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Well that flew by! It seems like only last month
that Arthur Duff handed over the mantle, with
a look of relief in his eyes. I have many
reasons for saying that I have enjoyed my term
as president thoroughly, but top of the list
would be the teams I have worked with on the
many projects, events and publications
throughout the year. It has been action-packed
and that’s down to the gracious participation
of our council and members. I am hopeful 
that more and more of you will continue to
benefit from taking part in the many initiatives
already begun and maybe even start up some
of your own. 

2006 saw an upsurge in our profession,
both commercially and creatively. I am
confident that this momentum will continue
and that design will be recognised as a
valuable resource, both to industry and to 
our daily lives. Design Week reached new
levels of success and recognition in 2006 
and looks set to replicate, if not surpass, this
triumph in 2007. Our own IDI ‘Eye’ awards
will take place in October and planning is
already underway. We will once again be
exhibiting the winners, highly commended 
and commended and hope to publish a new
copy of the Best in Irish Design handbook. 

The Frank Ryan Student Travel Bursary 
was officially launched and the board are busy
completing the details for the 2007 call to
entry. Details will be released to the colleges
and on our website soon and I am in no doubt
that the response will be fantastic. We are
always grateful for any contributions to ensure
the future success of the bursary. If you would
like to make a donation, please contact us for
further details.

I hope you enjoy this latest issue of
Creative Axis and that it conveys the breadth
of activities undertaken each year by the
Institute. Thank you to those who have
contributed their time, energy and good
natured banter to this year’s programme. 
I hope to see you all at the many upcoming
events. Thank you especially to Rina Whyte
whose constant energy astounds. I wish
Tracy Fahey, our incoming president, the best
of luck. I hope you get as much pleasure from
your term as I did.

Cameron Ross

President’s Letter
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Despite a very busy year, with countless
events, the IDI Council managed to publish
several publications with great success. 
The amount of time and effort that goes into
any publication can never be underestimated
and I applaud all those who have given freely
of their time to record important milestones,
events, thoughts and strategies in the 
written word.

First off, I feel it is important to
acknowledge the success of the redesigned
and redeveloped IDI website. With design by
Karen Hanratty and a CMS sponsored by Ebow,
we now have a web presence that is worthy of
the Institute. Amended almost daily, the
website (www.idi-design.ie) has fast become
first port of call for notifications on all that’s
new in the world of design. It also provides in-
depth information the Institute, a full
members listing and calendar of events. 

The first IDI Best of Irish Design Handbook
was published late last year. A chronicle of the
Winners, Highly Commended and Commended
from the 2005 IDI Awards, the book was
published in association with Enterprise
Ireland. Distributed to both our members and
client companies of Enterprise Ireland, the
book has been a fantastic tool in the
promotion of excellence in design to both the
design profession and to industry. The team
who spent countless hours collating the data
and First Impressions, who designed the book,
should be highly praised for what can only be
described as a huge success. From the
feedback received to date, I think this will be
a very welcome addition to the IDI library. The
next edition will go into production following
the 2007 IDI Awards.

Frank, the Belfast based design firm, kindly
offered their time and design skills to the
development of the IDI Information Pack.
Designed for those interested in membership,
sponsorship or general information regarding
the Institute, the pack is eye-catching,

enlightening and filled with facts promoting
involvement in our community. It also contains
a quote from our patron, President Mary
McAleese and will be incredibly useful to the
Council as a marketing and promotional tool.

A new initiative to the IDI is the creation of
the Why Design? pamphlet. A brainchild of
Martin Gaffney, supported by the educational
representatives of the IDI, the pamphlet will
be distributed to all second level educational
institutions in the country as a promotional
tool for the design profession. Outlining the
benefits of design as a viable career choice, 
its innovative layout by Designworks will surely
encourage and inspire a new generation of
design professionals. 

This issue of Creative Axis has been our first
in a while. The daily updates on our website
have made it difficult to collate enough
information to publish regular issues
throughout the year, but this is something we
aim to change in 2007. We are aware of the
importance of printed material to our
members, both as an archive and as a physical
celebration of all that is achieved by the
Institute on a yearly basis. I ask that you
continue to support the continuation of
Creative Axis by contributing articles, reports
and news as often as possible. 

Finally, I would like to thank Gillian Reidy
from Penhouse Design for once again taking
the design of the Annual Report on board. As
you will notice, we have reverted to a more
formal format this year, with emphasis on the
official records of the Institute taking
precedence over activities and reports. These
have now been relegated to the supporting
Creative Axis issue. 

I hope you have enjoyed some or all of these
publications and welcome contributions from
all members on any future programmes. We
are constantly looking for designers,
contributors and editors, so if you have the
inclination and the time, please get involved!

IDI Publications 2006
By Cameron Ross MIDI

Cameron Ross, President of the IDI, is Managing Director
at Newmedia, one of Ireland's most awarded multimedia
design firms. For information and client details, please
visit http://www.newmedia.ie 

IDI AGM and 
Website launch
The IDI AGM in 2006 was held on the 20th of
April in the RIAI. The AGM was well attended
and the new IDI website was launched thanks
to Karen Hanratty MIDI and EBOW. The
website is now updated regularly and receives
a huge amount of hits. The regular emailed
news updates are being signed up for via the
website on a daily basis and it is a great
facility for IDI to publish information to more
than members of the Institute.



Hugh Kearns
By Kieran Comerford

Hugh passed away on the 9th of October
following a stroke two weeks previously. 
He started life as a designer of stage sets 
and went on to become creative director 
of McConnells Advertising. I remember his
creativity and his wicked sense of humour
which combined with his desire to see justice
done, led him to become a champion of the
underdog, a task he took on with relish. 

I met him through my work in patents. 
He was an expert on copyright and had set up
the Copyright Protection Agency, a method of
preserving the date of copyright works using 
a patented envelope. As a graphic designer 
he devised a logo for a contra-trading company
which was a “C” with two bars on it. This
subsequently became the Euro symbol and
Hugh took great pleasure in suing the
European Commission and was pursuing his
case as a lay litigant and with some success.
He also defended the copyright of a firm of
graphic designers and helped them win an
important case against a large company. He
addressed a meeting of the Institute on this
subject and was passionate in his defence of
the intellectual property of designers in a
system which he saw as weighted in favour of
big business.

He was the author of Newgrange; The
mystery of the chequered lights, in which he
propounded the theory that the chamber
housed a mirror which spun on a rope and
reflected the sun of the winter solstice back
down to bounce off the surface of the Boyne 
to enthral the assembled crowds on the
southern bank of the river.

We began to collaborate on studies of 
the true purpose of Newgrange and together
surveyed the flood plain below the mound to
test Hugh’s theory that it was used as a
horizontal salmon ladder, the salmon jumping
through the reflected sunlight at the winter
solstice. The presence of this ladder was
subsequently confirmed by a team from 
the Irish Society of Diviners and reported 
in the revised edition of his book, 

He was constantly inventing things and
coming up with new ideas. He saw no boundaries
to achievement and always saw the lighter side
of any situation. It was this philosophy of life
that I will be my abiding memory of Hugh.

Kieran Comerford founded Comerford Technology
Management Ltd. in 1988 where he works in R&D 
and intellectual property management. He is author 
of "How to Find and License New Products" and 
lectures at the National Institute of Technology
Management at the Michael Smurfit School of 
Business, University College Dublin.
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The IDI Charity Art Auction was held in the
Origin Gallery on Harcourt Street again this
year and we were very lucky to have Senator
David Norris as auctioneer for the night.
Noelle Campbell Sharpe was our host once
again and one of her exhibitors esteemed artist
Linda Graham very kindly donated one of her
paintings to help raise funds for the Frank
Ryan Bursary. Our dear friend Brendan Beirne
who has always been our auctioneer
extraordinaire was present as donator and
guardian of the auction. Almost €6,000 was
raised for the bursary thanks to all our kind
participants. Thanks also to the organisational
talents of Celine Cummins and Deirdre
Doherty for their help.

We look forward to another great auction
next year, maybe in Noelle's new gallery!

David praises Noelle's work

IDI member, Breda Haugh was this year’s
winner of the coveted Made For America
Design Award 2005. This is the fourth year of
the award, which has attracted entries from
designers and craftspeople throughout the
island of Ireland.

Explaining her inspiration for the piece,
Breda said “The Spiral symbol is the
inspiration for my Spiral Fragment Collection
for several reasons – its various meanings, its
universality, its strong Celtic associations and
finally its simplicity of line, which can be
interpreted in a modern way.” 

The Made For America Design Award is
jointly sponsored and organised by the Crafts
Council of Ireland (CcoI) and NACBA. The
award celebrates the very best in Irish design
and craftsmanship, its purpose is to stimulate
and promote new product development for the
American market – a key market for many craft
and design businesses exporting to the US.

Breda was presented with her perpetual
trophy by Leslie Reed, CEO of the CCoI and
her cheque for $1,000 by Neville Gardner,
President of the North American Celtic Buyers
Association (NACBA) at Showcase – Ireland’s
largest craft and giftware trade show – on
Sunday the 22nd of January 2006.

Breda Haugh is considered one of the finest
Jewellery Designers working in Ireland today.
She set up her own studio designing and
making contemporary jewellery when she
completed her training at the National College
of Art and Design, Dublin and in Sir John Cass
College, London – having had experience in
the Jewellery industry in London and Dublin.

“Winning the Made for America competition
has given me the opportunity to work in a
different and exciting way – designing in the
manufacturing jewellery industry, providing a
contemporary interpretation of our culture to
give the US customer a different choice in this
category. My partner in this project is the well-
regarded company, The Jewellery House (TJH).
This arrangement provides me also with their

marketing and sales expertise and access 
to their markets in Ireland, Europe and 
the USA.”

The theme for the 2005 award was
‘Symbols of Ireland – The Celtic Code’ and the
winner was chosen by a panel of US and Irish
experts including; Neville Gardner (President,
NACBA), Fran Siefert (Treasurer, NACBA),
Charlene Connolly-Sheridan (NACBA
member), Brian Schwer (TJH Ltd) and 
Kela Ledwidge (Marketing consultant).

Made For America Design Award 
Presented to IDI Member Breda Haugh

IDI Charity Art Auction
By Rina Whyte MIDI

Rina Whyte MIDI is the Executive Officer of the IDI. 
A textile designer, Rina looks after the administrative 
and organizational aspects of the Institute.



“Growth: become larger or greater

over a period of time; increase”

As the profession of interior design continues
to grow in Ireland I have found myself
wondering – what we are growing into? In this
profession we will need time to look back and
see what this period of growth has brought us.
Maybe then we can see a collective language
that will bring us all together. Over the last
year, we have seen a great effort on behalf of
the IDI to promote design in Ireland,
continuous backing from Enterprise Ireland
and a vast amount of energy from individuals
in interior design and architecture; people like
Barry Sheenan whom I hear hailed by students
and professionals alike and Arthur Duff for his
elegant wisdom and generosity. Over the year
we had Design Week which culminated with 
a close to celebrity style performance by the
Dutch super power Winny Mass of MVRDV
architects, the event was cleverly anchored 
to Dutch design which helped give the week 
a structure. 

Registration of the professional practise 
of architecture sparked debate in the field 
of interiors; even amongst ourselves we are
unclear about the boundary between Interior
Design and Architecture. We plan to address
this in our section this year by working on 
our codes of practise, and continuously
comunicating definitions of Interior Design
through articles and through the Institute.

This year coming two of our best hotels 
will be re-opened, a little gem which was 
Sam Stephenson’s home, No. 31 and

Section Report – 

Product Design
By Chris Murphy, Dolmen

In this section report, I have chosen to focus
on a case study of one of the most interesting
recent developments in Product Design.

This is Apple launch of its proposed new
‘iPhone’. It is a cellphone, media player and
web browser billed as the ultimate portable
device. This is very significant as Apple’s
previous success – the iPod – has, in a few
short years, become an iconic example of the
influence Product Design can have. The iPod
has not only changed the way people listen to
music, it has also affected consumer
expectation and taste. Whether we like it or
not, it’s striking simplicity and purity of form
has influenced a vast range of consumer
product ‘copy-cats’ from cars to coffee
makers. This is what makes Apples launch of a
new product so interesting – on paper, it’s a
winner with proven pedigree – how could it
fail? Imagine if Apple could change the way we
communicated as effectively as it changed the
way we listen to music? If Apple can

Section Report – 

TV 
By Carol Coffey MIDI

RTÉ graphic design have launched their new
website. You can view it at
www.rte.ie/graphicdesign. There is a major
project underway as graphic designers Mick
Nalty and Stephen MacDevitt, develop new
branding for Election ’07. Derek Ryan won an
IDI design award for the last election graphic
package so the pressure is on to deliver a state
of the art design solution for a very
complicated brief. There are over fifty
variations of on-screen template designs
displaying the results.

The pressure is doubled as a consequence
of the introduction of new graphic hardware
and software called VizRt. Rory Fitzgerald has
joined RTÉ from TV3 to be trained as a Viz
Artist/Designer.

Fiona Cunningham has again pulled out all
the stops for the set design for both Childline
and the Meteor Awards. Using Fiona’s set
design as a reference, Stephen McNally, one
of RTÉ’s new graphic recruits provided a 
very quick but innovative and attractive 3D
animation for the Childline Concert to 
great acclaim.

Conor Cassidy, Senior Graphic Designer 
has entered his Christmas Den identity for the
Promax BDA awards in Berlin. While this is
mainly a promotions-orientated event there is
now a considerable number of categories for
broadcast design entries so it is an event
which broadcast designers in Ireland are
should try to get more involved in.

Another IDI award winner and ex graduate
of Limerick College of Art, David Phelan left
RTÉ Graphic Design Department at Christmas.
He has decided to return to his native
Limerick and will continue to work for RTÉ 
in a freelance capacity as he pursues other
design projects. As a consequence of David’s
departure RTÉ will be advertising for the
position of Senior Graphic Designer before 
the end of Feb ’07.
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The Shelbourne Hotel. Haus Design is
responsible for No. 31 and David Collins for
the Shelbourne. I am confident that these two
groups will bring back to life these much
missed establishments. Hopefully these
landmark projects will start to spell the end of
Irish hotel and spa projects executed in a way
that can be only termed frilly make up bag style.

The profession of interior design and
interior architecture faces many questions.

How can we ensure we are happy with the
standard of design here at home? Where can
we go to when we need confirmation that
design can be good, can inspire us, can make
us feel more and feel better? 

To the same place we go for advice when we
need it, to a good friend. 

This year saw the passing of a great friend
to design, Frank Ryan, the noted interiors and
exhibition designer. We all know that the
passing of a good friend brings something
deep, they become part of forever, in Frank’s
case he has become our interior, his spaces
and his persona have become part of us.

As interior designers and architects, 
we shape life around us. It is to our fellow
designers and friends of design that we 
need to go when we want re-confirmation 
of who we are and hopefully what we are 
growing towards.

Maria MacVeigh is the principal designer with Maria
MacVeigh Design, who were a Category Winner at the
2005 IDI Design Awards with their 'A-Wear Buyers Office' 

Section Report – 

Interior Architecture / Interior Design
By Maria McVeigh MIDI

successfully blur the edges between media
and communication it may well have a
meteoric must-have product on its hands.
However, this is a whole new realm and it
seems it will have competition from other big
players such as Nokia who clearly has a vast
market to protect. With previous products,
Apple has won market share through unique
design, can it happen again..?

It will be interesting to watch this develop!
For more info see
http://www.apple.com/iphone/

Chris Murphy MIDI  is Studio Manager at Dolmen.  His
‘Max II Shoe Shine’ was a Category Winner at the 2005
IDI Design Awards.  His ‘Quicklook’ design, a magnifier
for the visually impaired which combines a 4” LCD and
zoom camera in an integrated portable product, also
featured in the Best of Irish Design Exhibition.
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Section Report – 

Architecture
By Barry Sheehan MIDI

The construction industry continues to drive
forward bringing with it the legal profession.
2006 saw further increase in legislation
across the sector. The increase in legislation is
driving the need for more consultants’ on all
projects. I have mutated into a clerkitect not
an architect. Whilst this will provide
employment opportunities for our members it
will also increase costs and liabilities across
all projects. A personal favourite is the growth
of “Shadow Consultants”. Will have to lurk in
more doorways.

Of recent concern to architects is the UCD
Gateway competition. The competition is a two
stage competition and expressions of interest
were sought from architects throughout the
world. No Irish practice was chosen to make
the shortlist of selected designers. One of the
conditions of the shortlist process was that the
firms must have successfully completed prime
consulting contracts for major capital works in
excess of €50,000,000. This figure set the
bar so high as to eliminate most Irish practices
at a stroke. It has been muted that this figure
was chosen deliberately for this reason. Quite
how a university that produces architects, who
have won major design competitions at home
and overseas, feels that none of them are
capable of designing at their Alma Mater, is
beyond me. One wonders how Irish practices
can be expected to grow and challenge for
national and international projects if these
types of criteria are set. Foster and Partners
had never built a building taller than three

storeys when they won the competition to
design the Hong Kong and Shanghai Bank.

Some would wish that the (now) Lord Foster
had stuck to buildings of lower than three
storeys if the reaction to plans for the
redevelopment of the Clarence Hotel in Dublin
is considered. The roofline of the Clarence
Hotel is destined to be removed and the
addition of what has been described as a
“ridiculous flying saucer” or “monumental
duvet” added. Oakey Octagon Bar it isn’t and
this stor(e)y will run.

Another issue facing Irish Architects is the
growth of the Starchitect. The Gehry/Bilbao
effect is facing many cities with a view being
taken that a city is incomplete without a
Liebeskind, Hadid or Foster creation. These
creations are usually parachuted into a site
with no reference to social, political cultural or
contextual considerations and are often
proposed as a solution to tricky planning laws
or sites where obtaining a permission would
otherwise be difficult. They bring with them
the view that we are lucky to have our cities
chosen to host such creations. So much of this
Starchitecture is just applied graphics. It’s
simpler and requires no understanding of
cities and their complexities. It’s hard to see
why designers even visit the site anymore. A
quick spin around Google earth to see the site,
crumple and fold a bit of card, scan it, sketch
over it and whoopee-do that’s Dublin sorted, or
was that Dundee or perhaps Dubrovnik?

I am not against architects from overseas

S E C T I O N R E P O R T S

There has never been a greater demand for
design courses in third level Institutions
through out the country. Ireland’s economic
boom has lead to greater numbers of people
being able to access third level education. 
In the past many would have chosen or were
encouraged to study traditional professions
like law, business or accountancy. A career 
in design is now considered as a worthy 
career path. Industry takes design seriously 
as it can give competitive advantage in the
market place.

