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Why Join IDI?

The Institute of Designers in Ireland is the professional body 

representing the interests of Irish designers. We are an all-island 

organisation with approximately 350 members.

By becoming a member, you will benefit from:

• frequent opportunities to network with design professionals, 

within and outside your discipline

• a listing of your profile and contact details in our printed annual 

as well as in our online directory

• news on design events listed on our website and in this 

members’ publication; Ratio

• support and advice on professional best practice, including 

access to codes of professional conduct and conditions of 

engagement

• access to our database of members

• invitations to a wide range of design events, including the 

annual Design Awards

• membership of a professional design institute affiliated with 

global design representative groups and recognized by the Irish 

government and state bodies

For information on membership visit www.idi-design.ie

www.idi-design.ie

Welcome:
Dear IDI Members,
As we make the transition from 2010 to 2011 may I extend my best 
wishes for the year ahead to all of you. It is hoped that this year 
presents numerous exciting and prosperous opportunities for you 
to explore as 2010 was yet another particularly challenging twelve 
months for designers in Ireland. 

While I readily admit that my personal experience working in third 
level education may not be the same as working at the coal face of 
the design industry, where the deteriorating economy has placed a 
huge burden and pressure on employers and employees alike, we too 
have been feeling the sustained financial chill.  However, with the 
publication of the Hunt Report the future landscape of our education 
system is about to change. In relation to design we can only hope 
that the imminent change is for the better. It is up to all of us to 
ensure that our opinion is acknowledged. Through ongoing strategic 
development the IDI can become a more potent mechanism to 
influence design education at all levels in Ireland.

Design education will be affected by a series of recommendations for 
new institutional alliances and alignments, as well as a new rational 
for strategic research support. The current economic imperative will 
reshape a new educational vision for the future and we all have a 
contribution to make in this regard. All of the recommendations will 
be directed at providing a leaner more appropriate education system 
for future economic, social and cultural growth. Design educators 
will be asked again to re-evaluate and redefine their degree 
programmes to create a new high quality/high value education 
system but within a new low cost model.  If only design received the 
same level of interest and support as has been afforded to scientific 
development over the last two decades.

Increased levels of dialogue between the design industry and 
academia is essential at this time. Our industry needs to become 
more innovative and more sustainable. A deeper pool of talented 
designers needs to be nurtured from first, second and third level to 
provide the industry with highly qualified, experienced, graduates 
capable of more rapidly developing our design and manufacturing 
sectors. The Hunt Report surely asks more questions of us than 
provides immediate solutions to current issues we are striving to 
overcome. How Irish design as a creative and practical industry 
responds will help shape future career paths and employment 
opportunities for generations to come. The potential mass exodus 
of talented designers leaving Ireland must be arrested through job 
creation within the sector. In this regard the IDI has a role to play.

Over the last few months an executive committee has held a series 
of strategy meetings to discuss how we develop the IDI in the 
immediate and long term future. These meetings have been used not 
only to redefine what we do and how we do it, they have primarily 
been used to create a new vision of the future that places the IDI 
at the forefront of the design sector. The outcome from this process 
is extremely important because so many new design networks have 
been established in recent years. All of these design networks are 
vying for the same space and funding when a shared vision is now 

necessary. At our AGM in April we plan to open a more widespread 
discussion for all our members to participate in the debate. However, 
I encourage each and everyone you to contact me now if you feel you 
have something to contribute.

Finally on a more positive note, it was terrific to meet so many of 
you at the various design events that have taken place since the 
IDI Design Awards in late October. The IDI has done a terrific job in 
promoting multi-disciplinary professional design through a variety 
of gallery exhibitions in recent months. The Cream of Irish Design 
and the Design Tree shows were particularly interesting. The WH 
Walsh lecture by brand consultant Tom Blackett was insightful and 
provocative. I would like to extend our thanks to Martin Crotty and 
his colleagues at BFK for helping to support the IDI by organisation 
of this public lecture. By all accounts the pecha kucha slide share 
event in Limerick was great fun and inspirational. The 24 hour 
website design challenge was also a tremendous success. The 
continued professional development lectures organized by G6 in 
December and February were very well attended and particularly 
useful. It was an honour for me to be able to participate in the 
organisation of a number of graduate design exhibitions in Cork and 
currently in Dublin. 

All of these events and activities provide you with a chance to get 
out and meet fellow IDI members and to share your interest and 
passion for design. Our council meets every month to discuss and 
plan future activities that will be of interest to the various design 
disciplines we represent. If you would like to volunteer to help 
develop and arrange events in the coming months please do not 
hesitate to contact me. Ailbhe is also in the IDI office should you 
want to make suggestions for networking activities in the year ahead.

Best wishes for continued success in 2011.

Derek McGarry, 
President

Derek McGarry MIDI

President, Institute of Designers in Ireland
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News:
Frank Ryan Award 2010

G6 Series

IDI Recommended

The Ideal Home Show

The Frank Ryan Travel Bursary Award 
for 2010 was made to Nick Barker. 
Nick graduated witth Bes in Industrial 
Design 2008. He then went on to 
work in Billings Design Associates 
from June 2008 to September 
2009, whilst studying a part time 
sustainable design innovation course 
at Carlow IT. He then went on to do 
a Masters in Industrial Design at 
Warsaw Academy of Fine Arts, Poland 
from September 2009 -September 
2010. Nick is now studying a full 
time Business development course 
with the Bolton Trust/DIT.

Nick travelled to Poland to gain the 
insight and knowledge they have 
of manufacturing. His idea was to 
manufacture products out of waste 
material.

He chose to study the trees that were 
being cut down by the equivalent of 
the county council and had various 
concepts of the kinds of furniture and 
products that could be made from the 
cut down trees. Eventually as a team 
with PG13 (a polish design group) 
he came up with a puzzle product 
and exhibited it in 3 different parts 
in Poland, Warsaw, Lodz and Poznan. 
Every second weekend he organised a 
trip to some new part of Poland, some 
of which used traditional methods 
of furniture, some communist, 
some funky and some modern, 
including a trip into the Ukraine as 
he was particularly interested in the 
communist furniture.

After a visit to a furniture factory 
in Lodz, he changed his focus to 
making more sustainable products. 

He organised meetings with some 
Irish Factories where he collected 
some of their waste to make some 
working proto types. During the 
course he entered a competition 60 
green minutes, sponsored by RX3 and 
enterprise Ireland, it was for people 
who made products out of Irish waste, 
where he received a special mention.

His collection of six strong products 
he submitted as his Masters Project. 
His project was selected by the 
Warsaw college to be exhibited at the 
coming out exhibition in the Chopin 
Warsaw Airport from the 25th of 
November to the 7th of January.

He set up a business concept called 
upcycle with the help of Bolton 

Trust and DIT, The materials are 
being collected by school children 
through the eco schools initiative, 
Symbiosis programmes and the waste 
created whilst manufacturing in Irish 
Factories this will enable him to 
assemble 1000 skipping ropes in the 
docklands innovation centre which he 
hopes to bring to market. 

Nick’s award has provided another 
example of how the Frank Ryan 
Travel Bursary work’s to broaden Irish 
Design by enabling Irish Designers 
to travel abroad to gain international 
design related experience.

IDI members Barry Sheehan and Con Kennedy are running 
a monthly series of lectures and seminars held in Room 
G6 in DIT 40-45 Mountjoy Square, Dublin 1.
 
The third lecture in the series takes place on Wednesday 
March 9th, entitled ‘They named the company after me: 
How and why I staRTÉd a Design Practice’ and features 4 
prominent design professionals from various disciplines.

All G6 Series events start at 6.30pm, the second 
Wednesday of every month and admission is free.

For further information visit http://www.g6series.com join 
the Facebook page http://on.fb.me/g6series follow on 
Twitter @g6series or email g6series@gmail.com

The Institute of Designers in Ireland have a new addition 
to our website. The IDI Council representative’s for each 
discipline have recommended books and DVD’s which you 
can buy directly from the IDI’s site in conjunction with 
Amazon. Now you know what to get the design students 
and professionals in your life for whatever the occasion.

