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D2i Mission

/ Transform corporate Denmark to become user-
centered and competetive

/ Create value and growth through design-driven 
innovation 

/ Aid companies in becoming and staying 
design-driven 

/ Match companies with knowledge, research and 
designers



Strategic Use of Design
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Fact Sheet

WHAT IS STRATEGIC 
USE OF DESIGN?

Strategic use of design is about utilising methods and tools from the 
world of design systematically in order to come up with new ideas and 

develop products, production methods and business strategies; and 
always with the user at centre stage. 

Strategic Use of Design and Business Development

Strategic use of design connects an understanding of the surrounding world – people as well as tendencies 
– with the company´s resources and strategy. 

FIGURE 1  Strategic use of design becomes a driver for business development by connecting an understanding of the 
surrounding world with the company’s resources and strategy.

Source — Monday Morning, inspired by IDEO

Business development 
without a strong focus on 

resources becomes 
unrealistic because it 
does not take employees’ 
competencies, production 

abilities and financial 
scope into account. 

Surrounding World

Strategic 
Use of Design

Unfocused Unrealistic

Irrelevant
Resources Strategy

Business development 
without a clear 

strategy becomes 
unfocused due to 
the lack of manage-

ment focus and 
strategic anchorage. 

Business development without an understanding of the surrounding 
world becomes irrelevant because it takes its point of departure 

in the company itself and not in human needs.

IDEO - Mandag Morgen 



Kodak

1975: Invented the world’s first digital camera



Kodak

1976: 89% US market share of photographic film sales

89%



profits are then discounted to a present
value based on how risky the projected
earnings are—that is, the likelihood that
they will, in fact, materialize. 

To start the process, Interbrand first
figures out what the brand’s overall
sales are. (The brand may be almost
the entire company, as in the case of
McDonald’s Corp. For others, such as
Marlboro, it may be just a portion.)
Next, with the help of analysts from
J. P. Morgan Chase & Co., Citigroup,
and Morgan Stanley, Interbrand pro-
jects net earnings for the brand. It then
deducts a charge for the cost of owning
the tangible assets, on the theory that
whatever income is generated beyond
that cost is due to intangible factors.
This is the economic value added by
things like patents, customer lists, and,
of course, the brand. 

The next step is to winnow the earn-
ings generated by the brand from the
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B Story:
BRANDMETHOD-31

To rank the world’s 100 most valu-
able global brands, we set three
hurdles that all contenders have
to meet to merit consideration.
First, they must have brand val-

ues greater than $1 billion. They also
have to be global in nature, meaning
they must derive at least a third of their
sales from outside their home countries
and have significant distribution through-
out the Americas, Europe, and Asia. Fi-
nally, they must have publicly available
marketing and financial data. That ex-
cluded some big brands, such as Visa
International, the BBC, and Mars.

How do you place a value on a
brand? Some attempts rely on little
more than opinion polls or ad spending.
BusinessWeek selected Interbrand’s
method because it values brands the
same way analysts value other assets:
on the basis of how much they’re likely
to earn in the future. Those projected

The Global Brand Scoreboard
RANK 2003 2002 PERCENT COUNTRY DESCRIPTION

BRAND VALUE BRAND VALUE CHANGE OF
$BILLIONS $BILLIONS OWNERSHIP

1 COCA-COLA 70.45 69.64 +1% U.S.
New variations such as Vanilla Coke and a lemon-flavored diet drink
helped the soft-drink icon remain bubbly.

2 MICROSOFT 65.17 64.09 +2 U.S.
The software giant shifted its advertising to build the brand, not just sell
products, at a time when most rivals were suffering.

3 IBM 51.77 51.19 +1 U.S.
Big Blue gained recognition in new markets, partly thanks to an $800
million marketing campaign pushing e-business on demand.

4 GE 42.34 41.31 +2 U.S.
Getting double-digit growth is harder, but in tough times, the brand that
Edison built held its own.

5 INTEL 31.11 30.86 +1 U.S.
With Intel Inside and Wi-Fi out to take over the world, the chipmaker’s
Centrino wireless notebook package delivered a powerful punch.

