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IEVADS

Pétijuma aktualitate

Uzneémeéjdarbibas strauji mainiga darbibas vide, ierobezotie resursi, konkurences
pastiprinaanas un globalizacijas procesi bitiski ietekmé uzpémumu darbibu. Sajos
apstaklos tirgus pieprasijuma noteikSana klast arvien sarezgitaka. AugoS$a ekonomikas
globalizacija ar tai sekojoSo vietgjo, fragmentéto ekonomiku integréSanos globala pasaules
tirgli, kas sev Iidzi nes tirdzniecibas liberalizaciju, ir izaicinajumi esoSajiem
uznémgéjdarbibas lidzekliem (D’Aveni, 1998; Abebe, 2007; IGES, 2010; Board of the
Millennium Ecosystem Assessment, 2005; Giljum et al. 2010; UNEP, 2010; WWF, 2008;
Worldwatch Institute, 2009).

Sajos apstaklos daudz, ari lidz §im veiksmigi uzpémumi, sak zaudét savas
l11dz8ingjas tirgus pozicijas, jo lidz Sim labie uznp@muma darbibas raditaji sak pamazam
pavajinaties. Ta rezultata, akcionari un uznémumu vaditaji kliist arvien neapmierinataki ar
esoso situaciju un, analiz§jot datus, mekl€ iemeslus uzp€mumu sniegumam.

Biezi uznémumi, kas razo plasa pat€rina preces, izmantojot zemaku izmaksu
strat€giju, kas ir parveidojusi vai tic, ka ir parveidojusi uznémumu nemitigai produktivitates
paaugstinaSanai lidz tas gal&am robezam, uztverot to ka vienigo uznémuma veiksmi
virzo$o pieeju, atrodas augosSi nelabvéliga situacija (Robbins un Pearce, 1992; Laverty,
2004; Ghemawat, 2009).

Laika, kad strauji pieaug specializéto tehnologiju pielietojums, tiek raditas plasas
iesp€jas tas ieglt un izmantot, uzn€mumi var izmantot tas pasas darbibas metodes un iegiit
tadus pasus rezultatus ka konkurenti. Tadgjadi, Sie uznémumi, lai nodrosinatu ilgtsp&jigu
biznesa attistibu, iesaistas nemitiga konkurencé par arvien jaunaku, sarezgitaku tehnologiju
ievieSanu, lai, pe€c to domam, arvien vairak paaugstinatu darba produktivitati. Vienlaicigi
uzpémumi sastopas ar nenovérSamu So tehnologiju dzives cikla saisinasanos, kas nosaka
jaunu finanSu kapitala ieguldijumu nepiecieSamibu un dabas resursu izmantoSanas
palielinasanos. Ta rezultata, tehnologiskas iesp&jas virza jaunu biznesa konceptu attistibu un
neviens no $is tehnologiskas pilnveidosanas konkurences dalibniekiem nevar pilniba
nodroSinat konkurétsp&jigo priekSrocibu. V@l vairak, tas noved pie arvien sivakas
konkurences starp uznémumiem ar planotas pelpas nenovérSamu samazinaSanos. Tadgjadi,
nav parsteidzoSi, ka uzpeémumi, kas darbojas Sados tirgus apstaklos, ir loti jutigi pret
ekonomikas svarstibam un, iesp&ams, tiem bis griiti nodro§inat pozitivus uzpémuma
darbibas rezultatus ilgaka laika posma (Latham un Braun, 2011).

Ka vél viens paradokss, kas ir izveidojies straujaja tehnologiskaja attistibas
laikmeta, ir tas, ka biezi vien tehnologiskie risinajumi aizsteidzas prieksa cilvéku pratam,
tadejadi, pat neiegiistot lietotaju atzinibu. Parsteidzosa karta izveidojas situacija, ka
uznémums, kur$ ar $o tehnologisko risinagjumu ir cergjis uz augstiem finansu rezultatiem,
sastopas ar zaud&jumiem. Tehnologisko izmainu atrums ir tik iespaidigs, ka klienti vai
lietotaji vienkarsi atpaliek, tad€jadi uznémuma gaiditais pieprasijuma pieaugums, tirgus
dala un investiciju atmaksasanas raditaji paliek nesasniegti (Teck, 2006).



