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Abstract

Purpose: The purpose of this paper is to present the undertaken literature review regarding the
extent to which analysis and research on design management and design managerial skills have
been carried out so far.

Methodology/approach: A literature review is presented along with several types of management
as possible solutions to restraining the problem of introducing design to the organization as a way
to develop the organization’s innovative activities.

Findings: The paper presents design as a type of organization activity important from the point
of view of innovation and competitiveness of enterprises. The essence of design and its role in
innovative processes are described. Design management and the role of design managers were
characterized. Managerial skills necessary for the adequate implementation of design activities in
the organization were also shown. The above considerations were based on the literature review.

Implications/limitations either for future research, for practice, or for society: Most of the
studies are based on research conducted years ago. The topic of design management returns in busi-
ness practice, but there is little research on this topic in modern enterprises. Especially rarely, these
topics apply to small and medium-sized enterprises that could benefit a lot from the implementation
of design management.

Originality/value of the paper: The paper begins with an overview of the role of the design in
the innovation processes and then moves on to the implementation of design management. The
author then proposes several categories of the managerial skills required for design activities in the
organizations and presents their importance for the innovation activities in the organization.
Keywords: design management, managerial skills, design, design-driven innovation

Paper type: Conceptual paper

1. Introduction

Design-based innovation should play an increasingly significant role in the
development strategies of companies. Confirmation of this statement can be
already found in the literature on the subject from the 1980s and 1990s. However,
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there is often a lack of or insufficient knowledge about the potential advantages
of using design in organizations. In addition, an important barrier in this respect
seems to be the fact that such innovations require the enterprise to have an
ability to understand, predict and influence the emergence of new meanings of
innovative products. This may require cooperation with a large group of external
entities, including, for example, designers, artists, programmers, and suppliers.
Therefore, design management and design-based innovation require managing
relationships with these people and organizations to gain access to knowledge
and its dissemination. As a consequence, the manager’s challenge is to perform
several roles simultaneously. The special role is to be a “translator” of the project
concept as well as its meanings and values to other members of the organization.
The interdisciplinarity of design also requires considerable knowledge, because,
in addition to understanding design, it is necessary to have knowledge about the
market or a given technology. It is also necessary to have a thorough understanding
of the aspects of cooperation and communication with external entities, as well as
very good knowledge of the procedures that are used in a given enterprise.

2. The essence of design and its role in innovation processes

In the literature, one can find many definitions of design, understood in this study
also as project work and planning. For example, V. Caldecote (1979) describes
the design as a process of transforming an idea into information from which a new
product can be made. Design is, therefore, an activity in which ideas and needs
acquire physical form, initially as a concept of solution and then as a specific
configuration of elements, materials, and components. Designing is about
visualizing previously accepted concepts, plans or ideas. It covers a wide range
of activities, as the design is considered to include sketches, models, and other
forms of presentation of ideas and intentions. Thanks to designing, it is possible
to create something that did not exist so far or did not exist in a given form before
(Walsh, 1996).

However, as early as the end of the 1950s, it was recognized that industrial
design could be used in other areas than just product styling (Bohemia, 2002).
Nowadays, such an approach to design is common, as it is recognized that
design should not be seen only as an activity related to the creation of a coating
or a product form. The design has become an essential element in the creation
of industrial products, processes, and services across the economy (Woodham,
2010). The act of design requires a combination of logical and intuitive
thought. The change of perspective on design makes it find its place not only
in sectors such as graphics, architecture, fashion, and textiles but also in the
design of industrial products and processes taking place, for example, in the
pharmaceutical or information and communications technology (ICT) industries
(Walsh, 1996).



How design is perceived by various people and fields depends on what
purpose they assign to it. The designers themselves can see their work in terms of
creativity, problem-solving or art. Marketing managers will see the work of the
designers employed by their company as aimed at differentiating their products
from other goods. Such activity is aimed at increasing the attractiveness of the
offer and at least limiting the activity of the competition. This type of activity can
be perceived even more differently by consumers. They see design effects as new
styles and fashions. They notice improvements in products that make them easier
to use, or they may notice that the products are, for example, less energy-intensive
or more durable. Thus, from the point of view of consumers and users, design
shapes ideas so that the offer becomes more practical and attractive.