6 NOKIA 29.44 29.97 –2 Finland
Still the world’s leading mobile-phone maker, Nokia faced stiff challenges
from fast-riser Samsung and a growing crop of operator-branded phones.

7 DISNEY 28.04 29.26 –4 U.S.
Not the Happiest Place on Earth as Disney Stores were up for sale, ABC
overhauled prime time, and travel woes sapped theme parks.

8 MCDONALD’S 24.70 26.38 –6 U.S.
Mixed-up orders and dirty restaurants hurt the brand. Now business is re-
covering somewhat behind a renewed focus on service and salads.

9 MARLBORO 22.18 24.15 –8 U.S.
Under siege from smoking bans and lawsuits, the Marlboro Man was 
looking like a fugitive.

10 MERCEDES 21.37 21.01 +2 Germany
The luxury auto maker crafts the sumptuous sedans the rich and famous
love to buy—and ordinary consumers dream of owning.

72 BusinessWeek / August 4, 2003 

earnings generated by other intangi-
bles. For example, are people buying
Shell gasoline because of the brand
name or because the gas station is con-
veniently located? Interbrand uses mar-
ket research and interviews with indus-
try executives to sift through those
variables. 

The final phase is to analyze the
strength of the brand to figure out how
risky those future brand earnings are.
To calculate the brand’s strength, In-
terbrand looks at seven factors, includ-
ing the brand’s market leadership, its
stability, and its ability to cross geo-
graphic and cultural borders. The risk
analysis produces a discount rate that is
applied to the brand earnings to come
up with a net present value. Business-
Week and Interbrand believe this fig-
ure comes closest to representing the
true economic value of that complex ar-
ray of forces that make up a brand. 

Special Report

THE 100 
TOP BRANDS

Here’s how we calculate the power in a name
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Kodak

2003: Top 100 value brand

74 BusinessWeek / August 4, 2003
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B Story:
BRANDMETHOD-31

The Global Brand Scoreboard
RANK 2003 2002 PERCENT COUNTRY DESCRIPTION

BRAND VALUE BRAND VALUE CHANGE OF
$BILLIONS $BILLIONS OWNERSHIP

11 TOYOTA 20.78 19.45 +7 Japan
Always solid, if stodgy, Toyota stole a march on Honda with aggressive moves
into eco-friendly hybrid cars and low-priced models for younger buyers.

12 HEWLETT-PACKARD 19.86 16.78 +18 U.S.
Many feared the next Titanic when it acquired Compaq last year, but HP
emerged relatively unscathed and more profitable than before.

13 CITIBANK 18.57 18.07 +3 U.S.
Latest phase of its successful “Live Richly” campaign included ads shot in
17 countries, characterizing a firm with global reach but a down-home flavor.

14 FORD 17.07 20.40 –16 U.S.
Sky-high rebates and 0% financing took some of the shine off Bill Ford’s
lineup; snazzy new SUVs from Japan and Europe are stealing more thunder.

15 AMERICAN EXPRESS 16.83 16.29 +3 U.S.
American Express punched up ad spending to target retail customers.
Now they use cards to pay for groceries, gas, even rent.

16 GILLETTE 15.98 14.96 +7 U.S.
In an era of falling consumer prices, the King of Blades still managed to
get shavers to pay premium prices.

17 CISCO 15.79 16.22 –3 U.S.
It played the downturn beautifully to generate record profits. But the brand was
still mired in the networking depression that followed the Net boom.

18 HONDA 15.63 15.06 +4 Japan
Sagging sales in its home Japanese market have yet to dent its renown for
reliable, dependable products.

19 BMW 15.11 14.43 +5 Germany
The Ultimate Driving Machines are fast, fun, stylish—and now come in more
flavors. A rapidly expanding lineup primed global growth.

20 SONY 13.15 13.90 –5 Japan
Still the platinum brand in gizmos, but rivals Panasonic and Samsung were
catching up with snazzy cell phones, digital cameras, and flat-panel TVs.

21 NESCAFE 12.34 12.84 –4 Switzerland
The world's favorite instant coffee advertised heavily to attract younger
coffee drinkers.

22 BUDWEISER 11.89 11.35 +5 U.S.
The King of Beers continued to swipe market share, despite rivals’ wacky
ad campaigns built around twins and female mud wrestling.