Tehnologiju atra attistiba un globala piecjamiba geografiski neierobezotam iesp&jam
veido situdciju, ka paterétajam ir Skietami bezgaligas iesp&jas izvEleties sev veélamos
produktus, lai apmierinatu savas vajadzibas. Tadg€jadi, klienta spéks (customer power) ir
kluvis daudz spécigaks neka razotaja spéks (power of manufacturing) vai pakalpojuma
sniedz&ja speks (power of service provider) dazadas industrijas (David, 2001; Hodgson,
2002; Newholm et al., 2006; Wind, 2006).

Nemot véra So situaciju, klientu vertibas veidoSana un paaugstinasana ir katra
uznémuma nepiecieSamiba, lai nodroSinatu ilgtsp&jigu biznesu. Vissvarigakais uzdevums
klienta vertibas veidosana ir dizainam, kura pilnveértigas pielietoSanas rezultata padzilinati
tiek izprastas socialas un kultiiras izmainu tendences, klienta vajadzibas un veidu kada
uznémumam palielinat klienta veértibu. Tad&jadi, dizaina izpratne ta paplaSinata veida ka
uzpémumu vadiSanas stratégiskais Iidzeklis ir Joti Tpasi aktuals temats gan vadibzinatpu
pétniekiem, gan uzpéméjiem un politikas veidotajiem (Christensen et al., 1996; Pelham,
2000; Prahalad un Ramaswamy, 2004; Panigyrakis et al., 2007; Alpkan, 2007; Li, 2008;
O'Dwyer et al., 2009; Vaghely et al., 2010). Sis izpratnes pamata ir uz Resursiem balstita
uznémumu vadibas teorija, kas ir misdienu vadoSa zinatniska teorija uzpémumu
stratégiskaja vadisana. Sis teorijas pamatvirzienus ir izstradajusi tadi vadibzinatnes pétnieki
ka Wernerfelt (1984), Barney (1986a, 1986b; 1991), Rumelt (1984, 1987), Prahalad un
Hamel (1990), Conner (1991), Collis un Montgomery (1995) un citi.

Pamatojoties uz empiriskajiem p@tijjumiem, uz Resursiem balstitas uzp€mumu
vadibas teorijas pamata ir atzinums, ka uzn@muma darbibas specifiskie faktori ir nozimigaki
neka biznesa apkart€jas vides vai industrijas specifiskie faktori, lai uznémums attistitu
veiksmigu biznesu (Rumelt, 1991).

Nemot véra, ka uznpémuma resursi var biit gan materiali, gan nemateriali, tie var tikt
veidoti gan uzpémuma, gan iegiti arpus uznémuma (Hall, 1992). Grants (1991a) iedala
uznémuma resursu klasifikaciju péc to struktiiras — finanSu resursi, cilvékresursi, fiziskie
resursi, tehnologiskie resursi, reputacija un uznémuma vadiSanas resursi, kas saistiti ar
uznémuma vaditaju sp&jam ,,ka [uznémumam)] stradat ta, lai veiksmigi sasaistitu uznémuma
resursus” kop€ju meérku sasniegSanai (Grant, 1991a, 120. Ipp). Tomer vienlaicigi vin§ ari
norada, ka sp€jas nav uzskatamas ka vienkarSa ,,uzn€muma lidzeklu sasaistiSana, bet gan
komplekss process, kas pamatojas uz zinasanam, sp&ju attistibu, lai veiksmigi koordinétu
cilveéku un resursu sasaisti. Ka Grants ir mingjis Volta Disneja (Walt Disney) pieméra
(Grant, 19914, 123.Ipp), §is spéjas ietver visaptverosu izt€li, kas integré idejas, prasmes un
zinasanas no tadam sféram ka filmu veidosana, inZenierzinatne, psihologija un vél virkne
citu tehnisko disciplinu”.