The project consists of both the aesthetic appearance of the product,
functionality, sense of the product and its meaning. R. Verganti (2011) indicates
that the concept of “meaning” is to serve as a psychological and cultural reason
for choosing and using a product. Design is intended to influence both on the
individual motivation of consumers and users with psychological and emotional
significance of the product and on social motivation through symbolic and cultural
significance. Therefore, the designer involved in the design process delivers
a product that represents a unique combination of technology and market and is
relevant to customers (Dell’Era and Verganti, 2010). The result is the so-called
“design driven innovation”.

Every innovation, from the most radical to the incremental, requires design
input. As both literature and business practice show, the design is seen not only
as product development work but can also be understood as the core of new
product and service development processes. It is, therefore, part, or even the
core, of innovation development processes. A new object is imagined, developed,
and shaped in a prototype form (OECD, 2015). Designing is not only identified
with research and development (R&D) activities. Each basic idea or invention
can generate a wide range of possible design configurations and subsequent
modifications. This is possible thanks to the use of design, which is very often
based on previous inventions and innovations. This means that design often does
not require any technical changes but can result in a product characterized by
a different form, style, design, or cover. Such an activity is a kind of “fashion
design,” which A. Piatier described as “non-innovative novelties” (Piatier, 1984,
a quote from Walsh et al., 1993). This means that design often involves integrating
new components, materials, or production methods into an existing product.
Enterprises implementing innovation management consider design to be a crucial
element of organizational change. This can be done, for example, by building new
organizational capabilities in the process of new product development (NPD) or
by using the so-called “design thinking”, which is a method of working on the
development of new products and services (Junginger, 2008).
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The above characteristics of design indicate its potential importance for
enterprises, but it is still not an area that is popular and well developed in many
enterprises. Design understood as part of innovation development processes
does not exist in most companies. In some cases, designers are employed as part
of the organization’s staff (Acklin, 2010). Companies such as e.g., 3M, Apple,
IBM, IKEA, Nike, Unilever, Pepsi, Procter & Gamble, are named as design-led
organizations.

The fact that many organizations do not have a clear innovation strategy that
is developed and implemented is also not conducive to innovation and design
activities. The potential benefits of such activities are still rarely recognized. At
the same time, small and medium-sized enterprises very often assume that not
only do they have no money to carry out this kind of activity, but what is still
important, they lack knowledge about design and the way of performing this
function within the organization.

3. The specificity of design management

In 1965 M. Farr (1965) proposed the first definition of design management. He
understood this management as defining the design problem, finding the most
suitable designer, and enabling him/her to solve it on time and within the given
budget. P. Gorb and A. Dumas (1987) considered project management to be
a series of organizational and management activities or practices that are required
for the design process. According to the Design Management Institute (DMI)
based in Boston, MA, design management is the business side of design. This
means that such management is focusing on combining design, innovation,
technology, management, and customer expectations. All these activities are
undertaken in order to ensure a competitive advantage with regard to economic,
socio-cultural, and environmental conditions. Project management can also be
defined as activities or organizational and management skills that optimize the
design process.

The implementation of design management in an organization can be
undertaken at various levels. The approach developed by the Danish Design
Centre (DDC), described as the “design ladder,” reflects this well. This ladder
consists of several levels, which show the increasing degree of involvement of
the organization in design activities. These are: (1) lack of design — design is not
included in the organization’s activities at all; (2) design as a style — design serves
as an aesthetic addition (mainly to material products); (3) design as a process
— design is integrated with development processes, and (4) design as a strategy —
design is treated as a key activity supporting the creation of innovation.

Moreover, C. Acklin and A. Fust (2014) proposed the division of projects
according to the criterion of awareness of the usefulness of design and design
management in achieving the company’s objectives, into four types of project



management. These are: (1) simple design management; (2) integrated design
management; (3) dynamic design management; and (4) entrepreneurial
design management. Simple design management characterizes companies that
are interested in more effective process management and apply this type of
management, mainly in the development of new products or services. Using this
kind of project management allows companies to avoid the immeasurability of
their products by managing new product projects more effectively and efficiently.
This type of management is usually carried out by marketing department
employees and managers responsible for the development of new products. The
key role of design in this approach is to create improved products as well as work
on the appearance of these goods.

