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The )'(',us rem aining before ent ering the XX1st century wil l be marked by
cha nges as sing ular as they are u nexpected . Those able to fo resee these, wi th a
ready answer tha t wel l serves their inte res ts, ar c desti ne d to triumph. Those
una ble to fore see the approaching changes , and who can not respond creatively to
them, wil l fall behind. In the 90s, th e ent repren eur wi ll rise or fall acco rding to his
abi lity to read the signs of the fu tu re, w hich have alread y started glim mering in
many b ranches of human endeavour and society in general !'.

THE PRESENT AS PART OF THE PAST

The indust rial fabric of developing countries is charac terised by not paying eno ugh
attention to th e core of enterp rise: na mely the product. As the p roduct is for most
companies a given fact with few possibilities to change it, th e entrepreneur tends to
devote hi s a ttention and resources to other aspects of industry, especially prod uction.
In dustry is more concerned w ith how to mak e things rather than w hat to make. This is
also und erstandable, cons idering the ty pe of indus trial develo pmen t involved, as the
semi -finished prod ucts that are usually manufactured have little sco pe for change. On the
other hand, great changes are also unnecessary when supply is low, and cus tomers
u nd emanding.

However, the prod ucer of any type of industri a l product also knows that th e b uyer
seeks sol utions to specific needs, and does not care ve ry m uch about how the produ ct is
made industr ially, as long as the cos t is rea sonable. Moreo ver, many producers insid e and
ou tside developing countr ies are currently offer ing produc ts that satisfy simi lar needs
u nder sim ilar condi tio ns .

There is however in th e ind ustrial landscape of developi ng coun tries a series of
relati vely ne w facto rs: more small and medium-sized enterp rises (SMEs ) are making fina l

[1]. LLA'\:OSO)\l PA~Y, \.1,\'\;L:FL "Tn uniar ell los nouenta, anticiparse 0/ cambio", LAS PRO VL'\ ClA S, 25 Ju ly 1993, Vale ncia.
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products; there are more dem anding consumers; and greate r competition . In thi s context,
the importan ce of the product and company po licy acquires new dimensions. There is
furthermore a series of factors th at go from the development of a consistent product range
to the creat ion of a brand wi th an image of its own. Product innovati on pl ays a key role
in compa ny develop ment, and is of greater impor tance than process innovation in SMEs .

In thi s context, Industrial Design becomes an important business activity. Design
underst ood as it really is: the process of formalising a product ta king into account its
fun ctional requirements, as well as its use, production and communication requ ireme nts .
Design is to be understood as product plann ing in which the key player, the designer,
need s to coord inate the needs arising in the different sections of th e compan y, such as
produc tion, mar keting, transport, storage and even financial aspects'",

Th is ro le of design in industry was underst ood by the more compe tit ive companies
in th e count ries w hich hav e been in the van of innovation for sev eral decades, giving rise
to phen omen a such as Dani sh Design, Italian Design, Spanis h Design, the Project Cultu re,
etc ., va lida ting th e profile of the Technical Designer and his consecration by the
application of hi s nam e to all the created products, i.e. a trade name of renown.

THE SLOGAN OF CURRENT REALITY IN ITS CONTINUOUS D IZZY
TRANSFORMATION IS: GUESS THE CHANGE, CREATE A RESPONSE

While we are currently going through a boom ing period of technological
transformation, other chang es are also ve ry close th ough less evident, or are still growing
in the shadow.

Survival and prosperi ty in th e 90s can be su mmed up in the word s: guess the
chang e, create a response. The response not only requires carv ing out a niche for oneself,
bu t also cons tant improvement in products and services w hich promise to provide the
cus tome r with new added values, some how different from th ose to w hich we were
accus tomed till now.