Many second level students have been given
a chance to study art and design when they
enroll in the Transition Year programme before
enrolling in the Leaving Certificate
programme. Approximately half of all students
now enroll in the Transition Year programme,
and it is predicted that about three-quarters of
students will take the Transition Year option
within the next ten years. It gives students
their first opportunity to explore their creative
side. There has also been an increase in PLC
courses and evening classes in the design
disciplines. The many design programmes

aired on TV have also certainly had both
positive and negative effects on the Design
profession. In the last decade we have seen
many adults return to education and many of
them choose to study design as they want to
completely change their career path. 

Most of the third level design courses
currently or in the future will have a
semesterised system. Modularisation has been
introduced in the majority of colleges to allow
greater flexibility for students. All recognised
Irish awards will be included in the National
Framework of Qualifications (NFE). The
Framework was recently established to assist
the national objective of moving towards a
"lifelong learning society".

These developments are aimed at
increasing the mobility of EU citizens led to
the commencement of the Bologna and
Copenhagen processes at a European level in
higher education. There has been problems
with academics trying to accommodate design
courses which are usually linear not
semesterised .It has also created also bigger
dilemmas for architectural programmes, which

working within Ireland or against the
competition system in general. There are many
fine examples of both in Ireland. The Arts
Block and Library in Trinity College, Dublin by
Ahrends, Burton and Koralek are fine
buildings that are very sensitive to their
locations and the idea of place making. The
Scottish firm NORD Architects have just won
the New Headquarters for Wexford County
Council Architectural Competition. NORD’s
body of work includes the wonderfully simple
and elegant Eastend Sawmill extension, so
there is considerable promise for the project.
NORD’s designs were chosen from a shortlist
that included three practices from overseas
and three from Ireland, which is transparently
fair. One of the firms short listed was Bucholz
McEvoy who came to prominence when they
won the competition to design Fingal County
Hall, which set the standard for Public
Buildings in Ireland. As it happens Bucholz
McEvoy are also responsible for my favourite
building of 2006, The Leinster House
Pavilion. It’s outstanding for the very reason
that it isn’t.

And there you have it, from Clerkitecture to
Starchitecture. We are all in the gutter but
some of us are looking at the stars…

Barry Sheehan is an architect and principal of 
Sharc Design and Sheehan Architects. His interests 
lie in the crossover of different design disciplines
combining as a single experience.

are five years in duration.
Many design schools are forging links with

Industries. We as design educators are trying
to prepare students for career but also a way of
thinking that can help these students have a
realisation in their Designs. We as educators
are recognising that we need to prepare these
students for the highly competitive
commercial world. I have to commend many
professionals that are willing to give their
valuable time to colleges and talk about their
design work and new materials. It is really
important that colleges maintain links with the
practitioners who are the fore runners of
innovation in the cesign Industry.

In many schools there is an internal debate
about choosing hand or computer aided
presentation. Should we consider technology
as the burden or a blessing? It should not
matter if the medium used is the computer,
pencil or brush they are only the tools in the
Design process. Although many students
become seduced by new technology we cannot
let them dismiss the importance of hand
drawing and rendering. As I teach computers

Section Report –

Education
By Deirdre Doherty MIDI

Continued overleaf >
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myself as well as hand drawing I believe you
need to understand the principals of
geometric shape, line, form and shade to
master either. I believe that you must to instill
adaptability in students. The pencil and brush
have been here for a long time, but
applications like Photoshop and 3D rendering
packages change all the time. Many students
become accomplished in one application and
are surprised to when they go into industry to
find the office they work in is using something
different or that their package has become
obsolete.

As design educators the projects we set for
students should encourage them to explore a
range of problems and develop their own
problem solving skills.

There are a lot of things as designers that
we have no control of, but as design educators
we must teach our students to be actively
responsive to the sociopolitical and
commercial needs equally.

Deirdre Doherty MSc.BA ANCAD MIDI is Course 
Director of the Faculty of Design, Griffith College Dublin.
She is currently completing a post-graduate in 
Teaching and Learning

The Design Research Group of the National
College of Art and Design was established in
2005. The members of the DRG, Bob Gray
(Red and Gray Design), Feargal Fitzpatrick
(Lecturer Core Studies, NCAD) and
Dr. Ciarán Swan (Associate Lecturer, Visual
Culture, NCAD) met while teaching in the
Department of Visual Communications in
NCAD in 2004/2005 and immediately saw 
an opportunity to bring together visual
communications practitioners, tutors and
theorists in order to consider issues of visual
communications practice and theory. In other
words to start up a conversation about the role
and function of design and how we can go
about understanding it.

A programme of events for 2006/7 was put
together by us and as a part of that we hosted
the first Design Research Group Conference
entitled: What Does it Take? Design, Research,
Economy, Society. The Conference was held at
the NCAD, on the 7th of April 2006. The DRG
invited speakers from the design industry in
Ireland to give presentations and participate in

round-table debates on contemporary issues
facing the industry. A keynote speech was
given by designer and design historian Conor
Clarke, author of the definitive study on
contemporary Dutch and Irish graphic design,
Oranje and Green.

Since then the DRG has been working on
further events. The most recent of these was
on the 2nd of November 2006 in the NCAD
where the DRG hosted a panel as part of the
“Rethinking the Everyday (Material Culture)”
Conference. We were fortunate to have
internationally renowned designer, Ken
Garland, as our keynote speaker on the day.
However, we’re not restricting our activities to
conferences. We’re now teaching a Research

Methodologies module as part of the NCAD
Post-graduate programme that contains a
series of seminars developed by ourselves
which seek to utilize an awareness of design
thinking and research in such a way as to
inform design practice. 

Although linked to the NCAD the DRG is
working more broadly with a range of
organisations and institutions in order to
promote design research on the island of
Ireland. We are also keen to bring together
stakeholders to discuss what the response of
the design in industry and academia should be
to fast changing social and economic
circumstances and what, if any, approach
should be made to government in order to
assist the development of design.

The DRG is establishing a weblog at
http://designresearchgroup.wordpress.com
that will go active in late Spring 2007. 
We sat down some time ago, sketched our
specific areas of interest, and decided that
three particular areas were important to 
us as individuals which could be represented
through the DRG. These were Design,
Representation and Society and you can
expect that the sort of analysis on the weblog
both by us and by invited contributors will fit
into these three categories. In part these
discussions will, we hope, generate a printed

publication based on the research 
areas outlined.

On the level of engagement with industry
and third level institutions we are keen 
to promote more structured links between 
the two and are in the process of organising 
a workshop to be held on that issue in 
November 2007.

It’s another challenge and we’re looking
forward to it.

The Design Research group are:
Bob Gray, Red & Grey Design
Dr Ciaran Swan, 
The Department of Visual Culture, NCAD
Feargal Fitzpatrick, 
The Department of Core Studies, NCAD

Ciáran OGaora, 
What does it take? conference, NCAD 2006

David Joyce, 
What does it take? conference, NCAD 2006

The Design Research Group –
Who, what and why?

Kevin Finn Visit
Following an IDI visit to the NCAD Graduate
show and reception, kindly hosted by NCAD
and organised by Angela Woods MIDI,
Kevin Finn, Joint Creative Director of 
Saatchi Design, Sydney, presented to a
number of members, designers and students
on a variety of topics including travelling,
working with ideas driven design, how he 
finds working alongside an Ad Agency, design
writing etc. in Australia.

Kevin has been working in the design
industry for over a decade, the first 3 years in
Dublin, part of which was with Steve Averill's
studio. He has been travelling the world since
1997 and has worked in New Zealand and
Sydney, where he has been for the past six 
and a half years.

Kevin is an award winning desinger,
including a D&AD Silver for Typography
(Britain) in 2002, a Type Directors Club
Judges Choice (New York) in 2003, as well 
as a number of Australian national awards. 
He is also a member of AGDA (the Australian
Graphic Design Association).

He is founder, editor and designer of 
'Open Manifesto', currently the only Australian
journal of critical writing on graphic design
and visual communications. Issue#3 is
currently in progress. A recent mention from
Rick Poynor on www.designobserver.com
stated: "Open Manifesto... is an ambitious bid
to enter Emigre and Dot Dot Dot territory".
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Currently, these educational opportunities
exist from primary education to post-graduate
study. As Iseult McCarthy pointed out at the
IDI Past Presidents’ Meeting, these
opportunities exist in terms of accreditation,
playing an advisory role to the Teaching
Council regarding courses needed at primary
and post-primary level and taking a pro-active
role in terms of design education in schools
and in terms of funding opportunities.

For the importance of good design
education cannot be underestimated. 
From our early years, we are unconsciously
absorbing lessons about design, how to judge
what is user-friendly, what appeals to us
aesthetically. According to socio-cultural
theories of learning, we absorb from what we
are exposed to, what is around us. Like it or
not, at present the IDI largely talks to itself, 
to its membership of design professionals. 
We need to open up this conversation to also
engage with the students, the peripheral
practitioners. We need to address their needs
to ensure their involvement in the profession.

Even at primary school level, design can be
appreciated on an elementary basis with
students encouraged to learn to discern good
design, and to make the connection between
design and users.

At second-level, the need for clear and
unambiguous design education becomes
apparent. Design at second-level is often
conflated with art instead of being regarded as
a separate process with different values and a
different methodology. This leads to a
muddled view of what design actually is, and
often results in first year students at
undergraduate level applying for courses in
design without any knowledge of what the
course will actually entail. Attrition rates in
1st year of undergraduate design courses.

What can the IDI do here? Firstly, we need
to raise awareness of design as a career
choice. The publication of Why Design?, a
booklet detailing courses and design
disciplines hopes to start clarifying this to
second level students. There is also the
interesting template of the RIAI ‘Shaping
Space’ module produced for Transition Year
students; a detailed and attractive syllabus
designed to attract interest in and raise
awareness of architecture.

However, it is at undergraduate level that
the need for involvement of a professional
design body becomes apparent. Like other
professional bodies (such as Engineers
Ireland, The British Psychological Society),
there is the opportunity for the IDI to engage
with higher education bodies in setting up,
monitoring and evaluating design
programmes.

With the current educational focus on

learning outcomes – what a student is able to
do on completing a particular course – the
need for professional bodies in education has
never been greater. Academic programmes
need continuing professional guidance to help
ensure that programme learning outcomes are
appropriate, and, even more importantly, to
help measure if the graduates are attaining
them. In fact, the recent IHEQN conference in
2006 is a testament to this need. Titled “And
Never The Twain Shall Meet..?” it was an
exploration of the cross-over between higher
education and professional bodies. Already
there are designate educational roles that IDI
members could fill, as members of
professional advisory boards and as HETAC
external examiners.

However, there are more integrated roles in
programmes that need to be considered. There
is a real place for expert learners such as
design professionals to play a more visible part
on design courses. These experts help ensure
that students are in contact with the design
community of practice. Design students exist
in a peculiar world. They work on briefs
without clients, they make mistakes without
consequences, they work in a simulated studio
environment. Although few of them go on to
work in design education, it is the classroom
where they learn their design skills.

It is therefore crucial to balance this
academic environment with the involvement of
expert learners to help foster the student
sense of identity as “peripheral participants ”
in the design community. The educational
writer Bruner, a great believer in situated
learning, refers to “the schoolroom situated in
a broader culture ”. Design students’ sense of
self-esteem and identity needs to be fostered
as an integral part of pedagogy, possibly by
facilitating their contact with more
professional designers. This is more than idle
theory. As part of the IDI Education
Committee, in 2005 I helped carry out a
survey of students to find out what they
wanted from a professional design
organization. Those who responded were
unanimous – they wanted internships, real,
hands-on experience of working with
professional designers.

Design education in Ireland is largely an
undergraduate affair, with most students
electing to go out and practice after finishing
their primary degree. With students who leave
the system, there is a need to address their
continuing professional development needs.
With those who elect to stay on, the post-
graduate possibilities are also interesting. At
present, HETAC is defining the nature of post-
graduate design research, something the IDI
could play a part in. The Design Research
Group is also completing interesting work in

this area. With the increasing role of R&D 
in Ireland, it offers the opportunity to 
engage in shaping the research culture of
design in Ireland

To summarise – this is a huge role and a
huge challenge. The IDI has the opportunity 
to widen out the design community to embrace
from learner to expert and to educate and
engage them in the pursuit of good design. 

How much of what I have suggested is
feasible? For a voluntary organization that
survives on the hard work and generosity of 
its members, the answer is probably not a lot.
However, if we define a strong potential role
for the IDI in design education in Ireland, 
and show that we have the talent, ability and
experience to take it on, funding opportunities
may open up.

We owe it to ourselves to investigate these
opportunities. The rewards of such
involvement in design education are
potentially enormous

I’m writing this in Stockholm where the
elements of good design seem embedded in
the daily consciousness of the population;
where well designed objects and systems are
seen as a natural birthright and not as a
luxury. Can education shape perception and
habit to such an extent? Perhaps over the next
cycle, the IDI will find out.
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Is there a role for a professional design body in design education today? 

Looking at the possibilities offered, the answer would seem to be yes. 

What are these possibilities? Where do they exist?
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Institute of Technology
Carlow
IT Carlow, which runs the oldest Industrial
Design course in Ireland, has developed a new
honours degree in Product Design Innovation
that focuses on the design, marketing and
business aspects to working as a designer
within a company.  

Design students in the college won the top
prize in the Vaseline graphic design
competition to design a limited edition pot of
salve.  Five product design students were also
short-listed for the Bombay Sapphire
glassware design competition, with one
student, Catherine Boland receiving the
runner-up award. The college continues its
work with SME’s (small to medium sized
enterprises), with eleven final year students,
funded by Enterprise Ireland, who are working
in conjunction with local businesses to
develop relevant products.

Another interesting area that is being
explored is that of multidisciplinary
education.  Design students have worked with
marketing students on projects, and a team of
industrial designers have just finished a short
project on Sustainable Mass-Produced
Furniture with furniture design students from
GMIT Letterfrack.  

Student work will go on display in June
2007, and this display will coincide with the
arrival at the IT of the IDI/Enterprise Ireland
Best of Irish Design exhibition and linked
design event.

Art Design & Printing 
@ DIT
The main news from DIT is in relation to the
prizes won by Design students. These winners
include:
Linda Curtis, Vis Com year 3 Winner of
National Tree Week Poster competition

Aine Kierans, IDI Visual Communication
Graduate of 2006

Sarah Johnson, Winner of Hamilton 
Osborne King student Interior Designer 
of the Year 2006

Gergor Timlin, runner up Habitat 
competition 2006.

Cork Institute of
Technology
One of our main news items was the fact 
that on the 9th November, Fourth year Visual
Communications student Claire Horgan was
awarded first prize in the prestigious 
Graphic Design Business Associations IDEA
competition at a reception attended by many
of the key players in the design and media
industries in Jurys Hotel, Dublin.

The Irish Design Effectiveness Awards 2006
were held in Jury’s Hotel Ballsbridge on

November 9th 2006. Created and managed by
the Graphic Design Business Association
(GDBA). The awards were developed to
showcase the impact that the communications
design sector has on commerce, government
and anybody or organisation, large or small,
that needs to deliver a message.

Claire’s winning packaging design
competed against stiff competition from
design students in NCAD, DIT and Limerick
College of Art amongst others and is a
testament to the high standard of work being
produced by students of the BA (Hons) in
Visual Communications. 

This academic year saw the introduction of
the Industry Advisory Panel Graphic Design
Award in the BA Design Communications
programme. This competition is designed to
expose students to industry-client briefs and
to encourage and foster creativity as well as
the visual-verbal presentation skills required
in Graphic Design within the restraints of
stringent deadlines. 

Over the course of 4 weeks, the students
worked closely in their teams, with two
members of the Media Communications
Industry Advisory Panel; Frank Dowling of
Southern Advertising and Jim Horgan of
Concept Advertising. The brief, provided by
the panel members, involved the design of a
Corporate Identity for Carbury Food
Ingredients and its application to signage,
vehicle livery, stationary etc. The department
and students involved are sincerely grateful to
the members for their involvement and the
time given to facilitate this initiative.
Congratulations to the winning team;
Brian McSweeney, Julie Scriven, Sally Ngai
and Martin Rotte. 

University of Ulster,
School of Creative Arts
Recently the Design presence at UU Magee
Campus left the School of Art & Design, which
was predominately a UU Belfast based School,
to form a new School of Creative Arts. This
School is a new venture within UU combining
expertise and Courses from Dance, Design,
Drama & Music.

Students can study Design on several
programmes at the Magee campus. These
include the BDes Design and Communication
and MDes Design Communication which are
design specific, or on shared programmes with
the Faculty of Engineering including the BSc
Multimedia Computing and Design and the
MSc in Computing and Design. All courses
combine creativity and technology, fostering
expertise in animation, character
development, film, games, graphics, image
making, illustration, interactive design,
mobile devices, product, automotive and
virtual 3D. Student projects often overlap with
the other disciplines unique to the School of
Creative Arts and often with industry. The staff
are currently research active under the Art and
Design category of the RAE, gaining a grade 5

in 2001, which was joint first in the UK. They
are working towards the RAE2008 presently.
Several staff also provide commercial
consultancy as design professionals to a range
of SME's, large international companies and
on governmental programmes (NORIBIC WIN,
NORIBIC TSP, Invest NI DDP). The Creative
Arts will be formally launched at the end 
of March.

Justin Magee, a senior lecturer in Product
design from the School of Creative Arts at
Magee, has recently secured funding of
£250,000 in RCUK Academic Fellowship
Awards, to develop his research in the area 
of Digital Human Exploration. The project
brings together thinking from Art and Design
and Health Sciences in the area of 
Virtual Biomechanics.

Letterkenny Institute of
Technology
We currently have three programmes on offer;

BA Graphic Design – level 7
BA Industrial Design – level 7
BA (Hons) Digital Media – level 8
These programmes have proven to be so

popular that we are expanding to include the
following;

BA Digital Media – level 7
BA (Hons) Graphic Design – level 8
MA Motion Graphics – level 9
It is hoped that these programmes will be

on offer from September next.
This month the department received a

commendation from the Digital Media Awards
for the outstanding submissions made by our
students.

Griffith College Dublin
The Faculty of Design is an established faculty
in Ireland’s largest private college, runs a
range of successful and well-recognised
programmes in interior design and interior
architecture. Shiow Yee winning the IDI
Interior Design graduate of the Year 2006.

They are continuing to make links with
professionals in Design and Architecture. 

The Faculty of Design is proposing two new
courses in fashion design commencing
September 2007. 