The second type, integrated project management, is also referred to as
continuous project management. It involves the coordination and implementation
of design in all departments, functions, and processes necessary to create
consistent customer service and contributing to positioning the company in the
market. It means managing project processes and their results. This mode of
project management is called integrated because there is an extensive adaptation,
communication, learning between often contradictory parts of the organization.
It involves the integration of design at every level of the organization, through
the participation in the project management. The reference of this type of project
management to various ‘“‘contact points” between organizational functions
promotes the integration of different processes that affect the satisfaction of the
end-user of the product. Responsibility for integrated project management lies
with the project managers.

Dynamic design management aims at a sustainable competitive advantage for
the organization, which it can gain through the mediation between the internal
world of the organization and its external environment. Such extensive activities
are related to strategic, innovation, process, and change management. Therefore,
a wide range of knowledge from various levels of organization and design
expertise is required. Moreover, it is necessary to involve leaders and managers in
design issues as well as senior management.

The importance of dynamic design management seems particularly important
in the context described by D.J. Teece et al. (1997) as “stickiness of resources”
which, at least for a short period, can to some extent “glue” companies to the
resources and competencies they possess. This means that design as such does not
offer a solution to upcoming changes and threats from the environment. Dynamic
design management is necessary to encourage the absorption and use of new
knowledge by the organization and to avoid the “stickiness-trap.” This problem
is also pointed out by authors such as C.M. Christensen (2000), who notes that
successful companies may even face the innovator’s dilemma of not wanting to
risk their own business through innovations that disrupt the existing order in the
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organization. The ability to continuously acquire new knowledge is a dynamic
ability, associated with the creation and use of knowledge, which increases the
ability of the company to gain and maintain a competitive advantage. In this
context, E. Danneels (2002) even states that there is a need to move away from
the notion of a portfolio of products to the notion of a portfolio of competencies
which allows for the development of new products.

As the fourth type of project management, C. Acklin and A. Fust (2014)
indicate the entrepreneurial design management. The basic elements of
entrepreneurship are: (1) business opportunities; (2) resources needed to seize the
opportunities; and (3) an organization that matches the company’s predicted future
with its market environment. Depending on the positions held by the company’s
design managers, they will be able to influence most of the areas mentioned above.
If, for example, a design manager is responsible for monitoring trends or product
development, then the recognition, evaluation and use of opportunities can be the
basis of his/her work.

As in the case of other disciplines, the implementation of this function in the
organization operates on three levels: strategical, tactical, and operational. Project
management is at a strategic level. This is where the general principles, missions
and action programs are established. Processes and systems of specific business
units or functions are implemented on a tactical level. At the operational level,
design manifests itself in physical and tangible products, services, and experiences
(Best, 2006).

The above considerations cannot be done without addressing the critical
issue of the literature’s approach to design in the context of design management
and leadership. There are authors who claim that the concept of design
management was rather used in the past, but now it is more appropriate to use
the term “design leadership.” It allows describing a more strategic level related
to the vision of using the project in the organization to achieve corporate goals
(Borja de Mozota, 2003). Similarly, J.P. Kotter (1996) distinguishes between
leadership and management. He describes leaders as people who can create and
communicate visions and strategies. Furthermore, he claims that management
is mainly about the status quo, and leadership is mainly about change (Kotter,
1996). In a business environment, the relationship between management and
leadership is crucial. Without this relation, shaping innovation and maintaining
growth is difficult.

Design leadership is needed to know where the company is going, while
design management is needed to know how to get there (Acklin and Fust, 2014).
Project management is considered to be reactive as it mainly manages the
resources, time, people, and money needed for design-related activities within
the company. Leadership in design is considered to be proactive. Because it
contributes to establishing the program of the company using the design to gain



a competitive advantage and to predict the future. A. Topalian (1990) argues that
design leadership is one of the most powerful ways to generate new ideas.

Leadership in innovation does not mean being a multidisciplinary expert.
However, innovation leadership requires listening to what other professionals
contribute because innovation does not take place in isolation (Gaynor, 2002).
Leadership determines what the future should look like, adapts people to this
vision and inspires them to act despite the obstacles (Kotter, 1996). This affects
the translation of strategy into the design in the strategic activities of enterprises,
but it is essential that managers responsible for design activities have the skills
necessary to carry out these functions.