An other req uirem ent for effective response is the speed of reaction and application.
Thi s means add ing determination and w ill to convert the changes th at we have been able
to foresee into acts, and requires be ing able to programme these an d pu t them into
practice, w ith th e means at hand, benefiting from the receptivi ty of the market. Certain
key ideas can help to sound ou t thi s near fu ture, entering deeply into the resp onses, using
met hods w hich, especially in certain advanced societies, have been successfu lly tried .
These ideas can be su mmed up under several headings: NEW LIFE STYLES (How will
the habi ts an d lifestyles of current and future consu me rs devel op?); ADDED VALUE (not
by technology bu t by personal serv ice, based on fast, reliable information wi th regard to
the va lues indicated bv customers); POPULATION GRO UPS AND MA RKET NICH ES
(correctly identifying amarke t niche requires a thorough knowledge of soc iety, tastes and
trends, and often mean s knowing how to interpret the need s to which these new social
groups are going to react); QUA LITY (certain compani es ha ve found a solid market by
enhancing qua lity, a com modity tha t need s to be carefully man aged in tim es of crisis);
ECONOMY AN D DISCO UNT (the consu mer market conta ins more and more
individuals th at reac h a minim um level, wh ich allows th em to start consuming);

[2). ARBOr\JE5, t'\)\."GEL L. N uevo? ( " foq ues e n la inn ovatiOn de p rod uctQS para la e mp resa ind ust rial. Published by: As oc iaci on
para cl progreso d e la direccion. Mad rid , 1993.
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TEC HNOLOG ICAL 10JNO VATIO N (keeping up to d ate in technologica l innovation
al lows anticipa ting new m arket trends, m od ify ing the offer if necessary, ad justing it to the
surest trend s); and IN FO RMATiO N (info rmation ca n simplify and fac ilitate management
and sa les )!" .

in the m ost ind us trial ised nations, s ince the 60s every co mpany active in the
ind ustrial sector has had its exp licit o r im plicit com petitive strategy, developing this by
planni ng or in a spontaneous way in terms of the su m of th e activ it ies of the company's
departments .

Des ign, di scovered in thi s period to be an important factor in the co mpany's offer,
and therefore a va riable to be considered in com petition, has not been integrated well in
company managemen t. Design used to be, an d st ill is fo r developi ng cou ntries,
something to be added on w ithou t an overa ll ana lys is of its im pact or possibi lit ies . When
companies work out a co mpeti tive st ra tegy, th e em phasis is pl aced o n market va riab les,
industrial aspects, human reso urces and perh aps o n fina ncial resou rces, but des ign has
rarely been integ ra ted in this p rocess, becau se people have not known how to do th is, an d
be cause there were no reliable reference model s.

Design ing a competitive st ra tegy basica lly invo lves deve loping a broad for m ula on
ho w the co mpany can co mpete, wha t its ob jectives a re to be, and w hich policies are
needed in the lo ng term!".

On a very genera l leve l, formu lating a co rnpc tittve st rategy invo lves ident ify ing
four ke y factors for success, w hich w ill answer q uestio ns such as these : in w hich m ar ke t
sector does th e co mpany lie? What is happen ing in this enviro nment at the moment?
What should the company be d oing to ac h iev e its objectives? The res u lt ing key fac to rs are
thus as follo ws (Figu re I).

1. Internal limits, consist ing of strong and weak points relati ng to the co mpeti tion
(fund s, technolog ical posi tion, b ra nd identi fication, app lied bas ic resea rch ,
develop ment of new designs, etc.).

2. Exte rna l limi ts, d etermined by the ind ustria l sector that th e company IS

immersed in and its environment.

3. The opportun ities and threats of the indust rial sector define the competitive
environment, w ith its concomitant risks and potential rewa rd s.

Social expectations reflect the impact on the co m pa ny of factors such as government
policy, socia l in terests, new habits and socia l trends of a ll kinds .

In the face of th ese new needs, the Techni cal Designer does not have the right profi le
to an swer such an ab stract question, w hich req uire working w ith a totall y different
mental model in m any d ifferent d imensions. A ltho ugh design is m ult idimensiona l and
obeys no linear logi c in its ini tial stages, the Technica l Designer is not to be conceived as
a val idating agent who brings forth a new o rg an isatio n in side the co mpany, namely that
of De sign Management

Pl. LLA'0-..Cn\!r.-\", ;\l-\ .... LH .. "Trirlilfilr I' ll lo~ noocnta. anticipat-e l/I (1I /1/ /1 io", LAS PROV INCIAS, 25 July IYYJ, Madrid .
,·n N ui xro, PEDRO. Dt'S(~ ll .lI [:i lrIlIt'S;o l'lIlprt'.;,orilll. Atmlllal t'~ del tu-tinno dt' fa Pt'que/Ill Y A1t'dimll7 tndu-t ria, I\.1.lrlrid , 1989.
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Figure 1. Key factors i ll defining a strategy.
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Currently the profil e and characteri stics of the design er in the most industri alised
nations are chang ing, as are the different referen ce values on social, politi cal, aes thetic,
moral, levels etc.