The first programme will be a level 7 BA in
Fashion Design. The second programme will
be a level 8 BA(Hons) in Fashion Design.

The degree courses in fashion design offer a
complete university level training to
contemporary fashion industry standards
through the development of technical design
skills and artistic cultural sensitivity. The
programme deals with all aspects of the textile
- clothing ‘system’ from a comprehensive
knowledge of materials through to applied
creativity. The course covers all areas of
modern fashion design from idea generation
and design development through to pattern
cutting, garment construction and
contemporary production techniques,
including CAD and CAM modules. 

This programme has been developed with
and is run in conjunction with the acclaimed
NABA institute in Milan, who also work in
partnership with renowned industry educators
such as Central St. Martins in London.

News from 3rd Level Colleges 
of Design around the country



Students who successfully complete the first
3 years in Ireland, and meet the Italian
language requirement at the end of their 
3 years may complete their 4th year in Milan
and produce their final year collection there.

The National College of
Art and Design
There is a number of new initiatives in the
area of computer aided design, computer
aided manufacturing, and a ‘Knowledge
Transfer partnership’ scheme with industry. 

KTP’s are collaborative mechanisms for
business and universities to work together to
achieve productivity which can bring about
step changes for the company and benefits to
the University.

All students are supervised by the Company
and the University. The project must have
strategic importance to the future success 
and growth of the Company business.
Students work for the Company for one half
day to a day per week over an extended period.
Traditionally students can work on a Company
project for a period of one to three years. We
propose an initial 4-8 week period.
Experienced undergraduate and graduate
students will be eligible for the KTP
placement

There are benefits to the company 
including access to contemporary designers,
access to University expertise across a broad
spectrum of design disciplines, access to new
technology, materials, knowledge and skills,
access to research development and problem
solving facilities

The KTP model was put to Newbridge
Silverware in 2005. They are now in our
second year of this scheme and have student
design work in production following an 8 week
work placement in 2006. 

Thanks to the following; 
Deirdre Doherty MSc.BA ANCAD MIDI , 
Course Director of the Faculty of Design,
Griffith College Dublin, 
Derek Mc Garry, Lecturer, Metals Are,
Department of Ceramics, Glass, and Metals,
National College of Art and Design
100 Thomas St, Dublin 8, 
Tracy Fahey M Ed BA MIDI, Head of
Department of Humanities, Institute of
Technology Carlow, 
Orla Flynn MSc MICS MIDI, Head of School 
of Humanities (Acting), Cork Institute 
of Technology, 
Rose McGrath, Head of Department (Acting,
Media Communications, 
Justin Magee MIDI, Senior Lecturer, Product
Design and 3D Multimedia School of Creative
Arts, Magee Campus, 
Seán Mackel BA Hons Graphic Design, PgDip,
MCSD, MIDI, Prog Director: Master of Design:
Design Communication, Faculty of Arts
Erasmus Coordinator to Augsburg, School of
Creative Arts, Faculty of Arts, Magee Campus,
University of Ulster, 
Kieran Corcoran, BA, MA, Head of Department
of Design, 
Nollaig Crombie, Head of School of Design,
Letterkenny IT

9R E G I O N A L N E W S

Semi-Bold (a new design network for the
South-East and Midlands region) was born in
late summer 2006 after yet another email
arrived announcing a great design event in
Dublin. Despite best resolutions, “Ok, I’ll
leave work really early, battle through traffic
for a few hours, arrive starving, shuffle around
on my own in a corner and drive home with all
the windows open to try to stay awake”, it’s
never really going to happen, is it?

So instead of grumbling that nothing ever
happens outside of Dublin, three agencies
from the region took action. Over a lengthy
lunch, the idea of Semi-Bold began to take
shape. 

The conversation between Anne from AK
Graphics, Gill from Penhouse Design and
Siobhan from Threeesixty ran something like
this: Wouldn’t you love to see some of the
really out there work that fills the pages in
Creative Review but you never get to see in
reality? What about hearing more about new
processes and ways of working that are used
by the world’s most successful agencies? We
know there are tons of really talented
illustrators, artists, photographers and
designers working quietly below radar
throughout the region – how can we find them?
Is anyone else fed up with having to shift the
entire studio to Dublin just to access some
decent training? And wouldn’t it be great just
to get together with other like-minded people
every so often and sink a few beers?

Design Week was looming and despite the
fact that time was short, the group decided to
kick off SemiBold with a Design Week event.
Invites to a talk by Cartoon Saloon were sent
far and wide throughout the region and we
waited and hoped for a good turnout.

On the night Cartoon Saloon, an animation
studio based in Kilkenny, showcased two of
their feature projects: Skunk Fu (a children's
animation series which has been syndicated to
international tv networks for 2007) and The
Voyage of Brendan (a feature film due for
release in 2007). Paul Young, MD of Cartoon
Saloon, talked in his inimitable laid back style
about the creative process, stunning the
audience with beautifully illustrated stills
from the Voyage of Brendan. All of the creative
work is produced in their studio in Kilkenny by
a team of about 70 people, and Paul followed
his talk with a tour of the production studio.
The event was held in the Maltings, a
converted grainstore in Kilkenny, and the talk
was followed by some relaxed drinks in their
art studios. Die-hards continued to the Marble
City Bar for further drinks and conversation
into the early hours. 

This was the first Design Week event in the
region and was really well attended by about
50 people from the design community who
travelled from far and wide. The response to
the concept was overwhelmingly positive and
the Semi-Bold organisers are currently lining
up a programme of events for 2007.

If you are interested in hearing about
upcoming events, just email
anne@akgraphics.ie or gill@penhouse.ie

Semi-Bold launches in South East
and Midlands Region



The President viewed an IDI exhibition of the
best of Irish design which included examples
of award winning interior, product and visual
communications design.

In her address, President McAleese praised
the work of the Institute since its
establishment 34 years ago and added that
Irish designers are entitled to be very proud of
the role they have played in Irelands success
story. President McAleese presented Honorary
Membership of IDI to Mr Martin Naughton and
a Fellowship to Mr Gerry Brouder to
acknowledge their huge contribution to
promoting Irish design.

The event was organised to announce
details of the IDI development plan and 
to launch the Frank Ryan Student Bursary.
Special guest speaker Toby Scott of the 
Centre for Design Innovation, presented 
to the assembly and it is intended that 
this will become an important annual event 
in the Institute's calendar.

President Mary McAleese's speech:

Tá an-áthas orm bheith i bhur láthair ar 
an ocáid seo. Tá me buíoch dibh as an
cuireadh agus an fáilte forchaoin a chur
sibh romham. 

I want to thank you all for the very warm
welcome, and special thanks go to Cameron
Ross, for inviting me to join you at the Past
Presidents' Seminar and to present the
Fellowship Award and honorary member
certificates. As patron of the Institute of
Designers, it is particularly good to be here
today. 

We take good design for granted these
days, as if the products of human labour fall
perfectly and fully formed from the sky. Not
so very long ago though, many of the
appliances and gadgets around the home
looked more like items in a display of
industrial archaeology. In fact, it has all
happened so fast that visiting small local
museums I often see on display, to the
amusement of my children, domestic
implements which I have used myself not so
long ago. I don't accept that either they or I

are antiquities. 
It is to the credit of the Institute that there

is such a demand for good design,
appreciation of good design and availability 
of good design today. The line between art
and technology has been blurred, or more
accurately blended, and we have grown
accustomed to an imaginative marriage
between beauty, and functionality, aesthetics
and usefulness. 

We expect designers to get basic
functionality right, to show evidence that they
have understood the technical expectations
of a product or service. They might even
enhance and develop those to an admirable
level but then comes the area where
designers let loose a creative impulse that
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The Institute of Designers in Ireland
Past Presidents Re-union with IDI Patron
President Mary McAleese
The Institute of Designers in Ireland held its first Past Presidents 

re-union on Friday December 8, 2006 at The Gallery in Farmleigh,

Phoenix Park Dublin. The Special guest of honor at the event was

President McAleese, who is Patron of the Institute.



takes us into a sphere beyond our old
comprehension of purpose or task. Some
people might call it the "wow factor" and
there is often more than an element of
wonder and surprise. There is also a
leavening effect for good design also takes
public taste and expectation and educates it,
just as it takes today's design and improves
on it tomorrow. 

Of course none of that happens without the
pursuit of professional excellence by
designers in every discipline and this
Institute has a very proud record of setting an
agenda that insists on getting the best from
the Irish design profession. 

It's not so long ago that our major export
was beef on the hoof and, truth to tell, that
did not present many design challenges.
Today Ireland is one of the most competitive
and successful and globalised economies,
trading an impressive array of goods and
services right around the world as well as at
home. For designers in the old and new
media, from industrial designers to DVD
designers and all bases in between, survival
and development depend on being able to
bring something special to those home and
international markets where so many other
players are vying for attention and for a place. 

You are entitled to be very proud of the role
you have played in Ireland's success story,
whether through the indigenous or
multinational enterprise sectors, for Irish
design has, by sheer effort, achieved cutting-
edge success in many areas and has
successfully gained an increasing share of
international business. But now, of course,
having tasted success and watched it act as a

leaven throughout society, bringing greater
prosperity than Ireland has ever known in her
history, the truth is, people are hungry for
more. And so today's innovative solution is
already hurtling towards obsolescence and
that keeps pressure on you, and on the
education systems for designers, to be ever
restless in pursuit of innovation and
creativity. 

The publication of the "Best of Irish
Design" book and the design 'roadshows' run
by the Institute this year have played a key
role in targeting the business and the design
community across Ireland and they have
highlighted the business benefits of design,
as well as exhibiting the 'Best of Irish design'. 

Today though, the IDI Fellowship and
Honorary Membership goes back to basics, to
the individual human person where all good
design starts. It recognises the role played by
leadership in the design world and how
essential it is to have inspired and
inspirational people at the heart of the design
industry in every sphere. These are people
whose professional lives have helped our
country to become renowned throughout the
world as a culturally exuberant economic
powerhouse ? something we could have
regarded as unlikely only a short few years.
This year's new Fellow, Gerry Brouder and
new Honorary Member, Martin Naughton, are
both to be congratulated on receiving this
important recognition of the huge
contribution they have made to pushing Irish
design, and Ireland itself, to new levels of
ambition and fulfilment of that ambition. 

Today is their day. We honour them both
with gratitude that Ireland produces such

people today and that they so enthusiastically
meet the challenge that lesser people would
run a mile from. The good news is that
Ireland is truly only at the start of revealing its
fullest potential. This is the first generation to
have turned the tide of outward migration, to
have had the widest access to high-quality
education and training, to have had the
chance to stay and build their careers in
Ireland. This is the first generation to feel the
energy surge and the self belief that comes
from success. It's a journey we all want to
stay on and, with your help, we will watch
even more remarkable chapters evolve. Once
we looked to the future, half in hope and half
in despair, for that historically elusive thing
called opportunity but things have changed.
Now it is the present that is a very exciting
place. That is particularly true for Irish
designers and we know that by using today's
chances well they are already making the
future a place to be proud of. 

Is iontach an obair atá ar siúl agaibh. Go n-
éiri go geal libh. Go raibh míle maith agaibh.
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The ‘Frank Ryan Student Travel Bursary’ is
being established by the Institute of Designers
in Ireland to honour one of its most
distinguished founders and life long members. 

The Taoiseach, who was introduced by the
President of the Institute Cameron Ross MIDI,
paid tribute to the life’s work of Frank Ryan
RIP who he commented, embodied the best
qualities of Irish design and left an enduring
legacy to this country.

During his address The Taoiseach
emphasised that design is inherent in all
aspects of our lives, whether a building
project, an exhibition, fashion or visual
communications and new media, good design
he added, is a place where function and
creativity meet

The Taoiseach complimented the Institute
of Designers on its important role in promoting
high standards of design and in highlighting
the business benefits of design.

The Taoiseach pointed out that the bursary
is a significant new award for design students
who wish to pursue an international
educational opportunity or a design project
overseas. Calling on support for the bursary,
The Taoiseach encouraged both business 
and design professionals to support this
worthy cause.

The Taoiseach thanked the Institute of
Designers and Frank Ryan’s family and wished
the Bursary every success in the future.

Speech by the Taoiseach, Mr Bertie Ahern,
T.D., at the Launch of the Frank Ryan
Bursary for the Institute of Designers in
Ireland at the National Museum on
Thursday, 1 February, 2007 at 2.15 p.m.

Ladies and Gentlemen.
I am delighted to be with you today to

launch the Frank Ryan Bursary which is
being established by the Institute of
Designers in Ireland. This bursary will honour
a man who during his lifetime played such a
pivotal role in the development of design, and
design education, in this country. It is also a
major commitment to celebrating excellence
and exploration among our emerging
designers. 

These days, the concept of design is so
inherent to all aspects of our lives that it is
hard to imagine a world without it. Whether it
is a major building project, an exhibition,
fashion or visual communication and new

media, the quality of the design involved will
have a major impact on the success of the
end product. In essence, good design is a
place where function and creativity meet. 

Frank Ryan, who sadly passed away last
year, embodied the best qualities of Irish
design and left an enduring legacy to this
country. When Frank started out studying
Architecture and Commercial Art in
Rathmines, design education in this country
was virtually non-existent. In the intervening
time, that situation has changed dramatically
with recognised programmes across the full
range of design disciplines. That is due in no
small part to Frank and his dedication to the
development of young designers. As a highly
respected lecturer in the NCAD and Griffith
College, he supported and influenced many
young designers at the outset of their careers. 

Frank was also a key figure in establishing
design as a professional practice, particularly
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Launch of the Frank Ryan 
Student Travel Bursary
The Taoiseach, Mr. Bertie Ahern TD, launched 

the ‘Frank Ryan Student Travel Bursary’ at the 

National Museum (Kildare Street) on 

Thursday 1 February. 



through the foundation of professional
societies such as the Institute of Designers in
Ireland. And in his own design work, Frank
set the highest of standards in interior and
exhibition design in this country. The quality
of his work is legendary as was his attention
to detail and his preference for uncluttered
design. He summed up his own personal
design philosophy in a memorable phrase –
‘Simplicity is not for the simple’. That is a
motto that should hold for so many other
walks of life!

I was honoured to meet with Frank on a
couple of occasions at events down through
the years when I saw examples of his work at
the Botanic Gardens and in All Hallows. It
was clear to anyone who met him just how
dedicated he was and it was often said that if
you had Frank Ryan working on a design for
you, then you had nothing to worry about. 

There are so many areas of achievement in
Frank’s life that it is impossible to mention all
of them here today. But I could not let this
occasion pass without paying particular
tribute to his contribution to culture and
history in Ireland through his work on the
design of no less than 26 interpretative and
visitor centres in this country. Such was the
extent of his involvement in this area that
someone once remarked: ‘you could almost
put a roof over all of Ireland and call it The

Frank Ryan Experience’.
Those who knew Frank speak of his talent,

his endless energy and his dedication to the
cause of Irish design. And I am sure that
during his lifetime he took great pride in the
growth and development of design as a
profession in this country. We now have more
practising designers than ever before and
internationally, Irish design has achieved
cutting edge success in many areas.

The Institute is playing an important part in
promoting high standards of design as well as
professionalism and emphasising designers’
responsibility to society, to the client and to
each other. Through initiatives such as
Design Week, and collaboration with
Enterprise Ireland, you have played a key role
in targeting the business and design
community across Ireland and have
highlighted the business benefits of design.
In addition, your Graduate Designer Awards
have fostered the talent of young up and
coming designers. 

The Bursary that is being launched today
is a significant new award for design students
who wish to pursue an international
educational opportunity or a design project
overseas. The intent of the bursary is to
provide assistance to cover travel costs,
housing costs, materials and research. Its
establishment will ensure that the major

contribution of Frank Ryan to design in
Ireland, his vision and his influence will be
remembered and will live on. It is a fitting
tribute to a man who gave so much to the
profession. Of course, the sustainability of
the Frank Ryan Bursary will be dependent on
donations and I would urge all with an
interest, and the design industry in particular,
to support this worthy cause.

It is great to have this opportunity to pay
tribute to Frank in the company of so many of
his colleagues and his children, Aileen, Katy,
David and Geraldine who are here today,
along with Frank’s grandchildren and his
great grandchild. Frank’s brother Tony is also
here to mark the occasion as well as his sister
Ailish who has travelled all the way from
Canada especially for the event. This is an
important and an emotional day for all of you
and one in which you can take great pride.

Frank has contributed to so many aspects
of the development of design in Ireland that it
is hard to do him justice in one short speech.
Thanks must go to all who have made today
possible, especially Cameron Ross, President
of the Institute of Designers of Ireland and
designer Celine Cummins, who was Frank's
colleague and close personal friend down
through the years. 

Thank you all for your kind attention.
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Chairman, distinguished guests, ladies and
gentlemen, it gives me great pleasure to offer
you some brief insights into the outstanding
contribution made by Frank Ryan to the
development of design education in Ireland.

This award is recognition of Frank Ryan’s
continuing legacy to design and to design
education. This legacy can be seen today in
the work of young designers studying on the
programmes he helped to establish, joining
the societies he formed and working within a
profession for which he set the standards.

Back in the late 1930s when Frank studied
Architecture and Commercial Art in
Rathmines, design education as we recognise
it today, simply did not exist.

Part of the reason why this situation is so
dramatically different today – why there are
recognised programmes today in exhibition
design, interior design, interior architecture,
product design, visual communications,
fashion design and new media – is down to
Frank and his support, interest and
enthusiasm for the development of young
designers.

As Paul Hogan commented:

“…In your career Frank you have gone
beyond mere professionalism and I see you
as a wise and generous master craftsman,
always prepared to share your skills and
knowledge with others.” 

Frank’s own design education was based
on his studies in Rathmines and in the
National College of Art where he studied
poster design with the Dutch Professor
Romein and drawing with Sean Keating RHA

It was in the National College of Art that
Frank first began to play a teaching role,
starting in 1965, as a specialist tutor in
display and model-making.  However this
involvement with education quickly
increased.  In 1976 he also served as
external examiner at the School of Retail
Distribution and a committee member for the
formation of a new School of Art and Design
(now DIT at Mountjoy Square)

In the same year Frank also began serving
on a panel of examiners for the National
Council of Education Awards now the Higher
Education and Training Awards Council.
Here he worked with Michal Ozmin, someone
who has fond memories of travelling with him
to Carlow RTC and Limerick College of Art for
validation meetings.

Frank enjoyed a warm relationship with
NCAD, returning from 1983  - 2004 to act as
visiting project leader for an Exhibition
Design Project with students. 

