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The purpose of this report is to make an analysis of the activities

and experiences of the Danish Design Council/Danish Design Center since
its start in 1978 and of the activities of DETEC as seen during a two
weeks visit to S3o Paulo in October 1986. Through these studies, sugges-
tions and proposals will be made for future action in the field of indust
rial design by DETEC and other design organizations.

There exist four areas of design:

o product design .
o graphic design/cammmication (e.g. corporate identity programmes, sign
systems, typography, pi :tograms, posters, advertising, brociures etc)
o packaging design (related to both product and graphic design)

o enviromment (reception areas, offices, factories etc).

In the following, the main emphasis will be laid on product, graphic and
packaging design, always keeping in mind that in the end it is the tota-
lity of design that matters. In a company, one area of design can never

function satisfactorily without the support of the others. In the follow-

ing, the common édenaminator for all three areas will be industrial
design.

As a background to the discussion of the purpose, objectives and goals
of a design center, I would like to state the following:

There are four factors to take into consideration vwhen discussing the
subject of industrial design:

¢ the industry

o the design profession

o the education of industrial/graphic designers and businessinen/managers
o a possible link between the above.

A fundamental problem of the integration of industrial design and indust-
ry is “he lack of knowledge both sides have of one another. The mamu-
facturer is not aware of the possibilities and skills the designer can
offer, and the members of the design profession have a very superficial
knowladge of the potential of the industry.

A main problem is th2 ignorance of both professions on how to get. in
contact with each other, and how to cammmnicate in a language, under-
standable to both groups. ‘
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The education of both professions is partly to blame. In the traditional
training of designers, no courses are given in the strategy, management,
econamics, sales or marketing of a campany. Without basic insight in
these matters, it is impossible for the designer fully to understand

the problems and possibilities of any caompany. And the manager, unfortu-
nately, is unaware of the abilities of the designer and of the possibi-
lity of using design as a management tool in his company. Only a few
business schoolc offer courses in the management of design. And when the
two professions finally meet, much time is often lost by trying to

find out about each other's expertise. Owing to these circumstances,
many pctential partnerships between designers and manufacturers have
came to an end before they really got started. The solution: the integra-
tion of business man~.gement in design schools and of design management
in business schrols, is not close at hand.

The missing link could be a design center. To be able to bridge the gap
between the industry and the design profession, the design center needs
a thorough knowledge of the different areas of the industry and a good
contact with a mmber of key manmufacturers and managers. Preferably
managers of a design-based campany, but not necessariiy so. Many mamu-
facturers have a good understanding of industrial design without an
actual experience in the field. A strong federation of industries is a
good ally, as thereby you have a defined target group to start with.
But smaller, non-associated campanies are of great importance avd should
2lso be approached.

It is, of course, equally important to have a key knowledge of and a
working relationship with the members of the design profession: the
industrial and graphic designers. This can.be done through the professio~
nal organizations where they exist, but also b a direct and personal
contact with the most dedicated and experienced desigrers.

It is of utmost importance that the design center is well aware and
informed of the personal abilities of the designers. And it has to be

a mutual understanding: the designers must be given reasons to beliew:
in the determination of the design center to do its best to pramote the
interests of the designers and to possess the widest possikle knowledge
of design.
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In the following, I will give an account of the activities of the
Danish Design Center (DDC) ad of the plans for the future. Much empha-
sis will be given to the practical carrying out of the projects, as I
was asked repeatedly at DETEC, how this part was managed. I will therr
relate the DDC activities to the plans and proposed activities of
DETEC/NDI as expressed to me at DETEC during my visit to SSo Paulo.

I will start by giving the organizational backgrcund of DOC.

The Danish Design Council/Danish Design Center was founded in 1977 on
the initiative of the Ministry of Industry and a mmber of individuals
with a special interest in industrial design, and with the support fram
the FPederation of Danish Industries. It is an independent organization,
financed partly by the DDC's own earnings, partly by subsidies from
private and public means. DOC receives 40% of its yearly turnover fram
the Ministry of Industry. DDC's m.rrnver was apprax. US$ 900.000 in 1985.

The decision to set up a design center was mede in recognition of the
fact that the benefit industry and society derive from industrial pro-
duction is vitally dependent on the values that are added to the products
in temms of ideas, good product design and professional graphic commmni-
cation.

The objectives of DDC are:

o to pramote industrial design and product development. It should be
noted that the pramotion of arts and crafts is not within the scope
of DOC.

o to be a ‘bridge builder’ between the industry and the design
profession

o to function as an advisory consultancy in all matters conceming

~ industrial design

o to collect and disperse information on industrial design.

The Danish Design Council has up to 40 mewbers. Each member holds his or
her scat because ot the strength of a personal and qualified interest

in jndustrial design. In the Council are represent~d leading manmufac-
turers from the Danish industry, industrial and graphic designers,
architects, camunicators, and the heads of the principle schools of
industrial and graphic design.




Danish Design

From the members of the Design Council is elected a board/camittee

of eight people vith a chairman and two vice chairmen. In the camnittee,
industry and designers are equally represented. The entire Council meets
four times a year and the board once a month.

The ideas and intentions of the Design Council are carried out by the
Danish Design Center, with a staff of five fuli-time and three part-time
employees. The objectives of DDC are pursued through the following
activities:
o The Danish Design Index with the quality label for design,
the DD-mark
o Design management consultancy
o Education
-, Publishing
o Press and information work .
o wibitions
o0 Design campetitions
o The awarding of the Danish design prizes
o Cooperation with design related international organization:.

The Danish Design Index is a register of high quality, Danish industrial
products. To be included in the Index, a product should be an expression
of good indus:rial design with respect to mamufacturing,construction,
function, aesthetics and interaction with the surroundings. The Index
only contains products selected by a jury consisting of experts in one
of the following areas:

o industrial products (machinery, technical equipment, vehicles etc)

o huilding components (tiles, doors, windows, roof material etc)

o consumer products (furniture, lighting, textiles, toys etc)

Typical professions represented in the juries are: designers, engineers,
manufacturers, architects. The juries work without renumeration. The
three product areas are classified according to a special system,
developed by DDC (enclosure 1).

