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Premise

This paper will explore the new challengesemergng in thefield of desgn and the role of dedgn thinking.
The aim isto rethink about what happeredin the lag decack, whatis currently happening, people as
producers of change, tecmological innovation, consumer participation, creatve involvemern, fag and
accesible informaton sources suggeging new ideason how designers, managers and companies can face
the societal changes and improve design thinking. The paper will include research findings and key
examdes coming from interd sciplinary fields of knowledge, regardng the new consumers, asa challenge
to the desgner leadership, and the needfor experimerting new skills and tools, that yet needto be takeninto
accaunt by marufacturers, reeachersand institutions.

Future Concept Labis aresearchinstitute that stands out on the international landscape asone of the maost
advarncedresearchcertersin Europe, specializedin marketing and trends in consumption, carrying out
extersive resarchin 25 countiesaround the world over the lagd twenty-five yeas, gathering, monitoring and
interpreting the trends, in the public and home ervironmert. Theinstitute’s studieshave the objecive to
identify the maost important phenomerain peoples’ daily life regardng new verues products and
consumption, and change. Therefore, the fi ndings presentedin this paper, is the product of intense
research activity and different expertise (sociology, anthropology, design), integrating the
institute’s advanced in-house research programs and methodologies, together with on spot
observation in 40 cities.

Pemle who will be attending the presertation of this study will be introducedto the present changesin the
corporate, desgn and academic world in relation to Design Thinking. There will be also food for thought in
relation to the emerging societal trends that we believe will be necesary to considerin the near futurein

orderto understand the close relationship of post-industrial society, desgn thinking and strategc plaming.
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1. Spontaneous leadership

Informal organization and peple-certred visions

We are witnessing the end of a business landscape oriented toward products, rather than values

and processes: companesinclinedto obstruct the spontareously-born dynamics, in plaming, organzing
and leacership in order to better control and easly manage the business, according to mativations dictated
by power ard status quo.

Nowadays, flexibility, team working, interdisciplinary approach and diversity became the
winning strategesinside the companies who are focusing on innovation in proceses and not necesarily
products. It became clear that the certralizedleadership strateges are no longer adequate to the tak of
maragng the current complexity innervating contemporary realty. In order to optimize the berefits of the
organizaton proces, less use of hierarchical “ efficiency” is mace.

At the presernt time, companies are inclined to put fully to use personal and/or team ererges because
diverdty, or better a diverse workforce, is an asset Sharing of the objecivesbecane esential componens
of the relation, which is no more about “a give and take” logic, and gains a new mearing: peagple, the
workforce of a compary, give importance to openrended developmert, on growth, but also improvemert of
working life quality and principles Relationships, at any level of business organization, are based
on peoples’ motivation and enthusiasm. Therdore, there is an evidert shift from the tradtional
leacership model, individuals that guide a formal orgarization, to leackrs spontareously emergng from
within the structure of the informal organizaton, tharks to personal charisma, sersibility and vision.
Charismatic leackrs are those who trarslate in action the emdional bond between pecple. Successful

leadership is based on visions that are people-centred rather than just commercial-centred.
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2. “Welcome to your world”

Web 2.0 and pemple asproducersof change

In the pad few yeas, we witnessed the change taken placein the business world, both global and local
ernterprises and their most important asset, the employees no more considered mere workers but peagple,
with unique skills and opinions. Malcolm Gladwell in his book The Tipping Point notices that “small
actions can spark social epidemics”. This fact also givesevidence of why things seemto change so
quickly and unexpectedy asthey do, and why pemle are keento experimert and transform their working
and private life in something extraardinary.

Times magpzine surprised its reacers in December 2006, when for the first time in its long history, the
maggzine insteadof choosing a celekrity, dedcatked its “person of the year” cover, to YOU, to peqle. Its
front cover simply featured a PC monitor with the word “Y OU” writtenon it, tagged along with the phrases
“Y es you. You control the Information Age. Welcometo your world.”

