an absolute must, that they are very, very focused on the 
inclusion of the users. In terms of other projects that weôve been involved in as the sort of go-between 
between the design profession and the industry on the service side, over the last few years weôve 
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 
quite often a lot of communities with a lot of small entrepreneurs, itôs a fascinating way of working, itôs 
somewhere between the United Nations and an industrial job. Itôs nice when it works, unfortunately I 
didnôt have any images here, but some of the major skiing destinations for instance have been totally 
re-done and emerged as much better destinations, both for the physical side of it and profile wise. 
 
GC: Just before I go to Huang Ping, could I ask you Ingrid what were you thinking when you asked 
that question, whatôs your definition of co-creation? 
 
IvdW: What I 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. Itôs very nice to have a Dutch Design Week but when the people in the city are not aware 
of the benefits of design itôs a strange thing, you will have lots of designers coming to the city and lots 
of entrepreneurs, although they are still in a minority, but itôs really about how can you raise further 
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. 
 
IvdW: Right, because also when weôre talking about education, when there is no design involved in 
management training you can imagine lots of managers that donôt know what theyôre talking about, so 
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 weôll break for lunch? 
 
Jean Schneider: Itôs not really a question, more a comment I wanted to make to Charlotte. I think the 
Commission is rather well designed, thereôs space for improvement, but I think itôs one of the few 
institutions that I know of where democracy is permitted. They can consult, I can complain, I also have 
the parliaments so thereôs a real balance of power and as a citizen I can move and sometimes read 
complicated papers, but I really have a way of tweaking things and I wish I would have the same 
power of expression for structures that deal with energy policy. I never had a chance to but my view 
into the EDF for example. I 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 I think it was fairly well 
designed by our political ancestors, I think it was rather carefully planned. 
 
GC: Thankyou very much, weôll break for lunch and Iôll just thank Jan, Charlotte, Huang and Huangôs 
assistant and weôll come back in an hours time and carry on.  
 
 
 
 
 
 

6 
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 itôs one of the few or maybe the only design award that doesnôt look at the actual visual 
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 name or 
packaging, etc. Those of you whoôve met Deborah in the past I am sure youôll remember her. Sheôs 
one of the best advocates for design that Iôve ever met and brilliant at networking at events like this, so 
Deborah. 
 
Deborah Dawton: Gavin, you flatter me, I donôt know if that means Iôm a heavy drinker or not, but Iôll 
take it that it doesnôt mean that! 
Good afternoon and welcome back, I have to keep you awake for the next 25 minutes so if I see you 
nodding off Iôm going to get really close to the speakers and do that, but Iôm sure that wonôt be needed. 
For those of you that Iôve not met before, my name is Deborah Dawton, Iôm CEO of the Design 
Business Association which, as Gavin pointed out, is the trade association for the design industry in 
the UK. Iôve been with the DBA for 5 years, I trained as an industrial designer before that, quite some 
years ago, but had the sense not to go into a career in industrial design. I actually married one 
(designer) and I reckon that if weôd both have done it weôd have been living below the poverty line, so 
not something that two of you want to do!  
 
All of my work experience has been in the design sector, so Iôve been involved in a lot of projects in 
different organisations, both in the UK and continental Europe, organisations conferences, 
competitions, events and so on. So itôs a lot of that experience that Iôve been able to draw on and bring 
to the DBA. Before we get started on the Design Effectiveness Awards I thought I 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 isnôt a government funded organisation, the industry recognised that 
it needed something as a means of support and today I 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 membership fees, itôs a corporate membership so 
itôs the company that joins the association. The fees vary from ú1000 to ú6000 euros depending on 
the size of the organisation. Today we have ten staff, our turnover is just short of a Ã1 million. Weôre 
just short of 400 members and thatôs something that has doubled in the last 3 years and I think there 
are two key reasons why. The first is I think that the recipe for the type of support that design 
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businesses need has been fine tuned over the last 5 years and weôre getting better at understanding 
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 
businesses, let alone be creative, I was struck by Janôs presentation ï and this isnôt something Iôd 
thought about before ï but if you look at all the design support activity that is happening around the 
world, I can only say that I hope you never go out of business because (if you do) I 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 Iôve taken away from this morning is that we have to make sure 
that our design industries donôt develop an over-reliance on the support networks that are there today 
and could be gone tomorrow, because if we do that we end up with a design industry thatôs incapable 
of selling itself and has no confidence in the product itôs selling to business. So just a word of caution 
really, but I feel itôs an interesting point. 
I think the second reason why membership has doubled has also been to do with positioning and 
raising awareness of design in industry and what we found for the larger design business, thatôs the 
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, thatôs what you wanted me to talk about today. 
The reason we run them is because they are a key tool for the DBA and we use them to demonstrate 
designôs role in business and Iôm rather cynical now. Iôm afraid about a lot of awards, unless they have 
a real purpose I would question why we spend so much time and energy in running them and I think 
we have to look at what they deliver back into business. That could be commercial businesses or 
design businesses and thatôs not to say that Iôm against creative awards, I think there is a place for 
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 theyôre not judged on aesthetic, the judges hardly look at what the products or services look like. 
Theyôre looking at the commercial impact of those projects on the bottom line of the businesses who 
commissioned the projects.  
 