The Danish Design Index today comprises approx. 1.500 industrial pro-
ducts. The Index consists of a data sheat with a photograph and a des-
cription of each product (encl.2) and another data sheat for each
campany, vepresented in the Index (encl.3).




The Index forms the basis of

o the DDCs information work, oriented towards professional buyers and
the press in Demnmark and outside Denmark

o the production of export catalogues, slide-shows and exhibitions

o the use of the NDCs quality label, the DD-mark (encl.4).

To start up the Index, three staff members, all architects and employ-
ed for this specific purpose for r.ine months in 1979, collected
brochures and informations on all kinds of Danish industrial products,
roughly 4.000 products. Fram these, the juries selected approx. 900.

' The Index is contimuously updated and supplemented with new products.
But it is a very time-consuming work, and it has therefore been decided
to concentrate on one pr “ict group at a time and do a thorough re-
search in that field bef_re continuing to the next. Presently we are
investigating the area of medico-technical equipment and are planning

Export catalcgue +- produce an export cataloque called 'Danish medico-technical equip-

ment’, partly financed by the participating companies, partly by
nublic, export~pramotional means. The catalogue will contain editorial
texts, interviews with designers and manufacturers, and presentations
of products and campanies.

The policy at DDC is to make a coordinated 'cammmication package’

of as many*of our activities as possible. In the case of an export

catalogue that means:

o the publishing of the catalogue and the distribution of it to well-
researched target groups

o provide the press with a press release, relevant photographs and the
catalogue itself

o a small exhibition of the products presented in the catalogue

o possibly a seminar aimed.at manufacturers and designers within the
area of medico-tachnical equipment.

.n this way, you spread your informaticr. to many more groups than if
yau just send the catalogue directly to the market. - .

The DD~mark Mamfactmrersﬂwsepmductsareincludedinﬂnhﬂmccanuseﬂ)e
Dt-mark, the symbol of gcod industrial design, in their marketing,
either together with the products, or printed in brochures or on pack-
aging etc. DDC has not had the financial resources to launch
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the necessary pramotional programme for the DD-mark, aimed at consumers
and manufacturers. But even so, approx. 35% of the manufacturers re-
presented in the Index use the mark today, primarily in brochures and
other printed material. It is free of charge to be included in the Index
but the use of the DD-mark costs US$ 100 for each product for a
period of two years.

Design On a consultancy basis, the Danish Design Center provides a design
wanagement management advisory service for Danish campanies, who wishes to get in
consultancy contact with a product or graphic designer for the development of

a product or a visual identity programme. The design management
-consultancy includes a design based analysis of the company and its
products and/or graphic design by members of the DOC staff.

The consultancy is one of DDC; most important activities and the most

direct way we can bridge the gap between the industry and the design

profession, stated on page 1 of this reporc. In answer to an inquiry

Tram a company for the recammendation of a product or graphic designer,

the DDC procedure is the following:

1. After having received information of the campany and its products,
DDC forwards the names of 3-5 designers (in alphabetical order) who
can do the job. This is done without any cost to the manufacturer,
including a ane hour consultation at DOC.

2. DOC informs the manufacturer of the possibility of DDC to rike a
design~based analysis of the company, resulting in a report and
design-brief for the mamufacturer to nse in his contact with the
designer. A typical report will comprise approx. 20-25 pages at a
cost of ca. US$ 3.500. (For table of content, see uncl. 5).

In a growing mumber of cases, the campanies ask for such a report. To
obtain the necessary information, ¢ consultant from DDC visits the
campany and interviews 8-15 people, depending on the size of the com
pany. A representative (or more) from all the departments of the com-
pany is interviewed. It is very important to inclu 2 the management

in this series of interviews. You c¢an never introduce a new product

or a new concept for a visual identity, if the management does not
embrace the idea.. A lot of visionary thinking about design from
product developers and marketing people have come to nothing, because
nobody cared really to introduce the concepts in time to the management.




'Ihepmposeoftheinterviewsistogettolcm,
who the campany is,

what the company makes or sells,

how and where it does this, and

to wham,

and what the plans are for the future.

No formal questionary is ever used during the interviews. The consultant
has. to train himself to ask the relevant questions, which will consti-
tute the back-ground of the final report (for further questions, see
encl.6). In the case of an evaluation of an existing product or the

fumredevelopnmtofapmduct,meormopmd\ntdesignersaocatpaﬁy
the consultant and take part in the discussions.

once the report is delivered
togetherwiththenaxmofthedesignerstecaunezﬂedbyux:,urs
transactions with the company are ended. The campany now gets in contact
with the designers and decides with whan to collaborate. With the
reportinhisharﬂ,thenanufactureriswellpreparedforhisdis—
cussions with the designer, and the designer has got a structured ana-
lysis of the task.

DOC sametimes is asked by the manufacturers to continue its collabo-
ration with the company and act as an adviser to the development of
thedesignpmgrame,hxtthepolicyisalvaysmttodoso. ppC
should act as a bridge builder and nothing more, so as not to turn
into a possible competitor or supervisor of the designers. In the
beginning there were ceirtain misgivings from the designers' side about
the intentions of DOC in this matter, but during the years - and with
the increasing amount of work to the designers through the interven-
tion of DDC - the doubts have more or less vanished. Some d=signers
stiil resent the fact that the companies start by consulting DDC in-
stead of the designers themselves, but many today use the set up of
aurreportint‘reirwnanalysisofacaxpanyanditsproductpm-
gramme or visual identity programme. It ‘should be added that no-

body employed by DDC can undertake a job for a consulting company, as
this would be in conflict with the interests of the practising
designers. By this policy, the campanies also know that DDC is acting in
the interests of the campanies and the design profession, and not in

its cwn. -




Education
Courses

It can be very useful for the manufacturer to have same important

points in mind, when he starts his collaboration with a designer.

