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Introduction

“Howw long will i take onr idustey to realise that UK Ltd is
srcompetitiae because its products gre uglier, eltomsier and
less appealing to the Buer than those of onr conipefitors" !

Tomy Kev, Corporate Head of esign, Bretish Tolecom, 1993

“Deesignt is a political i, Every time we design a produict qpe
are making @ statement about the direction He world will
move {n” .

Stefanc Marzann, Phelips Corperate Plesign, [903

Inanswer to My Kev's rhetorieal question - at least 160 vears,
Dhiring a Parhamentary debate in 1532 on the prablem of
Britain’s declining export of textiles, Sip Robert Peel blamed
Poor designs. In the years following Peel | the design mes-
sage has been pursued with increasing vigour by designers,
enlightencd industrialises and the povernment, When Mrs
Thatcher backed the message with hard cash, in the form of
grants for design consulta nCy, it appeared that the case for
desizn had been won,

The 19805 has been describe as the “desipn decade®, with
various evenls symbalising design’s elevation o a promi-
nent position in our industrial culture. Design consultancics
raced each other for o listing on the stock market an
expanded into Europe and North America. Sir Terence
Conran built up his Storehouse design-led retailing empire
and attracted sponsors for 4 Design Musenm overloaking
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London's Toewer Bridge. The consumer boom created a mar-
ket for designer gouds which were often the subject of crit-
ical examination by a rising number of design journalists.
The business of corporate identity translormed the once
familiar faces of well-established enterprises and ulilities,
and a new business discipline — design management -
found it way inte MBA programmes.

Design's rapid ascent as a significant economic and cultur-
al activity made its collapse all the more dramatic. Michael
Peters, the foremost consultancy of the new design indus-
by, called in the receivers; Sir Terence Conran lost control of
Storchouse and saw Habitat sold to a Swedish company;
the Design Muzeum cut back on its staffing and activities in
the face of financial uncertainty; and Wally Olins redesigned
British Telecom's corporate identity, The prancing piper
adorning public telephone boxes was seen to be playing
design’s last post. Even the director general of the Llesign
Council described it as a “trivial and irrelevant cliché™.”

The consumer boom of the late 1980 enabled the design
inclustry to indulge in a supetliciality and hype to which it
ultimately fell vichim weith the onset ol economac recession.
The 19905 poses our society with new problems and new
challenges. Design must demonstrate that it remains a vilal
peomomic and cultural resource rather than a stylistic fad.
To develop Stefano Marzano's point, design must reflect
and comtribute positively to the changing social values that
underlie the future direction of the world in which we hive.

Behind design’s sumewhat tarnished public profile is its
reality as a respurce of considerable benefit to management:

“Deesign ts the process of seeking to optimize consumey sal-
isfaction and company profitability through the craafive nse
of major design elements (performance, qualily, durability,
appearance, and cost) in connection with products, enviran-
ments, information, and corporate identity”

As this definition indicates, design brings together the
needs of eonsumers and the objectives of the firm in creat-
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i‘;_ﬁg.'];.mducts and seevices which perform appropriately,
express a commitment to guality, have positive aesthetic
qualities and can be produced efficiently. It is clearly an
Anterdisciplinary activity of some complexity.

‘This complexity requires that the design process is effec-
tively managed. Like any other corporate activity, design
requires monitoring and control mechanisms., Standards
‘and policies are necessary to ensure that design is consis-
tent and maintains a recognised degree of quality. Effective
-management structures are needed to ensure that design
meets company chjectives and integrates appropriately
- with other corporate activities, Overall, a strategic approach
to design at board level elevates design to an innovative

. I
-

- process with a leng-term horizon.

Design management “is the application of the process of
management to the processes of imnovation and design”.?
There is a considerable body of research which examines
the dimensions and efficacy of design management. This
research has shown that effective design management,
although not a general panacea for industry, is a significant
contributor to success, deserving a place on the corporate
~agenda. Companies large and small, both manufacturing
*and service-based, all need a Desiyn Agenda.

~ However, a crucial argument developed in this Lok is that
- design, in its interaction between industry and society, pro-
vides a means for organisations not only to accrue profits
but also o manifest the social responsibilities increasingly
demanded by the public. It must therefore be viewed from
a broad perspective in order to appreciate its social, cultur-
al, technological and commencial dimensions.

ﬁackgmund to the Design Agenda

This introduction to design management arises from our
teaching and research, both juintly and ind ependently, over
several years. At the Universities of Salford and
Staffordshire we have taught a range of design sludents
ranging from fashion and graphics 1o glass and industrial
design, and more particularly have developed undergradu-
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and interests that span a range of practices, the authors’
intentions were 1o exploit this diversity in a multidisciph-
mary introduction o design managernent,

foSijlg The Design Agenda

This book is an introductory text designed for students
studying design management at undergraduate and post-
graduate levels, together with practising managers who
wish to develop an interest in the field. 1t is not a “how e
baok but a “what you need to think about before vou do
* and where to get more detailed information about it" book.
n detailing the relationship between design and manage-
- ment it aims to make business students and managers more
design aware, and design students more business aware. It
s an agenda of issues and possibilities that through further
study and the practice of design management will lead ko
an agenda of action.

The Design Agende combines contextual analysis, relerence
toresearch findings and other literature, relevant exemplars
and summaries of practical methods and technigues that
enable design to be managed effectively. The book Falls inte
twa parts: Chapters 2, 3 and 4 provide a theoretical discus-
sion of design and its influences, while Chapters 5, 6 and 7
look at the practical issues of design and the organisation.
Although the book is very much a join: effort, the overall
responsibility for the first part was taken by Mike Press and
that for the second part by Rachel Cooper. Each of the six
‘main chapters is structured to enable a rapid grasp of the
sues covercd, provide conlemporary l]ﬁust:ati{m of its
yrguments and promote further study. Chaplers start with
a graphic “map” of their content and themes, and end with
‘a summary of conclusions and implications.

beyond the usual bibliography of most texts, The
sign Agenda concludes with a Resource Guide, which
Srises an annotated selected bibliography organised by
ject, a listing of pericdicals and journals for those wish-
to maintain an up to date understanding of the field, a
1z of organisations that support and encourage desizn
wagement, and details of the main educational and
h bodies involved.
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Structure of Content

The Book Map indicates the themes covered by cach chap-

ter, and a summary of the main arguments that are drawn
from them,

Chapler T:I'IEIT!IE'E-_

Six perspectives of design as an, s
What is dasign? oroblem sabeng, A3 B creatre act, as a
lamily of professions, as an ingustry, a3
a proCess,
True value
o desian
Corparale
dizsign slealegies

Dasign ared the
argansatan

Tha walue of design to erleqrises
national eeanemies, postondustnal
spoiety, condumen gutiune and seeial
is5UES.

Dalining carpaaale sirateqy: Sasgns
canlribation b sirdlegic gosks; tha
alaments ol design sirategy.

Diesign and onyansabonal fenctians,
organisaficnal issues; design. qualiy
and manw product divvelogment

-
. o Thir rationalke, mathods and aulcame of
Crasign audis ceskn auddng technaquiss.

Dasin Cnecklists ol best praclca in deviioping
Is, siratpgies, clans and

i & guide 1o 1he Beralura, srganisabans

FiBBLANCH (104 ared pducaticnal FESOUReas cowring

managamean stuctures.
design managemsant,
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