David Caron of NCAD’s Visual
Communication Department remarks that – 

‘among Frank Ryan's many
accomplishments is his record as the longest
serving visiting lecturer in NCAD's
department of visual communication; he was
also, certainly in latter years, the oldest. His
actual age, it seemed, was a closely guarded

secret but I remember him telling me during
one of his visits to the College that he had just
become a great grandfather. This information
appeared to be disclosed with a mixture of
enormous pride combined with mild
amazement as if he himself couldn't quite
believe it. Even taking into account the
possibility that he got married while still in
school, it had to mean that he was a man well
beyond normal retiring age. But would you
think it? Not a bit. No visiting Lecturer was
more lively, more vibrant, or had more energy
than Frank. And of course his infectious
enthusiasm for exhibition design was, it
appeared, effortlessly communicated to his
students who always produced remarkably
inventive project work under his tutelage.”

Frank has always been a source of
inspiration and support for young designers,
not least because of the genuine interest he
has always shown in their work.

As his friend and fellow-designer 
Jonathan Mason remarks 

“One of Frank’s most remarkable qualities
is his youthfulness of spirit. He is always
interested in what is new, what is happening
now, in what young people are doing. Always
generous with his knowledge and experience
as a designer, always taking particular
pleasure in teaching young designers.”

In Griffith College, we also know this to be
true…

In recent years. Frank has been involved
with us in establishing the Diploma in Interior
Design.  He not only advised on the course
content, in conjunction with Sean McNulty,
Gerry Brouder, Angela Woods and Sheila
Robinson, but he also visited the college to
act as external examiner on this programme.

To the Design Faculty, Frank’s support and
expertise have been regularly sought on
issues relating to programme development,
with Frank playing an energetic role in the
college’s evaluation of the programme in
2004.  Thanks to his experience, he has
enabled us to embrace new developments
while retaining the students’ primary focus on
the development of core skills.  For Frank,
computing skills are to be fully welcomed and
exploited, but the traditional drawing skills
must be maintained.  According to Frank, “a
designer is someone who, when pressed, can
always draw a design on the back of an
envelope”, a maxim we frequently quote to
our students.

In addition to his roles in education, Frank
has also played key roles in establishing
design as a professional practice.  Since the
1950s, Frank has worked with undimmed
enthusiasm in the promotion of better design
through professional societies.  He was one of
the seven designers who founded the
Institute of Creative Advertising (now ICAD).
In 1972 he became a founder member of the
Society of Designers in Ireland (now IDI) and
was elected President of the Society in 1978.

Frank has also been significantly involved in
the Society of Industrial Artist and Designers
the Office of Public Works and the 
Crafts Council

Frank’s own work has ensured the setting
of standards in exhibition and interior design
in Ireland. 

As his collaborator Jonathan Mason remarks 

“Frank’s clarity of design has always been
outstanding. It is what it does, and it does
what it is supposed to. No clutter, no
superfluous decoration, everything thought
through to the finest detail. As he often says,
simplicity is not for the simple. Another of
Frank’s Maxims is ‘God is in the details’, and
he always expects the same attention to detail
in others as he requires of himself.”

Frank’s career in design started in 1942,
with an apprenticeship in commercial art and
window display, moving on to work as the
manager and designer for display
contractors, Donfoys Limited.  Frank has
always had a special love for exhibition
design; in 1958 he designed for the Artel
Group who specialised in this area and in
1963 he formed his own company, Frank
Ryan Studios and Workshops, designing retail
Interiors, showrooms, exhibition stands and
fashion shows.   More than a decade later he
was to found Frank Ryan Design Associates
designing exhibitions, exhibition stands,
commercial and industrial interiors,
interpretative / visitor Centres in Ireland and
exhibition stands in twenty-two cities across
nine countries.

Frank’s contribution to the design field has
been acknowledged throughout Ireland.  In
1976 he was appointed exterior designer and
advisor to Kilkenny Design Workshops.  In
1985, Frank was also appointed as a member
of the design team for the Heritage Trust
Exhibition OPTIONS at the Guinness Hop
store, a major exhibition presenting the Irish
Environment and Resources.  This care for
the environment and cultural heritage was
further manifest in 1991, when he began
work as a director and designer of Eigse
Limited, specialising in the heritage area.
However, his major contribution to culture
and history in Ireland also rests on his work
with the Heritage Planning and Design
Services, which he founded in 1996, in
partnership with Jonathan Mason and which
is responsible for the design of twenty-six
interpretative and visitor centres in Ireland  

Frank is revered not just nationally, but
internationally, as the following story shows

Jonathan Mason recalled first meeting
Frank in 1990 when he was involved in
setting up a campus company in Trinity,
called Éigse. 

“In putting a team together, research skills
in the environmental sciences, history,
archaeology etc. were no problem, but design
and communications skills were another
matter. Specialist advice was needed. The
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father of thematic exhibition design, and
‘Grand Old Man’ of British museum designers
was James Gardner, or ‘G’ as he liked to be
known. He had more or less invented modern
thematic exhibition design with his designs
for the great Festival of Britain exhibitions
London in 1951. The great man was duly
contacted and asked if he could recommend
anyone in Ireland. He immediately replied,
“Oh, the only man to work with in Ireland is
Frank Ryan …  and of course he was right.” 

Frank and Jonathan later collaborated on
the design team for the Irish Pavilion at Expo
’92 in Seville.

For these signal achievements and for
many more, Frank has been honoured
previously, with the election to several
fellowships:

In recognition of his work, Franks was
elected a Fellow of the Institute of British
Decorators and Interior Designers, a Fellow of
the Society of Industrial Artist and Designers
(now CSD) and most recently in 2005,
awarded the Fellowship of The Institute of
Designers in Ireland .

The recognition he enjoys from his
professional colleagues and friends is
perhaps best expressed by Michal Ozmin
when he says:

“We could talk forever about working
together with Frank, his extraordinary input to
Irish cultural life, his achievements as a
designer and as an educator, the respect he
holds among fellow-professionals, educators
and ex-students and the love which we, his
friends hold for him in our hearts.”

64 years after Frank first commenced his
illustrious career as a designer, it is indeed
an honour and a privilege for Griffith College
Dublin to formally recognise Frank’s
overwhelming contribution to design,
professional development and design
education in Ireland.

I now call upon the Chairman of Griffith
College Dublin, Mr. Diarmuid Hegarty, to
confer the Professional Excellence Award on
Frank Ryan and to present him formally with
his scroll.

Citation given by President of Griffith College Dublin,
Diarmuid Hegarty at the award ceremony in Frankfort
Avenue, Rathgar, Dublin 6 on March 10th 2006.
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As a member of the ECIA, the IDI hosted their
June Board Meeting on the weekend of the
16th/17th June and some social events to
encourage Interior Architect and Design
members to meet with them.

Four ECIA Board members were welcomed
by Selma Harrington MIDI and joined by
IDI Council members during different stages
of the program. The weekend kicked off on
Friday the 16th June with a series of social
events and an introduction to the urban
aspects of Dublin, period buildings in
Georgian Dublin, contemporary and period
interiors throughout which were followed with
an involvement in the Bloomsday celebrations. 

Much thanks is due to the Joycean Society
and John and Marianne O’Reilly for the
morning activities where we were treated to
readings from Ulysses and some truly artistic
in-promptu performances. The group was
further met by Celine Cummins MIDI, who
showed true Irish hospitality, not in the least
by demonstrating the skills of her profession
by re-arranging garden seating in the M&S
café, much to the bewilderment of the staff!
We were also joined by our President
Cameron Ross MIDI and Barry Sheehan MIDI,
who gave us an enlightened architectural tour,
followed by a cappuccino break in the
beautiful space of the Millennium Wing in the
National Gallery.

Moving on, our colourful Bloomsday
fashions attracted the attention of curator
Simon Lincoln in the Irish Architectural
Archive and he offered to give us a wonderful
tour of this very successful extension which is
an integration of architectural conservation
and elegant yet unobtrusive design. We were
also lucky to view an exhibition of
Eileen Grey’s architectural models in the
archives and Maurice Craig’s exhibition of
photography documenting forgotten Irish
heritage, from 1940’s & 1950’s – bringing us
right back to the past lives that lived here in
this historically sympathetic modern interior.

The last stop of our tour found us in No 13
Henrietta Street, where the late Frank Ryan’s
daughter Eileen and her husband Michael
Casey, very kindly opened their home for us 
to transport us back through time and layers 
of history, revealed through the layers of paint 
in the interior of their fine 300 year old
Georgian house.

Our guests managed to accomplish a very
full itinery, even by Leopold Bloom’s standards
and taking in much of the best of what Dublin
has to offer in both design and culture left
them speechless!

ECIA Board meeting
The important business followed with a busy
schedule for the ECIA Board Meeting on
Saturday 17th June, held in the Digital Hub 
on Thomas Street and organised by
Rina Whyte in an efficient and appropriate
environment to carry out our full days Board
work. During our lunch break the Board
members visited the Griffith College Interior
Architecture exhibition in The Powerscourt
Design Centre, kindly hosted by
Tracy Fahy MIDI and her colleagues.

Elections to the ECIA Board were among
many items on the agenda of the ECIA Board
meeting. The four current Board members,
from Holland, Switzerland, Sweden and
Ireland have all served two years in their
respective roles but are willing to give another
two years to the Board, subject to re-affirmed
support from their national organizations and
re-election. The elections will be held during
the ECIA General Assembly, scheduled for
21st October ‘06 in Kortrijk, Belgium.

The Boards proposed direction for next two
years is for adoption at the GA. It is proposed
to focus on Professional Practice in the
industry internationally, to strengthen and
grow communications with member and
national organisations, to establish an ECIA
Graduates Award, to secure strategic
partnerships with industry and to undertake 
an oral history project of Interior Architecture
with national organisations.

It is also planned to organize a meeting of
all executive officers and permanent
employees within national organizations in
Hanover, Germany, next January 2007, which
will give an insight and exchange of ideas and
needs at that level, hopefully contributing to
closer cooperation and better communication
among national organizations.

Selma Harrington IDI Honorary Secretary ECIA 
Secretary General, Dublin 5 July 2007

The ECIA Board Meeting 
at the Digital Hub Dublin – 
Birgitt begker, Selma Harrington, Kees Spanjers, 

Gerrit Schilder Jr. and Per Reinholtz

IDI Hosts the European Council of Interior Architects Board Meeting June.16-17.2006

Per Reinholtz talking to Griffith College students
during their final exhibition in Powerscourt Centre

ECIA Board meeting at The Digital Hub
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If there is such a thing as a celebrity product
designer, Richard Seymour is one – look at the
sexy portfolio, the media profile, and the
charismatic man himself, a kind of rock’n’roll
hairy biker meets Orson Welles. At the moment
he’s working on Virgin’s ‘unspeakably
audacious’ privateer spaceship which will hurl
people into space for 4 minutes at a ticket
price of £100,000 a pop, on trains that will go
at 400 mph (and will, quite likely, make a lot
of air travel redundant), and on the world’s
first hydrogen-fuelled motorbikes. This is the
stuff boys’ dreams are made of, and Seymour
Powell, the consultancy Seymour co-pilots in
London with Dick Powell, has always had more
than its share of ‘deep futures’ Austin Powers
projects. 

Then there’s the saucy stuff. He’s designed
a new kind of bra – the research requiring
close contact with breasts of every volume.
And sex toys for sale in high street chemists:
picture the investigations that led to the Durex
Little Gem. And self-cleaning, user-friendly
toilets (‘if you’d seen as much simulated
ultraviolet backsplash as I have…’). OK,
maybe the last one’s not so glamorous, but
still. As Seymour says, ‘Don’t you wish you had
my job?’

These projects do sound like huge fun, and
of course not everyone gets to hobnob with
Richard Branson and Steve Jobs (the latter
‘like spending two hours too close to a

volcano’). But lately, uneasy lies the head that
wears these serious creative laurels. It’s been
bothering Seymour that designers have a kind
of carte blanche when it comes to stacking up
problems for the future. ‘I woke up one night
to the horrible truth that because everything I
did took a long time to reach the market –
even a kettle takes years – each one
represented a little corner of the future. In the
future, there’s nobody there to stop you doing
things. So if I know what a train of 2013 looks
like, or a plane of 2050 – and I do – there’s a
responsibility that comes with that: am I doing
something terrible?’ 

A case in point – the ‘24/7’ sweet dispenser
he designed. This did well on the market,
selling far and wide and becoming a common
sight on petrol forecourts. ‘Then one day I got
an email from somebody in Australia with the
subject line: You bastard. That got my
attention. This email basically said, I
understand you’re the guy that designed that
24/7 machine. I’m a backpacker and wherever
I go in the outback, I find your fucking
dispenser in the sand’. 

This gave Seymour pause, since like most
designers he wants to ‘make things better for
people, either physically or emotionally or
both’. Since then he’s been thinking a lot
about the mindset of the future-facing product
designer. To make things better, he says,
what’s needed is to look back with honesty (‘to

fix the sins’) and to look forward with a blend
of conscious responsibility and perky
inventiveness, even when the signs aren’t
auspicious. ‘I switched on the news recently
and the head of MI5 in London was saying
they’re looking into 60 different terror plots,
some of which may involve nuclear materials’,
he says. ‘Now I can clutch my head and say
what’s the point in getting out of bed, it’s all
terrible...but if I wake up pissed off and
approach my designing table overburdened
with negativity, then at least a bit of the future
is going to be shit.’

Dreaming up a positive future should also
involve seeking the mundane and replacing it
with ‘minor magic,’ such as the sleep light on
the Mac; the way a car’s interior light fades
slowly not abruptly. It’s all about the designer
using his or her own mind and senses to
examine what’s worked and what hasn’t, and
to forge a positive way ahead – forget focus
groups. ‘I never do them’, says Seymour. ‘The
amount of crap that comes out of them, and
the money wasted on them, is unbelievable.’
What he does instead is ‘video anthropology,’
videoing people and then watching the footage
with the sound turned off, the better to see
‘what the animal does’. When he wants to
watch a physical task being performed, he may
throw in some diversionary questions, the
better to see the animal in action. ‘It’s not that
people lie. It’s that they don’t know what they

If you build it, they will come
Product designer Richard Seymour is one half of the redoubtable London design duo Seymour Powell, and 

a man at the top of his game. He came to Dublin at the invitation of IDI to talk about ‘optimistic futurism’, 

a phrase picked up from Steve Jobs, and to encourage product designers towards a kind of tough love.

Marion Hancock reports.



that is looking to innovation as a tool for
competitive advantage to allow us to continue
our recent economic success. However, we are
a small economy in the global sense and
therefore we should also have the ability 
to change our design and business practices
rapidly. 

It would appear from recent research in the
field of sustainable design that there is an
unprecedented appetite and desire from
consumers, manufacturers and legislators,
both locally and globally, for sustainable
systems and products that at very least
consider environmental impact. At a deeper
level there are signs that “Green Washing” is
not sufficient in terms of its effectiveness or
its ability to change consumer habbits.
Designers need to consider varying their
strategies to include Product Life Cycle
Analysis, Design for Disposability (not just
obsolescence), Upgradeability / Servicing,
Extended Product Life, Design for End of Life and
Design for Local Manufacture and Distribution.
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do’. To demonstrate he shows a clip of an older
man hopelessly fumbling with the stairlift he’d
claimed a moment ago was ‘brilliant’. The
animal in us does one thing, the mind another.

This attentive scrutiny has paid off in many
of Seymour Powell’s most successful projects.
Take the Baby G watch. Ten years ago a group
of Japanese executives from Casio came to see
the consultants, saying they couldn’t sell their
watches to women, and didn’t know why.
Seymour Powell set forth with a camera to
photograph young women out and about in
clubs and bars. What they found was young
women wearing big, fat, male watches. They
suggested Casio make big fat watches in nice
colours, but take the technology out of them -
too geeky - and remove the Casio branding,
since brand values were at a low ebb. These
ideas naturally gave Casio the vapours, but the
consultants prevailed and the rest is history.
Today, nearly a third of young Japanese people
own at least one Baby G. Seymour still works
on watches – the next ones will be sold in
pairs: one for yourself, one for your beloved:
stroke the face of your own watch, and the
other watch, wherever it is in the world, will
react. (Explaining this, Seymour mimes rolling
up his sleeve and stroking the ten watches
down his arm – ‘Morning ladies’. )

Unstinting powers of observation again
came into play when Seymour Powell was
asked to look at the design of toilets, a subject
Seymour tackles fearlessly. ‘When addressing
the porcelain, 82 per cent of men aim at the
back of the bowl just above the water level.
Why?’ - puts on whiny child voice - ‘Because it
makes a noise if we don’t, and mummy told us
not to. And what happens when a stream of
liquid hits a surface at that angle? It comes
out again. Up to 25% of it comes out again.
The reason toilets don’t develop is that nobody
has that embarrassing conversation, they just
fart about at the edges’. He offers similar

exactitude about why you get ‘streaks down
the back of the bowl – oh yes, we are going to
go there…’

His observations formed the basis of a
proposed new kind of toilet, featuring a ‘target
area’ three times the typical size (and
differently angled), plus a photocatalytic self-
cleaning coating. Yet despite its being cheaper
to make than standard models, the client
company backed off, its marketing director
mysteriously alleging that ‘nobody will pay
more for a toilet that cleans itself’. Turned out
the company saw it as such a departure from
the norm that it didn’t want to be first into the
market – though happy enough to follow
someone else’s lead, and ‘knock it off for 
5 per cent less’: not in itself a bad business
model, but not one that finds much sympathy
among product designers, and certainly 
not with Seymour, who smoulders with
reforming energy.

His summation of the product designer’s job
is blunt. ‘What I really do is, I look at stuff and
go, “it’s shit”. Why don’t bras fit? Why are
ATMs rubbish? Why do men miss when they go
to the toilet - and you too, ladies, by the way?
Why are arthritis pills in childproof bottles?’
These rubbishy designs have come about, he
reckons, because people don’t have the full
and frank discussions they ought (‘nobody
addresses the truth’), they put too much faith
in focus groups, and they wait around for
others to take risks. People just faff about.
Meanwhile he’s furious, he says, that some of
the great names in design spend their time
redesigning salt and pepper pots.

The bold critiquing role of the product
designer is one thing; piloting a forward-
thinking design to completion is another.
Seymour deploys a full arsenal of techniques
in edging his clients along the right path. He’ll
take them out to the pub to tease out the real
reasons for any resistance, he’ll ‘humiliate

them in public’ if necessary, and he advocates
‘poisoning the waterhole’ – if a client puts
faith in the Financial Times, wangle a
persuasive article into that paper. ‘I’ve bullied
some of the iron-arses of the boardroom’, he
concedes. ‘It’s all about couching the
argument in terms they understand.’