IDI designers in much demand again 
at THE IDEAL HOME SHOW 2010 IDI 
Dulux Interior Design Advice Centre 

IDI designers and Architects were 
back on the IDI Dulux advise centre 
again this year providing their expert 
knowledge to members of the public 
at the Ideal Homes Show at the RDS 
on the 22nd – 25th October 2010. 
More popular than ever there was 
also an advice centre in the new Ideal 
Homes Show Cork. Many thanks go to 
the designers who took part who were, 
as always, creative, enthusiastic and 
professional.

The expert panel was made up of:
Declan Kirwan MIDI  
www.djkdesign.ie 

Declan O’Donnell MIDI  
www.odkmarchitects.com 

Geraldine O’Brien MIDI  
www.designsense.ie

Jenny Coughlan MIDI  
jencoughlan@gmail.com 

Ann-Marie McCarthy MIDI  
www.macinteriors.ie 

Karen O’Rourke AIDI  
info@conceptdesigninteriors.com 
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World Design Capital
Bary Sheehan MIDI

What is World Design Capital?
World Design Capital is a biennial 

designation awarded on foot of a 

competition held by the International 

Council of Industrial Design (ICSID) 

on behalf of the International Design 

Alliance (IDA). The award is not a ‘status’ 

designator but recognition of innovative 

cities that most effectively and creatively 

use design as a tool for social, cultural 

and economic progress. The inaugural 

World Design Capital was Turin in 2008; 

Seoul holds this year’s designation and 

Helsinki will be WDC2012. The appointed 

city hosts a programme of events over the 

course of the designated year. 

The 2014 competition was launched by 

ICSID on the 4th November 2010 with a 

submission deadline of 31st March 2011.

Who is making the WDC bid?
Dublin City and County Councils in 

collaboration with the Irish design 

community are spearheading the initiative. 

Ali Grehan, Dublin City Architect and 

her colleagues have consulted widely 

amongst the design community and have 

commissioned a bid document to be 

prepared for the submission.

Why is Dublin making a WDC bid?
The aim of the initiative is for Dublin to 

make a compelling bid for World Design 

Capital designation and through the 

bid process develop projects which will 

create lasting changes to the benefit of 

the city and country. The initiative could 

unify and strengthen the Irish design 

community and make it more effective as 

a driver of innovation.

Winning this bid will have direct benefits 

for tourism and for our international 

reputation. Turin was the inaugural 2008 

World Design Capital. Turin experienced 

more visitor numbers in 2008 than in any 

year in the last 50 including 2006 when 

it hosted the Winter Olympics. Turin is 

now identified and recognised as a major 

Italian design city. This title was exclusive 

to Milan, despite Turin’s greater output in 

industrial and manufacturing design. The 

World Design Capital designation was an 

opportunity to showcase this activity and 

consolidate Turin’s design reputation.

Much has been spoken and written 

about the need to develop Ireland as 

a Smart Economy and the key role the 

creative industries can play in achieving 

this. For the World Design Capital bid to 

contribute to the development of Ireland 

as a Smart Economy would be a success 

in its own right. 

Everyone involved in the process to 

date recognises that while it would be a 

significant achievement for Dublin to win 

this competition, the overwhelming value 

will be found in the process of making a 

bid. Dublin would benefit from the bid 

preparation through building the city’s 

design capacity and infrastructure, raising 

awareness of the potential of design to 

drive innovation, economic growth and 

communicating the value of good design.

Who is preparing the bid? 
Following a year of preparatory work, 

the final phase of Dublin’s bid was 

launched in Dublin’s City Hall on the 

28th September 2010 and the dedicated 

website www.pivotdublin.com went live.

After an open competitive tender, 

Red&Grey Design, Emma Curley 

Architects and Areaman Productions 

along with Linda King of IADT have been 

appointed to prepare the bid document. 

The document is due for completion in 

early March 2011. 

Many different design areas will be 

showcased in the bid ranging from 

architecture, graphic, interaction and 

fashion design, to animation, landscape 

craft and furniture design. 

What is the theme? 
The bid strategy envisages Dublin 

as a pivot point through which there 

is a continual flow and exchange of 

knowledge, skills and resources. It sees 

us leverage the networks and connections 

of the Irish Designers at home and abroad 

to guide the development of innovative, 

appropriate and effective solutions that 

help address needs. It sees us in turn 

distribute newly developed skills and 

solutions to places of need, again through 

our networks. This ambition underpins the 

bid theme, ‘Pivot Dublin – Becoming a 

world Design Capital’.

What are they saying about the bid? 
Ali Grehan, City Architect says that design 

is the bridge between creativity and 

innovation.  “Creativity and design are the 

key drivers of innovation, and innovation, 

in turn, is a key driver of productivity 

growth, so there is a strong business and 

economic case for preparing this bid”.  

“The aim of this initiative is for Dublin to 

make a compelling bid for World Design 

Capital designation.  The bid process 

is nearly as important as achieving the 

designation as it will allow us to develop 

projects that will create lasting changes 

to the benefit of the city and country.  In 

submitting a bid, Dublin will compete 

with at least 50 other cities worldwide. 

Some cities are recognised globally 

as centres for world class design with 

comprehensive design infrastructure.  

Dublin is not recognised as a centre for 

world-class design – however, we have the 

ambition, imagination and resources to 

become one”.

“This bid is a really ambitious 

undertaking and I’m supporting it 

wholeheaRTÉdly.  It’s a great opportunity 

for Dublin and Ireland. Only good can 

come from designers across all sectors 

and industries, linking up and learning 

from each other”, says designer Orla 

Kiely, member of the Bid Advisory Panel. 

EU Commissioner for Research, 

Innovation and Science, Maire Geoghegan 

Quinn has publicly announced her 

support for a bid by Dublin.  There is 

a consensus at European level that 

design skills and design industries are 

fundamental to achieving a vibrant society 

and economy. 

“Cities determine national 

competitiveness. Cities that value and 

apply good design in the way they think, 

plan and act, are better cities”, says 

Lord Mayor Gerry Breen.  “It would be an 

amazing achievement for Dublin to win 

this competition, but whatever happens, 

the overwhelming value will be found in 

the process of making the bid.  It will 

allow us to build the city’s design capacity 

and infrastructure and raise awareness of 

the potential of design to drive innovation, 

economic growth and communicate the 

value of good design”.   

Where does the IDI fit in ?
The IDA comprises three design 

organisations all now based in Montreal: 

Icsid, Icograda and the IFI. The IDI 

has played strong roles in each of these 

organisations;

Mary V. Mullin was Icsid Executive Board 

Member 1975 – 1977 and Icograda 

General Secretary 1987-1999. Raymond 

Kyne was an Icograda Board Member 

from 1981-1987 and President 1983-

1985 and Denis Handy was IFI President 

from 1995-1997.

The Icsid congress and general assembly 

was held in Dublin in 1977 and the 

Icograda World Design Congress was held 

in Dublin in 1983. 

The IDI has been asked to and has 

agreed to support the bid. As well as 

participation by numerous IDI members 

in the workshops and seminars that took 

place the IDI together with other Irish 

design organisations and individuals, 

are closely involved in the process. The 

process of developing a strong bid will 

lead to greater recognition for Irish design 

and designers. A successful bid will 

further strengthen this position.

How can I make a contribution? 
You can contribute towards Dublin’s World 

Design Capital bid in the following ways:- 

Pledge your support on Facebook to show 

the judges that people in Ireland are 

behind the Bid –  Pivot Dublin

Promote your idea for an initiative or 

activity that could be undertaken if Dublin 

is successful – visit www.pivotdublin.com 

and email your ideas 

Organise events celebrating and focusing 

on Design; the more events that can be 

referenced in the Bid, the better we can 

show the diversity of support and interest 

in the city.