At work, in the streets, at home, in their leisure time, people of all ages and with differert cultural
backgrounds, seem willing to be involved, even through small actions, thus becoming producers
of change.

It isevidert, that the mentality of the consumer has really changed, marifededthrough the blurring
of fixedsocial and physical boundariesand consequently the new freedom from tradtional constraints. In
this scerario, passive memkership, eitherin a group, in acommunity or in a workplace seemsto be a
contrivedand forceddefinition that haslittle or nothing to do with reality and the changesfollowing the Web
1.0 and the on-going Web 2.0 revolution. According to Tim O'Reilly: “Web 2.0 is the business revolution in
the computer industry cawsed by the move to the Internetasplatform, and anattemp to understand the rules
for success on that new platform. " Indicaions about Internet's potertial to revolutionize peoples lives
inside and outside corporations, werealread/ mace known backin 2001, in the Cluetrain Manifego book.
Information technology has empowered individuals with the feeing of extending temporal and
spatial horizons aswell aswith a degree of emarcipation never experiencedbefore.

Same of these precious conqueds are to be carried on during thefirst decacesof the 21st certury but with a
new awareress in relation to pegple’s needfor participating in the new democracy, regarding access to
information, technology and industrial processes, shaping the future of various business secors.

We witnessed, for instarnce, that fi nding ways to hackinto the digital computer code of videogamesbecame

in the lag few yeas the favourite pad time for creative gamers Altering the rulesof the computer games
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available in the market wasslowly trarsformedinto an almost underground movemernt wherethe creaive
people, who have grown up playing gamesand modifying them, are caled mod makers. At that point, the
gamedevelopersundergood the value of the mod makers for their companies Therdore, the industry was
ageeale, not only of giving away software tools that allow mod makers to remadel the gamesbut also
proposing numeraus weekend seminarsand workshops for their training.

The consumer/individual no longer regards the purchase of products asa closed and definite systemof codes
and rules but rather as a stimulus of psychologicd, cultural, and social ererges that converge in a new
proces-related rationale, in to proximity the Welis rationale. In doing so, the consumer takeson a much
more flexible and elastic mind thatis regponsive to attainable and smartinnovation. People today are
able to interpret the rational of processes in a voluntary and intuitive way, inventing and
suggesting new guidelines and business models. Launched in 2003, Secand Life is an Internet-based
virtual world, developed by Linden Lab, with a large virtual community of artists and desgners A 3D
modelling tool is a primary source of activity in the site’s ecanomy. Any users (resdent) with the skills to
build virtual objects can creat buildings, furniture, and so on to use, trade, or sell. Secand Life is often a
showcas for their desgn works of creaive pele, both in realand virtual life.

In this evolutionary dynamic, common people, as the most active protagonists, may turn into brands,

enterprisesand new professionals who are capable to inspire design thinking.

What’s today important to understand, are not necessarily the changes in the business
environment but the changes in the mind of people, occurring during the last decade. The
challenge is to unravel how peoples’ mind is becoming more and more elastic, flexible and

stretchy.

Pemles mind, following the Welis rationale, triggered

" Prgecis and procesesremodelledin both matrial ard intellectual reaims

" «Deregulation» of thoughts and behaviours

" Simplification and acess to new tecmological solutions

" Desggn awareness among new groups of pegple

" Consumerswho participate in the desgn proces, reveding know how and competence
" Windows of opportunity for new playersin the desgn field

" Need of new tools for maragng complexity atthis momert intime
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3. Just a finger and a button

Consum-authors and new ways of thinking

In the historic phase, we ertered tharks to the 2.0 Web revolution, pegole learred to marage in a
spontanecus way relationships and proceses multiplied in termsof its intersity and idertity. Prgect and
procesesare remalelledin both intellecual and material reaims, where it is impossible to reduce any
vital, energetic process down to a single absolute product. Pegle found out that placing a higher
value on products than processesmears depriving the vital dynamics of the sort of fluidity that characerizes
culturesfoundedon cadllecive processes aswell asindividual growth.