The fall of th e Berlin wall and end to th e Co ld War, i.e. the di vision of the wo rld
into two blocks, hav e been the most d irect cause of th e reigning cris is in political
ideo logies world -w ide, the sharp rise in nationalism, end of libe ral cap italism and
det eri oration in the balan ce of world economy, questioning of the welfare state, th e
con trad ictio n between cons umption and natural resources, bet ween enviro nmenta l
impact and ecology, and ultimately th e rise of a cer ta in conse rva tism afte r the
ligh thear ted approa ch of the 80s. Th ese circu mstances en tail sufficien t p rofound
tr ansformation s to cause th e des igner and design to rethin k the ir fu nc tion and
ac tion.

DES IGN PROFILES IN THE FACE OF NEW NEEDS: D ESIGN MANAGEMENT

The complexity of production and its absolute involvement in the confusion of the
mar ketplace require experts in con ceivin g ind us trial and communication products for a
mass cultu re. Thi s means experts in design communication and ideology, and therefore
manager s of the production of ideas and material signs. Thus, recent decades have see n
the rise of new functions in corpora te strategic planning of design in the most high ly
developed indust rialised countries . These new functions have shown the need to
implement fea tu res relating to design, such as managem ent, coordinati on,
conceptualisation, analys is and research, a ll in relation to the overall design process or
certa in concrete stages, that is, a collective management and design specialty in the
company.

While considering the above, the task of Design Managem ent is no t limited to
su itably leading and controlling specific projects, but rather ope rates as a source tha t
fosters a design men tality in the whole compa ny organisation. The ultim ate aim is to
promote a corpo ra te cultu re with new habits and w ays of relating externally and
internally.

This new act ivi ty d iffers clearly from that of the Technical Designer, since he is
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in volved in ve ry spe cific, limited func tions inside the overall design p rocess: d es ign ing
conc rete products, in keeping with the policy and crite ria set by the Design Ad viser,
coord ina ted by the Project Director (Figure 2).

[TECHNOLOGICAUECONOMIC PRE MISES I ~TI LITAR IAN/COMMUN ICATIVE FUNCTIONS
I

l i
I Technology and Economic conditions Soc ial Application of
productio n conditions 01 product ion research analysis methods

- - - -~-- -- J - - - - - - - - -

¥
DEFINING THE

PRODUCTIVE CONCEPT

+
PROJECT STAGE

Analysis of requirements

Product formalisation

L Product representation _ I=:r
l VERIF ICATION STAG E

Product pre-test analysis
~ - - - -.- - - -

I INDUSTRIAL STAGE 1
l Production

- - - +- -- - - -

COMMERCIAL STAGE

I _-
Marketing and use

- - - - - - -

Figure 2. Product conception and dl'~(\;1/ proct'..::..

The ab ility to manage design ac tivities in a company does not represent a tech nica l
specia lty, bu t another aspect of co mp any management, lik e R+D ma nagement,
technological innovatio n or st ra tegy plann ing. The differential elements of Design
Managemen t can only be found by an ana lytica l methodology, specific in formation, and
ba sically a specific profile . Design Management is thus a kind of ac tiv ity like others in the
fie ld of co m pany management, an d parti cu larly resembles the m an agement of
intangibles!".

It sho uld however be taken into accou nt tha t Desig n Ma nagement clea rly di ffer s
fro m ot he r types of tr ad itiona l com pany management activiti es. It suffices to observe
the com pa rative table set out in Figure 3 rega rding the tr aining background and profile
of the ac tiv ities involved, as ca rried out by a trad itio na l manage r and a Design
Ma nager.