Volunteer to help with the Bid, by 

registering on www.pivotdublin.com

The author acknowledges the 

contributions of Ali Grehan, Dublin City 

Architect who provided much of the 

information for the article.
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The week began with the launch of 

Design Week in the Wood Quay Venue at 

the heart of Dublin City. The speaker was 

Wayne Hemingway. Wayne founded Red 

or Dead with his wife Gerardine and has 

continued to develop his ideas with the 

establishment of the Vintage Goodwood 

festival and as well as developing a multi 

disciplinary practice looking at social 

housing developments. A bright and 

engaging speaker, Wayne continued the 

tradition of world-renowned designers 

opening Design Week. In 2011 we hope 

to have an Irish designer of equal status 

to open the week.

Once again events took place all around 

the island with new and unusual events 

taking place in Belfast and Limerick with 

more events taking place in Waterford 

Cork. Louth and Tullamore.

In Tullamore, Noel Joyce and others 

organised an exhibition called Design 

Hub, which was opened by the Taoiseach, 

Brian Cowen. Student Creativity Day also 

took place in Tullamore. The event was 

a great success with about 100 students 

taking part.

In Cork Marc O’Riain continued to develop 

Design Week with a series of films and 

an exhibition of the IDI Graduate Design 

Awards in the Wandsworth Quay Gallery.

In Louth Meet the Makers-Wall Art 

allowed designers to exhibit and talk 

about their work to the general public and 

collectors, whilst in Waterford the “Vision 

for our Future” event looked at ideas that 

may soon shape our lives.

In Belfast a variety of events took place 

including the launch of Gaeltique a 

network dedicated to maximizing the 

economic profile and potential of minority 

languages in the EU and an event which 

examined the rebuilding of Bombay 

Street with a focus on the potential of the 

design community to act as an agent of 

regeneration and social improvement.

Tracy Fahey organised numerous different 

events in Limerick including talks by Tom 

Foley and Joanne Hynes and an exhibition 

of knitwear.

The Cream of Irish Design displayed the 

work of several Irish Designers creating 

furniture. IDI members Garvan DeBruir, 

Chao Chen, Arthur Duff and Shane 

Holland hosted a most enjoyable event 

that was very well attended.

Events were not confined to all day 

workshops or evening events. Each 

lunchtime for the five weekdays the RIAI 

hosted separate talks on buildings that 

had won recent design awards

The William H. Walsh memorial lecture 

took place in the ChaRTÉred Accountants 

House at breakfast time and Tom Blackett 

was interesting and engaging. It was 

great to see such a large audience of 

non-designers. The aim of Design Week 

is to attract an audience from the general 

public who utilise our designs, the 

business community who commission our 

design services as well as the designers 

themselves. The event fulfilled the wider 

brief perfectly.

The event was followed immediately 

afterward by Reform 10 in the Science 

Gallery, which showcased sustainable 

design, and its growth in Ireland. The 

event involved talks and workshops and 

was commented extremely favourably 

by many of my students who attended. 

Reform has been held since 2005 and is 

one of the mainstays of the week.

 

Con Kennedy organised a seminar in 

Room G6 in DIT Mountjoy Square called 

“How I became a designer”. The event 

gathered together six speakers who spoke 

about their personal experiences in 

becoming a designer from fascinations 

with Lego and Comic Books to careers 

that developed into designing for Film 

and TV. The event was a big success and 

has led to a development of the talks 

called the G6 Series.

Further events can be seen at www.

g6series.com as well as on Facebook.

Design Week involves a complex series of 

relationships between numerous design 

organisations, collectives and educational 

bodies across the island. This year we 

established a successful relationship 

with Dublin City Council and other Local 

Authorities such as Louth Offaly and 

Waterford City Councils and Enterprise 

Boards. This is crucial if we are to fulfil 

our remit and take design to the public, 

the ultimate drivers of our industry.

2010 was a good year for other design 

festivals such as Open House and Offset 

and we also developed strong links with 

both. With the World Design Capital bid 

we also hope to develop and promote 

design events throughout the year. 

The model Design Week uses is one 

of user contribution. Individuals and 

organisations organise separate events 

across the island and the Design Week 

committee identifies and promotes them. 

A common criticism of Design Week is 

that there is too much on. However our 

aim is to promote a large volume of events 

in order to achieve scale. Although design 

is recognised by designers as being 

important that is not always how the rest 

of society sees it, often viewing design as 

at best marginal to societies interest. Our 

aim is to promote design so that it begins 

to be seen as being fundamental to the 

success of the national economy as well 

as our social and cultural psyche. We do 

endeavour to separate out major events 

to avoid critical clashes and with events 

taking place from morning to evening 

across the week. 

Design Week events are mostly free and 

organised on a voluntary basis. They 

were numerous and varied targeting 

different audiences in different locations 

throughout the island. Design Week 

does not just happen. It is designed, it 

is implemented and it is reviewed. Then 

it is re-imagined all over again. To all 

volunteers and sponsors who make it 

happen we say thanks. We welcome all 

feedback regarding Design Week 2010 

and suggestions for improvements to 

Design Week 2011. You can email us at 

admin@designweek.ie

Design Week 2011 begins on the 31st 

October.

Design Week 2010
Design Week 2010 in association with Crown Paints

Design Week 2010 was successful in terms of growth in events and locations and 

the amount of positive publicity created for designers and the design industry. 

But as Design Week continues to grow we encounter more obstacles and teething 

troubles. This year we lost our sponsor in late summer and were delighted that Crown 

Paints picked up the baton and ran with it. Successful sponsorship is more about 

relationships than money and in this respect we had a most enjoyable week with our 

expectations being significantly exceeded. 
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Good morning, ladies and gentlemen,

I must say that this is a bit of a ‘first’ for 

me. I’ve never spoken quite this early in 

the morning before, and it’s a strange 

feeling rising to my feet without a glass of 

something fortifying at my elbow!

Ah well, we all have to adapt. I was reading 

the obituary of Viktor Chernomyrdin, the 

former Russian prime minister, yesterday. 

Apparently he was famed for – and I quote: 

“inarticulate, mumbling speeches, said to 

be due to the fact that a taboo on swearing 

in public deprived him of 30 per cent of 

his normal vocabulary.”

As Martin will tell you, I’m a great rowing 

fan. Every week I take to the water with 

a group of old boys, at London Rowing 

Club. The average age is around 65, so 

I’m a youngster. Our oldest member is 

a chap called Robbie van Mesdag, and 

Robbie is 80.

Now that name might be familiar to one 

or two of you here. Robbie was President 

of Trinity College Dublin Boat Club for 

many years and apart from his other 

achievements, he rowed for Holland in 

the 1952 Olympics. Now I mention this 

not just to brag, but because several of 

my friends were at university here, and I 

had the very dubious pleasure of sharing 

a flat in London with them, back in the 

early 1970s.

None of this has anything to do with the 

subject of my talk this morning, which 

is ‘Brand Abuse’. And I realize of course 

that it’s completely unclear whether 

I mean abuse of brands or abuse by 

brands. And to be honest with you, at 

the time of writing I wasn’t sure myself. 

In fact I’m still not sure, so I’m going to 

talk about both – and also a little about 

a favourite hobbyhorse of mine: abuse of 

the brand word.

I’m going to do a little straw poll. Please 

put your hands up if you’ve ever bought a 

branded product or service and have felt 

thoroughly let down at the result.

And for those who felt let down, put 

your hands up if you ever bought that 

brand again. That’s what the great Dr. 

Johnson called “A triumph of hope over 

experience”.

Well, you’re not alone. Just about 

everyone has been let down by a 

reputable brand at some point in their 

lives – whether it’s a cancelled flight or a 

failed holiday firm, or a fly in the soup at 

your favourite restaurant, or a vital part 

missing from your Ikea chest of drawers.

Or when the England football team just 

totally fails to show up at the World Cup 

finals.

It’s part of the human condition to expect 

– and cope with – disappointment in life. 

But don’t we all feel that much more 

affronted when a favourite brand lets us 

down? It’s like being betrayed by a close 

friend. 

But of course it’s doubly bad if it puts 

your job on the line. Think of the poor, 

honest folk – there must have been some 

– who worked at Enron, a business with a 

totally fictitious balance sheet and a set 

of accounts signed off by mighty Arthur 

Andersen.