Over the years, experienced manufacturers have stated the followinc:

o Give the designer a determined design-brief (most manufacturers do
not).

o Choose the right designers, select the people you can talk to.
If you do not get on with each other, pay and finish the collabora-
tion and find a new designer.

o Do not influence the designer in the beginning of the process, wzit
and see. '

o But same designers have to be stopped before they g6 too wild.
Others go on and on, and sameone has to tell them to stop. A perfect
product which cames too late on the market, is useless.

0 Good design is useless without knowledde of the market.

o Sametimes the designer can be too good, and the market is not ready
for a product, which a couple of years later is a great sale success.

0 Good design does not came cheap. But it is a good passport into the
market.

o The designer has to know that he works in a commercial environment,
that the products have to sell.

The Danish Design Council's teaching activities are the following:
O Each year, twice a year, DDC offers three introductory courses in
1. Industrial design
2. Graphic design
3. Visual identity.
The number of participants is restricted to 15-20 people, and the
courses are aimed at product developers, middle management, marketing
departments. Invitations are sent to all the members of the Federation
of Danish Industries, advertising agencies, the press etc (encl.?7).
It should be underlined that the courses are introductory, but in
many cases the participants have came back as clients in the DDC

design management consultancy.

o An annual design conference.

In 1985, DDC arranged a conference with the title 'Design management
in practice'. At the confererce, a number of practitioners.of inter-
national standing lectured about their experience in design management.
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The target group for the conference were industrial managers, and
key people responsible for product development, marketing and the visual
identity of a campany.

Also in 1585, DDC arranged a design conference in London between
British Rail. (the British Railways) and the Danish State Railways.
The conference was held at the Danish Bmbassy for three days and is
going to be followed up in Copenhagen in Jamuary 1987 with another
three days.

o Special events evenings.

Approx. six times a year, DDC arranges an evening with an invited
speaker, who talks about a subject, related to industrial or graphic
design. The speaker could be a manager, designer, marketing man, student
of design, specialist in legal matters concerning design, a foreign |
designer passirg through Demnmark, in short: and professional with a
design message.

The evening starts with a light buffet (at 6 PM), and continues with

the talk, followed by a discussion. Invitations are sent to manufactu-

rers and designers alike, and the purpose is

1. to give an interesting introauction to a design-related subject

2. to give representatives fram the industry and the desigh profession
a possibility to see each other and taik informally. We have found
that this latter objective is very important. During the years,
a lot of contacts have been established thanks to these and other
similar meetings at DDC between the two groups.

o Seminars about the cooperation of marmiracturers from small and medium

size companies and indiystrial designers.
In comnection with fairs and exhibitions, DDC has travelled to the

' Danish province with a one day seminar called 'Industrial design in

practice’. The program has typically been camposed as follows:

o local case histories of a canpany, which has worked together with a
designer. The manufacturer and designer each give their version of
the collaboration. .

o0 An experienced designer explains in detail about his working methods.

o A consultant fraom DDC talks about the DOC design management consul-

oArepu:esentaticefmt}nmnisuyotMtrygivesanwoamtof
the possibilities for govexrrmental support for product development.
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These travelling seminars are very important in DDCs contact with the
whole of Danish industry, as the tendency for long periods has been
for DDC to work primarily with the campanies situated in the Copenhagen
area. There are hundreds of small campanies in Demmark, which never
have been contacted by DDC, owing to a lack of resources. But much
emphasis will be given in 1987 to broaden this approach, and one of
the means is going to »ne the travelling seminars.

o A post graduate course in industrial design for architects.

In 1982, there was a shortage of experienced industrial designers in
Denmark, and at the same time an overproduction of architects, who
oould not find a permanent job. Asixmﬂ:s;:ostgraduatéoaxrsein
industrial design was therefore arranged on the initiative of DDC to
prepare the architects for a job within this area. The Ministry of
Education allocated US$ 100.000 fram a special fund for the employment
of young professionals at a time with a high rate of unemployment for

these groups.

The course drew upon the knowledge and inspiration of a wide range of
visiting lecturers, industrial and business people, and other >ro-
fessionals. The purpose was to give the students a more indust ; and
marketing related approach to design and problem solving, than is
usually the case in the conventional training of architects and designers
Among the more umusual topics were Marketing and econamy, The industrial :
enterprise, Administrative organization, Conmmication, Establishing

a design practice. The course was very successful, and DDC is planning
another, similar course for 1987 (for topics and lectures, see encl. 8,

DDC publishes books on industrial and graphic design, export catalogues,
slides shows and a magazine 'DD Bulletin'. Fram the very start, it was
decided that all DDC publicaticns should be published in Danish and
English in parallel. This has proved to be a very fortunate decision :
and has saved a lot of time in spreading information about Danish design
outside Denmark. Among DDC Looks can be mentioned:

o0 100+3 Great Danish Industrial Designs' features 20 years of the i
development of Danish industrial design by virtue of the products ‘
which have received the ID Prize (the DDC Award for excellent product
‘design) since the establishment of the prize in 1965. It also includes
interviews witin 20 industrialists and designers, who have 'made’ the
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‘DESIGN: the o 'DESIGN: the problem cames first' by Jens Bernsen, describes the
problem cames process by which new designs came into being, and that gocd design is
first' ' as much a matter of asking the right questions as of answering them.

The book explores this theme through a total of 26 Danish products,
each presented as a problem statement and its solution. The book accom-
panies an exhibition with the same name.