We run a promotional campaign that changes, I was envious of Janôs crowned princess as a 
figurehead, I donôt think crowned Prince Charles will work in the UK, heôs not blonde so Iôll have to 
think of something else, but an interesting idea. So we have our promotional campaign to get the work 
in. I 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 I 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 lot of design businesses, if theyôve used that as a mechanism, it was a selling tool to prospective 
clients. Because theyôre talking about return on investment, the sort of numbers that a finance person 
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. If youôre one of the 30 or 40 design consultancies that wins one of these awards it really is an 
opportunity to separate yourselves out from the crowd. I donôt know about the rest of you, but certainly 
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 
industry. So for those businesses that operate at the front end of the industry, itôs very important, itôs 
critical, that they find a way ï and thatôs not to say that the small businesses donôt win these awards ï 
to lift themselves above the parapet so business can see them. We obviously promote the awards 
extensively so thereôs PR coverage. You have me to blame for your packs being so heavy, youôve got 
two publications from us in there. Youôve got the Design Effectiveness Handbook which was produced 
last year. 3000 of those were produced and sent out to business, so we use it as a tool to try and 
encourage businesses to take design aboard. Iôve put here 3000 design buyers or potential design 
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buyers, these arenôt just going to people who already buy design. Then we have exhibitions that take 
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.  
 
I thought it would be good for you to see a quote from a designer who is one of a two-man band, 
ñWinning the DBA Design Effectiveness Award Grand Prix,ò so they won the top prize, ñhas proved a 
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 
organisations and is proving critical in helping us achieve growth.ò Colin, at the moment, employs 5 
people and believe it or not, I didnôt ask him to write this, it just came in off the back of winning an 
award. 
 
I mentioned that itôs very different if youôre a designer entering the awards or a client and for clients itôs 
rather different, itôs serious business. Itôs an opportunity for the client to champion the role of design 
within their organisation. Very many people within industry struggle to get what they do recognised, 
even within their own organisation. Itôs judged by their peers, our judging panel are industry experts, 
they are not designers. So if you take Virgin Atlantic, Joe Ferry, whoôs talking this afternoon or this 
evening, heôs won a couple of these awards, 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. I 
think I 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 I use. Once I know who they are, I wonôt let go. I use these 
people, the judges, the people whoôve won the awards, to go back into industry and talk about the role 
of design in industry. Putting a designer on stage to talk to industrialists about design is about the 
worse thing you could do. Itôs like selling tea to China, is the expression we would use in the UK. The 
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 wonôt work for the DEA because we have far fewer entries. The Call for Entries can be 
downloaded from our website so feel free to download it. It tells you all of the detail of how itôs run: the 
categories, the judging process and so on; so thereôs a lot of information in there. It also gives you a 
very detailed view of what we ask the businesses to send us in terms of the case studies. 
 
The point I 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 a company 4 to 6 months, so this isnôt something you decide to 
enter in a week, itôs impossible, we have to warn people 4 to 6 months in advance and then we work 
with them through the process to get them to the point where theyôve brought their case studies 
together. 
 
We award bronze, silver and gold medals, so again weôve done away with the normal convention in 
competitions where you have a first prize. What weôre saying is, this is a bit like education, if you score 
80% or over you get a gold award, if itôs 70-80% then itôs a silver, if itôs 50-70% itôs a bronze. So we 
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. 
Theyôre also very good examples of how a very big business can use design and how the smallest 
businesses can use design. So theyôre great stories for SMEs. If youôre looking for the sort of 
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ammunition that an SME can use to justify the expenditure on design ï and it could be a small amount 
of money, £5,000 ï £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 directors, in some cases itôll be the 
Chairman or the CEO that gets involved. We have a two-tier system for judging. As you can imagine, 
reading this number of papers isnôt much fun, so we have two panels. One does an initial shifting to 
determine if effectiveness is evident. Then the second panel looks at how strong the case is. I just 
want to point out to you here that the Welsh do produce whisky, youôre not misreading that and I have 
it on good authority that there is also wine made in Wales so you might want to try that later, Johann 
Iôll send you a bottle just for you. 
 
So how do they know if theyôve got a potential winning entry? Itôs a lot of time people have to invest in 
making an entry and I think there are some key questions that you have to be able to answer before 
making an entry and we run a very consultative exercise. Iôm not involved in judging these awards, the 
industry does it. Iôm available to the industry as are colleagues at the DBA, to help them do the best 
they can. From a design perspective you have to have the clientsô full support. Were the project 
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 itôs part of a very big programme thatôs been run through business. 
How do you separate out whatôs been the result of design and whatôs been the result of a good 
advertising campaign? We look at how long the project has been in the public domain. Weôve been 
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 2 or 3 months and then it will start to tail off if itôs not very good, so 
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 tomorrow that was guaranteed up to a certain level, weôd all put our 
money into it, but thatôs not because their product is any better, itôs because of the market condition. 
What was the context for the project? Were there any key challenges? 
 
Probably the bit youôre most interested in is what the 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 if we canôt see that then it gets knocked out at an early stage. Clarity of results is 
always a difficult one, if youôve worked with design in business for a long time youôll know that theyôre 
heavily weighted this way because itôs the creative, right brain that is used most days and theyôre quite 
light on the left brain stuff. I think one of the issues we face is that design businesses struggle to know 
what questions to ask their clients when theyôre pulling this information together. I would say to any 
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. Youôll find it opens up a whole new dynamic in a relationship with a business if 
youôre a design agency 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 
look at the context in which something happened. So itôs not necessarily the case that the biggest 
number is the best one. 
 
Explanation and proof of effect and obviously the clarity of the presentation. Youôd be amazed at how 
many of us use jargon and not all of the judges understand everything about all of the areas that we 
operate in.  
 
So I thought I 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 hasnôt been able to prove it: when you think about it, thatôs how 
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 hasnôt been clearly distinguished from other factors: óthere was an ad campaign but 
actually we think our idea was better.ô The IPA, my counterpart in advertising in the UK run the 
effectiveness awards in advertising and whatôs quite interesting is that (this year) there are two pieces 
of work on their shortlist that are (also) on our shortlist and I thought, how can this be? How can you 
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win a design and an advertising effectiveness award? And of course, the first thing is that itôs different 
companies, the advertising companies are on one list, the design companies on the other. But 
interestingly in both instances, the creative lead came from the design businesses and it drove whatôs 
happening in advertising and thatôs something else weôre seeing in the UK, design as a strategic tool 
is starting to take precedence over advertising as a strategic tool in business. Quite often they are the 
brand guardians, theyôre making those decisions with senior people in business. 
 