On observing the im plic it d ifferences in th e tab le, it ca n be s ta ted th e mos t

15). PIBH~ ~ ..\ I, O RIO L/ CH AH ..., N ORt-:I IHO. in n '::, is" ,\ 11Il /llgeTnC/lt. Atmll/l7l~ J' IINi~hl'iI I,y till ' ln-t ituto lit' in Pcuuciut y ,\ ·11't!irJlII/
lndu-tria, Madrid . 1989.
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frequent diffi culties ansll1g on in it iall y inco rporating d esign management in the
co mpany ar e usu a lly rat her of a practi cal than a theoretica l na ture, more due to
ballast and inert ia in corporate management than h ypotheti ca l d ifferen ces 111

struc tu re"!

CONCEPTS TRADITIONAL DESIGN
MANAGER MANAGER

Bases of knowledge Cumu,lative Ongoing updating
experience

Analvsis model Retrospective Prospective
Analysis of technical and Internal External methodologies
economic factors methologies

Decision-taking model Hierarchical Collective-horizontal

Perception of basic Internal Internal/external knowledge of
problems the environmen t
Origin of stimuli Competition Achievinq objectives
Problem approach system Specia lised Interdisiplinary

individual collective
Type of essential values Tangible Intangible
Position relati ve to Overvaluation or Creativity/technique
creativity prejud ice eva luat ion

Figure 3. Comparison of product development lI1/lI1l1g er profile::; .

The speciali sed teamwork involved in compa ny Design Man agemen t has led to the
development of tw o specialist profiles, w hich in daily reality appear in ente rprise in
man y wa ys: they either arise separately with perfectly defined tasks, or as a kind of mix
in which some of these activities becom e supe rimposed, blurring the tw o profiles. Thei r
characte ristics are as follows'":

1. DESIGN ADVISER. He is a specialist in th e theory and methodology of Design
focu sed on applied industria l research. His ba sic functions are methodology,
ana lysis ! adv ice and research. Th ese involve planning se ts of methods and
programmes su ited to the d esigning p rocess; analys ing th e feasibili ty of th e
prod ucts o r product sys tems in th e market; analysing th e aesthe tic! sy m bo lic
features of th e products ; developing methods fo r fost ering id eas at th e
d ifferent levels of th e Design Process, from conceptual ising to forma lising th e
id eas.

2. PROJECT DIRECTOR . He is charac terised by hi s specific kno w ledge re lating to
the design of objects, images and product systems. He is moreo ver characterised
by his command of econ omic and industri al d isciplines, as we ll as hu man and
social relations. As the title sugges ts, his vari ous professional fun ctions invo lve:
com pa ny Des ign proj ects; coordinating the various fu nctions of the members of
his department within the ge neral framework of the design process; d efining
and con tro lling the implemen tation, continu ity, and cons iste ncy of th e
compan y's corporate ima ge ; coordinating and integrati ng th e work of the th ose
in charge of production, finance, sa les, advertising and marketing in terms of
maintaining th e genera l compan y image and embod ying it in each specific line
of products. In sum, se tt ing out the genera l gu idelines of product development

[0). O.\ KU:I, t\hRCK. Managin g Prod uct Des ign. London, 1984.
[7). JORD!. Docu ment {rom the Gra d uation thesis in Design a t the Uni ver sity of Barcelona, Barcelona. 1992.
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to be undertaken by the Technica l Designer, th u s becomin g ultimately the
person in charge of combining company in terest s with th e needs of u sers and
consu mers.

These n ew profiles require a different training background . Thu s th e
compulsory tra ining required toge the r with optional subject matter, acco rd ing to the
possib le sp ecia lisa tio n in terms of the re levance of a specific in d u s t ria l branch or
s ub -secto r, or their sign if icance in a gi ven geographic and economic con te xt , is as
foll ows :

• Theory and History of Design, as an approach to the s tu dy and investigation of:
hi storical bases of Design; contribu tions to a general theory of Design and
Co m m unicat ion; and evolution and devel opment of Desi gn and Com m u nica tion
pedago gy.