‘The Corporate o 'The Corporate Design Programme' by PFer Mollerup, explains in a

Design Programme’ straightforward way how a company can acquire an appropriate visual
identity which contributes to the desirecd image of the campany. It is
written for business people, who want a workable knowledge of corpo-
rate design, but serves as well as an instruction book for graphic

designers.
'Danish State o 'Danish State Railway Design' by Jens Nielsen, describes the plan,
Railways' programme and series of projects launched by the Danish State Railways

under the heading of design. The book is an acoount of the use of
design as a working method for this big and camplex organisation, and
is used in DDCs direct work with the industry to explain the concept
of design management.
‘Design Management o 'Design Management in Practice' gives an introduction to the manage-
in Practice’ ment of design within a campany. It sees design both as a tool for
creating results here and now, and as a means af defining the goals of
industry. The book is a presentation of 10 lectures, given at a DDC
conference in Copenhagen in 1985 with the same title.
As can be seen in these short presentations, the DDC books have as their
primary target group the industry. The first priority is to explain to
the manufacturer what design is, how it can be used, and why he should
'DD Bulletin' do this. This is also the aim of the 'DD Bulletin'’, the DDC magazine
(see encl. 9) published approx. 6 times a year. It features interviews, new products,
new design theory, presentations of awards and the outcame of design
campetitions run by DDC. It is sent to all the members uf the Federation
of Danish Industries (ca. 3.800), to the industrial and graphic designers
belonging to the association IDD=industrial Designer: Denmark, and to
the Danish press and a selection of foreign magazines and newspapers.
These three groups, together with the educational institutions, are
the most important target groups for the DDC publications.

Shortly, a book featuring the work of individual designers will be pub~-
lished called ‘'Profession: DESIGNER'. It will be used in the DDC design
management consultancy and give an intxoductory presentatior. of the
designers to the manufacturers (see encl. 10).
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In the case of '100+3 Great Industrial Danish Designs' the book was
published with the economic support of the participating campanies

and therefore did not bring about any substantial extra costs for DDC.
'DESIGN: the problem cames first' was sponsored by the companies, presen-
ted in the book and the exhibition. 'The Corporate Design Programme®

and 'Design Management irn Practice' are published in cooperation with

the Buropean/EEC Design Comnection, an association of the design centers
from countries belonging to the Common Market. ‘'Danish State Railways
Design' was totally paid for by the railway company itself. when

'DD Bulletin' presents the results of a campetition or the awarding of the
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yearly design prizes, the sponsoring campany and the awarded manufacturers

pay for the publication of the magazine. Otherwise, DDC carries the
expenses.

DDC collects information on industrial and graphic design, classifies it
and makes it available for practical application. DDC information bank
ocomprises:

0 a library with books and magazines

o0 a subject register

o0 a study register on industrial graphic design

o a file on Danish product and graphic designers

o a photo register
0 a brochure register

o the Danish Design Index, described on page 4.

DDC he.s constructed a classification system for books on design, see
encl.11. If needed, it can easily be enlarged. A list of relevant maga-
zines is also enclosed (12). DDC has established an exchange systan with
the majority of the magazines and receives the foreign magazines in
return for the 'DD Bulletin'.

The subject register is a very simple ‘system' which is used today with
great success. All material concerning one specific subject or topic,
it could be a person, a campany, an institution, a congress etc, is
collected in a big envelope. The envelope is furnished with the name of
the person, company etc, and all envelopes are filed in alphabetical

——— . .

order. An envelope contains typically press clippings, curriculum vitaes, .

annual reports, b/wh photographs (photos in colour are filed separately,
also in alphabetical order).

All subjects/topic:. have a number, with which all the material in the
envelope is marked. In a notebook are listed all the numbers together

—with the gubjects, g0 as to make it easy to find the right envelope
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for each piece of material taken out of the envelope.

This system is totally adopted today. For years we tried more ‘scientific’
and sophisticated systems, but this one is the only one which works in a
place, where everybody is always short of time and one activity follows

Study register The study register on graphic design contains a collection of design
manuals and graphic material from design-based companies inside and out-
side Denmark, and serves as a reference file of excellent graphic design.
Students and professionals are welcame to study the material at DDC,
but we have no capacity to run a regqular library service.

Designers’ The file on product and graphic designers is part of the subject register

file and one of the moct important files at DDC. Here is collected all kinds
of material on a designer, his cv, works, studies, experiences etc., all
relevant informatian in DDCs contacts with the industry. A questionary
is sent to the designers from DDC (encl. 13) and returned with additional
material. It should be added that very few designers have a good porto—
folio to present, and that it can be quite a tedious job to collect all
the necessary material for the file. The publishing of ‘Profession:
DESIGNER' will facilitate the registration of the designers. And it will

be easy to photocopy a two-page presentation of a designer and use it
as a kind if business card for -the designer in DDCs direct work with the

industry (encl.10).
Press and DDC runs a press and information service in Dermark and abroad on DDC
information projects and awards, and provides an individual press service to a great
service mmber of jowrnalists. In connection with all activities at DDC, a press

release with short, ‘precise facts and well-researched, specially made
photographs are sent to all Danish hewspapers (approx. 85 newspapers and
magazines) and to the foreign design press and dailies (approx.80).

A personal contact is maintained with the most important design editors
in Denmark, but also with the publications aimed directly at the Danish
industry. Frequently DDC receives inquiries fram foreign magazines about
news of ‘'Danish design' products, which we supply, often with the help of

the companies.

We have came to realize that a good press service is of extreme importance
in the building up of a pramotional organization like DDC, and

without the press covering and attention from the press, DIC would not
have the impact it has today in Denmark and abroad.
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Until now, DDC has launched one big, intemational exhibition with pre-
sentations of Danish industrial products: °‘DESIGN: the problem comes
first'. The theme is creativity, and the exhibition explores this theme
for a total of 26 Danish products, each of which is presented as a
problem statement and its sclution. The exhibition has been shown in
Europe, Japan and in the United States. It is part of a total commmica-.
tion project (like many other DDC projects), called 'DESIGN: the problem
cames first' which comprises:

o exhibition

o book/catalogue

o slide-show

O press work.