I mentioned market conditions. Not enough information: they probably didnôt start early enough.  
Value sales and volume sales: this is quite a technical one but a good one to explain. If youôre in the 
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. 
Weôre not very good on graphs. I donôt know why we donôt rely more on the businesses that weôre 
working with to provide us with that information but we tend not to, so our criteria for graphs can be 
confusing and so on.  
And then simply, they didnôt follow the guidelines: youôll know if youôre working with design businesses 
that they like to think outside the box, on competitions you really donôt want them to. 
 
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, if weôre looking at international entries, they may not know one 
brand from the other. They donôt have time to second guess what youôre trying to say and this goes 
back to the  point I 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. Iôve had judges take calculators and start working out the numbers in 
the judging session and then they want a note to go back to the design agency or the client that says, 
óYou donôt know your maths.ô They will sit and work these things out.  
 
Financial literacy. We have people who work at KPMG sitting on the judging panels and we have 
financial experts and itôs always good to know that they come with a healthy dose of scepticism. I 
deliberately go after people who do not think that design adds value to business because I know that 
by the end of this judging process I 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. Theyôre societal, not necessarily about sales and business. School attendance 
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 
didnôt have the complaints on the telephone. Product design: assembly time was halved which is a 
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 campaign that looked at that. I guess weôre all interested in that one because none of us 
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 I 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 youôve explained it to them, theyôre brilliant at presenting it back and will do it in a much more 
lively way than their business clients will, so as clients I 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 look for independent verification and weôve got case studies on the website that 
you can have a look at. 
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I knew that I would have precious little time to get through that, I donôt think Iôve ever spoken that fast 
about the awards so apologies, these are some of the things I probably should have said. There is no 
money in it. If anyone is looking at design effectiveness awards to make money, forget it, itôs 
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 
programmes, weôre working with a number of business schools who are going back into the case 
studies weôve got in order to use that material and train their MBAs on better design understanding, so 
picking up on one of the points Jan made this morning. 
 
Government fodder: itôs good information, government ministers love to be able to spout out numbers 
and success stories, so we feed that to them. Taking the message into business, we canôt get them to 
come to us. I think itôs a mistake for us to assume, and I think this is a problem with a lot of design 
centres, that industry will come to a design centre to learn about design. Itôs very difficult to do that but 
if we can take business and take design to the business centres, then weôve found that very 
successful. So, working with organisations in the UK like the CBI, the Institute of Directors, the 
Chambers of Commerce, and weôre starting to do a lot more of that. We take the stories to them and 
drop it into their conference. Trying to get businesses to come to a conference we run simply doesnôt 
work well, certainly in the UK. Weôre actually working with Janôs team to look at a slightly different 
version of the DEA for the Norwegian market with a view to it being something that could be rolled out 
in other European countries. I think that was it. 
 
 
 

7 
Designcenter | De Winkelhaak, the Antwerpôs design incubator 
Klara De Smedt, Design Center De Winkelhaak  

 
GC: Rather than take questions now, weôll let you get your breath back and weôll come back in a short 
while for questions. Our next speaker is Klara De Smedt from the Design Center De Winkelhaak in 
Antwerp. This will be the third time Iôve seen Klaraôs presentation about the centre there and itôs about 
a design business incubation unit. For a long time we thought about this kind of incubation unit and we 
were very negative about the idea, (thinking) that it wouldnôt be possible and the businesses inside 
would see it as too competitive between each other so it wouldnôt be constructive and the culture just 
wouldnôt be there. But sheôs proven that it is viable and can produce a prosperous centre and develop 
a region of the city that had a downturn. Klaraôs going to do her presentation using an overhead 
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: I hope everybody hears me, is it working? So, I 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. I realised that 
my smooth PowerPoint presentation would convert your afternoon nap and I have given and seen so 
many PowerPoint presentations that I donôt like it anymore. So time to wake up for an old-fashioned 
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 I 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 that I didnôt even dare to pass through my work area. 
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 areas. Problem areas, because itôs a kind of city jungle that inspires, 
because itôs an intense way of living, and we had seen it happen before in other areas of the city and 
at that time ï 1998 ï 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 small one-person companies, itôs impossible to do 
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. 
 
So the Design Center has two functions. Itôs a public part on the main floor and the basement with a 
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, filmmakers, 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-
to-date collection of about 1000 of the most innovative samples. Itôs an international library with others 
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. Itôs very important for them that they can offer more 
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 
capacity and almost everybody is working together with somebody in the building on a project. Thatôs 
what we see happening. In the 6 years weôve been operational we have at least four examples of 
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 for 10 hours work, ú70 an hour would be nice, then already the cost of the 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 I 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 is. So itôs time and an overview that we offer and that is usually important in the hectic 
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, 
promotion, prospection, finding professionals. Name it, weôve probably answered the question 3 times 
before. Sometimes they do have this attitude and come to us, sometimes they donôt. If we see that 
somebody is looking really stressed and unhappy, I 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, I 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 itôs important for the neighbourhood that we keep them close to 
us. If they buy property in the area itôs a major success for us as well. 
 
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 I just have some numbers to end. We opened September 2002. Investment in the building was 
worth ú3 million and investment by private investors ú637,000. We have 6000sqm finalised in 2008, 
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 
library. Renting an office costs ú700 all inclusive and at the moment in the 18 spaces we have 28 
companies so they share offices. We have 76 people in the building, 30% are women which is a bit 
little I 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 havenôt come through the design centre. We know we still have a very 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, weôll take questions in half an hour. 
 