Arthur Andersen went down shortly after 

Enron, taking thousands of jobs with it. 

It was one of the most respected names 

in the business world, but its reputation 

just couldn’t cope with being found guilty 

of criminal charges in relation to their 

auditing of the company.

And their consulting side: formerly 

known as Andersen Consulting? They’d 

changed their name the previous year to 

Accenture. They had to, because of rules 

about separating accountancy practices 

from their consultancy cousins. They 

must have been thanking their lucky 

stars. Until, that is, they hired Tiger 

Woods – and I’ll come back to Tiger later.

Here’s some more abuser-brands.

Design Week 2010

On Friday the fifth of November 2010 Tom Blackett delivered the Institute of Designers 

in Ireland William H Walsh Commemorative Lecture at ChaRTÉred Accountants Ireland 

in Dublin. There follows a full transcript of his lecture.
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Do you remember Toyota’s brake failures 

last year? That particular saga seemed 

to drag on forever. At one point Toyota’s 

share price dropped 20% and the 

Chairman apologized publicly for this and 

the product problems.

Then there were Apple Mac’s exploding 

batteries and BA’s Terminal Five fiasco.

Well, you could say that some of these 

examples are just ‘peradventure’ – bad 

luck. Others are good old-fashioned cock-

ups. And others are sheer criminality, 

designed to swindle shareholders. But 

there are also examples of long-term, 

systematic abuse by brand owners 

where they deliberately exploit customer 

goodwill and trust. What I’m referring 

to here is this thing called ‘skimming’, 

where brand owners quite deliberately 

reduce the size of the chocolate bar – not 

so you’d notice, mind, but enough to 

bring down the cost of manufacturing – 

while keeping the price to the same.

And it’s where the distiller reduces the 

alcoholic strength of their product from 

40% ‘alcohol by volume’ (ABV) to 37.5%, 

again keeping the price unchanged. This 

takes them into a lower excise bracket 

and they can cream off the extra margin. 

“They won’t notice”, they say; but they do. 

Consumers aren’t fools – they know when 

they’re being ripped off, and their regard 

for the brands concerned diminishes.

And while we’re on the subject of abuser 

brands, you’re all waiting for me to 

mention another well-known airline, aren’t 

you? Well, I won’t – not by name, anyway 

– I want to get out of here alive. The fact 

that this particular airline is one of the 

biggest European carriers and is a very 

successful business means that they must 

be doing something right. OK, so their 

charging system is pretty opaque, and 

customer care – by their own admission 

and by their own actions – is not very high 

on their agenda; but customers come 

back for more.

Perhaps it’s all to do with expectations: 

regular passengers probably don’t have 

many so they’re not really disappointed. 

It’s the first-timers who complain most 

bitterly because despite all the negative 

publicity this airline has received, they’re 

deluded enough to think that they’ll be 

treated with a modicum of respect.

And it has to be said that the Chief 

Executive of this particular airline is quite 

brilliant at playing the pantomime demon. 

He must revel in all those rumours about 

charging you to use the loo and about 

standing seats – although nobody has 

said yet that they’ll be putting standing 

seats in the loo, which would be taking 

customer unfriendliness to new heights.

Apparently, the said Chief Executive 

arrived at a hotel in Dublin and went to 

the bar and asked for a pint of Guinness. 

The barman nodded and said, “That 

will be one Euro please, Mr. O’Leary.” 

Somewhat taken aback, O’Leary replied, 

“That’s a very competitive price.” And 

handed over his money. “Will you be 

wanting a glass with that?” enquired the 

barman. And while we’re on the subject 

of airlines and their attitude towards 

passengers, do you remember Sabena, the 

Belgian carrier now mercifully dispatched 

to that great hangar in the sky? The joke 

used to be that Sabena stood for “Simply 

Awful Bloody Experience. Never Again!”

You’ll have noticed that I haven’t 

mentioned BP yet. Has BP been guilty 

of brand abuse? I don’t know. President 

Obama seems to think that a company 

called British Petroleum has, and so does 

the green lobby.

There’s been much talk about how the cost 

cutting and outsourcing that went on under 

John Browne, the last chief executive but 

one, had a negative effect on safety and 

that this caused of the Deepwater Horizon 

disaster and others. And I read the other 

day that BP has been fined 760 times by 

the US’s Occupational Safety and Health 

Administration for safety violations. In 

contrast, Sunoco and Conoco-Phillips, who 

are both leading US oil companies have 

eight citations each, and Exxon Mobil has 

only been fined once.

I’ve also read, in mitigation of BP that 

they don’t have the cosy relationship with 

the Feds that the other big US companies 

do. But a disaster is a disaster, and the 

BP brand’s been very badly damaged. It 

wasn’t deliberate, it wasn’t cynical: BP 

acted decisively to stop the flow – and 

honourably to compensate those who were 

affected. But criminal charges may follow 

if negligence is proved. (And if you’d like 

to read some more about the damage 

that’s been done to the BP brand

then I recommend you get a copy of the 

latest ‘Journal of Brand Management’. 

There’s an interesting article there 

by Professor John Balmer, of Brunel 

University).

Now I want to talk about abuse of brands. 

Abuse by whom, you ask. Well the 

supermarkets of course.It wasn’t so very 

long ago that the brand manufacturers 

believed they had a divine right to 

monopolise the consumer relationship. 

What they completely overlooked is that 

consumers are retail customers, and 

that no matter how extensively the brand 

manufacturers advertised and promoted 

their products this is essentially a 

monologue: it’s the retailers who conduct 

the dialogue, and it’s the retailers who 

own the relationship.

Cue private label.

Depending on whom you asked in the old 

days, private label was either a great boon 

to hard-pressed shoppers, or an act of 

larceny. But private label – which was once 

just a cheap alternative to manufacturers’ 

brands – now offers real choice to 

consumers, and attractive margins for the 

retailer. And I think that even the brand 

manufacturers acknowledge nowadays 

that private label is a dangerous but quite 

legitimate competitor.

Retailers like Sainsbury’s led the private 

label charge in the United Kingdom. 

They introduced their own brand versions 

of products across a wide range of 

categories. This activity grew to a point, 

in the early 1990s, when Sainsbury 

own-label products represented over 60% 

of all the products their stores carried. 

Enough, said the consumer, rather than 

improving choice you’re reducing this. It’s 

all getting a bit boring.

And it’s true that in their drive to ramp up 

private label sales the supermarkets de-

listed many smaller brand manufacturers. 

To survive, these manufacturers turned to 

supplying the supermarkets with private 

labels, transferring much of the margin 

they would have made to the retailer, but 

reducing substantially their marketing 

costs. So it’s an ill wind that blows 

nobody some good. 

Well, private label’s here to stay. I’m told 

that market share in Europe is as much as 

40–50% of total sales, and in Switzerland 

it’s 55% (no comments about ‘boring’ 

please). In the US and Canada it’s around 

22% and growing; and in Latin America 

it’s around 10%. In Asia, it’s just 3% of 

sales but large retailers like Carrefour and 

Tesco are entering the region and this is 

likely to push it higher. 

And the supermarkets are taking private 

label marketing very seriously indeed. 

There was a report the other day that 

the UK’s Asda plans to spend around 

130 million Euros on its ‘Chosen by You’ 

label. They’re re-designing the packaging 

across the range and introducing some 

500 new products. The reason for this 

is that half of all Asda’s sales are own 

brand, and 85% of those sales come from 

‘Chosen by You’. Asda used more than 

200,000 individual blind taste tests, plus 

input from a consumer panel made up of 

their customers, to re-shape the range. 

Now this degree of dedication to product 

development probably exceeds what you’d 

expect from a brand manufacturer. It just 

shows you how the world’s changed.