The results of prize-awardings and competitions are always presented
in an exhibition, either in the House of Industry (where the DDC
office is located) or in another, bigger location. Other exhibitions
have introduced products from the Danish Design Index and case histories

of specific, design-based companies.

From 1980-86, a total of 15 design campetitions have been carried out |
by DDC, four of them in the field of graphic design. DDC has been |
approached by a campany, which wishes to ‘commission’ a competition

fram DDC, that is, for DDC to take care of all practical matters con-
cerning the campetition. DOC writes a programme for the campetition,
including the rules (approved by the intermational design organizations
ICSID and IOOGRADA) ‘uvd proposes a jury, camposed by representatives
from the cawpany and the designers. All expenses in connection with the
campany are paid for by the campany: prize sum, exhibition, press mate-
rial, DD Bulletin, the DDC fee (=25% of the prize sum), all in all
approx. US$ 50.000. Most competitions are 'open', that is, everybody

an participate, but same are arranged for a small group of invited
designers, 5-6 participants in all.

The outcame of the campetitions has varied greatly. Approx. 15 prize-
winning products have came into production, and a few have hecame great
successes. One of the most important points is that the competitions
give young designers a chance to make a name for themselves. The older
and more experienced designers do not participate on a large scale,
primarily, according to themselves, because they have enough work to
do as it is. For the companies, one of the most important results is the
pr-effect, as the campetitions are widely publicized by the press.




The ID Prize

The IG Prize

The awarding of .the design prizes has a valuable and stimilating effect

on the industry and leads to a very good press coverage. DDC awevtds <
three different prizes each year: 1
0 The Industrial Design Prize = The ID Prize (started in 1965) |
o The industrial Graphics Prize = The IG Prize (started in 1980) |
o The DDC's Annual 2ward (started in 1980). |

|

The ID Prize is awarded to Danish industrial products, where a jury, com-
following criterias:

O purpose

o oconstruction

o manufacturing

o function

o aestethics

o market and envirorment.

The majority of the products awarded the ID Prize during 20 years are
industrial products like machinery, professional equipment, building
camponents etc. Only 20% are consumer products, which reflects very well
the purpose of DDC: to pramote the Danish industry as a whole, not only
products traditionally associated with Danish design like furniture,
lighting, textiles etc. 5-7 products receive the ID Prize each year.

The purpose of the IG Prize is to encourage companies and organizations
in their efforts to present themselves via well plammed and functional
graphic design. The award is given to campanies and graphic designers
alike. During the years, the IG Prize has been awarded to sign systems,
visual identity programmes, trademarks, brochure programmes, design
manuals, packaging, posters, user instructions, annual reports. 3-6

IG Prizes are awarded each year.

The DDC's Annual Award, finally, is given to an industrial or graphic
designer, who has made important contributions to the theory of design,
to product or graphic design, or to the camamication of design.

To apply for the ID Prize, the campanies pay US$ 125 and for the IG Prize
US$ 60. The prize-winning campanies and designers receive a diplama and -

a trophy and pay approx. US$ 1000 for their participation in the
DD Bulletin, the exhibition and the press material. The recipient of

the DDC's Annual Award receives US$ 3000, and takes no part in the ex-
penses.
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The following activities always accampany an awarding:

o the publication of the DD Bulletin with a presentation of the prize-
winning products/graphics

o the mounting of a minor exhibition with the same abjects

o a camprehensive press work

0 a prize-awarding ceremony and a receptign at the House of Industry.

The Danish Design Council/Center is a member of The Scandinavian Design
Council with the design centers of Finland, Norway, Sweden and Iceland
as other members. The Scandinavian Design Council collaborates

primarily on publications and exhibitions. The next joint venture between
the five bodies is the exhibition ‘Scandinavian Design: A Way of Life'
to be shown in Japan in 1987.

DDC is also a member of The BPuropean/EBC Design Conpection, an associa-
tion of the design centers. from the Buropean countries belonging to the
Camon Market. The EBC Design Commection was established in 1985 .4 is
financed by the Comission of the Buropean Commwn Market. It was started |
at the initiative of the Danish Design Council and will collaborate i
on publishing, exhibitions, staff training, couferences etc. One of '
the first joint projects will be the awarding of the Buropear: Design
Prize 1987. DOC exchar~es information and publications with a series of
other design centers outside Burope and is a member of ICSID (Interna-
tional Council of Societies of Industrial Design).

By this, I have finished the exposition of the Danish Design Council/
Center and will pass on to a statement on DETEC/NDI.
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DETEC/ND™. = Departamento de Tecnologia/Nicleo de Desenho industrial
(Department of Technology/Industrial Design Nucleus) is one of the
departments in the FIESP/CIESP organization (Federation das IndQistrias
do Bstado de Sdo Paulo/Centrc das Indistrias do Estado de Sao Paulo)
and financed by FIESP/CIESP. The purpose of DETEC/NDI is to assemble,
spread and pramote technological information and information and know-
ledge of industrial design to the Brazilian industry in gemeral, and
to the members of FIESP in particular, and to other organizations and
private persons interested in the same subjects.

The organizational structure of the department is th= following:

Three directors, (appointed by FIESP) lay out the strategy for DETEC
together with the head of DFTBEC. Four consultancies (assessorias) for
respectively Industrial Design, Methods and Processes, Quality and
Metrology, and Informatics form the department today together with four
sections for Technical, Administrative, Informative and Secretarial
Assistance. NDI was founded in 1978 and incorporated with DETE” in 1982.