 
 

8 
Strategy Through Training: Design Shannon Skillnet 
Deirdre Johnston, Design Shannon 

 
GC: Weôll move onto our last speaker for the afternoon. Iôll introduce Deirdre Johnston whoôs from 
Design Shannon. I think in the late 1990s the region had a review about innovation policy and how 
innovation could be realised in the area and your solution, from what Iôve read and heard, seemed to 
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, Iôm Deirdre Johnston and Iôve come from Ireland and I 
want to thank Design Wales, Alan and Gisele and Gavin for inviting me here today. Iôm the last 
speaker and Klara, youôre a very hard act to follow! But Iôm afraid Iôm bringing you back to the boring 
PowerPoint, but you donôt have to actually look at it if you donôt want. 
 
Design Shannon, weôre a small operation, thereôs four of us in our company. Weôre a not-for-profit 
organisation and I suppose weôre a regional response to a regional need. So what Iôm going to talk 
about is small to medium sized enterprises, the companies that demand our services and work with us. 
We donôt promote 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 thatôs our little region there in Ireland. We have so many different 
sectors and companies that we work with, ranging from electronics to tourism, business services to 
technology. We have in excess of 450,000 people in our region so itôs a very small catchment area 
and we like to think that we know a lot of the companies in the region at this stage and weôre 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, inadequate support systems and Iôm afraid our 
higher education institutes, our universities, there werenôt very strong links between industry and the 
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 teamwork. So itôs not so long ago that those were 
the issues that I 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 
was born and it really just wanted to help companies grow, we didnôt have any predescribed or 
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 
thereôs nothing unique in what we did in a sense. We ran programmes and small cluster training 
workshops, publications, seminars, events. Mentoring and consultancy was very, very popular and the 
companies did demand that, but all that work was saying to us that thereôs a real need. So we can 
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 we werenôt really breaking down was the 
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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 again. At that stage, because we didnôt have a lot of 
money, but we needed to shout very loudly, we needed some quick wins and some good planning and 
I just want to mention a company. Theyôre a small company in a small town in our area, who re-
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 company ï thereôs more than one obviously, but I just wanted to 
highlight this one ï 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 company was bought up by a PLC and itôs because of the quality of the 
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 with about 28 companies. Itôs not a huge number 
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 wasnôt becoming embedded in company structure. We were 
encouraging the fusion of design into the key business functions, but were we really exceeding that? I 
donôt think we were. We were very aware that we hadnôt broken down that training need, the need to 
upskill a workforce, the need for the owner manager to really start thinking more strategically, to really 
start using design. We hadnôt made the case strong enough. So we went back to our SMEs and to 
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: come on, weôve got to stop competing in terms of 
price, weôve got to compete in terms of our ability to innovate, our ability to think more uniquely and to 
look at our markets more uniquely in a sense. And again we started thinking, weôre not being very 
innovative, we want the companies that are being innovative to talk to the companies that arenôt, but it 
was a slow process. But what came out, what we knew we were bearing fruit from, we were saying: if 
youôre going to become a design managed-led organisation we canôt lie, itôs going to take resources 
and the creation of ideas within a company. One of the key stumbling blocks Iôve found in working with 
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. It is a skill, yes it can be learnt and taught and itôs 
definitely there, but it takes assistance sometimes to bring that out. Iôm using the Henry Ford quote 
about óif Iôd asked people what they wanted all theyôd have wanted would be faster horsesô, but thatôs 
very much how we felt at the time. Weôre being predictable, we want our companies to not be 
predictable, to be innovative, so letôs start doing something about it. And we did start to score because 
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 
marketplace thatôs rapidly changing.  
 
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 related topic. They pay us ú3000 
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 project to the table. Weôre funded through a 
government department and weôre very pleased that we have those funds. In our first two years we 
had a budget of ú150,000 and now we have a budget of ú400,000 so that was a steady increase and 
weôre delighted with that. Thereôs a handout in your packs there on the different topics, the trainers 
and a little bit about it. Itôs really just about joined-up thinking and itôs not rocket science. Everyone in 
the room here has that thinking or exposure to that thinking, youôre all in this world, but at that time in 
our region it was still very new thinking. 
 
So the benefits we feel and that we talk to our companies about are that itôs 80% subsidised, obviously 
thatôs an attraction and thereôs mentoring projects as part of the core training. Itôs delivered in the spirit 
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of networking and owner managers solve their own problems and itôs fantastic when that happens in a 
room and itôs guided by world-class mentors. Weôve worked with many, many people and at this stage 
we know within 5 seconds of meeting a trainer whether theyôre the trainer we want, who can deliver on 
the day, so weôre quite frugal in that sense. Our mentors arenôt afraid to be tested and itôs very 
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 
levels of capability, that the training weôre offering at the moment has to appeal to all. In the future 
weôre going to really break that down and change the intensity of the topic to match more the needs of 
the sector weôre dealing with.  
 
We offer a highly interactive learning environment, encouraging discussion, thereôs a lot of 
camaraderie, a lot of slagging going on, a lot of fun. Thereôs also an awful lot of hard work and we also 
offer follow-on support to the companies weôre working with. Our training programme is working 
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 
membership for a further two years and theyôre sending their teams and thatôs great. 
 
These are some of the topics, you have them in front of you, I wonôt go through them at all. As I say, 
itôs 5 modules about 21 topics, delivered over two years and I just want to talk a little bit about one 
company, rather than lots of companies.  
 