Now, you probably think I’m letting 

the supermarkets off lightly, so let me 

redress the balance a little bit by telling 

you a true story. I worked for Interbrand 

for many years, and one of the things 

Interbrand became really well known for 

was developing brand names for new 

products – Hob.nobs, Prozac, Mondeo, 

and the like. We got a call from a very 

well known supermarket one day and I 

went down to their offices to discuss the 

brief. They wanted us to come up with a 

brand name for their version of Kit-Kat.

They’d been trying to get Rowntree’s, 

which owned Kit-Kat in those days, to 

supply them with unbranded Kit-Kat, 

which they could put in their wrapper 

and sell as private label. (It’s the  two-

finger version I’m talking about.) Well 

Rowntree’s gave them two fingers, arguing 

that so unique was their product format 

that consumers would instantly recognize 

it as Kit-Kat and they’d be giving their 

brand away.

So they found a Belgian biscuit 

manufacturer that could make a 

similar product and, in order to punish 

Rowntree’s, they signed them up. Their 

brief to us was to come up with a name 

that was as close to ‘Kit-Kat’ as the law 

would allow. I said I was terribly sorry, 

but that was not the business we were in, 

but if they wanted to mimic ‘Kit-Kat’ why 

didn’t they call it ‘Copy-Cat’ – and they 

could have that piece of advice for free.
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For a moment I think they took me 

seriously. But we eventually agreed a 

sensible brief and you can now buy this 

product in all their stores. Well, we came 

away from that project smugly thinking that 

we’d won a moral victory – as well as a half-

decent fee. What we hadn’t realized at the 

time was that what we’d narrowly avoided 

was about to explode into one of the biggest 

rows in marketing in the 1990s.

I’m talking about the ‘Lookalike Wars’: the 

big supermarkets imitating aspects of the 

manufacturers’ branding – but doing it in 

such a way that they fell just on the right 

side of the law. Most of the time. They 

were all up to it: Sainsbury’s, Tesco, Asda, 

etc; and the brand manufacturers boiled 

with, largely impotent, rage. It placed the 

manufacturers in a very difficult position: 

they could rage in private, but how to 

confront the mighty buyers at Sainsbury’s 

and Tesco?

I remember being in Belfast around this 

time, speaking at a marketing society 

get- together. One of the other speakers 

was Michael Perry who was then the chief 

executive of Unilever, a

big client of ours. Mike put it very 

succinctly when he said “I don’t mind 

sharing the table with my competitors, but 

I won’t have them eating off my plate”.

Well it all got more or less soRTÉd out 

in the end, with codes of conduct and 

gentlemen’s agreements and so on. But 

for a while it was poisonous, and the only 

people who benefited were the tabloid 

press who banged on about the over-

weaning power of the supermarkets and 

how they were abusing this – probably 

true – and how they, the red-tops, 

stuck up for the manufacturers (who 

incidentally were major advertisers).

To my knowledge, only one lookalike case 

ever made it to court, and this was United 

Biscuits versus Asda, in 1997.

Asda had introduced its own version of the 

famous Penguin (what is it about chocolate 

biscuits?). They called it ‘Puffin’ and 

designed a wrapper that closely resembled 

Penguin’s. United Biscuits asked Asda 

to please stop, as Puffin was confusingly 

similar to Penguin – you have to remember 

that Asda was also a major buyer of United 

Biscuits’ products, so softly softly was 

the required approach. Asda refused. 

Discussions continued at ever-more senior 

levels in the two organizations. Still no joy 

for United Biscuits.

So our scene now shifts to the High Court 

with United Biscuits challenging Asda 

on two main grounds. The first was that 

Asda was seeking through its very similar 

packaging to pass off the Puffin biscuit 

as a Penguin. And the second was that 

the use of the name Puffin and a picture 

of a bird infringed a number of Penguin 

trademarks.

After a seven-day hearing the judge, Mr 

Justice Walker, found in favour of United 

Biscuits on the issue of passing off, but 

not on trademark infringement, allowing 

Asda to continue using the name. He 

felt that Puffins and Penguins were very 

different birds and accordingly were, 

quite literally, poles apart. This despite 

Asda’s representative insisting under 

cross-examination that they hadn’t set 

out deliberately to choose a name that 

imitated ‘Penguin’ – despite going for 

something that began with ‘P’ and ended 

with ‘N’. Rather confusingly, the makers 

of Penguin and Puffin both claimed 

victory. Asda’s press release trumpeted 

‘Puffins rule the roost in High Court 

battle’ while United Biscuits responded 

with the rather more sober ‘UB wins 

passing off action’. The press, of course, 

had a field day. ‘Penguin gives Puffin 

a stuffin’’ bellowed the Sun. ‘Asda and 

UB register a score draw over Penguins 

and Puffins’ said the Guardian. And the 

appearance of a stuffed Penguin and 

Puffin outside the High Court on the day 

of judgment in an Asda publicity stunt 

would suggest that they might not be 

treating the issue with due seriousness.

But there is a serious side to this. United 

Biscuits had to wait six months to get 

a deceptive lookalike removed from the 

shelves, spend significant amounts of 

time and money bringing the case to 

court, and contend with a level of press 

coverage for its rival that marketeers 

can only dream about when launching 

a new product - quite apart from the 

deterioration that must have come about 

in its relationship with Asda. A bit of a 

pyrrhic victory.

An altogether more insidious form of 

brand abuse is counterfeiting. Some 

people think it’s quite fun to pick up a 

fake Rolex or Louis Vuitton bag. Nobody 

deludes themself that they’ve got the real 

thing, and my theory is that the people 

who buy cheesy counterfeits are closet 

anarchists: this is their way of cocking a 

snook at society, capitalism, and the rule 

of law, etc.

But counterfeiting comes at a cost – to jobs, 

company sales and profits, and sometimes 

life and limb. It certainly has an economic 

impact as it’s estimated that counterfeiting 

accounts for 5–7% of world trade, and is 

worth around $600 billion a year. 

Yet I was staggered to read the other 

day about a EU-funded report that has 

declared that it’s OK to buy fake designer 

goods. This report, which is co-written by 

a UK Home Office advisor (and therefore 

at the expense of the tax payer), says that 

consumers benefit from the market for 

knock-off designer goods at knockdown 

prices. It also rejects the complaints 

of designer companies, claiming that 

losses to the industry as a result of 

counterfeiting are vastly exaggerated – 

because most of those who buy fakes 

would never pay for the real thing. 

Professor David Wall, who co-authored the 

report and advises the UK Government 

on crime, said that the real cost to the 

fashion industry from counterfeiting 

could be one-fifth of the previously-

calculated amount, and suggests there’s 

also evidence that it actually helps the 

brands by quickening the fashion cycle 

and raising brand awareness. He disputes 

claims that the counterfeiting of luxury 

brands is funding terrorism and organized 

crime, and argues that there’s little public 

appetite for tough law enforcement as 

consumers enjoy knockoffs.

Radical stuff. 

What the professor didn’t mention is that 

counterfeit goods are often produced by 

women and children, pressed into labour 

and ruthlessly exploited in appalling 

conditions. This is where it all gets 

very nasty. But he does say that the 

Government should be focusing on the 

trade in counterfeit drugs, dodgy aircraft 

parts and other stuff that really causes 

public harm, and hereI absolutely agree 

with him. Now, thanks to increased media 

coverage, more and more consumers are 

beginning to appreciate that there’s a dark 

side to counterfeiting. Some companies 

now run campaigns, taking the message 

directly to the public. One of these is 

Pfizer.

Pfizer’s ‘Men at Work’ campaign features 

a mock counterfeit factory in which fake 

medicines are manufactured in a cement 

mixer. The campaign also includes a hard-

hitting cinema ad in which a man coughs 

up a rat, to warn about the dangers of 

buying pharmaceuticals over the Internet 

and show that forgeries may contain 

unspeakable ingredients. (If you’re 

interested, you can see this on www.

realdanger.co.uk.) Imperial Tobacco – 

these are the guys who make John Players 

Specials, Golden Virginia tobacco

and Rizla rolling papers – is giving the 

European Union 250 million Euros to stop 

cigarette smuggling. This follows a similar 

deal involving British American Tobacco, 

which gave around 175 million. However, 

both companies will face penalties if the 

action doesn’t stem the flow of illegal 

products carrying their brand names.