DETEC/NDIs structure with four different consultancies of which three
offer a special technological information service is rather special
campared to other traditional design centers. Technology is certainly
part of construction, manufacturing and function, three impoctant in-
gredients in the total concept of product design, and it is an inter-
esting idea to gather so much technological information together with
information on industrial design in one place. ’

In this way, DETEC can advice clients not only about the specific tech-
noiogh:al information they are looking for, but it gives DETEC an oppor-
tunity to raise the subject of industrial design to the same people.

It offers a unique possibility for DETEC to explain the concept of
indurtrial design to technicians, product developers, manufacturers and
others, who might never have considered the subject before. Once they
have approached DETEC; DETEC must find a way to make them interested
and curious about industrial design in general, and make clear that
technological achievement, industrial design and innovation are part

of the same process.
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Purpose The purpose of MDI is to make the Brazilian industry aware of
the importance of industrial design as a means of campetition,
especially on the export market. Design is one of the most powerful
weapons an the export front. If Bra:ilian products are to establish
themselves abroad, they must have a special identity. Moreover, the
_ize of the average Brazilian company - as the Danish - makes it highly
suitable to engage the services of a designer. There are excellent
opportunities for a sound, efficient relationship in small-to-medium .
canpanies. And once the import of foreign products to Brazil is fa-.
cilitated, the same criterion will be valid for the Brazilian hame
market.

Background The background for the setting up of a design center in Brazil is the
same as stated on page 2 in this report. On account of this, the
target groups of DETEC are not only the industry, but the design pro-
fession, the educational institutions, the press and the consumer as
well. The latter has until now largely ‘been ignored at the Danish
Design Council owing to a lack of resourses. At the start of DDC, the
decision was made to put first priority on the industry
and the designers, having in mind that without the cross-fertilization
of these two areas, there would be no products to present to the
CONSUMers.

It goes without saying, however, that a product is not finished, until
the consumer has been listened to and given his or her opinion about
the use of it, be it a writing-machine, a chair, a dental equipment or

anything else.

Having established the fact that the background and organization of

DETEC/NDI offers an interesting development in the pramotion of design,
it must be added that the present structure of DETEC/NDI is not without
problems. The subjects of the three technological consultancies seem to
have been chosen rather at random, and all four, including industrial
design, work independently of each other and without much knowledge of :
each others special areas. Eithe~ the present ‘'assessorias’ are 5

- eremy o =




Integration/
cooperation

IR QIR I VA TES TR T C IRPe T . R
19

8 Nov 86

preserved or new 2reas are chosen, a collaboration must be recommended
between them, including the Informatiwve Assistance. If DETEC is going
to be the design center in Brazil, everybody at DETEC must have a
rather wide knowledge of industrial design and know how to make it part
of their oun expertise.

The people responsible for the technological consultancies and for the
Informative Assistance, should be able to explain that for instance
quality, methods and processes are all part of the design process. It
should be kept in mind by everybody that good product design is much
more than just a well-designed exterior, it also includes ease of manu-
facture, easy maintenance, reliable performance, cost effectiveness
and marketability. A lot of the expertise at DETEC came under that
umbrella. Once a client has became interested in the subjectiof in-
dustrial design, he should be 'turmed over' to the consultancy of
industrial design for further information.and assistance. And vice -

versa.

Anintegxatimorcooﬁeratimbemﬂxemﬂtami&sismsary

for two reasmns:

o to make it easier for the enquirer to understand the possibilities
and potentials of industrial design, and

o to give the people at DETEC a camon dencminator in their work and
widen the scope of their own areas.

However, I would like to stress the point that I am not convinced
that the present technological consultancies are the ideal ones to
integrate with industrial design. But, again, either these consultan-
cies are replaced or not, an integration or strong collaboration
should take place.

In the following, I will conientrate on the stucture and possibilities
of the industrial design consultancy as this area is the main abjective
of the report.




DDC manpower

NDI manpower

Any pramoticral organization has to choose between two possibilities

in the carrying out of its activities:

o either to make a total impact in all activities as quick as possible
and make a name for itself as the ‘octopus', which manifests itself
in all areas. This has béen the purpose of the Danish Design
Center from the start and has been tried out deliberately during
the years. To do this, you sametimes have to ‘cut corners’ and make
quick decisions which might turn out to be mistakes, but in the
end, you will be remembered as the place, where things do happen,

o or, to single out a small mmber of activities, make a priority
among them, and concentrate on the few.

This, of course, ismreoftenaqtmtiagofmsmmesthanofadeﬁ-

nite choice. In the case of DDC, the first altemative was possible

thanks to the manpower of the design center, the econamical means

was not of vital importance. But campared to other design centers, DDC

has still a small staff. Roughly speaking, each person is responsible

for one or two areas:

o director/civil engineer: administration, design management caonsul-
tancy, publishing

o architect: publishing

o architect: exhibitions

o Master of Arts: design management, press and information

o two secretaries: ane full tume, one part time

o0 book~keeper: part time

o helper: part time.

Everybody works exclusively with the promotion of industrial design.,

This is mentioned to give a back—ground to .the lack of manpower at
NDI. To imagine that an effective pramotional programme for industrial
design can be managed through a consultancy with mainly one person
plus occasional help fram other areas of DETEC/NDI is illusonary.
During the years, NDI has run seminars, courses, campetitions, awar-
dings, small exhibits at fairs etc. Due to a shortage of resources/
manpower, these events have taken place principally once a year.
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This is not enough, neither to make industrial design known as an
important factor in product development, or to establish the fact
that NDI is the place, where the expertise on industrial design is
concentrated. Instead of one big yearly event, you need a continuocus
drip of reminders about the possibilities and the usefulness of in-
dustrial design.

But to Jouble or triple the manpower of the NDI consultancy might be
an impossible task, and therefore a priority of the activities must
take place. The first, cbviocus, priority mist be to make the Brazilian
industry interested in industrial design. This should be done through
the design consultancy or councelling, at DDC called design management
consultancy.

