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analysis, mall intercepts, etc., that continue to Serve Fortune 5'00
corporations as the de facto «tandard in defining USEr needs and telstlng
new product concepts. The fundamental <hortcoming of these techniques
i« that they do not capture reality because they are conducted out of
context and they score consumers based on responses and reaction without
drilling to a deeper level to identify the drivers of such reactions.

The new ergonomics COf
market research tools a

For example, focus groups, the most used and relied upon development
tool for measuring consumer interest and demand, are fundamentally
Aawed as you end up with eight to ten strangers in a room, who by
human nature are not inclined to reveal their idiosyncratic behaviors,
knowing they are being watched by people behind the one-way mirror
(eating M&M’s). Add to this typical sociological dynamics, where in a
group of ten there are one to two alpha dogs who the moderator tries to
keep under control, one to two people who you need to take a pulse on to
see if they are alive and the rest who go with the flow. It’s not that these
subjects are consciously trying to deceive you, but rather a performance
dynamic is in play. Ask yourself if you have ever met a normal person
who likes to reveal their odd side? Furthermore, the entire interview is

conducted out of context, so it should come as absolutely no surprise
that you get questionable data!

Traditional market research techniques over the last thirty years have
been pushed far beyond their original intent and resolution to compensate

for the design community’s failure to provide alternative methodologies

that yield measurable insight and a rich understanding on all levels of
consumers and design.
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These successes are a direct result of studying how we as consumers think,
feel, and behave, understanding the limits and capabilities we possess and
- using these to form the design strategy for new product development.

SO WHAT IS GOOD DESIGN?

Good design, like beauty, is more than skin deep. Good designs possess a
unique and sensory experience. They work the way our brains work and as
a result are intuitive and easy to use. They feel perfect on all levels, and create
a memorable experience and passion in ownership. They become our coveted

items of ownership. They become the best designed product you own.

Our design industry has spoken out for decades extolling the necessityl of
aesthetics to such a great extent that when compromises are made they
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The profession of design management strives to understand, devel?p, support, manag:;rand

the context in which design can be most effective. FOl'.thlS to happen, two ‘m.gs
:j:tebe in place: first, the organization must be aware of des__lgr:s power forfclfmsjt::vee
advantage; and second, the design manager must be a leader with “a core set ot KNOWIEATE,

skills, and attitudes.”

This set of knowledge, skills, and attitudes includes six elements—of which three (FJUFDOSE,

people, and presence) are intangible, qualitative, and “softer”’; and three (process, project, a::Id
practice) are more pragmatic,
tangible, and measurable.

developing a framework for DESIGN MANAGEMENT rurrose: 148 o0

MANAGER MUST “SHAPE THE
PURPOSE OF THE GROUP HE OR SHE IS MANAGING AND ENSURE THAT THIS

PURPOSE MESHES WITH THAT OF THE ORGANIZATION.” THIS “P” IS REALLY
ABOUT LEADERSHIP. THE DESIGN MANAGER NEEDS TO CREATE A CONTEXT

IN WHICH PURPOSE IS DEDICATED TO KEEPING DEVELOPMENT PROCESSES
FOCUSED, EFFICIENT, AND EFFECTIVE.

PEOPLE: THE DESIGN MANAGER MUST BE ABLE TO MOTIVATE, ENABLE,
AND FOCUS CREATIVITY. INDEED, WHEN EMPLOYEES MOVE FROM ROUTINE
PERFORMANCE TO STELLAR WORK THAT GOES BEYOND THEIR ASSIGNMENTS,
THEY HAVE MOVED FROM BEING MANAGEDTO BEING LED, BEYONDTHE DESIGN
OEPARTMENT, IN FACT, DESIGNERS CAN BENEFIT THE WHOLE ORGANIZATION

- BYHELPING NON-DESIGN MANAGERS LEARN HOW TO FACILITATE CREATIVITY
WITHIN THEIR OWN GROUPS.
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PROCESS: This “P” invalves the way in
which products move from concept to
market, Design is the only discipline that
has the process of idea development at y
‘the core of its education program and its” P EEMUEUHSSHE - f
practice. Thus, taking a concept through R
o development process and examining it
all along the way from multiple viewpoints
is at the core of the design manager’s
contribution to organizational success.

it is aunique gift. PROJECT: Here is where
we learn about the norms and values of
project management, where professional
development occurs and where most of the
political battles are fought. Regardless
of whether the design manager considers
himself or herself to be “in charge of” or
“q member of ” a project team, “people”
skills are as crucial as the talents expected
of a designer (skills of viewing problems
from multiple viewpoints and solving
them through the development process).
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