23 PEPSI 11.78 11.14* +6 U.S.
With innovations like Twist, Wild Cherry, and Pepsi Blue, this fizzy rival
was determined to catch up with Coke.

24 ORACLE 11.26 11.51 –2 U.S.
The software giant had always been a Silicon Valley maverick. Now add
“corporate raider” to the long list of adjectives.

25 SAMSUNG 10.85 8.31 +31 S. Korea
Riding the electronics industry’s shift to digital products, it wowed 
consumers with a blizzard of feature-packed gadgets and leading-edge chips.

26 MORGAN STANLEY 10.69 11.21 –5 U.S.
Once a seemingly invincible white-shoe firm, it struggled to rise above
Wall Street's scandals involving analysts’ investment-banking conflicts.

27 MERRILL LYNCH 10.52 11.23 –6 U.S.
Merrill sought to escape the tarnish of scandals, while its retail business
tried to move beyond its rep as a thundering herd of brokers.

28 PFIZER 10.46 9.77 +7 U.S.
A master acquirer and marketer, it leveraged a stable of top-selling drugs
that includes Viagra and Lipitor, the world’s sales leader.

29 DELL 10.37 9.24 +12 U.S.
Annoying pitchman Steven is gone, but that didn’t slow the pace of PC
sales or assaults on new markets like printers and PDAs.

30 MERCK 9.41 9.14 +3 U.S.
Patent expirations dampened earnings growth, but Merck continued to
cultivate its image as a research leader.

31 JPMORGAN 9.12 9.69 –6 U.S.
Viewed by many as the banker’s bank, it suffered from corporate scandals and a
slump in mergers and IPOs. Heavy exposure to derivatives is also a dark cloud.

32 NINTENDO 8.19 9.22 –11 Japan
This former master of the video-game universe saw its empire shrink in
the wake of an onslaught from Sony’s PlayStation and Microsoft’s Xbox.

33 NIKE 8.17 7.72 +6 U.S.
An extreme marketing effort during soccer’s World Cup and tie-in to Tiger
Woods showed there’s more to sporting goods than basketball shoes.

34 KODAK 7.83 9.67 –19 U.S.
Steadily falling film sales and a sputtering digital strategy could mean
that Kodak’s moment has passed.

35 SAP 7.71 6.78 +14 Germany
Behind sharper marketing and a strong sailing tie-in, the German software
giant survived the tech downturn looking more solid than ever.

36 GAP 7.69 7.41 +4 U.S.
Bright colors and a fresh new ad campaign helped lift it out of a sales
swoon.

37 HSBC 7.57 N/A N/A Britain
The 138-year-old lender’s frugal management built the world’s second-largest
retail bank through acquisitions in the U.S., Europe, and developing markets.

38 KELLOGG’S 7.44 7.19 +3 U.S.
Boosted market share by sprinkling fruits into its flakes and pepping up
marketing with pitchmen like Disney's Winnie the Pooh.

39 CANON 7.19 6.72 +7 Japan
Already the world’s top copier and laser-printer company, it emerged as a
major force in digital cameras, too.

*Pepsi’s 2002 brand-value data was revised upward due to new data.
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Survival of the Fittest

“It is not the strongest of the species that survives, 
nor the most intelligent that survives. 

It is the ones most responsive to change. 

– Charles Darwin



iPod

Apple iPod introduced in 2001



The Competition

Archos Jukebox Multimedia



iPod

2005: 65% US market share of MP3 player sales



iPod



iOS



Apple

 

iPhone 7
Manufacturing cost: $220 
Retail cost: $649 

https://9to5mac.com/2016/09/20/649-iphone-7-estimated-to-cost-apple-220-heres-the-component-breakdown/


Apple
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FOXCONN



Apple
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LEGO
GODT SALG - DÅRLIG INDTJENING



LEGO
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LEGO
THE APPLE OF TOYS

https://www.fastcompany.com/3040223/when-it-clicks-it-clicks



LEGO
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DESIGN FOR BUSINESS
LEGO is one of the few companies that has 
had a clear vision of the role of creativity 
within its organization. 