• Design and Analysis Met hods pro vid e acquaintance w ith : methods of Design
problem analys is; theoretical models for the ana lysis of Des ign products as
co m m u nicative objects; methods for the analysi s of different Design product
functions as communicative functions.

• Social research systems applied to design yield a command of: theoretical models
for the empirical investigation of Design as a psychological, socia l and
communication phenomenon; empirical research methods on soc ial needs; and
stu dy of empirical research methods on the communicative effe cts (psychological
and socia l) of Design products.

• Production and business ad minis tr a tion tech niqu es analy se : industrial and
electro n ic production systems of objects and im ages; product distrib u tion
sy s tem s; a u d iovisu a l communication systems; b u siness ad m in is tra tion
sys tems.

• By developing Management Project experience is gained in: organI sIn g and
coordinating Product Design teams; analysis ands synthesis of the various factors
affe cting the Design process.

DESIGN MANAGEMENT TASKS

The ty pe of specialisa tion required in Design as set out above (Design Advise r and
Project Director), can be better defined on the basis of a detai led description of the specific
tasks arisin g in the development and implementation of design in company strategy.
These ta sks, w hich have certain fea tures in common with all field s of company d esign
management (pro d u ct, communication, and corporate image), are d ivided into three
large themes or stages: Design programming; Hiring design se rvices; and Directing,
managing and controlling projects.

It can be obse rved in each diagram o f the th ree st ages mentioned (Figu re 4),
taking in to account the ch aracter istics of the conten ts and predisposit ion o f the
person to carr y them out, tha t th a t the fir st s tage is the exclu siv e co m petence of th e
Desi gn Adviser, w h ile the seco nd stage can be the competence of th e Design Ad vi ser
or the Project Director, w h ile the last s tage is exclusivel y the field of the Project
Director.
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A. DESIGN PROGRAMMING

L DESING PROGRAMMING I
+

I NEEDS DIAGNOSIS I

+ - C
!SITUATION ANALYSIS

I

I
eSOURCE_AN~~,
".GENERAL

DIAGNOSIS

+
L , DESING ACTION PROGRAMME

r~+
DEFINING GENERAL I DEFINING DESING I CREATING AN

!
STRATEGY POLICY "'-CTION PROGRAMME

I

I I

IINature of
I

Internal organisation Particular desing
the action channels objectives

l
Fiel ol Sources of

I
Timing

action ! external services
-

I Differential desing I Hiring Technical and
characteristics options

~

financial resources
~,

Funding

I
Project leaders

I I

Figure 4. Design and task: programming.

A.I. DIAGNOSIS

Diagnosis serves to detect p rob lems rela ting to design and the needs of the
company in res pect of it reso urces. In gene ra l lines, and w ithout go ing into th e deta il of a
diagnosis prepared by specialists with extensive techni cal information, this aud it
includes:

• A situation analys is that allows identifyi ng the optima regarding the ty pe of
design cor respond ing to the sector and the company, an d th e extent of its im pa ct.
Drawi ng up an actual background and situation analys is of the company wi th
regard to optima. Situation analysis of the competition, w ith regard to optima
and in relati on to the company itself.

• A resource ana lys is: ana lyses regarding staff, orga nisation, and management of
the compa ny itself, the actual technical resources in the field of design and
management, determining the es timated financial margins and ultimately the
avai lable ou tside resources.

• General di agnosis that allows the company to know itself and its in terna l
situ ation regarding de sign, with an assessment of av ailable resources to correct
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d etected shortcomings. For example, ans wers will be ob taine d to questions su ch
as : Is design w hat the compan y ne eds? What kind of design is needed? Is it an
incidental or a regular need? Is a pa rti al or regular intervention req u ired? To wha t
exten t are in tern al resources av ailable? Etc.

A.2. D ESIGN ACTION PROGRAMME

After detecting the shortcom ings or problems in design and the needs or company
resources to overco me these, it is ne cessary to cond uct concrete actions that allow
obtai ning conc rete so lu tions . Th is requires tackl ing the defin ition of a general strategy,
followed by the definition of a policy an d fina lly the p reparat ion of an action p rogramme.