4. Design business features and managerial skills required for design
activities

As mentioned earlier, the design is essentially the application of human creativity
to a specific purpose. It is important to select and configure the elements,
materials and components that give unique product features such as appearance,
performance, ease of use or production methods (Roy and Riedel, 1997). It is
necessary to take into account all the functional, operational, production and
communication requirements of the products. This means that a designer’s work
not only includes creative effort, but also a set of numerous technical, strategic,
and market-related activities.

As V. Walsh et al. (1993), indicate design activity has four main characteristics.
They can be described as “4C’s of project management”. These are:

1. Creativity: design means creating something that did not exist before (from

a variant of an existing project to an entirely new concept).

2. Complexity: design requires a decision that takes into account a large
number of parameters and variables (from overall configuration and
performance to, among others, components, materials, appearance, and
production method).

3. Compromise: design requires balancing many, sometimes conflicting
requirements (such as performance and cost; appearance and ease of use;
materials and durability).

4. Choice: design requires the choice of many possible solutions to a problem
at all levels, from the basic concept to the smallest details in terms of color
or form of the product.

The approach is in line with the opinion of A. Linden (2017). As, among
others, Director of Product Design at Facebook, Head of Design at Asana and
Design Director at Intuit, based on the professional experience, she presented
dynamic roles of the design manager. In the discovery phase manager role
is “salesperson”. They present a direct report about an exciting new project
and why the project matters. Once employees are on board, then re role of
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a design manager is to be an “active partner” who’s helping them define
goals and constraints. Design phase means that the manager has to “stepping
back”. Employees get clear on goals, gains confidence, and starts to generate
ideas. On the stage of the development thought partner for other employees is
needed. Developers from the company enter into the design process and add
new insights into the project. The manager should stay at arm’s length and be
a “thought partner” for high-level questions. At the end of the project in the
deployment phase, the manager’s role is to be “recognizer”. It means especially
to recognize the employee for their accomplishments. Design manager has to
look at the finished product — the before and after —and help designers see why
their outcome of previous work is better than they think, because of their self-
criticism. (Linden, 2017).

The work of designers is specific and, as the literature indicates, they should
be an integral part of the design team from the very beginning. The designers’
experience and their ability to visualize and combine project ideas to everyday life
can often facilitate common understanding during the design process among team
members. This ensures the effective coordination of many crucial product aspects.
Designers and design managers should be responsible for the overall perception
of product quality, as they are able to see both the overall concept and each detail
(Bohemia, 2002).

Unfortunately, often the organizational culture of companies with little or no
design know-how is goal-oriented and conducive to decision making with a strong
emphasis on effectiveness and efficiency. In these organizations, the design seems
to be just a pleasant addition to their business. It is not regarded as an obligatory
factor in the process of company development.

A different approach to designers’ work is shown by V. Walsh (1996). This
scholar describes the role of the designer as a “gatekeeper.” This means that the
designer should have access to all specialist functions within the company, such
as research and development, marketing, manufacturing, finance, material testing
and even strategic management and corporate planning. It also requires access to
many areas of the company’s external operations, which are related to following
trends in fashion and design, and mean the need to use new materials, machines
and production processes. This approach allows the designer to respond to
consumer behavior. Access allows designers to collect the necessary information
for input in the design process.

However, it is often difficult for designers to enter these roles. Even if
an organization employs people in design positions, they may lack design
management skills. As a result, many designers discover that there is a “glass
door” between them and the rest of the organization. They involve the difficulty,
or even impossibility, of relating to the business context and communicating
effectively with other disciplines and senior management of the organization.



An example is a situation when, in 1996, Tesco’s packaging design manager
Kevin Vyse quit. He found a problem related to how the supermarket giant tackles
packaging. He was troubled especially by the attitude of Tesco’s trading directors
towards packaging design. Lack of proper cooperation and understanding of
design policy did not allow him to continue working at Tesco (Design Week).

Hence, continuous professional development is important, which is
emphasized by the European Design Leadership Board (EDLB). It is intended
to improve their ability to communicate effectively with senior management and
multidisciplinary teams within and outside companies. EDLB also points out that
a lack of project management skills is a significant barrier to the adoption and
integration of design in European companies (Thomson and Koskinen, 2012).
This is crucial if we are to assume that designers and their motivation to work are
an important contribution to innovation processes in an organization.