LEGO developed a design process model 
known as “Design for Business” (D4B) to 
ensure the continual linkage between 
innovation and its business plan. 

D4B also shifts the strategy for innovation 
from being product-focused to being 
company-focused.

http://www.smashingmagazine.com/2014/08/08/learning-creativity-innovation-from-lego/

GENERICALLY INNOVATION RELATED SPECIFICALLY DESIGN RELATED

D4B TOOLS & PROCESSES

DESIGN FOR BUSINESS
to  improve the contribution of design to business
by  increasing its effectiveness & efficiency without losing creative power
with  a series of related tools & processes including coaching & implementation
for  management team, development teams and designers

CONTEXT

OBJECTIVE

In 2004 the LEGO Group started its 
seven-year strategy Shared Vision 
aiming to rebuild the company and 
revitalise the LEGO brand as a 
synonym for creative building fun and 
role play. Shared Vision underlines the 
continued importance of focusing on 
building a profitable and sustainable 

business platform for the Group’s 
future development. 

Based on Shared Vision the LEGO Product 
Marketing Department (PMD) needed 
to define a more holistic approach to 

innovation. This necessitated moving away 
from a predominantly product focused 
approach while maintaining a design 
focus. This serves to professionalise the 
department, leading to more efficient use of 

project & design resources and increased 
effect of the offerings in the market. 

Embedded in LEGO’s overall 
development process, the 
objective of Design for Business 
(D4B) is to ensure that all project 
& design activities are supported 
by a real business case. 
Proposed solutions should be 
assessed for financial feasibility 

before being adopted.

EXTERNAL SUCCESSINTERNAL BENEFITS

Winner Innovation Cup 2009: 
“LEGO work on innovation is marked by 
an impressively methodical approach 
which seems to have struck the difficult 

balance between creating structured 
framework for innovation processes, 
while allowing room for creativity and 
user involvement.”

After internal success external acknowledgement emerged…Today, the D4B process and tools describe the 
core of the development process. Essentially D4B 
helped to create within LEGO:

Design Council case study: 
“Read our in-depth case-study about 
LEGO on how design is managed to 
find out how design is being used for 

business success.”

- a shared vocabulary on innovation
- better defined objectives upfront
- the right deliverables at the right moments
- alignment of foundation documents
- more synergy between marketing, design 

& project management
- better alignment of tasks & deliverables in 

core teams
- better understanding of design process 

for (non-)designers
- better understanding & alignment of long-

term characteristics of product lines
- collecting & sharing of design practices

LEGO cross-functional design director:

“The objective of D4B was to align our 

activities and focus them around the 

development of strong propositions 

where collaboration between functions 

became better; the D4B methods and 

tools have helped to leverage this.”

LEGO creative director: 

“I think it allows us to be more 

creative, because now our designers 

don’t have to think about how they 

are going to structure a new project 

as a design manager, they don’t have 

to spend time and suffer pain trying 

to reinvent things that somebody 

has already done. Through this we 

become more efficient and effective 
as a design team.”

ADAPTIONS
The D4B approach of making a creative 
development process more effective and 
efficient inspired other areas of the LEGO 

organisation. Several departments outside 
the Product Groups adapted for them 
relevant parts of D4B to finetune their 

own processes or to ensure an optimal 
alignment with PMD. 

CONCEPT LAB
optimised their processes to become more 
transparent for their stakeholders. 

NEW BUSINESS GROUP
created a customised business growth system to 
facilitate & manage individual businesses.

CONCEPT CENTER
set up a dedicated project approach to handle its 
many customers and their needs. 

Concept Lab deep-dived their current processes to:
- improve the front-end process to make the best use of their 

creativity
- create a common language for concept lab team & line 

management
- identify their true flexibility (and visually mapping it out)

- understand the integration into the LEGO development 
process & D4B within PMD

- be more transparent to stakeholders & LEGO business units

Herefore, they made their focus areas explicit, structurised 
their green house process, defined deliverables per phase, 

visualised stakeholders interactions and selected key tools 
per phase. 