New territoriesfor the desgn thinking, detachedfrom the consolidated ones involving creatve pegle,
acaemic institutions and policy makers, areemergng: reault of a «deregulation» of thoughts and
behaviours visible within the companies but also in the consumer market AndreaBrarzi, in his book
Introduzione al dedgn italiano. Una modernita incompleta (Introduction to Italiandesgn. An unfinished
moderrity) explains thatthe success of Dedgn and Made in Italy is, among other agpects, based on the idea
of disorder, flexibility and improvisation.

We've witnessed mary pheromenrain this direcion: Knit cafés coffee placeswhere pegple cometogether
and learnhow to knit while having a coffee and a chat, or the Etsy online marketplacefor hanrdmade goods,
which invite consumersto buy from individuals, featuring thousands of sellersfrom across the world, instead
of massretailers Supportedby the simplicity and the accesibility of new techological servicesand
proposals, people have developed a highly critical sense towards existing consumer choices and
business models. Nowadays, the average consumeris more and more inclinedto put its own talerts on
show. Yetin aradcaly new way, distant from the prosumer idedogy, where consumer self-produced in
orderto be diff erert comparedto the reg of society. On top of that, they are looking to put its newy gained
skillsinto acion. MySpace web platform, became a «place»whereto meetpegple, exchange music, blogs,
films, poetry, but also find out about the newes music trends and bands. The Hollywood Undead, analmaost
unknown group before appearing on Myoace, became famaus tharks to the million teeragerswho regularly

visit the site.

The acces ard control of information by anever-expanding group of the population also creatd competernce
and expeciations in termsof quality. New groups of people, and not necessarily design
professionals, who act with desgn awareress and who don’t wart to remain passive spectators of the

desgn process, becanethe new design players, learn fast and experiment, develop abilities that
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empower them. Flickr, awebsite that enablesphoto sharing and is also used asphoto repository isa
repreenative example. It became popular among creaive pegple, sinceafad and eay way for themto
display their photos and work, reaulting quickly asanonline community platform that providesinspiration
and new stimuli. In addition, technologies facilitated the development of new skills, and generated
spontaneous solutions that encourage the access to the design process, almost with a finger
and a button, tharks to super-mobile phones quality digital camen and mary new techological devices
and applicatons availabe in the market. Pe@le come up with ideasand suggedions that do not only inspire,
but that oftenput into question the work of managers and designers. Thistype of empowemert
marks the birth of new forms of active interacion with both final products and desgn process, reshapng the
outline and boundariesof the desgn field, quegioning the role not only of desggnersbut also of decision
makers Afterthe phase of product personalizaion and experimertation, the new challenge in different
business sectors is the direct interaction of people in the creative process. New tecmologies

contributedto change everyone's mind: new ways of thinking, deciding and assessing day-to-day

experiences

Understanding the changes taking place in society can help both designers and companies

create new tools for managing today’s complexity.

The following consumer trends, areault of constant researchacivity of Future Concept Lab, represen 4
areaof mindsets and pegoles sersibility, which gradually emege from peagples experience and consumer
behaviours. These trends do not claim to be exhaustive, but canprovide possible guidelinesfor charting
one’s course over the next years aprologue for understanding the dynamic relationship between
people, as producers of change, newly coined as consum-authors, and desgners who are trained to

innovate and gererate change, through ideas products, and new systems of values
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The 4 emerging consum-author trends
a) From Mix Consumption to Combo Thinking

Nowadays, surfing on the Net, and using a «copy and paste » logic whenworking and writing, means
using the brain in a flexible and plagic mamer, and expressing a spontaneaus and reversible attitude on
one’s own choices Through the endless possihilitiesof combination it is possible to capture some of the
various facets of realty. Companieslike Ikeabasdtheir succes on the uniqueness of their retail strategy,
with storesthat conjugate quality, simple desgn at good pricesand an eay-to-use service (purchase,
transport and assistance). Thenagain, what's importart today for the brand is not the quality of products ard
servicesbut the possibility to choose from awide selecton of furniture and objects, enalling the consumer to
use imagnation in order to create his personal home design.