The buccaneering attitude may be hard for
novices to emulate, but Seymour is adamant
that where a good solution is staring everyone
in the face, then ‘I don’t give a toss whether
the client asked for it or not, it is your
responsibility as designers to push it through.
You are the tip of the spear. You may be the
only person bright enough to make sure they
do it the right way’. 

This, then, is optimistic futurism – stepping
into the future with a positive frame of mind,
standing on that point, turning around and
looking back at the stepping stones. As far as
technology goes, a lot is predictable, such as
processor speed and the size of components –
an upcoming Nokia phone for instance will
incorporate elements designed using ‘in
principle’ assumptions made by Seymour
Powell nine years ago. And the future ‘sort of
forms itself’ if you work out what competitors
are doing and how you can contribute.
Seymour was sounding a little Zen at this
point. But there’s no arguing with the success
of his approach. ‘If you build it they will
come’, he asserts. ‘They really will.’

Marion Hancock was editor of Design magazine and
author of How to Buy Design, both published by the
Design Council in Britain. She is now a freelance
writer/editor based in Dublin, writing about design 
and working with designers on branding projects.

“The problems of the world cannot be
solved by sceptics or cynics whose
horizons are limited by the obvious 
realities. We need people who can
dream of things that never were”
John F. Kennedy

Design has always attempted to merge the
practicalities of engineering technology and
business with the subtle elements of
interface, social concerns and aesthetic
desire. This is currently achievable in most
products, but without sustainable thinking
and practice at its core, neither design nor
engineering nor technology have the ability 
to do much more than continue to add to 
the sociological and environmental difficulties
of the 21st century. The current and next
generation of designers and business decision
makers need to develop a range of skills to
help them deal with the broad and varied
issues around sustainable development,

materials and energy usage, environmental
concerns and social responsibility. They must
take on the mantle of deciding what key
decisions to make regarding the sustainable
manufacture and design of consumer products
that the world continues to use. 

The SME (Small & Medium Enterprise)
sector makes up the bulk of industry within
the EU varying in some countries from 
80-95% of the total numbers of companies.
These industries by their nature find it
difficult to dedicate expertise solely to
sustainable development issues and so
designers in their capacity as consultants have
a unique opportunity to influence and change
the thinking at an SME level and to capitalize
on this expertieze. At a multinational level it is
apparent that many of the big global and local
brands are looking at sustainability as both a
risk and as a business opportunity today and
into the future. 

In terms of local brands, Ireland is in a
unique position as we have a strong economy

Sustainable Innovation through Design –
An Unprecedented Opportunity
By Adam De Eyto

Continued overleaf >
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All images are examples sustainable design
strategies developed by 4th year Industrial Design
students from IT Carlow

Designers have the unique ability to think
and act laterally and creatively, to push and
cajole their clients to consider and implement
new product development that verges on the
radical. The question of whether design leads
or follows the market trends is one, ultimately,
that all designers have to justify both to
themselves and to their clients. In either
situation there is a clear and unprecedented
opportunity for sustainable design to both lead
and follow the public’s desires.

Adam de Eyto lectures in Industrial Design
at the Institute of Technology Carlow and is
currently working on an applied research PhD
looking at Sustainable Design Education. 

Adam and Muireann Mc Mahon (University of Limerick)
are the Irish liaisons for the o2sustainable design network
www.o2.org. 
If IDI members are interested in being involved in the
Sustainable Design agenda please feel free to make
contac by e-mailing deeytoa@itcarlow.ie 

Both the conference and accompanying
exhibition, organized by Erik van Lennep and
the staff of the centre, were designed on the
theme of ‘Rethinking Design: Towards a Low
Carbon World’. The event was part of a year
long theme of activity co-produced by

Cultivate Centre and British Council Ireland
on the topic of energy and climate change.
The majority of attendees were design
students from IT Carlow, DIT, University of
Limerick, Queens University Belfast, AIDT,
Dundalk IT, Trinity College Dublin and Griffith
College Dublin.

According to van Lennep, “The third
largest and fastest growing sector in the

world economy is sustainable goods and
services, with an estimated two billion euros
activity in Ireland alone in 2005 (EPA report).
Conservative estimates of the global cost to
address climate change are in the trillions of
euros, and this represents new products,
processes and services...the bones of a new
economy. So far Ireland is missing he boat. We
need to close the gap by stimulating new
enterprises and supporting new design and
designers here at home”.

The day was a busy one with talks by
international speakers Ab Stevels from Philips
Electronics, Dr. Chris Sherwin from Forum for
the Future, Alastair Fuad-Luke, the author of
The Eco-design Handbook and Dr. Frank
O'Connor from Design Wales. There were also
sessions led by representatives from Irish
companies and agencies such as the EPA,
PERA and INVENT (DCU). These sessions also
led to discussions, and students were happy to
contribute to the debates that raged about
issues ranging from waste disposal systems to
the role of the designer in sustainability
issues.

It was great to see design students from
across Ireland engaging in the vital issue of
sustainability and reflecting on the
implications of this for their future practice.
The conference organization and content was
also praiseworthy. The seminars provided an
excellent overview of sustainable issues today
while the interactive nature of the conference
allowed for frequent exchanges of views.

Cultivate Centre for Sustainable Living and
Learning is Ireland’s only sustainable living
and learning centre. The Centre facilitates the
transfer and application of the ideas, goods
and services that embody current best
practice in sustainability. The centre itself is a
testing ground for many of these solutions
providing visitors with the opportunity to see
sustainability in action.

Throughout 2006 Cultivate placed particular
emphasis on appropriate responses to the twin
issues of Peak Oil and climate change. These
issues are emblematic of the problems we are
facing, problems whose root cause lies in our
culture's unsustainable relationship with the
economy, society and environment. The
challenges posed by climate change and Peak
Oil demand we reassess these realtionships,
and quickly. What seems a change forced upon
us by necessity and survival, may in fact
enable us to move to a more fulfilled and
ecologically sound way of life, acting as a
catalyst towards sustainable development.

Erik Van Lennep has been working to promote the 
uptake of sustainability since the 1980`s.  Erik is a Co-op
member of Cultivate and develops educational courses
on sustainable issues.

Tracy Fahey MIDI is Head of Department of Humanities
in IT Carlow. She has completed an M Ed in education,
focusing on design education.

IDI support sustainable design at
Cultivate Conference
On the 13th of October, Tracy Fahey, President Elect of the Institute 

of Designers in Ireland attended the international 'Rethinking Design'

conference and exhibition in the Cultivate centre, Temple Bar,

Dublin. IDI was among the organisations endorsing and helping to

promote the events.

By Erik Van Lennep, Tracy Fahey

Contact information
Contact Cultivate by writing to Erik van Lennep at the
Cultivate Sustainable Living and Learning Centre, 
15-19 Essex Street West, Temple Bar, Dublin 8
erik@cultivate.ie
or phoning +353 (0)1 674 5773.  

Cultivate is open from Monday to Saturday 
10 am – 5.30 pm. 

www.cultivate.ie
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Without such measures, Irish designers will be
stuck fighting rearguard actions. ‘We should
be able to design – not adapt – structures and
systems. Predict and plan – not react.
Designers have the ability, and forecasting and
sim tech is better than ever before.’ 

So where to start with the predicting and
planning? Well, challenges in Ireland include:

· The worst male life expectancy in the EU
· Nearly a quarter of the population living in
relative poverty

· Drinking water quality among the worst in
Europe, despite one of the highest levels
of rainfall in the world

· A burgeoning waiting list for social
housing, thanks to increases in house
prices and rents 

· A pressing need to attract innovators and
resourcers to Ireland. One of Ireland’s
strategies for attracting investment has
been to tout itself as a ‘knowledge
economy’, but as O’Laoire asks, who is
articulating what this means? For the first
time this year, Trinity College is not on the
list of the world’s top 100 universities.
‘Ireland has sought financial capital but
not human’, he says, ‘so we have no
foundation for attracting R&D’.

Beyond Ireland, the global challenges
requiring concerted imaginative thought range
from food, water, shelter and fuel shortages
through to terrorism and climate change.
Kerosene-powered planes and petrol-powered
cars may not be around for long, and the rate
of innovation is faltering – so will our way of
life be like the Roman empire, asks O’Laoire, a
shooting star about to expire? Or is there hope
in the form of geoclimatic design, ecology and
sustainability, biofuel, wind and waste energy
technology – and if so, could Ireland take a
lead in these areas? Let’s be optimistic and
hope so. But it’s a long way from branding and
corporate design guidelines.

Meanwhile on the other side of the world,
design ambitions are stirring in a big way.
China apparently has 300 new design schools
in development. In Korea, a new kind of city is
rising from the ground – New Songdo, a city
planned in every particular by New Jersey firm
Gale International. This is a place where
‘mobile phones will pay bills, floors will detect
a fall and call an ambulance…it will be one
big petri dish for understanding how people
want to use technology’. It may turn out to be
a Frankenstein of a place but it undeniably
takes the idea of design to a new level.

As a starting point for a serious Irish design
agenda, O’Laoire likes the Royal Society of
Arts (RSA) manifesto, which boils down to the
idea of a zero-waste society populated by
skilled, responsible and enterprising people (it
may sound like motherhood and apple pie, but

check out the website www.thersa.org and
bear in mind that this is a thoughtful
organisation with surprising reach). He also
suggests:

· A radical shift in the way we 
educate designers

· Importing dynamic, creative 
‘third generation’ designers

· State subvention to grow and 
consolidate Ireland’s position 
in the world of design, and

· Design intervention in political 
policy making.

This is ambition on a scale to make William
Walsh proud, and the audience for O’Laoire’s
lecture seemed to respond to it. There were
questions and reservations, including whether
designers (as we presently understand them)
are up to the job. They may be ready to turn a
hand to anything, someone said, but they’re
not necessarily confident in dealing with
clients and not always articulate. And are they
really motivated to move beyond the idea that
short-term consumer seduction is the name of
their game? O’Laoire thinks so. ‘Designers
care’, he says, ‘but they’re diverted into stuff
that’ll be in the rubbish bin next month.’ 

Perhaps the climate is changing in more
ways than one. Just as commerce is not
necessarily big and bad, so good intentions
aren’t necessarily poor relations – indeed they
often now meet in the middle. The green
movement is reputedly heaving with savvy
business types. Social entrepreneurs are cool.
Maybe it’s time for design to reinvent itself.

Links
www.thersa.org
www.architectureforhumanity.org 
California-based non-profit organisation which started in
1999 as a way of getting architects and designers to help
people displaced by the Kosovo war. It has since shifted
its focus to improving slums and unplanned settlements.
The group has a new book out, Design Like You Give A
Damn (Thames & Hudson, £16.95).

William H Walsh lived from 1915 to 1999. A champion of
quality in everything from food and ideas to crafts and
manufacturing, he was a pacesetter in craft-based
manufacturing industries. He set up the Kilkenny Design
Workshops as a national design and research think-tank,
where craftspeople worked with cutting edge designers
to produce what became known as ‘Kilkenny Design’.
The IDI hosts an annual lecture in his honour.

Marion Hancock was editor of Design magazine and
author of How to Buy Design, both published by the
Design Council in Britain. She is now a freelance
writer/editor based in Dublin, writing about design and
working with designers on branding projects.

It’s always been troubling that designers, 
who tend to be at least mildly idealistic, 
are responsible for so much that is lame,
ephemeral or just a partial solution to a 
much bigger problem.

See them as they toil over a brief for
sausage packaging. Pan back and see outside
the cars spreading pollution, transport
systems stuttering around ill-conceived
cityscapes. Pan further back and see weather
systems changing, populations migrating,
political systems clashing. As another year’s
intake of design students bends its head to 
the drawing board, to study how problems 
are solved.

This was the picture painted by Sean
O’Laoire in a sweeping review of, well, almost
everything. Ireland. The world. Design.
Climate change. Cities. Health. Knowledge.
His lecture needed its capacious title
‘Convergence’.

The twin strands of thought pulling
everything together were that design needs to
be more generously defined, to embrace
‘researchers, politicians, scientists, engineers,
agronomists, ecologists, poets and
philosophers as designers’, and that designers
in practice need to think bigger – to move
away from their focus on objects and simple
problems, towards ‘confronting societal
challenges’. These are shifts that will require
designers to become more critically engaged
in society, ‘and to confront some myths,
including the myth that the market is king’. 

As things stand, designers are not often let
loose on the big stuff. They were not involved,
for example, in the debate on LUAS planning.
O’Laoire’s practice produced a strategy paper
for Dublin, Scenarios in Urban Mobility, and is
well placed to comment on the LUAS’s
shortcomings, such as the fact that the two
lines A and B do not meet, and that political
wrangling and expensive consultancy work
held progress up for years. While the LUAS is
a success as far as it goes, many opportunities
were missed. In O’Laoire’s vision, transport for
Dublin would operate more seamlessly in a
time-linked, colour-coded system with
integrated ticketing and provision for bike
compartments on trains and buses. Sensible,
achievable – but who knows whether it will
ever see the light of day. 

What’s needed, O’Laoire thinks, is a way of
applying ‘design thinking’ upstream, at the
sources of planning. So for Dublin, he
proposes:

· A single multifaceted planning and 
urban design unit, which would formulate
a 20-year master plan for the city

· A fast-track system to allow speedy delivery
of significant infrastructures

· Urban design foundation courses for local
leaders, councillors and local authority staff.

Sean O’Laoire, director of Dublin architecture firm Murray O’Laoire, was invited by the IDI to give 

the William H Walsh commemorative lecture for 2005. In a sweeping review of the state we’re in, 

he called for a deeper definition of design and a raft of new measures. 

Marion Hancock reports.

Is Rome burning? Are designers fiddling?



20 E V E N T S

Guess the brands: 
1) Magic, Family, Entertainment. 
2) Sport, Winning, Attitude.
(Answers below).

You probably got them in seconds, as did the
audience that came to hear Andy Milligan talk.

Such is the pervasiveness of branding today.
But Milligan was also here to tell us that

today’s mighty oaks were acorns once – and we
were duly amused by pictures of sorry-looking
BMWs in even sorrier showrooms of 30 years
ago. In the intervening years, has branding
gone too far?

Milligan was invited to speak in Dublin by
the Institute of Designers in Ireland (IDI)
together with Gaelite. He has a new book out,
See Feel Think Do, which suggests that ‘by
watching the way real people act in real life in
real time in real situations, we can develop
ideas that solve their real needs’. His previous
two books (Brand It Like Beckham and
Uncommon Practice) are bestsellers, and
reviewers praise his ‘refreshingly simple’
approach to a subject others have made too
theoretical. That simple approach came
through in his breezy analysis of why brands
are a good thing: if they didn’t exist, there’d
just be ‘stuff,’ and undifferentiated stuff isn’t
good for society – look what happened in the
Soviet Union!

He defined a brand as ‘not a trademark but
a central organising principle,’ and this was
nicely demonstrated by an appreciative tour of
witty American brand Geek Squad. Geek
Squad’s workforce of bespectacled
computerfixers cruise the streets in
reconditioned police cars, flash important-
looking metal badges, stick ‘crime scene’ tape
around ailing computers and depart leaving
‘Geek Squad’ footprints cast by the soles of
their specially engraved shoes. This, Milligan
observed, was ‘beautiful thinking through the
design’, and good evidence that quirky can be
mainstream – Geek Squad is the biggest
supplier of computer support in the US.

So far, so good. And is there anything that
can’t be branded? No, according to Milligan –
calling to mind Yo! Sushi founder Simon
Woodroffe’s answer to the same question: he
proposed Yo! I’m Dead! as a funeral brand.`
(Dublin’s brand consultants feel there might
be just a little unbrandable territory left –
‘perhaps love’, according to Pat Kinsley of
Neworld, ‘although Hallmark has done a pretty
good job on it’; ‘a walk in the park,’ offers
Andrew Bradley of Bradley McGurk, and ‘God’,
suggests Martin Gaffney of Designworks,
‘because nobody has ever returned from the
client presentation with feedback.’)

But while Geek Squad may exemplify a
lovable brand most people might agree is a
Good Thing, there was clear apprehension in
the audience that many big brands are ugly,
uncaring, unethical or all three. Questions

were asked about Coca Cola’s union

problems, Nike’s sweatshop scandals,
McDonalds’ health issues – surely a backlash
is coming? Milligan thought not. The fuss
about labour exploitation ‘did not affect Nike
sales one bit,’ he said – Nike claimed not to
know that its policy against child labour had
been flouted, and resolved to be more rigorous
in future. Shoppers carried on regardless.
People do care about (alleged) iniquities, but
they also suit themselves when it comes to
making their own consumer decisions.

Among Ireland’s brand practitioners,
though, there was some expectation of
backlash against an overheated and under-
thought through proliferation of brands.
Indeed Andrew Bradley thinks it has already
started, especially in convenience food
retailing. ‘People do want branded
experiences, but they want to experience them
on their own terms’, he says.

‘In the past ten years Ireland’s gone from
one extreme to another’, agrees Pat Kinsley,
‘and now people are jamming stuff down our
throats all the time’. So there will be a
reckoning? ‘I always say that a good brand is
an honest brand’, says Kinsley. ‘The brands
left standing will be those with real messages
that relate to the Irish people’.

This doesn’t mean a return to the
unbranded local shop, he thinks. ‘We’ll sit and
complain about Joe’s business going under –
we all like to say hello to Joe – but that’s not
going to save his business. We as consumers
are going to go to SPAR. The only way a corner
shop is going to survive is if it can offer
cleanliness, value and personality – then it
wouldn’t be wiped away because it would have
a good business’.

This fits perfectly with Milligan’s assertion
that branding should ‘unlock the source of
pride in a company’. It’s an idea most of us
can get behind, so it’s perhaps mysterious that
clients need so much instruction, persuasion

and handholding to go down this road. ‘I
wish I had brought all my clients along to this
talk’, said Kinsley. ‘The fact that even power
brands like BMW had to start somewhere was a
great point of reassurance. Among my clients

I’d say that there’s about 15% understanding
and 85% non-understanding of what we’re on
about. We’re sitting with all these beginners –
our clients – and on average it takes about a
year for them to say OK, let’s go for it. But
once they’ve made the decision to take that
step, they’re halfway there.’