For Concept Lab the main benefits of this approach are:

- a working process that is easier to communicate 
  * to new employees 
  * to externals (freelancers, design agencies) 
  * within LEGO & specifically to management

- a more structurised and explicit working process as a 
backbone for applying creativity

New Business Group acts as a facilitator 
for growing new business based on 
LEGO’s core platforms and capabilities. 

At the start of NBG the LBgS platform 
has been developed; a LEGO 
customised investors process inspired 
by the principles of a stage-gate process 
to allow for cautionary investments. 
LBgS clearly describes which tasks 
are necessary per phase and which 
deliverables have to be presented at a 
gate. A foundation document has to be 
filled in at each gate and is combined 

with different investment sums. 

The LBgS platform helped NBG to:
- manage the large portfolio of projects 

spread over the different phases 
- manage the role of NBG per project 

Concept Center consults on supply chain issues for 
a large group of customers: Global Supply Chain, 
Markets & Products and Community, Education & Direct. 
This results in various types of projects with different 
deliverables:
- facilitating small batch & test production
- enabling materials, effects and decorations
- conceptualizing new materials, effects and decorations
- reconfiguring production architecture

- redefining supply chain processes & architectures

To be able to manage this effective and efficient 

Concept Center started to visualise their different 
customers with their deliverables, set up a customised 
development process showing various project intakes 
& deliverables per phase and developed a project 
summary poster (‘project view’). They also used the 
innovation model to show their focus. 

This approach helped Concept Center to:
- differentiate in tasks & communication towards their 

different customers
- split internal work from external face
- better manage own portfolio of projects

PMD

LEGO

CORE TEAMS

DEVELOPMENT 
TEAMS

& 
DESIGNERS

specifically 
relevant for 

specifically 
relevant for 

specifically 
relevant for 

specifically 
relevant for 

The LEGO Innovation Model is a tool 
(in the form of a brochure) to facilitate 
LEGO-wide discussion about 
innovation.
It facilitates the dialogue up-front in 
order to set clear innovation 
objectives. This assists in anticipating 
the approriate resources & 
competences required and enables 
the results to be assessed afterwards 
in relation to the set objectives.

innovation 
categories 
from innovation 
model are used 
in foundation

innovation model 
is used as 
innovation profile 

at P1 foundation 
document

foundation 
document 
is backbone 
of foundation 
overview

foundation document 
forms basis for roadmap 
(including one-liner & 
recommendations)

changes in DNA are documented 
in the foundation documents

same innovation 
categories and 
levels from 
innovation model 
are used in roadmap

roadmap is 
integral part 
of foundation 
overview

design practice 
helps to define 

design tasks & 
deliverables 

design process 
steps are used in 
design practice

design process 
steps are used 

in roadmap

DNA profiles 

are part of the 
design strategy

The LEGO Foundation 
Process is a tool (in the form 
of a poster) to visualize the 
LEGO development process. 
It helps PMD to oversee the 
entire process and manage 
expectations at each gate.
It helps core teams to provide 
the appropriate deliverables 
at each gate.

The LEGO design strategy is a tool 
to specify how design can answer the 
corporate strategy ‘Shared Vision’. 
It helps to set a clear scope for 
LEGO play experience & visual identity, 
both on generic directions and 
specified per product line. 

The LEGO Foundation Document is a tool 
(in the form of a series of closely related 
PowerPoint templates) in order to create the 
foundation for each gate.
It helps core teams (formed by a creative 
lead, marketing lead & project lead) to 
connect all their work in an essential and 
easy-to-understand format.

The LEGO Challenge Sessions 
are project-specific sessions with 

an external facilitator taking place 
directly after a gate.  
It helps the core teams to sharpen its 
objectives, tasks and deliverables. 

The LEGO Roadmap is a tool (in the form of a 
poster & Excel-sheet) in order to synchronize 
together how to reach the next gate.
It helps the core teams to align objectives, 
tasks and deliverables. It also improves 
communication towards the rest of the team, 
including designers.

The LEGO DNA profile is a 

tool to manage the long-term 
characteristics of a product 
group. These characteristics 
are translated into concrete 
design guidelines.
It helps core teams and 
designers to differentiate 
between product groups on 
several dimensions.

The LEGO Design Practice 
is a tool (in the form of a 
continuously expanding set 
of cards) to collect, share 
and discuss everyday design 
practices amongst designers.
It helps designers to be more 
efficient and effective in their 

daily work.