It’s about people looking for a new form of personalization that usesspacetime jumps, menrtal flexibility and
creatve dynamicsin order to give origin to truly new and oftenunexpectedreaults, handling one’s own
choices far from existing rules and guidelines, a phenomera that characterizedthe world of music
remx. This happers not only in termsof consumption, but also in the world of business, where innovation is
not necesarily related with breakthrough novelty, but with the ability to put together different
aspects, processes and strategies in the most suitable and efficient manner.

The desre to elaborate new solutions grows starting from the standard but with anactive participation of
the consumer who has an open mind and unrestrained imagination. Praposals thatenable
consumersto improve their daily life, through good desgn and quality solutions, arethriving in different
parts of the world. Recertly launched beta project, Desgn My Room lets usersted out interior desgns either
on samge rooms providedby the site, or by uploadng a photo of the room they have in mind to refurbish.
Consumersuserscanpaint, furnish and decarate their own room by selecting from thousands of products
from sponsoring brands, which canbe then dragged and placedwherever they wart in their desgn drawing.
Once they decide the perfect solution for their needs, they canshop the itemstheyve chosenviaan
auomaically linked shopping list. Equally intereging the proposal of Cookthink, a site thataimsto give
solutions to the daily challenge of deciding whatto cook for a meal Cookthink doesn't simply offer cooking
tips and suggedions. Users canthensearchby ingredent, dish type, cuisine type (Italian, Chines etc.) and
mood, combining up to eight tags to find the perfect meal. Recpesinclude information about the tage, smell,

and how it makesyou feel to eatthem The site givesthe mears to consumers to become “chefs’ for awhile,
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putting their cooking skills and preferences into practice, learning how to mix different elements

(and not only ingredens) in orderto create dishesthat perfecty reflect individual tages

Design thinking in this case should not necessarily be related with break-through novelty, but

can be founded on the ability to create original associations between differing qualities.

b) From Fast Fascination to Action Thinking

The theme of speed and of the instant interest proposedby the SMSng, constitutesa decisive elemert in
the evolution of consumption, pointing out the new directions for the category that hasbeendefined“out of
impulse” for many years In this pergective the immedate gratificaion hasa positive (direct) relationship
with the aceessible price, which makesa certain product or service dedralde. From this pergective, we find
therise of recert servicessuch as“fi rst hour or first minute” encouraged by the webthat revolutionisedthe
travel secor (Ryanair, Easyjetf). The idea of the “l ag minute” mergeswith the concegt of the “fi rst hour”,
that marks this evolutionary strategy because, apart from the bargain factor, emphadsesthe capacity to
engage the consumer.

So-calledfad fashion brands, suchasH&M and Zara, encourage fag decisions and instant purchase, since
their callecions and fashion gammerts, affordald e but trendy, are displayedfor a short period, one week or
evenless, intheretfail stores If the consumerwartsto have the lates proposal shouldn't hestate to buy and
visit the store more frequertly.

In the new impulsive consumption the idea of the bargain, of the immediacy and of speed of action
is mixed with the fascination for all what is easy, developing the greatpower and attractiveness of
“lightness’.

The urgercy today is training one’s mind to use intuition and to practice fag thinking in order to take split
secand decisions, subjectmatersalso exploredin the book Blink by Malcolm Gladwell. The consumertoday
hasaccess to technol ogical products that are eay-to-use and facilitate daily life, like mobile phoneswith a
snap shots options. Today, mary tech-applications off er the chance to the consumer to solve small
problems fast, at home or in the office, with only a gesture. One of the most interesing recert

product proposalsisthe Digital Instant Mobile Photo Printer, a printer about the size of adeckof cards that