Ce it YRS I T T W AN S e . ., et . T

A strong, direct oontact with the individual manufacturers is recomen— '

ded. DETBEC/NDIs association with FIESP makes it easy to obtain the

names of the most suitable companies to be approached. The abjectives

of the visits should be the following:

o to obtain information and knowledge about the campany, its goals,
plans, structure, products etc. for the know-how and build-up of

the information bank at NDI-and for the instruction of the NDI staff,

o to make the manufacturer aware of the use and need for industrial
and graphic design in his campany.

To do this, you need a person vho

o has a thorough knowledge of industrial design, knows the basics of
the management of a company, and can discuss product processes, tool
manufacturing etc with the mamufacturer. This can be learnt by a
person without a technical back—ground but with a strong interest in
industrial design and an understanding for the potentials of industry,

o can explain the need for industrial design in a language the manufac-
turer understands,

o can make a short, written report on the visit with recammen-
dations for the eventual use of a product or graphic designer.

It is important that the first priority be put on the product. Without
a good product, all other areas of design are useless: graphics,
packaging, enviromment. But the consultant should try, also in small

2 emwoye o ...




Canmnication

enterprises, to make the mamufacturer aware of all the areas of design
and the management of design (but without using these rather ‘scaring'
words) .

It should be pointed out to the mamufacturer the econamic value of the
collaboration with a designer, for instance through the rationalization
of tools, the manufacturing processes, the systematization of product
series, and by having one person coordinating the whole process.

The possibility of having new projects financed by the FINEP programme
should be given great emphasis. It is important to give the mamufacturer
a practical /pragmatic view of the use of industrial design, as he will
have no time to spare - to start with - for theoretical discussions.

The visiting consultant could be an industrial designer or a person with
a technological background, either employed by DETBEC/MDI or brought in
on a free~-lance basis. He should be given instructions in the commmica-
tion with industry by a really experienced person in this field. He should

also have a basic knowledge of the management of a company, and if possible,

follow a course at a business school.

BEqual priority should be put on the cammmnication of the message: Good
design is good business. Again, yo need a direct line to your target
groups. A subject as special and ofiven misunderstood as industrial design
should not be mixed up with the general information from FIESP/CIESP,

as for instance in the case of 'FIESP/CIESP em noticias’.

Information from NDI could be sent together with such a publication

but always with its own identity and with a clear text and good illus-
trations underlining the message. By integrating the NDI informations
with the FIESP/CIESP publication you make your target group too small.
You need also to reach two others, equally important groups: the press
and the design profession. Even if the press only publishes a fraction
of the material you send, it is important that they are kept aware of

your presence and efforts. Again, it is the contimuous 'drip’' that counts, |

but only of course if it contains information of substantial interest;
an indifferent content will only irritate.
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The press material should be prepared and sent directly fram NDI, or
at least in close collaboration with the center. This will strengthen
the identity of NDI - or DETEC/NDI - and make it easier to single out
the press with the greatest interest in industrial design. )

The sare goes for the information sent to the members of the design pro-
fession. The designers must be kept informed of the activities and work
of NDI on equal terms as the industry and the press. As pointed out |
before, the 'marriage' of industrial design has two parties: the indust-
ry and the design profession, and the designers have to have a great
confidence in the capacity of NDI. | e o

The identification of NI with FIESP can be a great asset in some cases,
but less so in others. It is, therfore, very important that NDI can
establish its own identity in relation to the big 'parent® organization,
By having an own publication, it can do just that.

In this comnection it should be mentioned that the confusion between all
the organizations (governmental or semi-private) in Brazil dealing with
design is rather unfortunate. Realizing that this might be inevitable

in a country the size of Brazil, an attempt .shcald be.made to coordinate
same of the forces and explain them to the users = industry and designers.

The task of spreading information is closely related to the gathering

of it. A collaboration at DETEC/NDI between the staff responsible for the
incaming information and a consultant with experience in the

diffusion of it (for instance a journalist, or a designer turned writer)
could be established. An effective cammnication line like this takes
time to build up, as it can be very difficult (at least in DDCs ex-
perience) to find a journalist with enoughiinsight in this specific
subject.

Highest priority should als>-be given to the same gathering of information.
For the obvious reason that ;mu can not spread information on a subject
without knowledge of the same.




You need information on
o products
o graphic design and packaging
o industrial and graphic designers
o industry
¢ the press (newspapers, trade journals, econamic papers, design journals,
professional and technical magazines. A continous personal
contact with specific journalists is very effective. There
are very few press people with a specialization in industrial
design, but a good collaboration with a journalist writing
about architecture could lead to him 'taking on' the subject
of industrial design).
o international design events. A membership of ICSID would be a good help.
o design literature
o consumer interest, especially if this is organized. (The chairman of
the Danish Consumers’ Organization is a member of the ID Prize jury,
but much more could be done in this area).

o manufacturers, interested in a new idea/product put forward by a
designer, but not yet in production. This could be a highly useful
file with great benefit to both parties, but it takes time to build
up and involves a lot of direct contacting from the design center's side.

The gathering and systematization of information at the Danish Design
Center has been made manually and is still processed the same way. But
part of it, for instance the Danish Design Index, is prepared for com-
puterized mechanical processing as can be seen in the 'tree system'
worked out in the classification system (encl.1). A standard for a
camputer-based information bank would furthermore be suitable for

o the subject file

o the Designer index

o the library

and should be worked out by an expert in the field.
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With the emphasis on the mentioned activities: consultancy/courselling,
camunication and infcrmation, three full-time persons could easily

be occupied. If a choice should be made between the remaining activities,
I would make the following order of priorities:

Awarding of design prizes. In addition to the publicity occasioned by
the awardings, the prizes often boast the morale of the campanies re-
ceiving the prize. The award frequently triggers a chain reaction within
the campany, and many well-known design-based enterprises have started
their 'design career' by receiving a prize for a single product.