According to Andrew Bradley it’s not just
clients who struggle to see the big picture
when it comes to branding. ‘My sense is that
designers don’t get the brand thing’, he says.
‘Designers are very visually driven and they’re
not very good at seeing things from the user
point of view because they’re not educated to
it. I’m not sure they’re that interested in
something once it’s left their desk’. By this
reckoning it’s up to the marketing fraternity to
show the way. In the Christmas

issue of IMJ Seamus Bagnall posed the
question whether communications

excellence in Ireland was ‘masking how well
the consumer is actually being served’. It’s a
good question. Everyone would like to see
brands that are beacons of quality and
integrity, not veneers of cohesion applied to
indifferent (or worse) products and services.
Ireland has no shortage of ideas, intelligent
individuals or promising startups, but it can do
a lot better at crafting the kind of branded
experiences that will still be in demand in
30 years.

Answers:
1) Disney.
2) Nike. 

This article first appeared in Irish Marketing Journal.  

Martin Gaffney, Arthur Duff, Andy Milligan February 2006

Branding The Experience 
Andy Milligan, executive director of Interbrand, talked about ‘Branding the Experience’

to a packed audience of (mainly) designers in Dublin in February.

Marion Hancock reports.
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This seminar came about through professed
interest among members in learning more
about the changing face of legislation
pertinent to design.

Hugh Kearns, Creative Strategist, writer
and designer, Andrew Parkes of Tomkins and
Aileen Eglington of the BSA gave a great
seminar to designers regarding Intellectual
Property Rights, Copyright and Trademarks,
licensing software.

Hugh Kearns spoke about the different
rights of a designer in terms of copyright – the
paternity right and the integrity right, adding
that many clients were unaware of the latter
right – the right not to have your work
interfered with or presented in a way that
might undermine your standing in the
professional community. He stressed the need
to be aware of, and to protect your rights, and,
if necessary, to be prepared to go to count to
defend them.

Hugh also generated interest by speaking of
a recent case taken by designers against a
client, where the designers’ work had been
reproduced, reconstructed and reused by the
client against the wishes of the original
creators. Despite offers of settlement, he had
advised his clients to insist that the case

should be heard in court in order to have
design rights enshrined clearly in case law, in
order to set a precedent for others to follow.

Andrew Parkes of Tomkins spoke next,
clearly defined the laws around copyright and
patenting, using visual examples of how you
can trademark everything from packaging to
colour combinations. He also explained the
registration process involved with trademarks.
Andrew described how EU law governed
applications to register designs.

A truly successful conference also needs to
court controversy as the final speaker did.
Aileen Eglington of the Business Software
Alliance spoke of the importance of licensing
software, the laws regarding illegal software
and the issues regarding designers using
software. Her rationale that creative persons
should respect the copyright of other creatives
designing software was contested by members
of the audience who cited high software
license prices as a deterrent.

During the question time that followed,
questions were asked about software, internet
protection, web design, various trademarking
queries and more questions about the pricing
of software licenses for students, graduates
and emerging companies, which

Aileen Eglington offered to look into.
The IDI would like to thank the panelists –

Hugh, Andrew and Aileen – for making
themselves available to speak and to answer
audience questions. Special thanks also go to
Griffith College and IDI member Deirdre
Doherty who arranged and facilitated the
venue, refreshments and equipment.

The seminar (capacity 40 persons) was
booked out, with a waiting list of applicants.
Due to the popularity of the event among
members, and interest from other legal and
design bodies in getting involved, the IDI will
be following up this seminar by making
available to members the content of papers
delivered at this session, and by organising
another debate on the same broad theme. The
focus of this second session is expected to
widen out the debate by focusing on European
and International legislation and bodies. 

For more information on this and other upcoming events,
please check the web-site on a regular basis at
http://www.idi-design.ie/. If you are interested in assisting
in organizing this or other informational sessions for
members, please contact Rina Whyte at idi@indigo.ie. 

Report on Intellectual Property Rights,
Copyright and Trademark seminar
On September 7th 2006, the IDI held an Intellectual Property Rights,

Copyright and Trademark seminar, in Griffith College.

Chairman Cameron Ross, speakers Andrew
Parkes, Aileen Eglington and Hugh Kearns

If the definition of a sponsorship is: where a
brand enters a commercial agreement with an
entity e.g. Ryder Cup, to build deep
connections with their audience and so gain
attention, generate awareness, drive
positioning, enhance image, grow loyalty and
ultimately increase adoption through the
association; how does the brand undertaking
the sponsorship deliver on all this? 

Global sponsorships in 2005 reached
$30billion growing to approximately
$34billion in 2006. Ireland remains ahead of
the curve in sponsorship growth reaching an
estimated ?92million in 2006. The increasing
attractiveness of sponsorship for brands to
deliver on all of the above is driven by a
number of factors:

1. Uniqueness in creating emotional
connections with audience – it is the
most emotional and personally relevant of
all media; 

2. Strategic role – major brands use
sponsorship as a lead strategy to deliver
brand / business objectives; 

3. Benefits over ‘traditional’ media through
association in addition to exclusive
exposure to a targeted audience; 

4. Most effective as part of / lead brand
vehicle in an integrated campaign;

5. Improved measurability; 

6. Increased professionalism.

The key to the success of a sponsorship is
activation – which is owning and leveraging
the association to maximize the return on your
investment by activating the sponsorship
beyond simply the placement of a logo on
posters or having a stand at an event – or
handing over a cheque! But let’s start with the
key assumption that the association is a strong
fit for a brand. If not, no level of activation will
deliver on the above definition. With the brand
fit a given, what is activation?

An example: Gyro was tasked with
positioning ACCBank uniquely amongst a
niche high net worth audience as the market
leader in delivering customer value to the
business / agri-business sectors. Sponsorship
of the Punchestown Festival was targeted due
to exposure to a highly targeted audience and
unique brand fit; specifically sponsorship of
the Champion Hurdle – most prestigious
Grade1 two mile hurdle race in Ireland. 

To take ownership of and leverage the
sponsorship to the maximum effect in a
cohesive, clever and complimentary way, the
first step was to design a logo which captured
the tone and expression of the sponsorship to
deliver unique ownership of the association.
Using the corporate colours, a highly stylized
horse head mark holds the brand name with
the brand trefold subtly conveying a horse
bridle. More than a logo, the identity is an
expression of intent to the target audience.

Furthermore, the logo behaved as a consistent
anchor across all communications in
delivering a powerful activation plan which
consisted of national and local radio and press
with a high incidence of the target audience.
Direct Mail to top customers driving retention
and repeat business, and a focused signage
strategy in Punchestown including road,
entrance, parade ring, track and the winning
post. 

A general global industry rule is the
activation plan should be at least double the
cost of the sponsorship rights. A particular
global soft drinks brand spends a ratio of 6:1
on activation – little wonder it is no.1. 

Marc Sheridan 
Gyro Ireland Integrated Brand Communications
p: +353 1 635 9119 
e: marc.sheridan@gyrointernational.com 

Sponsorships – 
it’s not about signing a cheque! 



That is just what the Centre for Design
Innovation wants to do. The first output of
their research work has just been published
which answers the big question by showing
that companies that use design are more
successful than those who do not.

Of course many people have been saying
this for a long time, not least members of the
IDI; it has even been finding its way into
policy papers:

‘The systematic use of design can offer
companies significant benefits, helping them to
differentiate their products, deliver efficiencies
and reduce costs. Firms in Ireland are relatively
weak in the strategic use of design’ 
Ahead of the Curve, Enterprise Strategy
Group, 2004. 

Sadly, this has not been supported by 
any kind of compelling proof or led to 
specific action, and this is what the Centre
wants to address.

Last October the Centre for Design
Innovation commissioned a survey of a sample
of 405 SMEs from a range of different sectors
located in both the Republic and Northern
Ireland. Weightings were applied to the data
gained from our sample as to reflect a
representation for an entire Irish SME

population. The brief of our survey was to
examine the relationship between design and
innovation and how it correlates to business
performance. The primary finding of our
survey was that Irish companies that use
design experience more success that those
that do not. The research tells us that
companies using design are less risk averse
and more likely to be developing new products
and services. It also tells us that they are less
likely to be competing on the basis of price.
The findings suggest that they are growing 
and succeeding because they are innovating
and moving. They are not waiting on the
challenges of the global economy; they are
using design to meet them head on. 

However, the research also shows that only
15% of Irish SMEs use design strategically,
that is where design is used to drive all
business activities to better understand user
needs. Despite widespread recognition that
design substantially increases
competitiveness, the majority of Irish SMEs
are either unable or unwilling to integrate it
strategically into their current business
models. There also lies the crux, the elemental
challenge facing Irish business leaders and
policymakers as they seek to push the Irish

economy up ‘the value chain’. Success hinges
on bridging the gap between attitude and
action, between understanding and exploiting
the full benefits of design led innovation.

So let look at some of the figures. For
example, 78% of SMEs that use design
brought new products and services to market
in the past three years. This compares with
just 51% of SMEs not using design. How is
this linked to growth?. 72% of business
developing new products and services
experienced growth, this is quite a bit higher
that the 56% of businesses that developed no
new products or services. When it comes to
competing, the majority of those SMEs that
are growing maintain that design and
innovation sharpens their competitive edge.
For example 46% of companies experiencing a
growth in demand for their products and
services said innovation to a great extent
enabled them to maintain competitiveness. In
contrast only 28% of no-growth companies
said the same. Similarly, 47% of companies
experiencing significant growth said design to
a great extent enabled them to maintain
competitiveness. This compares with only
30% of no-growth companies. 
When looking at SMEs that are planning to
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The Design Difference
Wouldn’t it be nice if designers were able to say to a client, a 

politician or the press: “This is the value that our work brings to you?”.



grow, the research found that these companies
are also more likely to increase their
investment in design. 21% of Irish SMEs
significantly increased their investment in
design in the past year. When looking at this
in relation to growth, it was found that 35% 
of SMEs reporting increased turnover have
significantly increased their investment 
in design. Looking ahead one year, while 
43% of all SMEs are planning to increase 
their investment in design, this compares 
with 60% for SMEs planning to grow rapidly
in the next year. 

The research also shows that some forms 
of design-use lead to more growth than others.
As part of this research we adopted a ‘design
ladder’ model to illustrate that there is an
important distinction to be made between 
the different levels at which companies use
design. The higher the step on the ladder, the
more strategic the design implementation
within a company. The research tells us that
the more strategic the implementation is, the
more likely a company is to experience growth
in demand for their products and services.
Currently only 15% of Irish SMEs have
achieved the highest rung of the ladder,
meaning that many more could be targeting
additional growth by climbing a little higher.
SMEs that strategically use design are 2.5
times more likely to experience growth in
demand for their products/services than no-
growth. This compares with SMEs not using
design. These SMEs are nearly 4 times more
likely to experience no-growth than companies
that use design strategically 
One of the most interesting findings from the
research is that the majority of SMEs attitudes
towards design is positive, in so far as they
perceive that design has the potential to add
value to their organisation. Yet very few are
unwilling or unable to implement it at a more
strategic level. For example 78% of SMEs
think that design is important for staying
ahead of the competition, yet only 15% plan
to significantly increase their investment in it.

As with most research, this research raises
more questions than it answers. Why when the
benefits of design are evident, do Irish SMEs
not use design more effectively? We don’t
know the complete answer to this question.
The research suggests a combination of
factors, aversion to risk, inadequate support
mechanisms and limited design and
innovation capability both within companies
and nationally. This we do now – in the global
context, the Irish economy is becoming less
competitive: our ability to differentiate our
products and services is declining. How much
longer can we ignore the ‘design difference’
and the value and benefits that it offers?
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Eye, the international review of graphic design
Packed with inspiring images and incisive writing, Eye is the essential quarterly
magazine for anyone interested in graphic design and visual culture. Every issue of Eye
features interviews and profiles; history and polemic; with regular contributions from
acclaimed writers as well as world leading practitioners.

IDI members offer*
We are delighted to announce that the IDI has teamed up with Eye magazine, the
international review of graphic design. Members can now benefit from a special
subscription offer to Eye. An annual collection of Eye for just €83, a saving of 15%.
For full details of the offer please call +44 (0)208 606 7500 or email
subscriptions@haynet.com quoting reference EYEIDIM6. 
www.haysubs.com/eyeidim6 

IDI student offer
Students visiting the IDI can also subscribe to Eye for the fantastic student price 
of €68.60, a 30% discount on Eye's subscription price.* 
For full details of the offer call +44 (0)208 606 7500 or email
subscriptions@haynet.com quoting reference EYEIDIS6. 
(proof of college place required) 
www.haysubs.com/eyeidis6
* offer ends 31 December 2007

Contact at Eye
Victoria McDougall
T: +44 (0) 208 267 4914
E: victoria.mcdougall@haymarket.com

The Centre for Design Innovation is the National centre of excellence for the research,
understanding and promotion of the effective use of design. Its research programmes
focus on delivering compelling proof of the tangible and intangible impact design can
have within Irish businesses and the public sector. 

Complementing this academic research is an action-based learning programme called
Innovation by Design. This will be implemented as a pilot among a portfolio of companies
in the Northwest of Ireland. The programme will provide design tools and methodologies
to participating companies to enable them to innovate more successfully. The output will
be a range of high quality case studies that tell a much more human story of the impact
that design can have within organisations; these will form the basis of ongoing advocacy
to raise awareness amongst policy makers and managers.

What is the Centre for 
Design Innovation?

www.designinnovation.ie

Contact information
Toby Scott – Director of Centre for Design Innovation  
T:+353 353-71-91-55496, 
E: toby@designinnovation.ie

Research questions should be directed to: 
Dr. David Tormey, Research Manager, 
T:+353 353-71-91-55496, 
E: david@designinnovation.ie 



Eye in Focus:
An Interview with 
John Walters
by Steven Heller
July 18, 2006

Founded by editor emeritus Rick Poynor, EYE
came into being at a very critical time in
graphic design history: it was the beginning of
the digital revolution, which propelled the so-
called Postmodern aesthetic and
Deconstruction movements. It was a time
when type and layout experimentation was
fervent, and literary and other
communications theories raised the
“discourse” of graphic design. For the past
seven years, John Walters has been the third
editor of EYE (following Max Bruinsma), and
for the past seven years, has assumed
editorship following a unique period of
discovery and controversy. On the occasion of
the 60th issue Walters talks about EYE's
history and what he has done to both preserve
its legacy and make it relevant today. 

Heller: It is a little awkward for me to do
this interview since I've been an EYE
contributor since its launch. But now that EYE
has reached its 60th issue (and now that the
magazine also has a new publisher, publishing
house and art director, Simon Esterson) I
believe this is a propitious moment to reflect
on the magazine's contributions and look
ahead to its future. 

Walters: Well, graphic design is always
interesting, even between so-called
movements and revolutions. From my point of
view, EYE is always at the center of a quiet
storm of ideas and proposals and extraordinary
work of all kinds. Even when my in-tray is
filled of catalogues and posters with nothing
but bad illustrations, or ungrammatical copy
set in 8 point Univers or a “cool new brand”
that's neither cool, new nor a brand, there's
always something interesting to focus on,
whether it's a music website, or graffiti in Sao
Paolo, or Mexican protest posters, or a new
way of looking at the sports pages, or (dare I
say it) Nazi type. 

Heller: Do you maintain a distinct editorial
philosophy? 

Walters: Yes! 
Heller: How does it differ from that of your

predecessors? 
Walters: My editorial philosophy—and the

way it differs from that of the earlier editors—
is best expressed by the contents of EYE from
No. 33 to the latest one [No. 60]. It's like the
song: “It's not what I say, it's what I do.” 

Heller: Hmmm. Well, that does say a lot,
but for the benefit of our readers can you
reduce this to a few sentences? 

Walters: No, but I'll try to explain my
“philosophy,” which is that editing EYE is not
all that different from editing any good
magazine or journal. My job is to find stories
that will interest my readers, and to tell those
stories in words and pictures. The difference is
that most of my readers are graphic designers.
I'm aiming to show and tell our readers
something they don't already know, or to tell a
familiar story in a new way. Harold Evans once

said that the news is something that someone
doesn't want you to know. 

Now EYE is not a news mag; the quarterly
frequency precludes that. But I do want it to
reflect current practice and contemporary,
critical thinking about design. And I want to
express this in language that is accessible to
the average person, and to designers for whom
English is their second language, so we do our
best to avoid jargon and slang. And though we
do include historical pieces and archive
images, I'm looking for subjects that have a
contemporary relevance, that have
significance for what's happening right now,
such as the piece about the pre-history of
motion graphics in EYE 60, or Social vision,
the feature about wartime safety posters in
EYE 52. 

Heller: Rick Poynor makes a distinction
between design “journalism” and design
“criticism,” between reportage and analysis.
How do you see this playing out through in
EYE's editorial philosophy, and is it a
conscious divide in your editorial program? 

Walters: I don't think it's a divide so much
as a continuum. All good journalism contains
a critical and/or skeptical element. The most
simple, sympathetic interview requires a
critical edge in order to provoke interesting
responses from the interviewee, and to assure
the reader that he’s not just reading a press
release. I see a lot of “news writing” in the
trade press that goes along the lines of: “X has
left Y to pursue a new role at Z.” That's not
journalism; that's a parish newsletter! 

We need journalists who can look and
analyze, and designers who can write. It's a
tough one. To go back to your question: good
criticism requires a sense of journalism so that
we still learn about the subject even when we
disagree with the analysis. And without
criticism, journalism becomes PR. Rick is a
good journalist, and that's part of the reason
why he's such a great critic. 

Heller: Unlike most of the other design
magazines in the United States and U.K. in
the early ‘90s, EYE attempted to lead a new
“discourse,” not simply report on styles and
trends, even to the point of antagonizing some
of its readers. Where do you think this
discourse has gone throughout your tenure? Do
you believe designers are still interested in
manifestos and saber charges, or has that
activist streak worn itself out? 

Walters: When I talk to readers about EYE
and the reasons they value it, they often use
the term “timeless” which is interesting when
you consider how transient graphic design can
be. But when you look at back issues, it's
often the adverts that look really dated, while
the articles don't. 

I like the polemical articles, but they're only
one part of what the magazine has done over
the years. If you get too caught up in the
squabbles and rivalries of particular scenes
and moments, you can lose sight of what we
really like in graphic design and visual culture,
and I think we are defined more by what we
like than what we criticize. Nobody likes
criticism, though none of us is above it.
Sometimes what passes for “debate” is little
more than a slanging match—people who feel
hurt hitting back at their critics.

"Good criticism requires a sense of
journalism so that we still learn about the

subject even when we disagree with the
analysis. And without criticism, journalism
becomes PR."

Heller: Which raises the question of where
EYE fits into the propagation of visual culture,
vis a vis graphic design. Is graphic design an
expansive enough field to truly influence the
culture apart from typefaces? And how has
EYE addressed this under your tenure? 