10
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cancreak photos in under a minute, reult of collaboration between Polaroid and Zink. Thisinexpensive
pocket-sizedprinter canbe linked up via Bluetooth or USB to other portalde meda such asmobile phones
and digital cameras making quality photos, once more, instartly availabe. Launchedfew months ago, the
Desktop Factory 3D printer isthefirst accesible and compactprinter for rapid prototyping, atechnique
usedby professional desgnersand engineersin order to build inexpernsive models from their desgns before
custom prototyping, that canbe usedby everyone athome, in the offi ce or at school. As one would expect,
consumerscancreate their own desgnson a PC, press “print” and bring into life any hard plagic object that
will fit inside the printer's chamber. With the possibility of downloadng tecmical drawings, the applications
range from the reproduction of small objects, such ascups and small toys, to self-production of regdacemert

parts for home appliances Experimertal industrial developmert often conserts the fast-paced access into

the world of design and real production.

Design thinking in this case should not necessarily be about “who gets it first”, but being able

to take fast decisions and concrete actions that are well-pondered.
¢) From Tailor Worlds to Unique Thinking

The GPS navigator proposedin substarce, a “made to measure” of the highest level in both value and
mode of fruition, transforming the livesof pegple from one day to the other. The extreme customisation and
personalisation take placeon the “p ersonal quality and needs” .

The needof experiencesfounded on exclusive quality is well-rootedin pegples mind, evenif strongly
relatedto luxury consumption, within which one wishes to take advantage of the more precious products
adapedand perfectedby specific individual needs.

We witnessedthe reoccurence of the hand mace, the model of tailoring and desre for tailors. The macde-to-
measire became a winning strategy for the Made in Italy and a number of Italian clothesproducers, such as
Loro Piana e Marinella.

We also observed, that the land and its original and qualitative-wise excellert produce, asthe certre of
interes, constituteda new dimension of consumption, in which the consumerbecamesan expert.

The consumer wishes to experiment, learn and put his skills into practice, but at the same
time be sure of the final result. The idea of flexible products and deviceson that allow for personal

satisfaction and produce a differert end product accarding to one’s own needs, hasbeenexploredby mary

11
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companesin different business fields. Negpresso, isaforerunnerin this direcion, sincetharksto 12
premium coffee blends (caysul e technology) and a wide range of well-desgned espresso macthines canfit
the tade of most demarding consumers On the one side, mosaic tile marufacturer Bisazza, encouraged few
yearsago aneay to use software program, on the compary’s website, enalding consumersto choose not
only different finishesand colours but work out to detail, colour percertage ard styles to comeup with a
highly personalisedfinal desgn.

In the lad few years the mythology of excellence hasput the needfor innovation by companiesinto the
spotlight requires not only competence, thatis diffi cult to bring up to date with the constant advancesof
techhology, but above all anopenattitude to experimertation, taking inspiration from interdsciplinary fields
of knowledge and know-how. Therefore, there aremany examplesrepresertative of the on-going change in
peaples minds, searching for excellent solutions in which they are actively involved that fit their
personal taste. Advancedtecmol ogiesfor instance that were previously only usedin the creaion of
industrial prototypes arenow becaming a new mears of production ard thereforeiit is possible thatin the
future, canbecametools for the creation of unique objects, accesible to individuals. In this direction, the
barrier between industrial product and unique piece is overcome, tharks to the solutions that the
consumer now hasat his possession and that eralde a better fit with his own need. Consumption choices
always more reflect the desre of being unique and erjoying all thatis unique, going beyond “serial
production” effectand bringing rich emdions.

Swed sh group of dedgnersFront, with their Sketch Furniture, becanethe buzzword in lag year'sdesgn
shows. Group membershave experimertedwith diff erent alread/ existing tecmologies and developeda
revolutionary method to materialise freehand sketchesby combining two advancedtechniques An object
canbe desgnedin the air, thenrecaded with Motion Capture and transformedinto 3D digital files thes are
thenmaterialisedthrough rapid prototyping into real piecesof furniture, in few minutes In this mamer,
unique furniture and objects, it's almost impossible to reproduce the same penstrokesin the air, are created,
starting from the ground rule of the hand-made. Front demanstrated how advancedtechnol ogiesthat were
previously only usedin the creaton of industrial prototypes are now becaming a new means of

production, that can be put to use by anyone, and above all empower the creation of unique

objects by individuals.