• Th e ge nera l stra tegy requires defining the nature of the design action, i.e.,
defining the relevance to be assigned to design, its relati onsh ip to other company
activ ities (design as an essential act ivi ty or sup plementary service, incidental
intervention or permanent activ ity, internal activ ity or subcontracted activity,
etc.). Moreover, it w ill be necessary to define the field or field s of action in d esign,
to dete rm ine th e pertinent ap pl ica tio ns (prod uc t design, com mun ica tion,
corporate image, etc.). Finally, detection is required of the d ifferentiating d esign
characterist ics, by defining the di st inct feat u res relative to the company's own
sty le, the targeted public, and the optimum location w ith regard to the
competition (focus on technological aspects, or on aesthetic features, or vanguard
proposals, etc. ).

• The definition of policies that allows putting into p ractice the adop ted strategy
w ill need to embrace various as pects : the creation of an intern al opera ting system
th at channels the design m an agement activities or concre te design (single
department, interdepartmental committee, project directo rs, etc.): working out
th e cr iteria for detecting, selecting and h iring ou ts ide d esign se rv ices;
determining the approp ria te design budgets to be able to carry out a set strategy.

• Preparati on of a programme th at allows sta rting up and coord in ating the intern al
organisational channe ls and external design so urces identified beforehand. Th e
programme w ill basica lly act alon g four lines: preparing specific design
obje ctives, tha t is type of products to be d eveloped, communication or corpora te
image projects, e tc.; form ulating a sche d ule of terms and stages; assigning to each
parti cu lar p roject the relative design budget and technica l means required;
determ ining who wi ll be in cha rge of the projec t and each specific area involved .

B. HIRING DESIGN SERVICES. (FIGURE 5)

Once in a position to tackle the ne cessary design projects, drawing up an
intervention programme entails having design teams to execu te it. In the case of SMEs,
the av ailabi lity of an own de sign department is not a current reality, and involves
detecting the most sui table out side serv ices. Th is need usually arises in terms of the
d ifficu lty to locate these, but there are normally tw o options: going to gene rally avai lable
informatio n sources or sett ing up an ow n information source.

The re are at p resent m an y organisations th at provide access to a cer ta in degree of
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information, eithe r through professional organi sations (ICOGRADA, ICSID, BEDA,
different designers' Associations, etc.), promotional orga nisa tions of a public or sem i­
private nature such as design centres, technological institutes, chambers of com me rce,
etc., in which various levels of systema tised documentation can be found . One can also
go to design training centres at state or public colleges, where productive force s to be
exploited can so mehow be encountered. These are often sys tematised by organi sations
th at try and bring these centres into contact w ith the industrial fabric. Finally, the re are
othe r types of environments in w hich a certain type and qu ality of information can be
found, wh ich can solve this need, such as trade journals, certain events, professional or
industrial meetings that allow contacting and becoming acquainted wi th su pp liers of the
desi red services at a given moment.

~
: LOCAUSING SERVICE SUPPLIERS P~

l INFORMATION JLPUBLIC INVITATIONj I SUPPLIER JRESOURCES FOR APPLICATIONS SELECTION

I
Professiona l II Open

II
Professionalism

Iorganisations ca ll

I

Promotional II Close d II Techn ical.a,:,d t~ematic l
organistions call specialisation

Design schools
[

Finished
II

Artis l ic
Ior centres projects compatibility

Trade I Draft
~ I Price

Iprojects
-

pUbl icati~n_s _ _

II
Professional

I
Service proposals

I
I

events or programme s

I

Industrial

I Ievents

Figure 5. Hiring design sen -ices.

On the other han d, taking into account the possibility and need to crea te an own
information base by the company, applica tions of various kinds can also be publicly
invited (ope n or limi ted call for public app lications , submiss ion of finished p rojects or
draft projects, programmes and services ).