The reason for this is because the EU 

reckons it loses around 10 billion Euros 

a year in tax revenues on cigarettes – 

around 10% of its total budget. And the 

bulk of the cigarettes being smuggled 

into EU countries are counterfeits, many 

of them believed to originate from China; 

this has been a considerable source of 

income for criminal gangs and helped fuel 

the Balkan wars.

All national authorities target those who 

trade in fake goods, but did you know that 

in some could face prosecution if you buy 

counterfeits? During a crackdown in Italy 

this summer, a tourist was fined 1,000 

euros for buying a fake Louis Vuitton 

bag for seven euros at a resort near 

Venice. Holidaymakers also face having 

counterfeit purchases seized at ports and 

airports as they return to Britain, if they’re 

detected by the UK Border Agency.

It seems that everything’s a brand these 

days: political parties; sports teams; 

popular movements; religions; even 

individuals. Now I don’t disagree with 

most of these: here the word ‘brand’ is 

used to denote a sort of collective activity 

or point of view or ideology. But I do take 

exception to individuals.

I want to make it absolutely clear  that 

individuals are not brands; if they’ve 

achieved a measure of fame that lifts 

them above the pack then they become 

celebrities because, as the word implies, 

they have become celebrated for 

something. The idea that individuals are 

brands is a weird inversion – life imitating 

art – because brands are essentially 
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artificial constructs – art imitating life.

And it’s a fundamental requirement of 

good management that brands should 

be managed in a consistent way because 

that’s what consumers expect. High 

profile individuals, by definition, are rarely 

consistent. Look at Tiger Woods: yes, on 

the golf course he was a pretty consistent 

performer, but his private life was wildly 

inconsistent with the image that had been 

so carefully tailored for him.

Well what about David Beckham, you ask?

David Beckham the man is not a brand. 

But David Beckham the name is. He’s 

successfully built up a range of lifestyle 

products on the back of his reputation. 

Similarly, Henry J Heinz the man wasn’t a 

brand, but his name is – and it’s carried 

on successfully for many years since his 

death.

Perhaps this is the ultimate test: the 

ability of the brand to outlive its creator.

The reason the ‘brand word’ has spilled 

over into the area of celebrities is largely 

laziness by journalists. Nearly thirty years 

ago we decided to write a book about 

branding and I went off to the Institute of 

Grocery Distribution to search for material 

in their library. Would you believe

that I could find very few references to 

the words ‘brand’ or ‘branding’? Nowadays 

the use of the word has exploded, and 

the other day, God help me, I found a 

reference to ‘Brand Rooney’. Now that is 

taking it a bit far.

This is either where a brand promises 

one thing and delivers another, or just 

makes itself so obscure that people fail to 

understand it and don’t engage.

I mean, can anyone here tell me what 

the Sony brand is about? I’ve only the 

faintest notion. Once it used to be about 

the Walkman – and I was stunned to 

read that Sony has announced that it’s 

no longer going to produce the Walkman 

personal cassette in Japan. I thought 

they’d given up making these things years 

ago! That’s the problem with technology 

companies; they’re driven by innovation 

yet sometimes they come up with so many 

products, and product modifications, and 

product variants, that they lose touch with 

their core purpose, their reason for being 

– which is genuine innovation. And I think 

that this is where Sony has gone wrong.

Some do get it right though. Apple 

built up its brand and its loyal following 

through deliberately practising simplicity. 

Apple continually breaks new ground in 

designing computer lines we’re all familiar 

with – things that are not only attractive, 

but also accessible and very user-friendly. 

And as they expanded the brand into new 

areas, simple, elegant, accessible design 

was the driving force, and this was led by 

Steve Jobs’ unwavering commitment to 

this ethic. 

Apple’s voice reflects the personality and 

values of Steve Jobs – brash, exuberant, 

irreverent.  It’s crystal clear, speaking for 

everyone who works for the company, buy 

its products, or identify with its values. 

They don’t just talk about simplicity; they 

live and practise it. And then there’s the 

Dutch multi-national Philips.

In 2001, Philips brought in a new CEO, 

Gerard Kleisterlee, and he quickly made 

it clear that he wanted to change the 

company in a fundamental way. His 

management team got together and 

bandied about ideas for a relevant, 

competitive positioning that would 

both unite and distinguish a company 

that made products as diverse as food 

fryers and Magnetic Resonance Imaging 

machines.

During this process a comment was made 

in jest by one of Philips’s executives: ”A 

day when everything was simple at Philips 

– that would be a point of difference”. 

Well, this became a rallying cry – and 

because it was so far from reality at the 

time, it was a source of both inspiration 

and anxiety. Up until that point, most of 

Philips’ employees had made careers out 

of mastering complexity.

The response to this has been 

multifaceted, widespread and ongoing. 

Philips is systematically transforming, 

redesigning, renaming, and discarding 

products, processes, and procedures 

throughout the organization.

Recruiting a new employee used to take 

two months – now it has to be done in a 

week. PowerPoint presentations would 

ramble on for hours – now the limit is 

ten slides. ThiRTÉen divisions have been 

reduced to five, and financial reports 

have been eliminated, redefined, and 

reformatted to make them useful and 

actionable.

Even the naming of products has been 

improved. Names are now evocative yet 

descriptive, which is clearly a rejection 

of technology’s reliance on meaningless 

numbers. New products carry names 

like ‘The Wand’, ‘Illusion System’, ‘Flex 

Shade’ and ‘Momento’. And is there 

anyone who likes a remote control with 

dozens of buttons? In Philips’ world of 

simplicity, that’s gone. It’s been replaced 

by a wand that only has one button, yet it 

controls sound, channels, and sources for 

a flat-screen TV that looks like a frameless 

mirror hanging on the wall.

Philips is truly committed to simplicity 

because it realizes that it’s in the 

business of selling people benefits and 

solutions to lifestyle needs and wants. 

Technology is a means to this end, but 

certainly not an end in itself. 

And simplicity lies at the heart of what 

we, at Siegel+Gale, do. So, ladies and 

gentlemen: keep it simple; respect your 

customers and honour your business 

partners; accept that we’re living in a 

difficult, changing world – but remember 

that brands still hold the key to stability 

and growth, as long as you keep the pact 

with all your stakeholders. 

Oh, and the best of luck against the 

Springboks tomorrow – give ‘em a good 

thumping! Now I’d be happy to take 

questions. But no abuse, please. 

TOM BLACKETT

After 25 years in brand consultancy as 

Deputy Chairman of Interbrand, the global 

branding agency, Tom Blackett is now 

a brand consultant and non-executive 

chairman of Siegel+Gale London, part 

of the Omnicom Group. “There are few 

people in the world that have his depth 

of experience in brand matters” said 

Alan Siegel, Chairman and Founder of 

Siegel+Gale.

Tom’s thought leadership and expertise 

are visible in the books he has published, 

the conferences he has spoken at, and 

in the High Court, where he is a highly 

regarded expert witness in disputes 

involving brands.

BFK

BFK are a Dublin-based brand 

communications company. We helped 

organise and promote this lecture as part 

of Design Week 2010. At BFK we create 

and build brands. 

We combine research and strategy 

with thoughtful design to create, 

communicate and build brands and 

identities that transform businesses and 

deliver measurable value. We do this for 

corporations, government, organisations 

and companies, and for their products 

and services.

WWW.BFK.IE



ratio: 16 A publication by the Institute of Designers in Ireland Issue 4 February 2011 17 :ratio

24 The Web
Stewart Curry MIDI

The whole idea was inspired by Full Code 

Press (http://www.fullcodepress.com/) and 

NCAD 24 Hour Design Challenge (http://

www.ncad24hourdesignchallenge.com/) 

and took place as part of Design Week 

2010. The event took place in Space@

Rotcho  from 13th-14th November.