Design thinking in this case should not necessarily provide tailor-made solutions, but enable

the advancement of personal skills and original experiences, that are each time unique.

12
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d) From Project Partnership to FreeCircle Thinking

The Blogging phenomeron, Internet usersthat commert on a particular subjectand express their personal
views online, to be readand judgedby millions of pegple, brought a sound change in pegpleshakits and
ways of thinking. Enalding readersto leave comments regardng products, servicesor personal likings, in an
interactve format, became arevolutionary tool transforming the relationship between consumersand
companes The constartly increasng number of weblogs allow people to freely express their ideas
and to share different opinions, not only asa narcissistic form of self-expression, but asrelationships to
be built up either with other customersor with comparnies Through the interacton with othersin fact, no
mater whoever they are, one canacheve common goals asan expression of individual choice.Few yeas
ago, the multi-coloured wristbands worn to sponsor a cause, asfor instancethe yellow Livegrong bracelet
for bone carcer or the white Action Aid bracelet for Africa,becane cult products, sincethe visible
represenation of asharedproject

A rerewedintered is paid to a unanimous need for participation, as the desire to recognise oneself
in a vast community of people with the same concerns, anengagemert rather thananidedogical
cage. Sacial Shopping is representative of this change where networking and world of mouth are put
together. The rise of the collaborative shopping network is tedified by websites which allow usersto
recanmenrd and rate products. The individual and his willingness to be a leading character and to
take on full responsibility of his own actions is nowadays the real issue, to be shared afterwards
with others The primary issue today is the projectard its principles not only the relationship and
connections betweenpeagple, which confirmsthe necessity for a strategc amalysis of the new business
models in which this way of thinking is avery high priority. Creatve communitiesmultiply fag around the

world, bringing small change within society that will have masiveimplicatonsin the future.

A growing number of groups of people who share straightforward ideas and skills, yet above
all, objectives that circulate for free, creating new meaning no more for a limited part of the

society.

CrowdSpirit anew web-basedbusinessideg inits start up phase, takeson the essence of blogs for product
developmert. Making full use of the power of crowds the comparny aimsto start out a crowdsourced

marufacturing system. Inventors from ary business secor, submit ideasfor new products and, on the other

13
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side, contributors submit problemsfor inventors to work on. Memberscanvote, sugged product
specificaions, and inves money in order to finance developmert. After afirst prototype hasbeencreated,
selecied membersted and help fi ne-tune in cooperation with marufacturers. Contributors areinvolved, even
after the product developmert phaseis completed, for instance by promating it. The initiative of individuals
isthe main player: what holds the diff erern passions and personal experiencestogetheris the sharing of a

projectideaasa comman reault, therefore the network is transformed into worknet.

Design thinking in this case should not necessarily aim to limited or temporary partnership,

but at processes and systems that prioritize the free circulation of shared projects and values.

14
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4. Facing elasticity

Coolhunting and experimenting new methodol ogical approaches

In the historic phase we are going through, consumers are far more expert than companies, who
remain fixed to rigid methods and strategies, still giving a strong emphasis on the designer’s
signature instead the design thinking skills.

As consumers ‘“‘evolve’ into the role of consum-authors, the new priority is to define techiquesand
tools that support research Consumers arent a patchwork of segmerts orgarnisedby categories(such asage,
class, efc), they claim to be the medum themselvesand consider themselvesthe protagonists. Thereore,
consumption becanesa creatve dimersion expressed through impul se and needfor expression. The body
assumesadecisive role asa mears of expression and streetstyles make up, fashion and accesoriesbecane
the tools to express one<elf, through the re-elaboration and match of products and services In orderto
undergand and interpret peoples behaviour, it is necessary to start from observing and analysing

the real life of individuals, who are no longer little fragmerts, or part of a homogeneaus mass.

