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— Preface

As long aguer ds 1984, Kotler and Rath advocated thay marketing
10k acecount of design. This is succinetly expressed in their state-
Iment that design “creajes Corporate distinelivencss in qn otherwise
produet and image surleited marketplace, It gan Creale g person-
ality . . 50 it slands BUE . .. It communicates valye o the casto.
mel, mikes selection easjer, informs und eotertains (Kotler gpq
Rath 1984; 17y Desipn is 2 valuable marketing ool devored 1o
visig| problem-solving, Bresign can differentinge Praducts and gee.
vices, can add valye and create g e selling Proposition and
stimulate desire an interest. Desipn van he used by manufaer.
uring, retail and serviee OrEanizations of all sizes, in al SeClors,
and by public apd private entifies, Design covers all dspects of
Colporate Communications, swch as branding, aelvertising, COrpao-
rare identity, leaflets, packs. aniual repons, produc developmen
and the retail enviranmens

Manchesier City Couneil s 3 public organization 1l COmmis-
sloned the design of EOTROTAte identily for i Commonwealh
Games bid of 1992, This bad 0 appeal across (he globe and (he
logo hed to work ACTOSE various mediy, including T, posters, T-
shirls and enamel Badges. Loy deans are & global hrand that haz a
srong heritage, quality image and g vouthful appeal. Kit-Kat has
the largest market share for countipe chacolate bars in the LUK and
has only gnce changed jis distinetive reg and silver packaging.
This was in 1he Second Warld War when chocolate wys extremely
searce and dark instead of mik choclate COaling was used, and he
WIRMDET was blue, not reqd, Karrimor i 5 specialist supplier of
SPOrLs Clothes s rucksacks ¢l exploits o hard-weg) ing fabric for
s produces, Considerable Mention is paid 1o he detail of gach
product to epspee Sy and comfor for the wearer, for example
brightly coloyred sIips 10 cohance the wisibility of the wilker at
dusk and mightfail

Marketing often interfaces with design 10 ensure that the pri<lugt
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or serviee is appropriate tor the farzet market. Fregquently design
and marketing share the same gbjectives, namely 1o develop the
‘right product, for the right market, at the right price’, But they
have different skills and ways of working 10 achicve these abyjec-
lives. Indeed, managing design is increasingly beconang parn of
marketing's activities. Marketing stratepies arc implemented
through myriad elements; products, packs, corporale identity,
advertising and retail envitonments, all of which catail the use
of design expertise. However, the scope of design in busInEss, the
different design disciplines and the skills eatailed in minaging
desian are not as well pdersiond by marketing professionils as
perhaps they could be, Design professionals can e gesislant 1o
management where they regard this a3 inhibiting Lheir creativity.
Designors are foeused on ‘doing” and vvisnalizing’ and so often do
not pecord or reflect on their managerment praciices o ekills, As
design s an increasingly impaortant role 16 play in business —
manufaciuring, service and retail — it is timely 10 consider the
processes of destan management, and especially the interfzce
between design and other disciplines. Marketing professionals
utilize design skills, especially in service. retail and fast-moving
consumer goods (FMOG) cOmpanics on in everyday basis, and s0
managing design is a key clement of markeling, This boal is aboud
the interface hetween marketing and design and is focused on how
b oplimize and dired the design efforl o achieve marketing’s
goals, This hoak {oeuses on the role of design in manufaciuring
and service oTganizalions and is coneerned with the fssues of how
marketing professionals can mannge design cffectively, Design
maAnaEemEnt praciices hat are covered inchude design audits,
sourcing design experiise, preparing design briefs, project manage:
ment and design evaluation.