The LEGO Design Process 
 is a tool to improve the 

 understanding of the design 
process for non-designers.

It helps to split up the 
apparently chaotic design 

process in understandable 
tasks and deliverables.

INNOVATION MODEL 

FOUNDATION PROCESS

DESIGN STRATEGY

FOUNDATION DOCUMENT

CHALLENGE SESSIONS

ROADMAP

DNA PROFILE

DESIGN PRACTICE

DESIGN PROCESS

foundation document 

The LEGO design strategy is a tool 
to specify how design can answer the 

DE

LEGO
DESIGN FOR BUSINESS

DESIGN FOR BUSINESS
LEGO is one of the few companies that has
had a clear vision of the role of creativity
within its organization.

LEGO developed a design process model
known as “Design for Business” (D4B) to
ensure the continual linkage between
innovation and its business plan.

D4B also shifts the strategy for innovation
from being product-focused to being
company-focused.

http://www.smashingmagazine.com/2014/08/08/learning-creativity-innovation-from-lego/
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“In times of scary globalization it's 
important to remember that 
business is a universal language. 

When you're Lego, meaning you're 
well managed and churning out 
products customers want, you take 
share in strong economies. 

When you're Mattel you whine 
about Barbie being out of style.”

http://finance.yahoo.com/news/lego-success-could-teach-mattel-a-couple-things-182919161.html

LEGO
INDTJENING

“In times of scary globalization it's 
important to remember that business 
is a universal language.  

When you're Lego, meaning you're 
well managed and churning out 
products customers want, you 
take share in strong economies.  

When you're Mattel you whine about 
Barbie being out of style.”  

http://finance.yahoo.com/news/lego-success-could-teach-mattel-a-couple-things-182919161.html



Find a Designer



Design approach

Design in Tech Report 2017 

7

Both the 2015 and 2016 Design in Tech Report pointed to the emergence of “design thinking” as 

entering the conscious of big business — heralded by the covers of both Harvard Business Review and 

Bloomberg Businessweek featuring design. “Design Thinking” is different from “Classical Design” in 

both how it is practiced and the final outcome: the latter results in an artifact to hold in ones’ hands, 

whereas the former results in consensus between multiple stakeholders.

Overlapping example of these two 
kinds of design:  A design consultancy 
like IDEO, Frog, or a B-school program 

like Yale SOM, or a classic consultancy 
like McKinsey, Accenture, BCG.

CLASSICAL DESIGN DESIGN THINKING

Emphasis On Practice Strategy

Raw Materials Paper, Wood, Metal, and Anything Physical
Post-Its, Whiteboards, and Team Members’ 

Time

Goal Orientation Ship a Perfect Product/Object Foster Constructive Divergence

Impact is Evaluated By Acceptance, Adoption, and Awards
A Specific Product or Feature That 
Resulted

Involves Primarily Classical Designers Business Thinkers/Doers

Skills With Tools Are Generally 

Grounded In
Hands and Laws of Physics Mind and Organizational Sciences

Review: 
Classical Design vs 
Design Thinking Matrix

Section 1: Computational Design



Types of Design

Communication
Design

Product
Design

System & 
Space
Design

Business
Design



Little Miracles

Communication Design



Little Miracles

Communication Design



Novo Pen

Product Design



Veksø

System & Space Design



Veksø

System & Space Design



Jels Savværk

Business Design



Dinesen

Business Design



Dinesen

Business Design



Relevance

Design isn’t just about beauty; it’s about market 
relevance and meaningful results. 

– John Maeda



Strategic Use of Design
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Fact Sheet

WHAT IS STRATEGIC 
USE OF DESIGN?

Strategic use of design is about utilising methods and tools from the 
world of design systematically in order to come up with new ideas and 

develop products, production methods and business strategies; and 
always with the user at centre stage. 

Strategic Use of Design and Business Development

Strategic use of design connects an understanding of the surrounding world – people as well as tendencies 
– with the company´s resources and strategy. 

FIGURE 1  Strategic use of design becomes a driver for business development by connecting an understanding of the 
surrounding world with the company’s resources and strategy.