This company are called Serosep, theyôre a leading distributor of diagnostic kits to hospitals and 
laboratories in Ireland and the UK. They have 500 products in their portfolio, 30 of which are their own 
products. I just want to mention the BioEnteric product. As I 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 pathogen detection system. Basically if youôre struck down 
with gastroenteritis, tummy bugs and things like that, this company have developed a rapid test that 
theyôve sold into hospitals, that gives a result within 24 hours. Up to then, in Ireland, this test would 
take 3 days to compile and complete within a hospital. I 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 thatôs quite a significant statistic. This owner 
manager says that the company has moved up the value chain as a result of the programme, itôs 
upskilled his management team, theyôve gone from distribution to own-product manufacturing, their 
sales have increased by 30%, export sales have jumped and cashflow has doubled. Now, I rang him 
up and said, óCome on, are you lying? This sounds incredible, are you just saying this because youôre 
so fond of us?ò ñNoò, he said, ñhow could you doubt me? I actually mean it.ò Itôs really, really 
transformed the way his company has worked, so I said I would share the statistics. He has 5 people 
on the course at the moment and had 3 people in the previous two years so heôs very much onboard, 
heôs a great champion. He also says, ñWhere else can you get that calibre of training for ú75 a day?ò 
and heôs quite right. Thatôs him there and thatôs our network manager who went on maternity leave 
and didnôt come back so we have a new one now. Basically they went on a mad campaign, óBetter 
design = better businessô and they hit the local and national press and were standing at roundabouts 
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 theyôre called U-Pay(?) and they were very successful, it just took off in the region. 
Askmoby.com and a company called Now Casting(?) who use the programme to develop their marine 
weather forecasting service thatôs linked to your mobile phone and if youôre into marine related activity 
and want to know the weather you just use the service and again theyôre another champion of the 
programme.  
 
Hereôs our members and they vary and weôve got an awful lot of service sector companies within our 
region and joining this programme. Weôve also got design practices joining the programme, not to do 
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 I 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 have great fun as well, thereôs a lot of networking 
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events and activities, it helps the mind think óinnovationô. Itôs a team effort, Iôm not the only one and 
weôre always looking for new players so Welsh companies and Design Wales, youôre more than 
welcome to come over to Ireland or weôll come over here, weôd love to make those links. I do feel that 
Design Shannon is responsive and results focused. Our mood is confident and responsive. The SME 
mood, thatôs a different mood, a recession does mean less training spend and we do say that itôs right 
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 I think, in some ways, weôre revising our model and 
looking at it again because business model innovation is the way forward and weôve developed 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 like, ñI make tablesò, and I say, ñSo what, what does your 
customer want?ò Just approach things the other way around. If we can start with the customer and 
work backwards to capability then I think that the products and services going into the Irish and other 
markets are going to sell better, itôs a very simple thing. So weôre trying to turn things on their heads 
and encourage our companies to think far more about the customer and end-user than they have in 
the past.  
 
Itôs a slow process because of the recession at the moment and still companies do end up competing 
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, ñThis is your core product, letôs see how we can add value to it, improve the business 
around your core product.ò So this is our latest business model chart that weôre working with a 
company on and weôre going to integrate this into our Skillnet programme. So while we have a design 
management, design thinking type programme, training and certification, weôre changing the model all 
the time.  
 
I do say that we donôt forecast, predescribe or say this is our policy or plan, weôre not exact in that way. 
Maybe weôre a little bit guerrilla tactics in the way that we work with companies, but we are very exact 
about one thing, and that thing is our relationships with our companies. They drive what we do and I 
believe having those strong relations will, in the future, keep us on the road basically. So, thank you 
for listening, I do want to finish up if we have time Gavin? When I meet a company, when I go in the 
door, I use something, a little video, itôs from the Norwegian Broadcasting Company and have this 
wonderful little thing, Iôm sure lots of you know it, itôs on YouTube, and when Iôm encouraging a 
company to think a little bit differently or look a little bit outside the box, I play this and we have a chat 
about it. So Iôm just going to share it with you and if any of you can use it in your own work, thatôs great 
and thank you Norway for giving us this.  
(Plays Medieval Helpdesk http://www.youtube.com/watch?v=pQHX-SjgQvQ) 
 
 
 

9 Q&A session 

 
GC: Weôve got half an hour for questions, can we ask Deirdre, Deborah and Klara to come back and 
sit down?  
 
Iôll just make an announcement. Straight after this meeting thereôs two other meetings that not 
everyone is involved in. Thereôs a meeting for the prospective SEE partners for our European project 
and thereôs also a meeting for the ADMIRE programme, both of those are taking place at 3.30. So you 
havenôt got to run away until weôve actually finished. So have you got any questions youôd like to ask 
from this afternoon? 
 
Sally Brazier: Iôm part of ADMIRE and also ? of my own company. Deborah, when you were talking 
about the Design Effectiveness Awards you said that you didnôt look at the design side very much, the 
most important thing is the business effects. Having looked at this in the DME awards we had the 
debate as well and it applies also to, in terms of helping businesses to use design, that often Iôve had 
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 I do. I think quite often designers are critical of other designers work without being 
appreciative of the context in which the work was done. So, if I 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 
launched the product. I think the issue there was that the people who were being critical werenôt 
Fosters beer drinkers. I think there is sometimes a myopic view in the design industry that if you see 
something it has to be something you like, but a lot of the time youôre not the intended person. So I 
think sometimes, to be openly critical of things when youôre not aware of the context or the audience 
for which it was done, doesnôt help. The agency who did the work are a very well positioned agency in 
the UK and I did try to explain to other members of the DBA who were very upset about this, that they 
donôt keep shit designers in the cupboard and pull them out for all the bad jobs. The same designers 
work on the beautiful stuff that comes out of a design consultancy as well as the stuff that people donôt 
like and quite often itôs the business context that has caused that change to happen. 
 