The three charities that were chosen 

were Helping Hands, the Musical 

Youth Foundation, and the Myasthenia 

Gravis Association. You can see the 

results of the team’s hard work at 

http://www.handinhand.ie/ and http://

musicalyouthfoundation.org/, with the 

new site for the Myasthenia Gravis 

Association due shortly, once a final 

polish is complete.

The feedback from the charities was 

incredibly positive; each one was amazed 

at how much work was involved and 

delighted with the end results. They all 

felt that these websites would make a 

huge difference to their charities and the 

people they helped. 

The participants were absolutely shattered 

by the end of it - most people were 

working 24 hours pretty much non-stop in 

order to get the sites finished. But most 

said they would definitely do it again!

The entire event was liveblogged 

at http://24theweb.com where we 

documented the entire process, and 

discussed all the various roles involved 

in the production of a website. Here are 

some of the milestones from the event:

Zero hour

The teams meet their particular charities, 

and in most cases, each other!

3 hours: 

http://24theweb.com/2010/11/3-hours-

gone/ The teams work through the 

planning process and the brief, planning 

site structures, making decisions on 

technologies and platforms, and starting 

into design mockups. 

6 hours: 

http://24theweb.com/2010/11/6-hours-

in/ The hours from 3pm to 6pm involved 

pretty much every discipline, working 

on content, understanding requirements 

and audience, reasearch, design, and 

technical issues.

9 hours: 

http://24theweb.com/2010/11/9-

hours-done/ The hours from 6pm to 

9pm involved a lot of eating, as well as 

finalising homepage designs and firming 

up on site structures.

12 hours:  

http://24theweb.com/2010/11/12-hours-

over-and-done/ The site designs were 

turned into HTML and CSS, and content 

was developed as other page designs 

continued being worked on.

15 hours: 

http://24theweb.com/2010/11/15-

hours-have-gone-by/ The templates were 

integrated into content management 

systems, content was then added to the 

sites, and the designers and developers 

worked on formatting and polishing of the 

content and various page elements.

18-24 hours: 

http://24theweb.com/2010/11/overdrive-

edition/ Everyone was in a mad rush to get 

the sites finished and ready to hand over.

The sites were then handed over to the 

delighted charities, and reviewed by a 

team of judges. The judging process 

involved interviewing the charities to 

discuss their needs and brief before 

evaluating the sites under a number of 

criteria, broken into Content & Strategy, 

Technical, and Design & Marketing. On 

the judging panel was Laurence Veale a 

Senior Analyst with iQ Content, Martha 

Rotter from Microsoft and Alan O’Rourke 

founder of Spoiltchild.

Based on these criteria the judges 

selected three winners for the following 

categories:

Usability, clarity, focus on meeting 

audience needs – Hand in Hand

Visual Design & technical implementation 

– Musical Youth Foundation

Greatest depth of supporting knowledge – 

Myasthenia Gravis Association

They have also awarded a Grand Prix prize 

to the site that scored highest overall, 

and which they felt responded most 

successfully to the client’s needs, which 

was… Hand in Hand!

24 the web will return on 2011 - but 

bigger!”

Photos taken by Ben Arent

24 The Web was a 24 hour web design challenge, where 3 teams of 7 people each 

built a website for a charity in 24 hours. The purpose of the event was to highlight the 

importance of design, standards, content and process in developing a site, in a fun and 

challenging way, and to do something good for charity.
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RTÉ like other state and semi-state 

organisations has on occasion by-

passed on site talent and commissioned 

work from independents facilities 

which could have been delivered by 

in-house expertise. This is especially 

true when budgets are flush. Rightly or 

wrongly, as a consequence, a number 

of key branding projects for RTÉ have 

been designed and produced by high-

profile design/media companies at 

a considerable cost to the national 

broadcaster, and with my presumed bias 

aside, not always to remarkable effect. 

 

It was decided that the long serving 

children’s linkage programme The 

Den, was to wind down after a 25 year 

long legacy. But why all of sudden was 

the RTÉ Graphic Design Department 

now considered to participate in the 

opportunity to win the contract of 

branding the replacement of The Den 

up against the usual coterie of award 

winning, big hitting channel branders? 

The obvious conclusion would be that 

current economic strains that Ireland 

finds itself in today has resulted in a 

cost cutting approach in the handling of 

branding design work. Personally, I think 

it goes further than that, much further. 

 

Over the past 5 years the RTÉ Graphic 

Design Department, has undergone an 

unprecedented level of transformation. 

An injection of new creative talent, 

increased expectations of technical 

competency and the obtaining of 

high-end industry standard equipment. 

Overall there is a positive atmosphere 

of creativity, experimentation and 

innovation within the department. 

All of this has been cultivated in an 

enthusiastic working environment that 

feels more akin to a small dynamic 

cottage style design team, than the 

typical dowdy image that one may have 

of a semi-state in-house facility. These 

were changes that didn’t go unnoticed 

within the organisation and coupled 

with the economic downturn – the 

planets were somewhat aligned for a 

new exciting chapter – trusting the in-

house design department!

 

The Den Divided

Whatever was to replace The Den had to 

stand up to the public’s expectations, 

not only that of the principle viewers 

– children and teenagers but also to 

the scrutiny of generations of kids who 

fondly recall the years of joy The Den 

brought– of which I am one! Early on 

in the branding process it was agreed 

that a programme that catered for an 

audience aged between 0-16 created 

a major branding issue and was 

something that needed to be solved. 

So it was decided to take a divide and 

conquer approach; RTÉjr catering to 

the 0-6 year olds and TRTÉ would cater 

for an audience of 9-16 year olds. 7 

and 8 year olds wandered somewhere 

between, resorting perhaps to reading 

a book or something hideous like that. 

Conor Cassidy another IDI member 

took care of RTÉjr and I was to work on 

TRTÉ.

 

Teasing Out The TRTÉ Logo Brief & 

Logo Design

The initial stages of the channel 

rebrand was to render a workable brief 

that set out clear objectives of what 

was to be done. And so after much 

discussion and research with RTÉ’s TV 

Promotions Department and RTÉ Young 

Alan Dunne RTÉ

Trusting the in-house 
design department.
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Peoples it was becoming clearer as to 

what the personality of TRTÉ was to 

be. Because of the time constraints, 

developments with the artwork were 

already underway while investigations 

were underway as to what exactly 

was the brand. Contrary to my initial 

expectations, this actually felt like a 

very inclusive and intuitive approach. 

As far as I recall a brief never actually 

got written but what did happen was 

we finally got to a stage where we had 

some concrete truths about the visuals 

and what we decided the brand was. It 

was as if the inclusive design process 

highlighted to us a clearer avenue to 

go down.

 

TRTÉ looking as if it was part of the 

extended RTÉ visual family was a main 

focus point. Its remit was to look as 

though there was absolutely no doubt 

from the colours and the shape that it 

felt immediately part of the RTÉ family. 

It had to lead the audience from the 

safe world of RTÉjr and usher them into 

the adult world of RTÉ Two. So it had to 

seem like it resided visually somewhere 

between the two like a missing link in 

an evolution sequence. This resulted 

in the final logo design echoing certain 

distinguishing traits of RTÉjr such as its 

position over the RTÉ logo and looking 

like the more angular older sibling.

 

Initially it was understood that TRTÉ 

was to be the MTV styled channel of 

RTÉ until it transpired that we were 

actually dealing with more of an 

adolescent or ‘Tweenager’ audience. 

It was a serendipitous misdirection 

of sorts because most tweens have 

aspirational tendencies. Aspirational 

as in they want to be spoken to like 

teenagers by brands. Its no secret that 

Just Seventeen is read by 14 year olds. 

So our thinking early on was targeting 

the visual style of the channel at an 

older audience would be enticing to the 

tween audience. So if your wondering 

what the ‘T’ in TRTÉ stands for, its a 

deliberate enigma.

 

Obvious as it would seem, we did not 

really prioritise the issue of gender 

neutrality. It really only became apparent 

later on in the process. Through the 

colours, shape and feel the logo had to 

instil a certain attitude of confidence, 

timelessness and punch without 

screaming ‘I’m a boy/girl!’. While certain 

shapes worked, colour combinations did 

not. Initial shapes for the logo design 

were reminiscent of tribal design but 

with an urban, surf/skater culture feel. 