Source — Monday Morning, inspired by IDEO

Business development 
without a strong focus on 

resources becomes 
unrealistic because it 
does not take employees’ 
competencies, production 

abilities and financial 
scope into account. 

Surrounding World

Strategic 
Use of Design

Unfocused Unrealistic

Irrelevant
Resources Strategy

Business development 
without a clear 

strategy becomes 
unfocused due to 
the lack of manage-

ment focus and 
strategic anchorage. 

Business development without an understanding of the surrounding 
world becomes irrelevant because it takes its point of departure 

in the company itself and not in human needs.



Design Management Institute 2016

Design-Driven Companies outperfom S&P by 211% over
a 10 year period according to the DMI Design Value 
Index

0
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No design use
Strategic Design use

Profitability

A Swedish study of 300 companies over a 8 year period,
shows up to 50% better profits for companies that use 
design.!

Teknikföretagen 2011

The Design Council Design Index shows the design aware 
companies has out-performed the FTSE 100 by more than 
200% over the past decade.

Design Council 2005

Erhvervs- og Byggestyrelsen 2008

There is a 22% difference in value between companies
using design as an integral part of innovation and
development processes, and companies that only use
design as styling and finish.

Why we do it...



Regional Perspective
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Fact Sheet

FIGURE 6  The percentage of companies in the Region of Southern Denmark 
that utilise design has risen from 54 per cent to 68 per cent from 2010 to 2013.

Source — The Region of Southern Denmark, 2014

A Growing Number of Companies Utilise Design

Percentage of companies in the Region of Southern Denmark who themselves 
believe that they work with design.

46
54

32

68

2010 2013

Percentage of companies in the Region of Southern Denmark who expect:

Companies that utilise design Companies that do not utilise design

Companies that utilise design Companies that do not utilise design

Companies that Utilise Design Say that They Perform Better 

An increased 
turnover

More employees

Greater exports

To make new 
investments

To launch new 
products and services

FIGURE 7  Companies in the Region of Southern Denmark who utilise design 
believe themselves to perform better than companies that do not utilise 

design.
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Fact Sheet

Design Improves Our Bottom Line

Percentage of Danish companies who experience design as having a positive 
effect on their bottom line. 

FIGURE 5  41 per cent of the companies asked believed their work with 
design to have a great or very positive effect on their bottom line.

Source — The Danish Business Authority, 2011

Greatly so

Very much so

To some degree

To a lesser degree

To hardly any degree

Don’t know

0 5 10 15 20 25 30

17

24

27

11

11

10

The percentages indicate how many Danish companies consider themselves at 
the respective step.

How Danish Companies Use Design

FIGURE 4  In all, 45 per cent of Danish companies use design 
strategically (step 3 and 4).

Note: The numbers are based on 1,932 interviews conducted by Epinion for the Danish 
Business Authority in 2010, 7 per cent of the respondents answered ‘don’t know’. 

1,665 companies refrained from participating all together, because design was of no 

step 1: 
Non-design
The company does 

not use design 
systematically

step 2: 
Design as 
styling

Design is used for 
styling and finish 

of company 
products

step 3: 
Design as an 
innovation 
process

Design is an 
integral part of the 

company’s innovation 
process

step 4: 
Design as 
a business 
strategy
Design is an 
integral part 

of the company’s 
business strategy

36 per cent

12 per cent

29 per cent

16 per cent
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ClusteriX 2.0 - Design  Survey 2017

Design's impact on innovation 
Regional framework conditions for design-driven innovation

Is your organisation / 
region advocating design’s 
role in innovation to policy 

makers?

Is your organisation / 
region measuring the 

economic impact of design 
and its role alongside other 
intangible assets in value 

creation?

Are design methods a 
research topic at 

universities and / or used 
in multidisciplinary 

research and innovation 
programmes?

Is your organisation / 
region developing 

competencies and applying 
methods for design-driven 

innovation in education 
and training?

Is your region 
organisation / 

region continuous dialogue 
among the key 

stakeholders of design-
driven innovation policy?
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ClusteriX 2.0 - Design  Survey 2017

Design-driven innovation in industries 
Business support for design-driven innovation

Do you or other actors in 
your region offer support 

for design-driven 
innovation for businesses?