It is design management that seems to be a particularly crucial element in the
activity of an organization that decides to carry out more or less design activities.
R. Chiva and J. Alegre (2007) conducted a study on the relationship between
design management skills and organization of project functions. Citing M. Bruce
and B. Morris (1994), R. Chiva and J. Alegre considered three various ways
of organizing this function: (1) solely in-house, (2) solely outsourcing, and (3)
a combination of the previous two solutions. Studies show that the highest level
of design management skills has been achieved in an internal approach. In the
external approach to the design function, the lowest level of design management
skills is achieved. Therefore, an internal approach seems to be the best option
to improve project management. The authors of the research also showed that
companies using an external and mixed approach to project management obtain
product designs primarily from their suppliers. As a result, when suppliers do
not develop long-term relationships and are not as committed, responsible or
enthusiastic about their clients’ projects as internal design consultants can be,
the results of their work are not as good as the internal design activities of the
organization. Companies that consider design as a competitive resource and
develop it are improving their project management skills (Chiva and Alegre,
2007). Entities that use their design of products by internal companies emphasize
the importance of the design department and R&D department, which bear the
greatest responsibility for making design decisions. The design department is also
usually a technology department. On the other hand, a mixed approach and the
use of design services offered by external companies emphasize the importance
of the marketing department or managers of other departments in making design
decisions.

Hiring an employee as a project manager has a significant impact on attitudes
and practices in the company. Surveys of companies carrying out design activities
show that (1) design managers should have authority in the organization and (2)
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there is a high level of responsibility for design. In addition, if a project manager
is employed in the company, then the design is more likely to have a similar
organizational structure to other projects within the organization and be considered
as not requiring central control. At the same time, companies with employed
project managers perceive the design function as influencing the company’s policy
in terms of employment, finance, and project development. Such companies use
design as equivalent to other activities of the organization (Dumas and Whitfield,
1989).

The Polish company Flowair, which deals with heating and ventilation
products is an example of this approach. The company manufactures heaters,
curtains, ventilation units. Design management and designer are the company’s
“driving wheel”. The design activities in this company do not focus only on
the aesthetics of the devices. Critical is ergonomics and functionality of the
solutions, and on technology that is tailored to the needs of users. The designer
of the company became its “good spirit”. Other company’s success factor, the
owner indicates the creation of an interdisciplinary design team — in addition to
designers, and the R&D department, product managers and marketing department
employees are also involved in working on new products. Together, they form
a team that implements an innovative approach not only in the visual sphere of
products but also in technology and communication area. Involvement in design
activities has resulted in many prestigious awards: among others, the two most
prestigious awards in the world of industrial design: Reddot design award and iF
product design award. (Rutkowski, 2015; Rutkowski, 2016)

The development of project management skills plays a significant role in
undertaking project activities in the company. There are many references in the
literature to the ideas of P. Dickson et al. (1995) concerning types of project
management skills in an organization. He proposed the following types of skills:
(1) basic, (2) specialized, (3) involving of others, (4) organizational change, and
(5) innovation (Ferndndez Mesa et al., 2013).

The basic skills are to manage the basic activities of the design process in
order to have a high quality design, manufacturability and low-cost products as
well as to ensure that new products are designed and marketed quickly. All these
skills are considered essential for the design process. R. Roy and J.C. Riedel
(1997) stated that commercially successful product development projects focus on
product performance and quality. In selected cases, technical or design innovations
are important. At the same time, these authors paid more attention to real product
improvements and not only to cost reductions.

The second group covers the specialist skills that relate to managing some of
the specialist activities required in the product design process. These skills include
costing a new product, the ability to effectively use the latest computer design
tools, testing the productivity of new products during the design process, and



finding people with excellent design skills. In other words, the work of a designer
requires a set of traditional design skills in the fields of aesthetics, visualization,
and technical skills (Perks et al., 2005). Therefore, in design management, it is
important to choose the right criteria for selecting employees to carry out project
functions in the organization.

Involving others means including customers and suppliers in the design
process to get new product ideas. This allows for better execution of design
processes and the acquisition of new product ideas from customers. P. Gorb and
A. Dumas (1987) also underline the importance of design interaction with other
entities and consider that the product design process requires the presence and
active involvement of different actors such as customers and suppliers. Also,
V. Walsh (2000) points out that project management plays an important role here,
which must ensure dialogue between all persons with a significant interest in the
use of the project, including the final customer.