The beok is divided into three pars. Part T is split ima thres
chapters. Chapter 1 discusses the naturg and scope of design in
husiness, (e ditferent wypes of design disciplines and the evidence
{or investment in design. A maodel of design managemant is pic-
sented at the end of Chapter 1 {Figure 1.9}, The medel 15 not A
prescriptive model, bul serves as il checklist of the activities
cntailed in design managemenl that & marketing professional needs
0 he aware of, Chapter 2 explores the imerface berween design
and marketing. In particular, 153U2S concerned with the CAUtSONTE NG
of design expertisd and the management of a ~wirtual preject team’
are discossed here, The final chapter of Part 1 explains the design
management model presented in Chapler L oand demonstraies the
do's’ and “don’ts’ of design management by working through
yarious ‘real-life’ examples. This chapter provides insights ke
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the problems that can arjse a1 various phases of fhe desipn progess,
amd e misunderstandings and confliels that can exist between
desipn and rmarketing,

Four cuses are presenled in Part I of the book, amd thege
illustrate design manAgement issues faced by differen urgAniza-
lions, Irgo-Pic is abou) the development of a radical new produet
in the construction tonls markel. A new market OPPOrIURILY arose
with chuanges in European health and safery legislation and Tnges.
sell-Rand was one of he firsl manufacturers 1o rake aceount uf
this. The small, multidisciplinary product development feam hg
three in-house seaff and ane industrial designer who was & pAriner
of desipn censulianey, The team prodused (he product wnder bud-
get andd in eighteen months, instead of the company nurm of four
eirs, Within a year of launch it had achicved its payvhack period,
won @ number of design awards and had opened up  new marker
for a range of construelion jouls, Roval Mail is a public-servige
Organization that has a dedicared team of design managers 10
manage the company's cerporale identity. This contralized gL -
Aization of design management is unusual. The work of the de s
MANAEers 15 deseribed, logether with thei management practices,
Stirling Cooper is a ashion retailer which underwent « reposition-
ing and deeampanying design change o Gommunicate his changg
(o the markel. The ease shows the impantance af reparing 4
detailed design bricf and shows the comprehensive range of infor-
malion that a bricf needs 1o cover, including indication of (he
lirgel market. competijor Analysis, coslings, limeseales and speci-
fic desipn details,

The final pant of the boak, Pan [17, reproduges o number of
seminal papers that have influenced the ares of design manzge-
rment, Design management s o discipline that is al an embryonic
stage. Consequenily, the seminal Ppapers in the fichl, which are
beavily guoted, are ofien promulgaling a message of ‘pond
design’, or are pulting forwars exploratory ideas whout design
and il5 managemen, Kotler and Raih's (108 PAPET 05 & classic
end cngently exprosses 1he importance of design for marketers,
They note that consumers are influcnced in {heir purchase beha-
viour by desipn fuctors g that these need 1o he carcfully con.
stdered, rather than being left 1o chance. Gorh and Duemas [1987)
argue that design is an ACivity that companies engage in bul often
noan unplenied and ad-hoe way. They sugpest thay design-eom-
petent irms have a clear sense of how design affects their Dusiness,
sothat design hecomes infused into the norms and practices of the
company. "Silent design® i the Phiase they use 10 deseribe this
siluation. The relationship and interfage berween marketing and
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R & D in product development is the theme of Souder’s (1989)
paper. The kinds of problems that exist in the interaction between
these wo Tunctions are similar o those that can ocour B2rween
marketing and design. Souder produces a checklist of factors that i
is particularly imporiant to resolve. Sceptics of design suggest thal
design is an expensive Tad” that is an “add-on’ luxury, This view-
point is challenged by Roy and Potter (1943). Recently they have
conducted an extensive survey of small and medivm-sized UK
enterprises and developed a methodology 1o evaluate the costs
and benefits of design investment for a vast range of design
projects. Their rescarch findings demonstrate thal invesiment in
design is # sound investment which is relatively low cost aml vel
can vield subslantial commercial benefit,

It is expected that after reading this book the marketing profes-
sional will be better couipped o

understand the role of design in business;

appreciate the range of design disciplines and skills of design;
gain insights inte the nature of design 1o help 1o Foster a Crealive
ami effective working relationship between marketing and design;
be able 1o provide market information in a form thal supports
design;

reflect on the design management skills and expertise that markel-
ing professionals require.
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