GC: I had a question which I wrote down earlier. Deborah, you mention 15,000 design businesses in 
the UK and weôre aware that if Welsh design businesses are going to export their services and clients 
are going to come across the bridge, at least from England and then further afield, theyôve got to be 
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 14,600? 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 I was talking to a 
young website design practice Thereôs two of them, theyôve got brilliant clients with the BBC and the 
like, but they donôt look beyond the client theyôve got at the moment and their business goes up and 
down, so itôs getting them somehow to take a step back. What makes the members of the DBA make 
that step back? 
 
DD: Youôve got me on a subject that I could talk for days on. The answer to why they donôt look very 
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 I 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 work, it would be far too stressful. So weôre very careful not to tell designers 
too much about the area they work in, for fear theyôd all walk away and find easier jobs to do.  
I think the biggest issue, the differentiation, would be attitude, itôs not size. We have small and very big 
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, I 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. I 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, I think you would actually see them shut 
down, they would start to lose the will to live and I think at times like this, itôs absolutely critical that 
design businesses protect their creative talent from the business context in which theyôre and the left 
brainers in the business ï those could be the account or managing directors ï 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 lose its ability to trade as a first class consultancy. I donôt know if that 
answers the question. I think thereôs an ambition and itôs not necessarily to grow, it is usually an 
ambition to do better and better work. 
 
GC: Itôs not just bolting on the business skills but about having the balance between maintaining the 
creative abilities and making sure who theyôre targeting at and what messages theyôre putting out. 
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 ï graphics, product, architecture, web design ï 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, 
ñOh itôs very nice, but I donôt want to have my office on a floor with another graphic designer because 
my clients will see it and ask there for an offer as well,ò we say that they will become paranoid in this 
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, little experience, but a lot of passion and then itôs already a good place. 
 
DD: Itôs really interesting because I love what I do but itôs hard work and you want to invest your time 
in the businesses that need it and have a passion for it and I 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 almost by the day and I think thatôs what gives us the drive and the motivation to carry on 
doing what we do. 
 
GC: It probably doesnôt take very many higher profile, able agencies, 3 or 4 winners of the DEA here 
would make a real difference to putting us on the map. 
 
DD: I have to say that I donôt think DEA are necessarily what you need but I think a lot of it is to do 
with confidence. I 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 
questions are, there is nothing more encouraging than seeing a business finally understand what it is 
they are doing for their clients, theyôre almost unaware that theyôre doing it. The go in, they work their 
magic, sprinkle the magic dust on these businesses and very often they run away because theyôre 
straight onto the next project and they havenôt stayed around, asked the questions. They donôt know 
what the impact is, because quite often that wonôt be felt until 3, 6, 9 months later. A design business 
doesnôt get paid to be around 9 months later to ask the questions. But thereôs no doubt in my mind 
now that for those who go back and ask the questions, particularly if itôs long term relationships, they 
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 I would refuse it because I 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! If I had some money what would I do? I think itôs important to establish businesses 
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, I think, the wrong thing to do. Equipping the people within the 
business to do everything is probably the right answer. I think the biggest issue for most design 
businesses is that they find... you know, youôve got me. What would I do if someone gave me a million 
pounds? 
 
DJ: I 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 those solutions are fantastic at times but itôs such a 
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 I 
suppose Iôm a believer that design practices and that innate creativity that all the other businesses, 
SMEs 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: I think I would probably run a workshop with designers about why they started in business, that 
would be the first question. Because a lot of them donôt know what the journey is, they donôt know 
what theyôre heading towards and even if you can just get them to think two or three years down the 
line, thatôs actually quite a long way away for them. I think the reason for doing that is that it enables 
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 itôs just being able to take them out of the business, get them to look at it from another direction. In 
a way, itôs a bit like running the programme you run for your SMEs for design businesses. Itôs just 
saying: what are the skills that they need? Quite often, because they work in groups, theyôre a bit like 
football clubs, you get teams of them that hang around together. Itôs very difficult to get the impetus 
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 I 
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 reality is ï and Iôd go around bursting balloons all over the UK ï that until they 
get 20 people they cannot afford either of those positions and it is likely that until they get to 40 people 
they cannot afford both. So itôs then saying, if they want to be the owner manager of a design 
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. So thatôs probably what I would do with my money. 
 
Delegate: Itôs very interesting, I think itôs quite true that one of the first things designers would like to 
have when they start their own businesses, they need someone to help them with finances and 
business development. I 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 
administrative agency or something. I donôt know whether thatôs an idea in such an incubator? 
 
KDS: We have a network of people that we work with, we donôt have our own accountants in the 
building, if we had they probably wouldnôt use it because itôs too close. We work together with advisors 
but always only introducing them to the designers. We also donôt want to make them dependent on us, 
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. 
 
Liz Mills: Klara, it was interesting to hear you say that you are targeting freelancers. Iôm also freelance 
and Iôm wondering what kind of business model you recommend for the design sector. For example, in 
this country as a freelancer, itôs quite difficult to get public contracts. So if I want to do a job for the 
Welsh Assembly Government, itôs much easier for me to go in with a much larger company which 
provides me with professional indemnity insurance and all kinds of paperwork which make it difficult 
for me as a sole trader, as itôs called in the UK, to bid for public work which would be a way for me to 
enlarge my business. I constantly fight against becoming a limited company and there are a whole set 
of other problems, if youôre a single person limited company, with tax in the UK. So I wondered, in the 
Netherlands and Belgium, are there more freelancers with a more sorted-out business model than 
here and recently we had this small business act at European level and I wonder if thatôs starting to 
influence the way that small design companies are set up. 
 
