
Digital is not 
what you 

think... 



‘The UK design industry has grown since 2005,  
despite the recession. There are 232,000 designers,  

29% more than in 2005 and earnings have  
increased by £3.4bn.’

the Design Council



“50% of new jobs in the UK economy 
in 15 years time will be in the creative sector” 

Christopher Frayling, quoting  
the UK treasury on  
‘Start the Week’ Radio 4



“investing in design represents a 26% better return 
than banking and a 20% improvement over 

investing in computing”
(MacLeod et al,  
Design as an Instrument of  
Public Policy in Singapore  
and South Korea, 2007)



“more than a third of art and design graduates 
are still without a full-time job more than three 

years after graduation.”

from Guardian Careers  
(http://careers.guardian.co.uk/careers-blog/
design-studies-careers?commentpage=all)



There were 55,310 undergraduate design students 
in the UK in 2010 and yet only 51% of practising 

designers have a degree!!?

Design Industry Insights 2010 
the Design Council



‘learning with industry’



not to replicate industry



... but to enter into a discussion that reveals insights that will 
help us respond to and keep pace with rapid technological, 
environmental and socio-political change.



... and use these insights as a starting point for 
the design of educational experiences.















Participants included: 
Nick Bell (designer and RCA visiting critic)
Lawrence Zeegan (Dean of Graphic Design at LCC) 
Chris Downs (Method) 
Durrell Bishop (Luckybite) 
Andy Huntington (Berg)
Nick Farnhill (Poke) 

as well as secondary school teachers and lecturers 
from tertiary and higher education.









key ideas: 

	 > ‘hold students in the journey’
	 > don’t focus on outcomes
	 > iterate
	 > ‘take risks, make mistakes – fail’
	 > ‘relinquish creative control’
	 > ‘leave your ego at the door’
	 > have ‘empathy’ for the user
	 > be open, collaborate, work across
	 disciplines
	 > disrupt/ hack/ intervene
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Economic era
Paradigm Author

Metaphor
Values

Control
Development

Designer As
Designers Role

Client as
Relationship

Stopping Condition
Result

End State
Tempo

Mechanical Object

Industrial Age
Newton
Clockwork
Seeks simplicity

Top down
From outside
Externally assembled
Made

Author 
Deciding
Owner
Request for Proposal

Almost perfect
More deterministic
Completed
Editions

Organic System

Information age
Darwin
Ecologies
Embrace complexity

Bottom up
From inside
Self Organizing
Grown

Facilitator
Building Agreement
Steward
Conversation

Good enough for now
Less Predictable
Adapting or evolving
Continuous updating

Principles of Organization, 
Hugh Dubberly 
& Paul Pangaro
originally published 2008
in Interaction Magazine
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The success of a piece of communication has 
always been dependent on the connection between 
content, form, audience and context – what the 
message is, who it’s aimed at, what it looks like, 
and how and where it’s communicated. In recent 
years the balance between these elements has 
shifted. Graphic and communication designers 
have traditionally offered style and packaging 
solutions for brands and products. However, as 
the nature and complexity of brands has changed 
within our economy, a designer’s ability to analyse, 
understand and clarify has become ever more 
important. 

In this world, the thinking behind a 
communication outcome is much more significant 
to the income of a creative agency, and designers 
are often employed to help a client understand 
what sort of design they need, rather than simply 
to style up what a client thinks they want. It is 
this shift in the designer’s role that this book 
examines, through themes of participation, 
navigation, authenticity, implementation, advocacy 
and critique.

Providing educators, students and 
design practitioners with an overview of the 
most important and exciting developments 
in contemporary communication design, 
Communication Design identifies a series of 
emerging modes of creative practice to help 
clarify the mind and skill-sets that are inherent to 
successful working practice. 

A very good overview of the world of Communication 
Design – trends, opinions and issues facing young 
aspiring designers.
Michael Dancer, Glasgow School of Art, UK

‘…emphasizes the importance of ideas and 
communication, rather than styling, which can 
often be the case when discussing current trends in 
creative practice.’
Alison Barnes, University of Western Sydney, 
Australia

Derek Yates is course leader for FDA Graphic 
Design/Illustration at Camberwell College of Arts, 
UK. He has been involved in education for the 
last seventeen years and has taught across the 
academic spectrum. He has been at the forefront 
of innovation in the development of work-based 
learning and has brokered partnerships with 
commercial agencies such as Wieden & Kennedy, 
Moving Brands, Bibliothèque and Kin, cultural 
institutions like the V&A and respected journals 
such as Eye Magazine.

Jessie Price works as a researcher at the University 
of the Arts, UK, and as a freelance designer 
for numerous publishers, authors and arts 
professionals. In the past, she has worked with 
Thomas.Matthews, Container+ and WorkForm 
Studio.
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Communication Design: 
Insights from the Creative Industries 
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“One of the problems with digital is that people 
cannot separate the tools from the culture. 

There is a cultural and artistic way of expressing 
yourself that is shaped by digital technology 

– that uses code, that uses generative systems, 
that’s collaborative, that works across disciplines, 

that involves the user etc… etc… 
this is what is significant.” 

Shane Walter
onedotzero



http://vimeo.com/35698139



“if you’re making a physical product the 
development cycle is much longer – you spend 

more time perfecting and developing the product 
before you release it.  

But in the digital sphere the development cycle is 
very different. You have to see people interacting 

with your product and then you incrementally 
improve it as you go along.” 

Hashema Bajwa, 
CEO, NYC Digital production 
studio De-De.





“There is no space for ego at UsTwo...   
Digital design is about generosity and empathy.”

Mills
founding partner, 
UsTwo







“Our style is that we do not have a style. 
We are about the user. We find out what the user 

needs because we want to create something  
that they will love.”

Mills
founding partner, 
UsTwo











“Prove it! test it! and make something 
that allows you to do that”

Matt Heinl
Moving Brands











“Iteration is really just building small things, 
looking at them, trying them out and seeing what 

happens. It’s about getting a response from people 
and in light of that response adapting what you do. 

On the one hand there is a strategic way of 
thinking about developing something but also 

on the other hand there is an emotional, intuitive 
feeling of creating stuff that people respond to.”

Matt Rice
founding partner, 
Sennep





“When creating a digital product we really need to 
think about what are the behaviours that matter and 
how that translates into decisions such as where a 

button goes, what colour the interface is, what’s in the 
menu bar and what’s not in the menu bar 

– very granular things about product design. 

I describe this as empathy plus efficiency. 

Can you empathize with the users experience? and 
therefore come up with new features, new ideas, new 
things and then understand it sufficiently to execute 

and engineer them.” 
Hashema Bajwa, 
CEO, NYC Digital production 
studio De-De.
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“Part of what we do is to make tools that will allow 
us and other people to experiment individually.” 

Matt Webb
CEO, Berg





“the digital world and the physical world used to 
be very separate... Now we don’t really like talking 

about the real and the virtual. 
There is no longer a divide.

Kevin Palmer
Founding Partner, Kin













Twitter: @altshiftual
http://altshiftual.tumblr.com