We moved into looking at the idea of 

strong verticals and horizontals. It was 

an avenue that needed to be explored 

but it too was discontinued.

 

Close to a thousand drafted logos must 

have been generated before it finally 

came to fruition. In the end I drew up a 

sketch that seemed to sit well as a logo. 

In the back of my mind I was already 

looking at what could be done in terms 

of ident concept animation. 

 

The Classically Animated Idents

Irish teens are a difficult market to 

appeal to. Choosing the style of the 

hand rendered pen illustrations was 

a result of us wanting it to go for a 

creative and crafted look that is still 

honkin’ with the cool dudes. We felt 

reassured by the tendency of Irish 

teenagers to customise their schoolbags 

and pencil cases with intensely detailed 

pen doodles. A factor which would later 

give rise to the introduction of the TRTÉ 

Christmas Doodle Competition.

 

Opting for an entirely graphic solution 

suited the executive panel, as they 

were eager to avoid filming live action 

to save money. I worked up a couple 

of sample storyboards using a detailed 

pen and ink style. It was becoming 

clear to us that the classically animated 

detailed doodles were adding hugely 

to the development of the brand’s zany 

and alternative personality. Often it 

is too easy to just go down the route 

of 3D animation or continuing to go 

down the route of something which is 

obviously computer generated artwork. 

We knew that our unique ‘hands on’ 

approach had a strong level of visual 

sophistication that would stand out for 

all the right reasons. Most importantly 

it was fun.

 

For us it was a very exciting opportunity 

to go back to basics. In the same way 

that letterpress printing and other 

forms of traditional mark making 

have been the classic process for 

the print designer, similarly I have 

always considered traditional classical 

animation to be timeless craft in the 

field of motion design. The day that the 

animation desk arrived was thrilling. We 

were amused that it had an electric plug 

just for a single fluorescent lightbox at 

the back and yet it would be the most 

key piece of equipment for the project. 

 

The entire ident collection was 

produced inhouse by two people, myself 

and fellow in-house designer Stephen 

McNally. On a typical day I would hand 

animate the various doodles needed 

for a particular ident, scan them in for 

Stephen who put them into a image 

sequence and composite them together 

in After Effects. Often a single ident 

was made up of a wide variety of 

individually animated elements with 

details that perhaps only we will ever 

appreciate. The result was that each 

ident was insanely detailed and made 

for decent repeat viewing. Both myself 

and Stephen are illustrators at heart 

so it became a project that we both 

felt very passionate about and it was 

probably the most creative fun we have 

yet had on a job.

 

It was very labour intensive for the 

both of us, and when something didn’t 

look quite right it was literally a case 

of going back to the drawing board. 

But the hand drawn approach was 

something we knew that audiences 

would appreciate and our idiosyncratic 

endeavour would punch above 

its weight and stand out among 

competitor’s ident designs that had 

huge budgets.

 

TRTÉ Christmas Doodle Competition

During October we ran a competition 

where the general public were asked 

to submit a doodled storyboard, 

the winners would have their idea 

animated, airing throughout the 

Christmas season. The Young Peoples 

Department truely embraced the doodle 

concept and wanted to instil a sence 

of inclusivity and participation from its 

audience. The competition was open 

to all students up to graduate level. 

The response was fabulous and wide 

ranging. Perhaps the competition has 

helped young people to realise that 

they are best suited to embark on a 

career in the creative industry. A big 

congratulations to Aishling Costello and 

Aoife McKenna whose ideas were the 

overall winners of the competition.

 

The TRTÉ ident collection is available 

to view at this link:

http://vimeo.com/15402779

 

For those interested in taking a look at 

the world of TV branding, be sure to 

check out:

http://thetvroom.com/
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Spotlight:

Transroute is responsible for managing all 

processes associated with the operation 

and maintenance of the tunnel, and 

was asked to operate a Multihog fitted 

out with winter equipment on behalf of 

the Administrative Authority. From the 

outset the Multihog proved to be valuable, 

allowing the tunnel to remain operational 

during one of the worst spells of weather 

ever experienced in the region.  

“We previously used external resources 

for snow clearing, and we could not 

always rely on these vehicles being where 

they were needed at any given time due 

to contractors’ other commitments or 

adverse weather and road conditions,” 

says Transroute’s Chief Operating Officer 

Alex Young. “The Multihog’s immediate 

availability and flexibility allowed us to 

react very quickly to prevailing conditions 

for total control of operations at all times 

– for example to decide exactly when 

to lay salt. Without this we would not 

have been able to keep the tunnel open 

- the consequences would have meant 

thousands of HGV’s being diveRTÉd 

through the city in the busy Christmas 

period, not to mention loss of revenue.” 

Transroute’s Multihog MH90 is fitted with 

a 2.4m snow plough and a hydraulically 

operated rear mounted 1m³ salt spreader, 

which allows the material flow to be 

adjusted between 5g/m² and 250g/m² 

depending on road conditions. This was 

much more effective than the separate 

ploughing and spreading vehicles that 

were previously at the company’s disposal. 

Its compact dimensions also enabled 

much better access to the relatively small 

areas around the toll booths. 

The Multihog, developed and 

manufactured in Dundalk, was designed 

as an all seasonal vehicle that can be 

used with an almost limitless amount of 

attachments for a wide variety of highway 

maintenance and ground care tasks. 

The quick release mechanism enables 

all attachments, even the gritter unit, to 

be changed or demounted in a couple 

of minutes. It is characterised by an 

extremely robust build, and an impressive 

towing capacity of 3 tonnes. 

Multihog Keeps The Tunnel Open For Business 

One of the successful award entries at the 2010 IDI Design Awards helped keep the 

Dublin Port Tunnel of snow and ice and safely gritted this winter. Transroute Tunnel 

Operations has taken delivery of a Multihog MH90 multi-purpose implement carrier 

which has enabled it to snow and ice free during exceptionally harsh winter weather. 
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Spotlight:

How and when did you get into product 

design?

I can identify three reasons as to how 

I ended up becoming an Industrial 

Designer. Firstly, as a youngster I always 

enjoyed taking things apart to find out 

how they worked. Needless to say I wasn’t 

so good at re-assembling them so my 

parents ended up with umpteen broken 

products gathering dust around the house. 

Secondly, I had a fantastically enthusiastic 

Craft, Design & Technology teacher 

who was a real inspiration and had an 

infectious appreciation for the creative and 

technical side of his work. And last but 

by no means least, having tasted a little 

of what Fine Art, Graphic, Fashion and 

3-Dimensional Design had to offer during 

my Foundation Course in Art & Design, I 

decided to plump for Industrial Design as 

it was a degree I felt offered a great deal 

of scope in terms of job satisfaction and 

employment opportunities. 

Where did you study?

I studied on the Design for Industry 

course at the University of Northumbria at 

Newcastle upon Tyne.

What was your first job?

Upon completing my degree I worked as 

a freelance designer for therefore product 

design consultants in London. 

What did you do next?

My next move brought me to Dublin where, 

in 1999, I joined Dolmen.

Where can we see your work?

You can see examples of some of the 

projects I’ve worked on at www.dolmen.ie 

What has been your most significant 

achievement?

This would have to be winning the Grand 

Prix Award at last years IDI Awards!

What advice would you give to people 

starting out in the industry?

Become an expert in the product field in 

which you are designing, whether you are 

an in-house designer or external consultant 

working on multiple projects. And create 

designs that offer originality, uniqueness 

and differentiation.

Martin Bruggemann MIDI - Senior Designer, Dolmen

Above: Martin Bruggemann of Dolmen, 

IDI Awards 2010 Grand Prix Winner for 

AstraPlug
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What’s next?

It’s up to you! We would be delighted to hear any suggestions 

or feedback you have on Ratio and if you would like to submit a 

piece for future issues please email info@idi-design.ie

A big thanks to everyone who participated in this issue.

www.idi-design.ie