Are businesses in your 
region using design as a 
strategic tool in creating 

products and services with 
a higher value for their 

customers?

Do you or other actors in 
your region encouraging 

cooperation among 
companies that invest in 
design as a competitive 

asset?

Do you or other actors in 
your region supporting 
collaborative innovation 
strategies and practices 

that enable new business-
models?



ClusteriX 2.0

ClusteriX 2.0 - Design  Survey 2017

Driving renewal in the public sector through design 
Modernising the public administration design-driven innovation

Are there initiatives in your 
region that are advancing 
the use of design methods 

in the public sector for 
efficient and user-friendly 

public services?

Are there initiatives in your 
region that are supporting 

peer learning and 
cooperation among public-
sector actors looking for 
design-driven solutions?



D2i Projects
ERDF 2.1.A. 

Growth Plans for SME’s
ERDF  1.1.A. 

Innovative collaboration 
between SMEs and 

knowledge institutions

ERDF  1.1.A. 
Innovative collaboration 

between SMEs and 
knowledge institutions

ERDF  1.1.A. 
Innovative collaboration 

between SMEs and 
knowledge institutions

ERDF  1.1.A. 
Innovative collaboration 

between SMEs and 
knowledge institutions

ESF 1.2.C 
Competence development

ESF 1.2.C 
Competence development

ESF 1.1.B  
Entrepreneurship



Value Curve
Value Curve!

RESEARCH & DEVELOPMENT!

DESIGN!

PROTOTYPING!

PLANNING! PRODUCTION!
INTERNAL LOGISTICS!
MAINTENANCE!
ETC.! ASSEMBLY!

QUALITY !
MANAGEMENT!

LOGISTICS!

SALES!
MARKETING!
BRANDING!

ADDED VALUE!

+! +!

PRE-PRODUCTION TASKS! PRODUCTION TASKS! POST-PRODUCTION TASKS!

The Future of Industry in Denmark - Stan Shih, Acer Group  

 The Future of Industry in Denmark 2012

“If you don't know where 
you are going, any road 
will get you there.” 

– Lewis Carroll
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Evaluering af D2i - Design to innovate 

 

 
11 

 
 

Figur 8: Udvikling i anvendelse af design (Designtrappen®) 

 
Kilde: SDU og LB Analyse 2014, N=131 

Som det fremgår af figuren, anvendes design nu betydeligt mere end tidligere – ikke mindst i forhold 
til strategi og ledelse samt ift. innovationsprojekter, der repræsenterer de to øverste trin på 
Designtrappen®. 

• 72 af respondenterne anvender design i flere sammenhænge nu end før deres deltagelse 

• 52 respondenter bruger samlet set design i lige så mange sammenhænge nu som før 

• 14 respondenter bruger design i færre sammenhænge end før 

Samlet giver det 0,77 nye designanvendelser pr. deltager. Som det fremgår, er der navnlig øget brug 
i forhold til innovationsprojekter og strategi og ledelse. Det kan virke lidt paradoksalt, at der i 
forhold til nogle anvendelser er færre, der anvender design efter sin deltagelse end før. Ved 
opfølgende samtaler har det bl.a. vist sig, at det skyldes, at respondenten har svaret, at de endnu 
ikke har benyttet design i en given anvendelse, men ikke afviser, at det vil ske på et senere 
tidspunkt. Der er altså opstået en stor indirekte effekt i form af nye områder, hvor design nu 
anvendes mere end før. 

I forlængelse af ovenstående er det undersøgt, hvordan effektskabelsen (netto) fordeler sig mellem 
virksomhederne. Som det fremgår af figur 9 herunder, er der flest, der samlet set anvender design i 
samme antal anvendelser som før, og en stor gruppe, der har opnået én ekstra designanvendelse. En 
gruppe har opnået 2 eller 3 nye designanvendelser, mens nogle få virkelig har fået mange, nye 
designanvendelser.  
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THE EUROPEAN UNION

The European Social Fund

Investing in your future

THE EUROPEAN UNION

The European Regional
Development Fund

Thank you!

www.d2i.dk

http://www.design2innovate.dk