Walters: Graphic design is a hugely
influential and significant part of
contemporary life, but this is not always
understood within the culture at large. Look at
the patchy way graphics are covered on TV and
in newspapers. The web is actually much
better, so I see some of design's renewed
energy coming from the pleasure that ordinary
people take in images and typefaces—on
blogs, photo-sharing sites, even MySpace. For
better or worse, the web is creating a whole
new kind of visual literacy. 

How can EYE (and I) address this? Our
audience hardly needs convincing about the
importance of design and designers. One thing
I've been keen to do in recent years has been
to look at visual culture outside design, and to
examine some of the issues behind design:
ethics, social concerns, readability, sexism,
racism, education and so on. I'm not making
any great claim for originality in doing this. All
the editors I admire keep their magazines
fresh by looking outside—and deeper inside—
their core subject. 

Also, our readers expect the magazine to be
eclectic, to surprise, to go beyond what's in
the other design titles, to change from issue to
issue. To fulfil readers' expectations, I have to
challenge them, too (while staying within a
well established editorial structure).

"I see a lot of “news writing” in the trade
press that goes along the lines of: “X has left Y
to pursue a new role at Z.” That's not
journalism; that's a parish newsletter!"

Heller: None of the EYE editors have been
designers. You, in fact, come from a music
background, co-founded UNKNOWN PUBLIC,
formerly a magazine in a box, now a CD-book,
and write about music for The Guardian. How
has this influenced how you view graphic
design? And by extension do you edit EYE
solely as a graphic design magazine? 

Walters: EYE is first and foremost a
magazine for graphic designers. I never forget
this, and my readers don't let me forget it
either. The great thing about designers,
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however, is that they have a very broad range
of interests and reference points, both
professionally and personally, that go way
beyond the notional borders of design:
vernacular restaurant signs, Richard
Hamilton, graphic scores for music, Manga,
EYE charts, Crumb's life drawing ... sex,
drugs, rock 'n' roll, the universe and
everything. 

As far as editing a magazine goes, it's not
all that different from being a record producer,
a bandleader or an arranger—things I used to
do before becoming a journalist. 

Heller: During your tenure, what has excited
you the most as an editor? What issue or
article do you feel has made the most
impression or started the most controversy? 

Walters: That's a really difficult question:
they're all great! And the latest is always the
greatest (to quote Kali Nikitas). By the time it
goes to press, you've become committed to
even the most problematic article. The
“special issues” (like 38, 40, 45, 53, 54 and
so on) are hard work, but really satisfying to
pull together around a central concept, and I
know that some pieces strike a nerve, like
“First Things First 2000” (33), or the “Brand
Madness” pieces in 53, or Judith Williamson's
“Retro-sexism” (48) or “Mexico '68” (56).
Time pressures mean that I don't write as
much as I'd like, but I've enjoyed interviewing
designers such as Terry Jones and Gerard
Unger, and profiling Steve Byram, for
instance.

Perhaps I should stress that I don't edit EYE
to indulge my personal tastes and obsessions.
I got several of my personal favorites out of the
way early on, with Phil Baines's great piece
about the UK road signs (34), Peter Blake
(35), B. S. Johnson (36), GTF (39) and Neville
Garrick (41). I often edit from a position of
innocence—there's a subject of which I'm
skeptical or ignorant and I want the writer to
argue their case in our pages and convince me
and Simon (our new art director), and
therefore our readers, that this subject matter
is worth caring about, is worth the space. 

Heller: Who is your audience? Or stated
another way, who do you want to reach with
EYE? 

Walters: Graphic designers. People who like
graphic design. Ideally a broader, visually
literate readership that realizes the huge value
and creativity of design—particularly when
compared with other areas of endeavor. But
designers keep the magazine alive—in every
sense. I'm happy about that, because I've
always liked designers as co-workers,
collaborators and friends. 

Heller: What do designers offer you that
other professionals do not—and I'm not
talking about layout services? 

Walters: I've worked on mags for other
professionals, and they all have their merits,
but I admire the can-do approach of designers,
the way they pull everything together, the way
they combine specific creative talents with
more general life skills, the way they integrate
theory and practice on a daily basis. 

In "LA art school," the profile of Alex
McDowell in EYE 60 , Malcolm Garrett notes
that with digital technology, the design studio
is now at the very heart of the film-making
process. This is true in many other areas of
endeavor. Designers have to take on many

roles, which means that they have to know a
lot, and do a lot, and they have to collaborate
in a meaningful and generous way with all
kinds of other people. And it doesn't mean
they have to change their job description. They
can do all manner of things while remaining,
at heart, a graphic designer. 

Heller: Since we've ascertained your
audience, do you feel you are making contact? 

Walters: The feedback—through emails,
phone calls, random encounters, sales and
subs—is good. And I have a lot of confidence
in my writers. Whether it's asking Alice
Twemlow to write 6,000-plus words about
decoration (EYE 58) or Peter Blegvad to write
a few hundred words about the Nobel Field
installation (EYE 60), I know they're going to
deliver. 

Heller: You are basically a one-editor and
one-art director show, so what goes on in your
head when planning your issues? 

Walters: I could write a 2,000-word essay
about that. There's only one thing more
exciting than planning an issue, and that's
completing an issue. And I have to balance
that with the day-to-day duties of being the
editor, which means going to circulation
meetings, opening the mail, correspondence,
phone calls, website meetings, mailing out
copies of the magazine to contributors who
didn't get the one the mailing house was
supposed to send out four weeks ago, and so
on and so on. There are days when it seems
like everybody wants a piece of me, so my
brain can get pretty fried holding on to the
detail of what will make the next issue work.
So what's going on in my head is pretty
complex, but the end product is edited,
distilled from a large number of ideas and
words and images. In the future, perhaps 
we'll organize a "brain-cam" so that really
obsessive readers can see how the new issue 
is shaping up. 

As for being a one-ed/one AD show, that
means that Simon Esterson and I can make
big decisions pretty quickly when it comes to
molding each issue into its final shape. There
are times when it would be good to delegate a
little more, but a two-person team can be very
streamlined and effective. To grab a record
business analogy, it's a bit like when an
arranger and an engineer work together as a
production team—you can play to each other's
strengths. 

But we're at the sharp end of a pretty
impressive “virtual team” of writers,
academics, and the all the designers who
contribute images. Nick Bell, who designed
the magazine from issues 27 to 57, is still on
board as our "special consultant," and EYE
founder Rick Poynor writes eight “Critique”
columns a year—plus other reviews and
features. Then there's my regular sub-editor
Deborah Burnstone, plus several other
freelancers contributing editorial expertise,
picture research, etc., and designers Jay
Prynne and Kuchar Swara, who work at
Simon's studio. And of course the great
Anthony Oliver, who has been EYE's
photographer since issue one, volume one. 

Heller: EYE is a well-produced quarterly
magazine. In the UK you run up against
Creative Review and Grafik. In the United
States, your competition is PRINT,
Communication Arts, and STEP Magazine.

How do you feel you compare to these popular
journals? 

Walters: Difficult to say. You could say that
there's competition from IDEA, GRAPHIS,
Baseline, IdN, I.D. Magazine, HOW and DOT
DOT DOT too. They all have their merits. But
what we do is quite different to all those
magazines; I don't see a direct competitor.
However we are competing with all those
magazines for subscriptions and sales and
advertising and website hits—maybe for
hearts and minds, too. My advice to anyone
reading this is to get the others occasionally
but take out a subscription to EYE. 

Heller: I know your answer to this, but I'll
ask anyway. With so many publications
increasingly turning to the web, and with
design blogs cropping up, why do you believe a
magazine is not an anachronism? 

Walters: Didn't people talk like that about
CD-ROMs? There are those who thought TV
would make print redundant, too. The web is
already making a certain kind of journalism
anachronistic, but that's the way technology
works. Drum machines didn't so much put
drummers out of work, as redefine the role of
the drummer. Desktop publishing changed
things profoundly, but magazines are still
here, and my belief is that a magazine like
EYE, with its high production and design
values, is a strong argument for print. I know
from many direct and reported conversations
that people love the feel of EYE, the smell of
the ink and paper, the tactile pleasure of
opening a new “box-fresh” copy. I have to
make sure that the editorial content lives up to
that! 

Heller: Last year EYE was bought by
Haymarket publications. How has and will this
change the tenor of the magazine? 

Walters: Haymarket is bigger and more
ambitious than Quantum, EYE's previous
owner, and it wants titles that are both leaders
in their fields and of the highest quality. EYE
is small compared to some of its other titles,
but we fit well within its portfolio: we are now
part of a new division called Haymarket Brand
Media. (At Quantum, we were part of the
company's Hospitality division, alongside
titles such as Hotel & Restaurant, Pub Food
and The Publican!) 

Since Haymarket bought EYE (in May 2005)
we've been able to introduce a discount
scheme for students. There are plans afoot for
a mini-conference / debate, a photography
supplement and other “brand extensions.” Our
circulation is rising in a pleasing manner. A
few people rang me when EYE was first
acquired last year, asking: “Are they going to
change the content?” In fact the new
publishers let me get on with it, with no
editorial interference at all—they're working
hard on the non-editorial aspects: advertising
revenue, sales, distribution, making the
website more effective, and increasing
circulation, all of which are so necessary for
the long-term health and security of the title.
© Steven Heller & John L. Walters

About the Author: Steven Heller, co-chair of MFA Designer
As Author at School of Visual Arts, is the author of Merz 
to Emigre and Beyond: Avant Garde Magazine Design 
of the Twentieth Century (Phaidon Press), The Education
of a Comics Artist co-edited with Michael Dooley 
(Allworth Press), The Education of a Graphic Designer,
Second Edition and The Education of an Art Director 
(with Veronique Vienne) (Allworth Press).
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When we say "Revolution" we don't mean a real
one were there's fighting on the streets,
Fighting on the streets doesn't seem to be
working or having the desired effect like it
used to, but in a sense there is a fighting spirit
behind what we are trying to achieve here at
Candy and SweetTalk.

We could be forgiven for thinking we're in
Battle-mode, it is a challenge of sorts, against
the run of the mill so to speak.

Instead of us wielding a large red flag atop 
a barricade and proclaiming thefreedom of our
future we are taking the considerably less
stressful route of just emailing our party
faithful, sending links and information that 
we think will virally rouse the populace into a
frenzy with side effects ofjoy, rapture and the
odd exclamation in an office of busy
workers,Hopefully a remark like "YES-This
Candy thing is brilliant" or "Look at that",
That's our modus operandi, our Goal.

The PDF has been around for a while now, 
at least ten years since itsinvention and as 
we know all too well Necessity is the Mother 
of Invention.

Richard Seabrooke after one of his famous
sleeps woke to the sound of a ringing bell over
his head, it had come to him that the simplest
way to showpeoples amazing work from all
over the world, multi-disciplines ofIllustration,
Design, Photography anything that looked like
the creator had been touched by the hand of

God himself [Herself ] was to put into a PDF
format intended to send finished artwork from
designer to printer or designer and client and
make it available to everyone.

As easy as its may seem that was the start 
of Candy, a simple idea in a simple format
spreading more simple ideas. The results have
been spectacular for all concerned.

We have just published The
Girlpowershopping Issue which is a marvellous
number 7 with a list of artists and creatives in
every issue that would cover 2 pairs of arms, 
If you walk through the issues you will see
such Luminaries and Heroes, People like
Glen E Friedman, Michael C Place, Tim Biskup,
Paul Seawright, Ros Shiers,TADO,
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Oliver Jeffers and many many more too many
to mention here.

Its like we have struck oil in a barren desert
of car-parks and head offices

Of course not content with just a magazine,
Our off shoot project SweetTalk is in its 22nd
incarnation and is the physical tactile side of
the Candy idea, Just like the magazine it has
an informal attitude done well and presented
with good will, the object being to meet again
these amazing creatives and hear what they
have to say about their own work, usually in
Dublin we host these events in the Sugar club
but recently we are branching out and events
have happened in Copenhagen, Belfast,
Limerick, London with Dates in New York,
Berlin already signed off with SweetTalks
penciled in for Beijing and Oslo.

The scale and detail of work inside both
projects accompanied by the interviews to
back the visual is simply overwhelming and
this is thanks to all the artists who agreed to
be involved, the contributors and of course
Seabrookes tenacity to finish the job.

But then Something we feel is about to give.
As the printed magazine industry centres on a
more Dumbed down content, heavy laden with

advertising and information seemingly taking
secondary status, Candy imagined itself truly
independent and with the PDF as the vehicle
for this idea we could go beyond the
boundaries of display units in the traditional
way of selling magazines but instead reach
desktops of computers everywhere, there is
evidence that major strides are being taken in
the realm of E-zines and magazines are taking
a new shape, we've been right there from the
start and hope to stay right alongside for
whatever time it takes.

As the online market increases confirming
all along what we thought was going to happen
it more importantly has enabled us to deliver
new information about what we thought is
important, Creativity!!, the process of
creating, the people behind the creations and
instantly and with minimum fuss, deliver it to
your desktop.

The PDF is cost effective with no physical
printing costs so that as a business model is a
good start regarding overheads, getting it to
people is easier now than ever, the revolution
actually happened with the invention of
Internet and availability of information is 
a key tool for us to move on as people and 

as intellectual beings.
Candy strives to bring to you the most

innovative and interesting creativity from
around the globe, its a labour of love with a
grand amount of good will that has seen this
kernel of an idea really grow into something 
we are proud to be associated with, its been
emotional.

Aidan Kelly / Candy
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Rather than be the only measure of the Week
we felt that it was very important to widen the
base and, as you know, last year we brought 
all the design bodies and other potential
stakeholders on board to share in the
opportunities and the responsibilities. 
The result was a week of great intensity with 
a much more professional structure to it, in
terms of management and presentation. We
were very lucky to have been able to partner
with the Dutch Design event and all the spin
off that it generated. Conor Clarke, with his
inimitable presence, made this possible along
with the Dutch Embassy. It was hugely
stimulating and acted as a very interesting
counterpoint to our own design output. It was
also the occasion to bring Minister
O’Donoghue on board with all the attendant
spot lights. The possibility of linking with
other design groups in future Design Weeks
will be a priority. As usual so much happened
through the generosity and enthusiasm of a
great team, in the great IDI tradition, however
this is not a long term option for an event of
this kind and we will certainly be seeking more
concrete support and funding from the
appropriate bodies – who are they I hear you
ask! All will be revealed.! We now know that
prayers, pieces of string and selotape are not
legal tender!

Hopefully you all benefited from some part
of the Week and it will continue to be a priority
to have stimulating events for the various
professional design disciplines. The response
from so many was how challenged they were
by experiencing other disciplines! It is also a
great opportunity to promote awareness of all
aspects of the value of design to a much wider
audience who are all, in some way or other,
patrons of design – be it the cornflakes packet
or the latest home entertainment system!. 
This is a slow burn but will grow. This is the
platform from which to reclaim the much
maligned term “Design”. We are also keen 
that potential new designers are exposed to
the possibility of the different disciplines and
the creativity day has been a resounding
success in this regard.

As with all babies, you love them to bits and
want the best for them. We look forward to the
time when this baby will be doing its own thing
as a grown up – and maybe inviting us out for a
drink!. Nappies might have been disposed of
by now – thank God – but there is still a good
bit of growing yet so we will are keen to receive
any amount of good parenting advise from you
all, who might have lots more ideas and
experience to draw on.

Arthur Duff
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‘The Foreign Affairs of Dutch Design’. It seems
like a strange title for an exhibition, but when
you realise it comprised of work done by Dutch
designers for foreign clients, or in some cases
multinational clients based in Holland, then it
made sense. In many ways it was a refreshing
show of work; no nominations, no awards, no
sour grapes – just a showcase of the very best
in Dutch visual communication, product and
spatial design. Clear, cascading typography by
Thonik explained the work on a beautifully
designed display system by Gilian Schrofer.
And it wasn’t just flat graphic panels, real
products were there; the Senseo coffee maker,
the Bugaboo pram from ‘Sex and the City’ and
the Sexy Relaxy chair by Richard Hutten. It
was inspirational. It made you glad to be a
designer. With your head full of ideas you
wanted to get back to the studio and do better.

The exhibition was an initiative of the
Association of Dutch Designers (BNO), the
Dutch Design Foundation (Premsela) and
supported by EVD, a division of the Dutch
Ministry of Economic Affairs. Over the past
one-and-a-half years the exhibition had been
to London, Cape Town, Berlin, Amsterdam,
Budapest, Munich and finally Dublin.

There are 46,000 designers in the
Netherlands and they contribute €2.7 billion
to the economy. This is no accident, the
number of jobs in the Dutch creative sector
grew by 25% in the past ten years due to a
government policy which fully embraced the
power of design, both culturally and
economically.

We were very privileged to get this
exhibition to Dublin. Andrew Fallon suggested
the idea to me and with the help of Bert van
der Lingen and Ruth Connaughton at the Royal
Netherlands Embassy we made it a reality. It
took a year of careful planning and the
commitment of a small group of motivated
people, in particular David Smith (IADT), 
Ian Doherty (ICAD), Arthur Duff (IDI ) and
Shane O’Toole (Irish Architecture Foundation).

Foreign Affairs was a catalyst for a whole
series of satellite events – talks and 
workshops by Koeweiden Postma (Graphics),
Kesselskramer (Advertising), MVRDV
(Architects), Warehouse (Multimedia),
Natasha Drabbe’s Re-f-use (Sustainable
Product Design) and a showcase of
contemporary furniture design by
Hella Jongerius and Marcel Wanders.

These events added a distinctly orange
flavour to DesignWeek 06 which for the first
time in its ten year history stepped up to
international status. And what a week it was!
The Dutch events attracted over 2000 people.
Wim Crouwel turned up along with 100 or so
invited guests at the excellent ‘Exhibition in
Mono’ organised by Image Now in association
with on-line design store Blanka, and that was
before Design Week had even officially
started. 140 people at the opening of Foreign
Affairs with a further 750 visitors over the
course of the week, 220 people at 

Painting the town orange
By Conor Clarke



29D E S I G N W E E K

The Morrison for Koeweiden Postma and
Kesselskramer, 800 people at the Gaiety 
for a mesmerizing and truly inspirational
presentation by Winy Maas of MVRDV
Architects, 70 people at NCAD for Warehouse
Multimedia, 100 people at DIT for Natasha
Drabbe’s lecture on sustainable product
design, 60 people at IADT for Gilian Schrofer’s
lecture on exhibition design and a huge
turnout for the ICAD Upstarts exhibition at
Creative Inc., notably attended by
Jacques Koeweiden and Hugo van den Bos.