KDS: Itôs no problem to have complex or government clients as a freelancer, itôs only that you are very 
small and have very little chance except when itôs a very small project. We all hope they will go from 
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 and leave as four or five together in a better structure, financially and legally. Itôs the 
way we all hope they go. 
 
DD: My view of public sector work in the UK is, just donôt do it. Iôm afraid that the systems in the UK 
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 I 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: In Belgium, I donôt think you have design offices of 10 people, 6 is about (normal), the whole 
structure of the company changes. I think we have large practices in architecture, in design maybe two. 
 
DJ: In Ireland itôs the same. 3 to 5, itôs getting large. 
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LM: Could I ask, in other sectors, itôs common for clusters of small companies to work together for 
example, in tendering for a public sector contract, it would be possible for a group of companies to 
work in a network and I wondered if this is encouraged amongst designers. It sounds like itôs much 
more personal and small scale and perhaps thereôs not so obvious a supply chain? 
 
DJ: Not freely. Design practices, apart from our programme, they havenôt really come together in our 
region yet. Yet more nationally, in Dublin, there is an Association that supports design practices and 
there are Design Effectiveness Awards, but within our region, within that Association, thereôs only two 
organisations that have membership of that. So although I 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 itôs all open for development and opportunity. I think we have to learn to work together as well 
and weôre still at that stage, so hopefully by the end of next year those barriers will be broken down, 
they wonôt see themselves as competing but maybe identify complimentary services. 
 
GC: I canôt remember the name of it Liz, but there was a document launched a few months ago by 
Andrew Davies who is the Minister for Transport. Itôs about encouraging small businesses to be able 
to tender for public work and heôs quite driven behind it and wanting to know what local authorities are 
doing to make it happen. Iôll find out more about that for you if you like. 
Any more specific questions? No, OK. 
 

10 Closing 

 
GC: Well it seems to have gone really quickly, weôve had quite a diverse range of presentations from 
policy to delivery and all about supporting designers and design associations, etc. As we said at the 
start, thereôs no single solution to the issues weôre facing, weôve all got unique environments to work in 
so weôve got to make sense of what weôve seen, take the best of what we can and work that in our 
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). 
 
I 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. Thereôs lots of challenges to face but Iôm fairly optimistic that thereôs going to be some good 
things happening particularly coming out the EU Commission work. 
 
So Iôll thank the speakers today, Charlotte, Jan, Huang, Deborah, Klara and Dierdre. Iôll thank Gisele 
and Lynne as well, these events donôt just happen, it takes quite a while to get together. As we 
mentioned earlier as well, this is just the first of a number of events happening today. At 5 over in the 
Wales Millennium Centre, thereôs the Design Wales and Design Management Europe showcase. The 
Wales Millennium Centre, if you donôt know it, is the one with the kind of grey/gold roof over there. It 
takes about ten minutes slow stroll to get there and my colleague Alan, whoôs left the building, is going 
to walk you over there if anyone needs to know how to get there, you can follow him. That particular 
event, the room can only take around 100 people, if you go to the DMA event tonight youôll be given a 
badge I think and if youôve already registered to go to the Showcase youôll be fine, but otherwise you 
wonôt be able to get in because itôs been fully booked for a little while. 
The ADMIRE programme meeting is taking place in the main hotel (directions to the meeting room) 
and weôve got most of the SEE partners here, weôre also in the main body of the hotel (directions to 
meeting room). 
 
Thank you very much, Iôll see you later on probably. 
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1 
Opening 
Gavin Cawood, Operations Director, Design Wales 

 
Gavin Cawood: Weôve got another event for the designers who are based here, in this room next 
Friday, with Blair Enns if youôre interested in that. But also weôve had a busy couple of days over the 
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. I mention this 
because thereôs an opportunity for us all to be involved if you want to raise design as an issue on the 
agenda at a European policy level. Most European policy thatôs in place at the moment, and the new 
funding related to it, goes on until about 2013 and then after that something else is going to come 
along and theyôre working on that at the moment. So if you want to get involved in that you can. 2009, 
if you didnôt know, is going to be the EU Commissionôs Year of Innovation and Creativity and I think in 
each nation thereôs going to be some kind of regional representative who can be a contact point for 
getting involved.  
 
Earlier today we held a workshop particularly for business support organisations like my own, Design 
Wales, with European companies, with about 65 people. Now weôve got this event tonight, we should 
have about 100 or 120 people in the room today, which is mainly for design-led businesses. Weôve got 
the DME Award ceremony itself after this and tomorrow weôve got an event back in the St Davidôs 
Hotel specifically for businesses who are interested in design, particularly Welsh businesses. Again 
weôve taken advantage of the fact that weôve got some of the DME Award shortlisted companies there 
and some of them, plus some design-led Welsh companies, are talking to Welsh businesses and 
hoping to inspire them. 
 
Tonight we thought weôd take real advantage of having some of the leading design-led companies 
from Europe here in Cardiff by running this showcase. Rather than having a series of presentations, 
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we thought weôd take a format weôve used before and use the talents of Sian to facilitate it. Weôll have 
three very short presentations and then a chat show interview style event. So thereôs an opportunity 
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, Iôll hand you over to Sian who will take you through the rest of the evening. 
 
Sian Pari Huws: Welcome to what lots of people in Cardiff call the Armadillo, this lovely new building, 
the armadillo because of the shell-like roof it has. I donôt know if you noticed on the way in, there are 
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, óIn these stones horizons singô, so this evening weôll sing the praises of designers and design 
management. In Welsh she says, óCreu Gwir Fel Gwydr O Ffwrnais Awenô, and she refers to this place, 
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. Theyôre not going to be grey at all, theyôre going to be very colourful 
and I think this is the closest weôll get to industrial espionage maybe, legitimate industrial espionage, if 
thatôs not a contradiction in terms, because we get to know why theyôve succeeded, how theyôve 
succeeded and you can ask them questions maybe to help your company too. 
 