Education. This is an important activity for most design centers, espe-
cially if the target group is key stafi of industry. In the planning

of future courses, seminars, conferences etc. with topics related both
to industry and designers, business managers should be considered as
equally important participants as the other groups. For ideas and topics
I will refer to page

The fact that a post—graduate course in industrial design already is
oconducted at FAUUSP (Faculdade de Arquitetura e Urbanismo da USP) pro-
vides DETEC/NDI with an evident opportunity to launch a ‘campaign’ for
the introduction of business management into the teaching of industrial
design. A conference on design management, organized by LETEC/ND.,

and aimed at business managers, designers and lecturers from both facul-
ties (FAUUSP and the Busimess School) could be a starting point for a
discussion on the subject and introduce the idea to both parties.

Publishing.Not many books of quality are published on how to work with
industrial design. Thi; lack is felt by all kinds of users of such

i. ormation, including designers, industry and design schools. There are
several reasons for this, including:

1. a theoretical basis for the profession of design is only now emerging,
2. quality design publications are very expensive to produce,

3. the market of design books is relatively small.

publishing a quality book of design is therefore outside the means of
most design centers. The reason why DDC has been able to publish a number
of bocks is only thanks to the contribution of pacticipating companies.

ey
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Dictionary The possibility of editing or translating a dictionary/lexicon on indust-

on design rial design has been discussed at PETEC/NDI. A camprehensive and adequate
dictionary on this subject does not exist tocday in any language, and the
editing of one would involve an enormous amount of work. Another possibi-
lity, also discussed at DETBC, of campiling a thesaurus - that is, a kind
of dictionary with a number of relevant expressions and terms but without
lengthy explanatians -~ on industrial and graphic design is more in‘eres-
ting and feasible. To start with, the thesaurus could be vsed as a
growing reference book at DETEC with the staff entering new words
and expressions as they find them in books, magazines, conferences etc,
but in time it could be published and sent to a wider audience. '

Small, basic books on materials like metal, wood, plastics etc are rela-
tively econamic to produce. They could be published in a cooperation
between an editorial, a design center and a design school and could be
the start of a developing publishing activity.

Exhibitions Exhibitions. Exhibitions are a useful tool to all design centers
because they
o serve well as a 'business card' for the design center itself
o provide useful information to the visitors
o give the press a good opportunity to write about design.

BExhibitions, however, can be very expensive and time consuming to produce.
They should be very well carried out and a high standard be maintained

so as to convey the idea that industrial design means good quality in

all respects. Examples of possible themes:

o case histories in product and graphic design

o0 the development of a design-based campany

o the development of industrial design in a specific country.

The exhibitions should be easy to assemble and take down and simple to
transport from one place to another. They should be designed with specific
target groups in mind and be followed up with an extensive press material.

Same of the most useful and effective exhibitions might be small,

handy, ‘didactic' exhibitions presented at fairs and at the enterprise
itself. They should have a practical approach, avoid elaborate presenta-
tions and equipment, and tell the manufacturer in a straightforwerd way
about the possibility of having industrial design integrated in his
campany's product development.
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Campetjtions Design campetitions. In my opinion, the greatest value of design com-
petitions lies in the publicity they create, both for the campany
camissioning the campetition and for the design center itself. The out-
came - as mentioned before - is often very doubtful, but campetitions
should certainly be part of the activities of a design center as long as
they have a pramotional impact.

Key points In the following I will give same key points on the establishment and
operation of a design center:

1. A design center is a service-rendering organization, and the staff
should be trained with this in manid.

2. The principal target groups, the industry and design profession,
are mainly practical, result-oriented people with little time for
lengthy, theoretical discussion. This should be remembered while
putting down the strategy far the center,

3. The design center's first adbjective is to be a 'bridge-builder' between
industry and designers. It is a promotional organization and therefore
should not carry out design work itself.

4. As with all pramotional organizations, the cammmication of the center's
objectives and services is of the utmost importance.

5. When the abjective is to 'sell’ the idea of the usefulness of indust-
rial design to a custamer, nothing is more effective than a versonal
contact. Visits to well-defined target-groups in industry should be
given highest priority.

6. The design center should work on the abolishing of the standard
perception of design being an area mainly concerned with consumer
products like furniture, textiles, lighting, toys etc. Talking about
design, it should be emphasized that this implies artefacts, machinery
and equipment from all product areas, as long as they are industrially
manufactured.

Hamiic;afttobe As is the case with a number of today industrialized countries, indust-

continued as rial design in Demmark has its origin in the country's traditional trade
industrial and handicraft. When the industrial manufacturing started to win over
design the handicraft, a qreat deal of the skills and craftmanship of the indi-

vidual craftasman was brought to industry and integrated in the industrial
process. The traditional care and preoccupation of the craftsman was
applied to the industrialized product, and the seed of the future

fe acemap
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industrial design was established. This was possible partly thanks to
the relatively slow industrialization of Dermark and has been of great
importance to the Danish industry.

A similar development is to be wished for in the developing countries
of woday. A majority of the countries have considerable and weighty
traditions in the areas of handicraft, and the transfering of those
skills and traditions into the industrial mamufacturing should be en-
couraged and facilitated.

Othexrwise, there is a big risk that the rapid acceleration of the
industrial development will take over campletely, and there will be no
time - or patience - for an individual development of products and
machinery. This is happening all over the world at this very moment with
the result that products, which look the same and function the same way,
are manufactured and sold everywhere - the only difference being that
they are manufactured in different countries. But they have no distinc-
tive marks or characteristics ~ necessary propierties in the competition
for a greater share of the world market.

A continuation of the personal involvement, as expressed by the craftsman
in his product, into the industrially mamfactured product by the
industrial designer, will bring along an identification of the national
industry with the country itself. This will make the manufacturer proud
of his production - another necessary characteristic in the making of

a campetitive oroduct.