For once our many creative clubs – ICAD,
IDI, GDBA, RIAI and the Irish Architecture
Foundation – came together under one banner
to showcase creativity. Everybody was into it
and everybody had a part to play. I can’t
remember a more positive buzz around the 
city for things creative.
Once again it took the Dutch to provide the
vision and inspiration. In one way or another
they have been prodding us into action here
since the early 1950s. It was therefore very
gratifying to hear an Irish Government Minister
finally acknowledging the contribution of

Jan de Fouw to the Irish creative 
landscape. And indeed heartwarming to see
Norman Mongan acknowledging the immense
talent of Piet Sluis at the screening of Oranje
& Green at the Netherlands Embassy.

It was a Design Week to remember. I hope
we can do it again, but it will be very difficult
to find the same support and commitment we
received from the Dutch in putting it all together.

The success of the Foreign Affairs exhibition
could be mirrored here by a positive showcase
for Irish creativity. ICAD, IDI and the GDBA
have their award shows and they have an
important role to play in raising standards, but
we are not seeing a representative showcase.
Many are tired of creative competitions.
Perhaps it is time for an exhibition that simply
celebrates Irish creativity and sends a positive
message to our government about the cultural
and economic power of design.

Conor Clarke is a Director of Design Factory. 

Dutch Design;
Talking to Marcel Wanders
By Eleanor Flegg

To mark its tenth anniversary, and with help
from the Royal Netherlands Embassy, Irish
Design Week went international in 2006 with
an impressive calendar of events that included
the travelling exhibition, The Foreign Affairs 
of Dutch Design. ‘The exhibition is focused 
on objects that were designed for foreign
clients or that were a huge success abroad,
like the Haircare range from Remington or 
the Philishave from Philips,’ explained
Natascha Drabbe of the Dutch design
foundation. ‘You have to remember that 
Dutch design isn’t just about witty conceptual
designs, it’s also about the ordinary objects
that people encounter in their everyday lives.’

The Dutch may have succeeded in the
design of unglamorous everyday objects, but
they’re equally distinguished in cool and
famous design. Among their superstars,
Marcel Wanders is close to the top of the pile.
He was voted designer of the year 2005-2006
by the Elle Decoration Design Awards and his
designs are on display in illustrious places like
MOMA, New York. Wanders is probably most
famous for his Knotted Chair (1996). It
became, as Wanders describes, ‘an icon of
warm and romantic design.’ The chair is made
from knotted rope that has been impregnated
with epoxy resin and hardened. The chair is
surprising because the material that you
expect to be soft and pliable is actually rigid
and can support weight. It’s also cocking a
snook at design snobbery because the knots
are created using macramé – that terminally
un-hip eighties habit of creating horrible
objects in knotted rope. 

There’s an element of the unexpected in all
of Wanders work, but he doesn’t like to call it
humour. ‘I’ve always been sceptical about
jokes when it comes to designing products.
Jokes are funny the first time, the second time
they are not so funny, and the third time they
are not funny at all. A piece of furniture must
have a long term value, it’s not something to
loose interest in, but a if product is truly
innovative it will have an element of surprise. 
I make you believe that you know the answer –
but really the answer is the opposite of what
you think.’

Wanders’ VIP Chair is an example. ‘It looks
like an elephant, more or less immoveable,
with big thick legs. The surprise is that, when
you push it, you discover that it’s on wheels
and moves really easily. The feeling that you
get when you experience this resembles that
warm feeling that you get when you hear a
joke, but it’s more subtle and more lasting. 
It’s like an unexpected welcome.’

The Knotted Chair wasn’t included in 
The Foreign Affairs of Dutch Design, which
concentrated on twenty-first century designs,
but its successors were on display. These
include Wander’s Crochet Table (2001) – 
a perfect white cube of rigid crocheted fabric –
and the innovative Carbon Chair (2004),
which Wanders designed with Bertjan Pot. 
The chair, which weighs just over 2 lb, is one
of Wanders favourites. ‘The chair is made of
carbon fibre, a plastic associated with aircraft

Continued overleaf >
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technology. It’s as soft as lace, but very strong.
If you harden the material you can use that
strength,’ Wanders explains. ‘I love it because
it’s functional and user-friendly, but also
because it’s economic. I’m an industry
designer. I want the designs to be there for the
world, but you have to start with the limited
edition handmade work to develop the ideas.’

Wanders also has a collection of limited
edition pieces ‘Wanders Wonders’ that are only
available from his own studio. These include
the amazing Snotty Vase (2001). The Snotty
isn’t just inspired by snot – the design is
based on a 3D scan of airborne mucus. The
vase, which costs a staggering 1,500 euro,
comes in five different versions with names
like Influenza, Pollinosis and Sinusitus. Each
version is an exact replica of sneezed particles
caused by the particular ailment for which it 
is named.

‘It’s visually beautiful and emotionally over-
the-top,’ says Wanders. ‘We took a guy who
was sneezing a lot and used 3D scanners to
find the form in the fluid matter that was
flying around. When we had captured these
shapes on computer, the information was sent
to a laser centring machine. This is something
like a three dimensional printing process,
where a shape is created by thin layers of
plastic dust melted together by laser. It’s
fantastic because you can make any form that
you can think of. It’s a process that combines
craft with super-hi tech work, so in a way it’s
breaking down the barriers between craft and
design and industry. I love to break down the
things that divide us because I don’t think that
they’re necessary. I try not to be a revolutionary
designer – I don’t give a damn about that – but
it’s important to be evolutionary.’

More information on this can be obtained from
www.design.nl and www.premsela.org. 

Eleanor Flegg is a writer with an interest in design. 
She is a columnist with the Sunday Times and a 
regular contributor to the Irish Arts Review.

This article has resulted from an informal
discussion in IDI Council when interest was
expressed as to how Showcase is now
performing – having always had a very good
reputation – and to introduce it to the broad
base of IDI membership.

I am a jeweller/ designer who exhibits at
Showcase – the Irish international craft, gift,
fashion and interiors fair which has been a
platform which has successfully launched
Irish craft, design and giftware to overseas
buyers in particular for 31years. Showcase 
is organised by Showcase Ireland Events on
Behalf of the Crafts Council of Ireland and is
renowned for the high quality of its exhibitors.
The show has always attracted considerable
retail and corporate buyers; thus making
Showcase a valued fair for all involved. 

However, in recent years, and very
noticeably in Showcase 2007, I and my
colleagues – in Source and in larger Irish
companies have noticed what seems to be 
a considerable drop in buyer numbers –
resulting in a lack of business for those
exhibiting at the show. This may be the result
of changes in the requirements of the market
place. The number of exhibitors dropped in
Showcase 2007. Less manufacturing now
takes place in Ireland. This however does not
entirely account for the present situation.

Sadly, one approach which appears to have
occurred to resolve this downturn in exhibitor
numbers is to be less discriminating in the
quality of some new exhibitors accepted.
Buyers who attended the last Showcase
noticed this and were disappointed. This
means that the renowned Showcase brand 
is in danger of being diluted and taking on 
a different identity. It is therefore time for 
a rethink.

The Irish consumer has a great awareness of
good design and quality and enjoys buying it. 
Great product /gift/jewellery and textile design

is available from Irish manufacturers and
designers – requiring various avenues for
exposure to the market place. The present
situation is resulting in Irish buyers attending
fairs abroad and avoiding Showcase.
Consequently, Irish designers and producers
are exhibiting in greater numbers in Europe
and further afield, where there is great
exposure to buyers from all over Europe and
elsewhere. While I consider that developing
the export market by visiting the market
concerned is necessary, it is depressing that
Showcase which was once the epitome of
quality of manufacture and design could lose
its edge and leave exhibitors vulnerable. 

It would be wonderful to have a more
focussed fair with clearly defined display areas
in some of the following areas or variations as
may be decided: Design forum, gift, jewellery,
interiors, textiles, craft, food, imported
product etc. The layout of the show requires
careful consideration – with the needs of both
exhibitors and buyers to be taken into account.

To exhibit is expensive – and is the cost is
only justified if the quality of the show and
consequent marketing and promotion of it
reflects this and the requirements of the buyers.

I look forward very much to the future 
at Showcase.

Breda Haugh MIDI – is a jeweller/designer currently
completing orders from Showcase 2007. Other areas 
of work have included designing for the manufacturing
jewellery industry in Ireland and developing and
producing unique jewellery for the National Museum 
of Ireland – based on some of their artifacts.  

Showcase – 
A Vehicle to  Promote Irish Design

The IDI Council commissioned me to create a
lapel pin suitable as a corporate gift. The brief
was to design and develop in sterling silver a
the lapel pin based on the IDI logo.

Design options were presented to the
Council; from which one was agreed, and the
prototype pin was developed. The Cad Cam
process was utilised for some of this process.
The pins were cast in sterling silver and
finished, polished and textured in my studio.
The surface and recessed areas are textured
with the sides highly polished. 

As this was a corporate gift, good
presentation was important. A box was
sourced in a suitable blue with reference to
the IDI colour. Small explanatory labels -
which were designed by graphic designer
Andrew Williams – were inserted into the
boxes with each pin.

The pin has been presented to all past
presidents at the event in Farmleigh on
December 8th 2006. It was also presented to
Senator David Norris and Noelle Campbell-
Sharpe on December 8th 2006 in the Origin
Gallery , Dublin at the IDI Auction, and to an
Taoiseach, Bertie Ahern, at the event in the
National Museum to launch the Frank Ryan
Bursary on February 1st 2007 

This type of item is very important for 
the IDI to have as it assists in establishing 
the brand fully and promotes design in a
professional way.

Design of the IDI Pin
By Breda Haugh



Róisín Gartland, well known in the fashion
industry for her couture leather garments, is
perhaps less well known for her artwork. Last
year Róisín, who obtained her fine arts degree
from iadt Dun Laoghaire, held her first solo
exhibition from March 27th to April 6th in
Misery Hill Gallery, The Tower, Pearse Street,
Dublin 2.

Róisín represents one of many specialist
designers who are exploring different elements
of their creativity. This was common in other
periods of history when many artists were also
product designers and illustrators.

The theme of the exhibition was expressed
in the materials and tools of her business- the
leather trade, as well as in ceramics and
bronze casting. As Róisín says in her
explanation of the theme of the exhibition;

“I inherited approximately 3000 pairs of
hooks and eyes from my father, who was a
furrier. These stayed on a shelf in my studio
for several years. Occasionally I incorporated
them into garments. My ultimate desire was to
utilise them in some way to mark their journey
from the old workshop, from my father’s time,
to my own… In this exhibition, the simple
hook and eye shapes are the basic elements
used to map the flux of life as it moves from
one phase to the next. They have become a
visual language, used to express joy, tension,
harmony and balance…The ceramics are a
vehicle for impressions of the tools and the
hooks and eyes, thus creating footprints in the
fired clay of the archaeology of the family and
the relationships within it. The clay conveys a
transient feel, but this is deceptive – the firing
makes for solidity…Leather is used both as a
support and a binding material. The bound
pieces take the form of uncoiled suspended
swirls that interconnect in pairs or hang
singularly…Movement is captured in bronze
interlocking twists that are both playful and
durable. These are originally formed by
dipping shapes made from twisted tissue
paper into hot wax. These shapes transform
from solid to liquid and back to solid again,
before taking up a new form entirely when the
wax has hardened, trapping the final
movement” 

The writer Michael O’Loughlin made 
the following points in his introduction to 
the exhibition.

“These images have a curious effect. We 
are the first generation for whom, thanks to
microscopic photography, the image of our
own essence, the machine that generates us,
has become almost a visual cliché. But in this
work, they are seen anew, as if the material
has found this form by itself, a form which 
was inherent in it, and which expresses it. 

There is something primeval about the
furrier’s trade. After all, its handiwork can 
be seen on the earliest known cave paintings.
Fundamentally, we are wearing the skins of 
our fellow creatures, in order to assume their
qualities, both practical, in terms of
protection from the elements, and more
intangibly, to assume their other qualities.
It is no accident that Venus wears Furs. 

Her use of leather in many of the pieces is

functional, as it is a pliable and durable
material. But it also gives a strangely
shamanistic atmosphere.

Her ceramic work is full of strings and
threads, again material inherited from her
previous life. But with those photographic
images imprinted in our visual memory, we
can see them as microscopic pictures of
chromosomes. They leave fossil-like prints
when burnt away in the kiln, just as the
genetic code imprints the raw earth we are
made of, to be fired by experience. 

The ceramics, sculptures and installations
as a whole give the impression of a distinct
personality systematically generating an 
image of itself, in obeisance to unknown but
implacable rules. Whichever form she uses,
her work carries the aura of true art.”

The exhibition, which was opened by
Professor Brian Maguire – NCAD, was very 
well received and Róisín was happy with the
resulting sales. Since the exhibition ended
work has been shown at; the Access to Arts
gallery, ‘Aniké’, Longford Place, Monkstown,
Co. Dublin. Pieces of her work were auctioned
by the IDI in the Origin Gallery in December
2006

Róisín is now developing her creative 
work in a further direction as well as working
on new designs for her couture work.

Photography by Stephen Moran.

Breda Haugh MIDI is a jeweller/ designer currently
completing orders from Showcase 2007. Other areas 
of work have included designing for the manufacturing
Jewellery industry in Ireland and developing and
producing unique jewellery for the National Museum 
of Ireland-based on some of their artifacts. 
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Hook and I; 
an exhibition by IDI member Roisin Gartland

Bombay Sapphire glass
Now in its fifth year, the Bombay Sapphire
Glass competition’s popularity with emerging
designers continues to grow with more and
more countries from around the world taking
part. This year, 26 countries will be
represented in Milan, including: Belgium,
Canada, China, Czech Republic, Denmark,
France, Germany, Hong Kong, Ireland, Italy,
Japan, Malaysia, the Netherlands, Norway,
Poland, Portugal, Russia, Singapore, South
Korea, Spain, Sweden, Taiwan, Thailand,
Turkey, the UK and USA.

Many IDI student members have entered
the competition and Cameron Ross MIDI 
and Barry Sheehan MIDI have been involved 
in the Jurying process with other judges
Brian McGee, Nicola Connolly, Eoin Lyons,
Sinead Christian and John Rocha. 

Waterford Crystals' involvement has made 
it possible for the students to see their work
produced by an established manufacturer 
and has also taught them about process and
the technicalities of designing for production.

The IDI look forward to further involvement
with Bombay Sapphire in 2007.

Tara Whelan with her winning glass Ripple 2006

Professor Brian Maguire and Roísín Gartland

‘A Bronze Pair’ Roísín Gartland work



IDI Creative Axis welcomes
contributions from members 
and non-members. Articles for
publication should be sent to: 

Rina Whyte, Executive Officer,
Institute of Designers in Ireland,
The Digital Hub, Roe Lane, 
Thomas Street, Dublin 8

T. +353 (0)1 489 3650
F. +353 (0)1 488 5801
E. idi@indigo.ie.

Whilst every effort is made to 
check the accuracy of information
contained in the Newsletter, the 
IDI cannot accept responsibility 
for errors and omissions. 
The views expressed by contributors 
are not necessarily those of the IDI.

Section representative 
contact details:

Exhibition & Interior Design 
/ Architecture

Celine Cummins MIDI
propshop@eircom.net

Maria MacVeigh MIDI
086 172 7042
mariamacveigh@ireland.com

Product & Industrial Design
Arthur Duff MIDI
t. 01 855 8070
arthur@duff-tisdall.ie

Breda Haugh MIDI
01 670 5438
bredahaugh@eircom.net

Fashion & Textiles
Angela Woods MIDI
t. 01.636 4277
awoods@ncad.ie

Education
Deirdre Doherty MIDI
t. 087 123 5186
deirdre.doherty@gcd.ie   

Kieran Corcoran MIDI
t.01 402 4141
kieran.corcoran@dit.ie

New Media
Derek Brady MIDI
t. 01 6789992
derek@webfactory.ie

Karen Hanratty MIDI
t. 01 400 5028
karen@pixeldesign.ie     

Television & Stage Design
Carol Coffey MIDI
t. 01 2084150
carol.coffey@rte.ie     

Design Management
Andrew Bradley MIDI
t. 01 2020 535
andrew@bradleymcgurk.com

Martin Gaffney MIDI.
t. 01 668 8235
martin@designworks.ie     

Visual Communications
Barry Bodeker MIDI
t. 01 203 3800
barry@firstimpression.ie

Paul Kelly MIDI
t. 048.9032 0663
paul.kelly@avb.co.uk

paper assist ...

t h e  m e d i u m  i s  t h e  m e s s a g e

Unit 7 Bluebell Business Park
Old Naas Road, Dublin 12

t 01.450 0303
f 01.450 0316
e info@paperassist.ie

A comprehensive and
versatile range of quality
speciality and commodity
papers from Italy.

Samples and specifications
are available from:

Thank you to all who made this edition of Creative Axis possible.
Thanks to all our contributors, our sponsors, the IDI Council and IDI Officers.
Special thanks to our designer, Paul Kelly of AV Browne

CALLING ALL
PHOTOGRAPHERS
The IDI have urgent need of

photographers to document the

many design events organized. 

All photographs will be credited. 
If you want to get involved, please e-mail Rina at
idi@indigo.ie.

WG Bairds
(Printers) 
AD to be

placed here

WANTED!
IDI members who are interested 

in getting involved in revising 

and publishing documents

relating to Best Practice in the

various design disciplines. 
Volunteers please contact Rina at idi@indigo.ie. 
We need your help!
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Forthcoming events 
IDI Interior Seminar 2007  
date to be confirmed

IDI Best of Design Exhibition
Carlow IT – June 2007

Frank Ryan Student Bursary

IDI Design Awards 2007
– Call for Entries to be issued June 2007

– Deadline for entries will be Fri. 31st August 2007

Design Week 2007  
5th -11th November 2007

IDI Charity Art Auction  
Friday December 7th 2007

Obituary
It is with great sadness and deep regret that
we post news of the sudden and tragic death
of our dear friend and colleague, Alastair Eves
of Invest NI.

Alastair suffered failing health during the
past nine months and had been on sick leave
since last October. Tragically, Alastair died
suddenly last Saturday afternoon – 14th April.

As Head of Invest NI’s Design Group,
Alastair played a pivotal role in promoting the
benefits of design in business, he worked with
the Institute of Designers in Ireland on many
of our Design Awards and North / South
initiatives. Always the engineer, he combined
logic with lateral thinking and mastered the
art of creative problem solving. 

May he rest in peace.