The ability to manage organizational change plays a particularly key role
in project activities. According to P. Dickson et al. (1995), these skills involve
changing traditional ways of doing things, combining distinct functions within
the company, and replacing sequential work with co-design. In contrast, other
authors (Kotler and Rath, 1984) underline the importance of communicating
with marketing, sales, engineering or research departments in order to stimulate
dialogue with other areas surrounding product development. Similarly, H. Perks
et al. (2005) emphasizes that the project is part of a multifunctional team. They
stress that the designers’ activities are dominated by communicative behaviors
that require personal, communicative and teamwork development.

Not without reason, as the fifth type of project management skill, P. Dickson et
al. (1995) gives innovative skills. After all, it is the designers and project managers
who are expected to focus especially on thinking about innovation. As part of their
tasks, they should set priorities and strategies for the organization. In addition,
they control their resources, set the tone for most discussions and activities in
organizations, and filter ideas and information from external sources. Therefore,
innovation skills mean the ability to manage innovation through awareness and
knowledge of competitive innovation and imitation as a source of radically new
design ideas (Ferndndez-Mesa et al., 2013). The ability to manage innovations
takes place by quickly becoming aware of innovations and imitations of the
competition and finding new design ideas, not just imitations. Similarly, P. Kotler
and G.A. Rath (1984) emphasize the importance of managerial support in the field
of creative design. They assume that one of the most important aspects of project
management is the in-depth knowledge of the company and its competitors as
a contribution to the innovation process. They also find it important to stimulate
creativity. They argue that the designers’ deep knowledge and diversity of
backgrounds, interdisciplinary teams, and their involvement in the preliminary

MANAGER’S ROLE
AND SKILLS IN DESIGN
MANAGEMENT

Magdalena Klimczuk-
-Kochariska

n |3



MANAGER’S ROLE
AND SKILLS INDESIGN
MANAGEMENT

Magdalena Klimczuk-
-Kochariska

14 =

stages of planning are key to formulating innovative products. Process design is
seen as the main force for innovation, giving the opportunity to enter new markets
and their other segments (Chiva Alegre, 2007).

The Estonian Balteco is a producer of the hydromassage baths. The company
design director Aivar Habakukk has presented the task of the design director as
management of the whole organization. The design director in this company is
engaged in activities related to company image, product development, and in many
other things, for example designing a fair booth and retail spaces both in Estonia
and at its distributors’ locations. Product designer work does not mean to be an
artist who creates products, because developing a new product in a manufacturing
company is a planned activity. The design manager has the necessity to define by
the target country, sales statistics, trends in interior architecture and design and
governing technologies. Product design is teamwork, and the product development
team starts with and ends with a weekly product development meeting. Once
a year, the company organize talks about its strategic plans (Balteco).

Design management is a complex field. It does not refer to a single design
discipline, and the specific responsibilities imposed on a project manager or
designer will depend, among other things, on the organization they work for, the
size of that organization, the industry in which they work, their current market
position and, to a large extent, their perception of the importance of design in the
industry. This requires a range of competencies and skills, the possession of which
is conducive to the development of project activities in the organization.

5. Conclusion

The innovative capacity of companies depends to a substantial extent on project
management skills. Not so much stylization as giving new meanings to products
and services is an important direction of business operations. Even if the company
does not have its employees with the design department, it is still necessary to
have the knowledge and skills to cooperate with other entities.

Successful design activity means, above all, integrating both inside and outside
the organization. This activity is complex, requires creativity and compromise,
as well as selecting solutions appropriate for the organization and its strategy.
Therefore, professional project management has to cover many aspects related to
design and project activities and requires managers to have the right skills. These
concerns not only the very specificity of design, but also the involvement of other
participants, organizational change management, and innovation management.
Only managers suitably qualified and willing to act are able to manage design
effectively. This means that it is necessary to support human resources in the
organization in terms of improving their qualifications.

It seems that due to the limited literature on the subject and research related
to especially small and medium sized organizations reality of conducting design



activity by organizations, it is necessary to undertake further analyses showing the
relationship between design management skills and organization. Such work can
be particularly valuable on a practical level. Therefore, it should be considered
as a future direction of research in relation to the topic of design management in
organizations. The implications of such research for the realities of business could
contribute to a better understanding of the design and its management, as well as
to the more frequent introduction of at least design elements by organizations. As
a result, they could foster improved cooperation, team building within companies
and approaches to new problems faced by organizations.
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