So letôs start with a name that Iôm sure youôre all familiar with: Virgin Atlantic. Joe Ferry is going to talk 
to us about how they use design. 
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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 
development of the cabin interior and onboard products, Joeôs responsibilities also 
include managing design for Virgin Atlantic's brand identity, uniforms, clubhouses and 
terminal areas around the world and more recently the development of Virgin Atlanticôs 
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, Iôm Head of Design for Virgin Atlantic and Iôve got a 
brief period to take you behind the scenes of Virgin Atlantic and tell you how we use design, so letôs 
start with a bit of history. In spite of people thinking weôre from a different planet, it wasnôt a galaxy far, 
far away, it was a place called Gatwick where the gentleman in the black cap there, Sir Richard 
Branson, started Virgin Atlantic, heôs now our President. Weôre a company that has 8,000 staff, we fly 
with 4.5 million passengers a year to over 30 countries covering 5 continents. Despite that, weôre 
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 if those two bad boys get together thereôs going 
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 differentiation that we need. Fortunately I donôt 
have to report to a board of directors that looks like this and Iôd be lying if I said our board meetings 
end up with these shenanigans, but itôs leadership that really does make design management work 
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, bubbly team and here they are. Iôve got over 30 in-house 
designers, we use a range of external design consultancies around the world, all very talented and 
finally, the great thing for design management to succeed is attitude. Thereôs an old saying in England: 
if it ainôt broke donôt try and fix it. Well Richard has been quoted as saying: if it ainôt broke, break it. 
Thatôs essentially what my team do. They challenge the status quo, try and change the norm and itôs 
my job to inspire that change throughout the company.  
 
Thatôs easier said than done when youôre designing things that fly 35,000 feet in the air and at 500 
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 crash test at 16Gôs, is quite challenging. But it shows 
that all of the design we do has enormous integrity, whether itôs on the ground or in the air. Itôs not just 
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 over so youôre not sleeping on the same surfaces 
youôve been sitting on for the whole flight. We donôt just concentrate on hard products or interiors we 
also concentrate on service. I 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 youôre going to have a big poster next to the M25 saying óPimp 
My Loungeô, you need a lounge that looks as if itôs been pimped. Hereôs our Heathrow lounge, itôs over 
2000sqm, cost over £11 million, complete with ski lodge, sky bar and what lounge isnôt complete 
without a Jacuzzi. But again, weôve integrated service, weôve worked with a private members club to 
help us with the services and a famous restaurant for the food. 
 
Weôve known for a number of years 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 wouldnôt get in T5 because itôs so big. So instead of competing on size we 
decided to compete on speed, so as soon as they get out of their car theyôre handed their ticket, 
theyôve already been checked in, their bags are taken away, they have a private security corridor and 
we guarantee that they can get from the car to the lounge youôve just seen in less than 10 minutes. 
Obviously theyôre a bit competitive, so the record is 2 and a half, but it gets a bit messy after that. 
So weôre looking at the whole experience, not just one element. 
(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 crew wear that theyôre very proud of, to 
the enormous exterior of an aircraft where weôre designing the corporate identity and livery. We design 
not just from the UK, we design around the world and every clubhouse we design embraces the 
culture of the destination. So hereôs our new clubhouse in Norita in Japan with ClineDithamon(?), 
hereôs one in San Francisco, Aytink(?) were the architects we collaborated with, in Hong Kong with 
Collaborate. In Boston with Bergmeir and in JFK with Shock. Again, service design is integrated in all 
of these, weôll teach a barman how to make the perfect Manhattan in New York. Itôs attention to detail 
not just for our passengers but these are images of breakout space in our new space facility called 
The Base. So weôre investing internally as well as externally, but again design 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 amazing thing is that weôve managed to do all this despite the events of September 11 and the 
increase in oil prices, wars and diseases and I think it really is a tribute to the directors of Virgin 
Atlantic that at no point did they stop investing in innovation and design. I like to think that the design 
team have actually rewarded that trust and weôve managed to sell the IP rights of the Upper Class for 
several millions of pounds so, for once, instead of taking money Iôve actually given money back which 
is always good. Weôve even managed to please the likes of Jeremy Clarkson who after going through 
our Heathrow Clubhouse said: the gap between Virgin and BA is planetary. Which for those who donôt 
know how big it is, itôs that size. 
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So whatôs the future? It is doom and gloom out there, weôre all very aware of that, but I think the future 
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: Youôll have a chance to speak to Joe and ask 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 I 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, Iôm sure, in the future, when things are not going so 
well for other airlines or companies weôll seize the opportunity and invest. 
 
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 whatôs happened in the past and since September 11 it probably didnôt effect as many companies 
as it did the airline industry. Literally overnight, people stopped flying. So weôve had that experience, 
we know what it feels like, how uncomfortable it is and so weôve always managed to look forward and 
say: if that situation ever happens again weôll be prepared. So for the last year the whole company has 
been doing, what we call, an efficiency and effectiveness drive, weôve said: a recessionôs coming, 
thereôs no point to grow the company at this stage and weôve been preparing for it. Now, when it 
reaches its doom and gloom low, is the time to invest and weôll have money and the energy 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? 
 
JF: Itôs a mixture of both because all the parameters are changing. For example when oil prices 
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 weight, could actually wash itôs face before it took 
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: Where are your shares at the moment, whereôs your money? 
 
JF: Itôs 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 later but letôs hear now from another mode of transport. Weôre going to go on our bikes now 
in the company of Steve Masterson. Heôs a designer but he works with KTM, the orange company. 
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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. 


