THE POSITIONING OF
DESIGN HAS BEEN
UNALTERABLY
AFFECTED BY POST-
INDUSTRIAL
TECHNOLOGICAL
DEVELOPMENTS
WHICH IMPACT ON
BOTH DESIGNER AND
USER. THESE
DEVELOPMENTS AND
AN INCREASINGLY
COMPLEX
OPERATIONAL ARENA,
HAVE LED DESIGNERS
TO RE-APPRAISE
THEIR ROLES AND TO
ADOPT NEW.
PERSPECTIVES AND

APPROACHES.
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Design in a post-industrial era has become enveloped in
the multiple specialist activities that determine the nature
and rhythm of the market. This paper describes some
emerging trends specific to the post-industrial design
environment. It looks particularly at the designer and his
relation to technology, as well as the effects information
technology exerts as it erases the distinctions of place and
time. It considers the development of a service economy
and the use of mapping techniques which assist the
designer function within complex corporate strategies and

in a climate of rapid change.

DESIGN AND THE EFFECT OF
ACCELERATED TECHNOLOGY

The acceleration of technology changes the role of
conceptualisation in design in a profound way in that it
can no longer claim an autonomous phase (Lemoine
1988). The separation of conception and execution
belongs to the industrial tradition. With its hierarchical
procedures and administrative implications, this tradition
typifies a specific ordering and management of time and
space.

In the post-industrial era, the designer works within a new
time and space matrix, conscious of fime as a strategic
resource with a higher value than in an industrial culture
(Rtzer 1991). Design now takes cognisance of
information directly from the manufacturing and retail
arenas, tapping into computerised networks which include
cash registers and interactive point of sale terminals.

VARIABLES IN A

In the service industries there are increasingly frequent
cases in which the consumer is directly involved in the
design and conceptualisation of the service, product and
retail environment, because it is assumed that the end user
is an expert in determining specifications.

Such services include those with variable conditions of
space and time which have to provide alternatives and
options to the consumer. We think of tourism, legal,

financial insurance and consumer credit services in this

regard. These information based services, called

telematics, are at the heart of the consumer revolution.

This condition affects the fundamental positioning of
design. Design in the post-industrial era is adaptive and
interactive. Once design becomes interactive, allowing
consumers to specify through miniaturised information
tools what they want to consume, the designer has to re-
appraise his role as creator, and as a facilitator of style,
taste and awareness.

The designer has to recognise that the status and nature
of design have changed. Design has evolved into
becoming an integral part of an accelerated information
exchange network which allows for interactive
conceptualisation. At the centre of this network are the
tools, the hardware and software, and at the periphery,
those who specify through their use.

With the advent of information based technology, the
designer can no longer claim sole control over the
interpretation of function and functionality. The dynamics
of consumption can only be understood in terms of the

designer distilling consumers’ pre-figurative images into
aftractive and intelligible forms (Dond 1988).

In the new dispensation of design, the relationships
between aesthetics, technology and industrial production -
the traditional foundations of design described by the
modern movement - have been irrevocably changed.

THE DESIGNER AND INFORMATION
TECHNOLOGY

Design currently employs information based technologies
for planning, conceptualisation, and presentation. No
longer concerned with the laborious, time-consuming
methods of the industrial era, computer-based design has
brought immense flexibility to the operational arena.

The most significant advantages flowing from this
technology, are the simulation of physical and conceptual
viewpoints, and programme specifications which can be
amended or changed completely in response to a
command. This new mutability, this ephemeralisation of
the design process affects creative form and content and
enables design to be more responsive to changing
markets.

When dealing with electronically generated images, the
designer becomes a constructive part of the world he
observes (Weibel 1991). He structures the image to be
generated from an inner observation post - with a distinct
aim in mind - assuming what has been referred fo as an
observer objective (or a subjective objective) mode of
perception in relation to the design task.
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BEING EVERYWHERE: THE STRATEGIC
PALETTE

Design increasingly operates in highly competitive and
complex environments. The Strategic Palette, originally
developed by the Doblin Group (Keeley 1992:134-139)
provides a good mind map to orientate the designer, and
to clarify the relationships between all the activities that
contribute to successful design, development and
marketing strategies.

It has two purposes. First, it describes the interrelations
between common areas of corporate activity that are
subject to change owing to accelerated information.
Designers will benefit from knowing these areas in order
to realise the implications their own involvement has in the
overall strategy.

Second, the Palette can be used to guide the definition of
a strategy. It allows designers to decide which areas, and
how many, need fo be covered fo gain an overall strategic
advantage for a client.

The Palette identifies twelve stages through which strategy
for any organisation may be examined.

e DEVELOPMENT
The catch phrase in developing anything seems to be,
‘Better than ever, faster than ever’. To achieve these
Olympian ideals and cater to shorter product life cycles,
new management systems are developed on project-
team bases supported by an array of new software
technologies.

¢« MATERIALS
Chemical and polymer research is constantly producing
lighter and more durable materials with more intrinsic

uses and the ability o replace existing parts. This in turn
gives rise fo the development of new products with new
uses. The automotive, aerospace, agricultural, software
production and leisure fields are prime testing
laboratories for new products.

* MANUFACTURING
New methods, systems and materials are increasingly
being aimed at developing niche markets. Customised
items, short runs and modular products are becoming
more feasible. Manufacturing agendas point to one
thing: global products with equal service networks.

e FUNCTIONS AND FEATURES
The range of capabilities inherent to a given product
can be enhanced by simply adding a microprocessor to
its mechanism. Deciding how much feature
differentiation must go info a product is an important
design issue.

S

» BRAND AND PERSONALITY

' The products most in demand today are those that
 lucidly describe lifestyles and attitudes. Brands have

become idiomatic in their prescription of how to live.
Consider a slogan like ‘The Pepsi Generation’. Other
products that have gained idiomatic status include
Levi’s, Rolex, Porsche and Coca-Cola.

Brands have also transcended their products to such a
degree that Coca-Cola has merchandising stores, and
has even had its advertising jingles reworked into dance

mixes. This ability of the brand to intrude into awareness

areas not normally associated with it, gives it an ‘unfair
share of attention’.

¢ PHYSICAL DISTRIBUTION
The use of bar codes, scanners and computerised cash
registers in distribution networks condense the

time/space relationship. Tied in with warehousing and
mail-order catalogues, a product can now be ordered
and delivered anywhere within 24 hours.

CHANNELS

Varied and multiple channelling, for example, through
mail order catalogues and micro stores {those kiosk
sized shops at the airport), enable companies fo extend
and deepen their marketing reach.

SYSTEMS

Systems are the most powerful and profound invention
of post-industrial culture. They are invisible, yet
everywhere. Network systems allow the convenience of
round-the-clock, round-the-world banking and access to
information banks. Scanner systems control inventories
and adjust stock orders. Transportation and
accommodation use forward booking systems to make
global travel easier.

SERVICE

Customer satisfaction is what sets one company apart
from another. The interface befween consumer and
salespeople is the most tangible and memorable phase
in the value-added chain.

Many car manufacturers now offer 24 hour roadside
assistance programmes, and some retailers write
personal thank you nofes to patrons. The client service
relationship is a valuable and jealously guarded
resource.

STRATEGIC ALLIANCES

To serve customers and clients optimally, many
companies enter into relationships with other
companies, even competitors. The nineties have seen
Apple in alliance with Sony, and IBM with Sharp.
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