The point at issue is that people and companies, if experienced as separate worlds, risk to

remain detached from reality.

Consum-authors, by assuming role of producers of products and processes, also become
producers of trends, therefae the new priority isto define tectiquesand instrumerts that support
researchin termsof mehodsintegation aswell asin termsof regonding effectively to clients' requeds. Its
not a coincidence that cool hunting hasbecane a widegpreadpractce among consumersof all ages asa
possible approachto catch and gather fragmerts of reality, to tegify one’s own presence/participation and
personality. The role of the coolhunter, not only aterm to describe ajob-title coinedin the mid Nineties
being more thana new professional figure, is considered today aninnovative alternative to existing resarch
methods.

The coolhunting activity interpreted the need to face, in a spontaneous manner ongoing
change: the elastic mind and elastic job role, for researchers, managers and designers.

In the pag few years the meda have ded cated much attertion to those professionals who arecapald e to spot
new streetfashion related phenomeron. In our view necessary to clarify and distinguish different professions

and the differert levels in which the coolhunter operags. In mary casesthisis not a proper profession but a

15
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personal interes. It isimportart to underline, however, thatintuition and talent are not enough, and
these sole factbors do not make of a person a coolhunter.

In their searchfor eccentric news and scoops, fashion magazineshire people who canprovide hot storieson
lifestylesand streetstyles With atypical journalistic approach thes articlestotally overlook any aralysis of
the market, trends or the identificaion of social fact. “Eye-catching” and occasonally a gossiping type of
coolhunting is distart from pegples’ reallife and behaviour, sinceit oftenrepresens a form of fashion
industry’s self-celebration. Another form of recertly fl ourished coohunting is that one of style blogs, aform
of spontaneaus coolhunting, that givesevidence of peoplesinteres towards street style and fashion-related
pheromera.

Coolhunting, and all of its by-products, risks belonging to one of the mary appealing and fashionalke
researchtools unlessit isinscribed within a wider methodol ogical framework that impliesthe resarcher’'s
critical data re-interpretation.

In reflecting upon the world of business and design, it was also important to re-design market
research starting even from methodological challenges.

In the book, Red Fashion Trends. The cool hunter guide by Future Concept Lab, thefirst resachinstitute
in the world to employ, alread/ backin 1992, young researclers who observe ard report on the on-going
phernomeraregardng peples life and behaviours, within the city they actually live and work, ded cated an
ertire chapter to de<cribe the activity of coolhunting and its potential, if used as a method
integrated with other systematic and consistent set of parallel research activities and
interpretative competence.

While qualitative and quartitative researchtecmiques arenow consolidated and remain animportant ground
for research and development, in we witness to the emergence of more experimertal metodol ogiesthat are
close to the world of semiatic studies arnthropology, ethnography and above all, the world of desgn. The
succes of aresach study oftendepends on the ahility to integrate a number of research metodologies

evenif very diverse, erriching the interpretation of researchfindings.

Design thinking should also take into consideration the research methods, that mirror the
changes in society and the consumer’s mind, and experiment their integration, without

forgetting that the priority should be the accuracy and the completeress of reaults, not only following the

lateg fad in the world of resarch
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5. Empowering design thinkers

Interd sciplinary knowledge and translating social change

The dynamicsof the circularity of relationships, of objectivesto be sharedbetweenpeaple, of the free
circulation of opinionsin addition to ideasand projects that grow within deregilated contexts, should be
monitoredclosely by desgnersand innovation-drivenrealties The shift from niche (aristocracy of
styles) to mass (democracy of taste) is evident. This mears that desgners managersand decision-
makersneedto egalish anintimate and trusting relationship with the consumer. It also mears thatit is
necesary to abandon the logic of persuason and to propose scerarios that are close to daily life, underlining
the value of eventhe most simple phenomenra, and weak signifiersof change, not only the big picture.
Nowadays tt is important to understand that permeability of the boundaries between sectors,
professions and disciplines, suggests a serious reflection upon the future role of design
thinkers. If the consumer becanesauthor, desgner and producer of trends -in mary cagswithout being
conscious and without putting any particular effort- then it is also true that readng social change and
monitoring pegples consumption behaviours, canrepresent anadditional skill- a new empowermert for
desgn thinking, a new methodological tool and approach that erablesdesgners managersand decision-
makers