C. SELECTION OF A SUITABLE SUPPLIER

The absence of selection crite ria raises a very serious problem, and consi derable
uncertainty for th e company in its decision taking. The use of generally applicable criteria
to any design field or level of serv ice performan ce is very imprecise. However, it is
important to tak e into acco unt at least three basic parameters, w hich in sp ite of their
gene ra lity, serve to gu ide the selection task. These criteria are: professionalism or specific
suitability for a given work context, wh ich offers a guarantee of efficiency; the matic and
technical specialisa tion or the capacity to resolve p roblems based on professional
experience in each specific field; stylistic compatibility, since design p rofessionals usu ally
tend to have styl istic p references, or have a better command of one language rather than
ano the r; and price, since thi s is another facto r be considered in hiring design services and
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cannot be excluded or be a determining facto r.

D. COMMISS IONING AN D HIRING. (FIGUR E 6)

Good management of the contractual ag reement will be the result of clearly
specifyin g the basic issues, eliminating ambiguities tha t might lead to confusion or
mistaken interpretations. The following guidel ines should at least be adopted: verbal and
written con tact with the designer or team; conve rsations between both parties to focus
and adequately define the natu re of the service; sub missio n of a service offer by the
designer or team and a mod el of the con tract; explana tion regardi ng the terms of the
agreement; signing of the contrac t. That is to say, always formulating or docum enting the
dem and, which will p roduce plan ning and developme nt of the project and the sti pulat ion
of the professional fees.

r COMMISSIONING AND HIRING I
~

L, FORMULATING THE DEMAND J
t +I r--oEFINITION OF

i
OFFER DRAFT ING

SUBMISSION FEES J THE CONTR ACT
~ - -, II'

SIGNING
THE

CONTRACT

Figu rl' 6. Commissioning tUrd hiring design services.

Of all the above activities, the one involved in formulating the demand is to be
highlighted . This is essential and involves drawing up a report that sets out: general
company objectives; specific objectives targeted in the concrete project; natu re of the services
to be hired; and characteristics, requ irements and lim itations of the project. The usefulness
of this type of document lies in iden tifying the task and directing the designer clearly with
regard to the project, providing a very suitable framework for evaluating the designer 's
proposals and subsequent desi gn solutions. Finally; this exercise helps a programme to
materialise, which the designer will be needing to carry out his work later on.

E. DI RECTING AND ADM INISTERING THE PROJECT.

Design Management does not end when a designer 's services or those of the most
su itable team are hired. Linking the design to corporate objectives requires constant
monitoring of the project until the end. The success of a design expe rience depends on the
company's internal capacity to manage the project as well as on the selection of the
professionals to carry ou t the project.

Directing projects mean s controlling all those tasks that involve a comma nd of
matters such as: conceptua l bases; qu alit y levels; design styles and lang uage for the
project, etc. The se are to be defi ned by the Project Director, who sha ll se t the objectives
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and es tablish the gu idelines to be followed, so that all efforts conve rge towards the
targeted aim.

On the other hand, it is also h is task to achieve fluid communication between the
design team and the compan y, especially between the members participating in the
project. This requires effo rts devoted to compiling, drawing up, an d transmitting
info rma tion that the design p rojects or programmes produce, to avoid unconnected
actions or unilateral advances of some parts.

After the process indicated has reached thi s point, quality cont rol and the
ev aluation of the results in each process stage requ ire detailed, on going superv ision so
that the results will match the objectives.

F. PROJECf ADMIN IST RATION

The ad mi nis tra tive management includes tasks linked to the company's internal
organisation and to the outsou rcing ope rations. These are also of a markedly opera tive
cha racter, relating also to logistic su pport such as: planning of functions and coo rd ina tion
of work teams; programming project stages and milestones, and di stributing and
administer ing materi al and financial resources.

As we have been ab le to appreciate, the problem is not raised in terms of va ry ing or
reformulating the design er p rofile, but in the transformations that design will undergo in
its singu lar effect on production and soc iety on the th reshold of the XXlst cen tury.
Perha ps the two profiles tha t ha ve been described, though highlighted from a very
general angle, involve one of the most p romising ini tial stages. Although for the moment,
and for all industrial en vironments gene rally, the characterisation of these pro files and
the development and systematisation of Design Management a re only emerging va lues,
on the other hand they perfectly reflect the extent of the foresight that exists with regard
to new situations and events. All in all, it is time for the first contacts.

P.GII-l60