How can design thinkers keep pace with and face the challenge generated by the rise of a self-

governing design?

This demards acompletely new approach not only from the Compary’s side but also the educational
institutions. Thereis needfor new methods and experimertal approachin order to be in fine tune with the
new «mind» of the advancedmarket The producers of change, that is design thinkers, should

reason on the small and big patterns of behaviours in society, and fuel their thinking.
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A represertative examge among acacemic realties putting together differert fields of study in orderto
encourage innovation through creatvity, arethe Mager Degree coursesof Domus Academy, a renowned post
graduate school of desgnin Milan Both the MILD (Mager'sin Interior and Living Desgn) and MBD
(Magter's in Business Dedgn) coursesintroducedaninnovative interdisciplinary teaching approach,
giving equal importanceto the world of dedgn, resarch and maragemert. By desgn, the coolhunting
technique makespart of the facuty’s academic program, enalling studerts to put into pracicedifferent skills
and prefererces

Knowledge of trends evolution, including a background in the area of consumption,

communication and retail, is a requisite for design thinkers since one the most credible

strategies today to face the rise of consum-authors.
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6) Conclusions

It is obvious that the new techol ogiescontributedto change not only peaoles behaviours, but peoples
“mentality”, ways of thinking absorbed by the everyday use of techhological tools and solutions. The 4
trends de<cribedin this paper, reflectmacro changesthatinfluence society, diff erert business sectors,

starting from peples life: the capacity and the passion for combination typical of the “creative cut and

page”, the relational speedof SMSing, the serse of callecive experience providedby file-sharing, the

narraive qualitiesof the DVD, the territory exploration whichis personalised by the navigator, the memaies

selecion of theipod, the formsof convivial do-it-yourself typical of digital video-photography or the

expressive experimertation of the DJ.

This paper illustrated, thatin order to define new visions and strategies one should look into the life

of people, monitoring the signifiers of change that arise from interdisciplinary fields of

knowledge. The objectiveisto develop anew sensibility amang desgn thinkers nourishing their creatvity

and invertiveress and ernriching a comparny’s resources

= New groups of people and individuals propose solutions and give innovative responses

suitable for their needs, asareailt of techological advances genrerating change that influencesall

levels of society. The challenge is to undergand the new ways of thinking and trarslate those findings

into valuabe projects and experiences

The stepforwardis to imagine scenarios in which people are capable of handling in an
autonomous, fast and creative manner the products and services offered to them, asis
alread/ happening.

It's necesary to cope with the new side of the design thinking marifesedthrough techological

innovation, consumer participation, creaive involvement, fag and accesible informaton sources tailor-

mace solutions and crowdsourcing projects.
Both companies and designers can benefit from the analysis of social change and people’s
consumption behaviours, a sourceof inspiration on whichto brainstorm, deepenand develop new

ideas Trends became a starting point on which to confirm or rejectthearetical hypotheds built on the

observation of a sociocultural context.
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Therefore, should take into consideraton thatin order to encourage distinctive design thinking, in the

future it will be important to:

a) Develop a new awareness amagst desggn thinkers coming up against people as producers of
change

b) Hunt for solutions and inspiration that arise from interdisciplinary fields of knowledge

c) Enable consumers to participate in the process

d) Propose systematic reading of social change and peoples’ consumption behaviours before the
definition of projects ard strateges

e) Consider trends as a credible design thinking tool which represerts the common ground for the

worlds of reseaich, desgn and business.
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