Uz Resursiem balstitas uznémuma vadibas teorija ir pamata ar1 misdienu teorijas
atzariem, tadiem ka uz Zinasanam balstits uzskats (Knowledge — based view), (Grant, 1996)
un Dinamiskas sp&ju uzskats (View of Dynamic Capabilities), (Teece et al., 1997).

Tomer, vadibzinatnes pétnieciba joprojam trukst izpratnes un pé€tijumu par
uznémuma vaditaju prasmju atfistianas procesu (Barney et al., 2011). Saja sakara, nav
pietiekami veikta padzilinata analize ka uzpémumu vaditaji sasaista dazadas izmainas
uznémuma argja vide ar saviem uzpémuma ieksgjiem mérkiem, ka tiek pétitas un izprastas
biznesa iespgjas, ka izmantoti jau esoSie resursi un prasmes, un ka tiek attistitas jaunas
kompetences jauno iesp&ju veiksmigai izmantoSanai biznesa attistibai (Shane un
Venkataraman, 2000; Barney et al. 2011). Diemzél, ka to ir savos pé&tijumos noradijis
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Molley et al. (2011), sis kompetences nereti tiek veidotas pamatojoties uz
viendimensionalu, mehanisku datu analizi nevis konceptualu, daudzdisciplinu, daudzlimenu
pieeju, ka tas biitu izmantojot dizaina domasanu.

Dizaina paplasinato nozimi ir pamatojis Fraser (2007), uzsverot, ka ,dizaina
augstaka vertiba ir dizaina domaSanas pielietoSana uznémuma strat€gijas un darbibas
modela veidoSana, lai nodroSinatu uzpémuma ilgtsp&jigu konkurétsp&ju. Pamatojoties uz
paplasinatu dizaina izpratni, uzn€mums var veidot ne tikai jaunus produktus un pieredzi, bet
gan pilniba parveidot ekonomikas attistibu, pamatojoties uz pilniba jaunu izaugsmes
stratégiju”. To apstiprina arT daudzi praktiskie pétijumi (Cereda et al., 2005, Bitard un
Basset, 2005 un citi), ka dizaina integréSana uzpémuma procesos, strat€gija un darbibas
modeli dod ievérojamus rezultatus biznesa attistibai jaunajos tirgus apstak]os.

Pétijuma objekts, priekSmets un hipoteze

Pétijuma objekts ir razoSanas uznémumi Latvija un Igaunija.

Pétijuma priekSmets ir dizaina izpratne un strat€giska pieliectoSana uzpémumu vadisana
Pétijuma jautajums ir noskaidrot dizaina ka stratégiska Iidzekla izpratnes un pielietosanas
Itmeni uzn@émumu vadiSana razoSanas uznémumos Latvija un Igaunija.

Lai rastu atbildes uz So pétijjuma jautajumu, tiek analiz€tas sekojoSas darba hipotezes:

1. Dizaina ka stratégiska lidzekla uzpémuma vadiSana pielietosanas Iimenis un
uznémumu stratégijas, ka arT biznesa modela veids ir savstarpgji saistiti mainigie
lielumi;

2. Dizaina ka stratégiska Iidzekla uznémuma vadiSana izpratnes limenis un uznémuma
vaditaju inovaciju veidu izpratne ir savstarpgji saistiti mainigie lielumi,

3. Dizaina ka stratégiska lidzekla uznémuma vadiSana pielieto$anas Iimenis ietekmé
pieprasijuma pieaugumu tirgd un, tadejadi, pozitivi iespaido uznémuma attistibu.

Pétijjuma meérkis un galvenie uzdevumi
Promocijas darba mérkis ir noskaidrot dizaina ka stratégiska lidzekla uzpémuma
vadiSana nozimi, novertét uznémumu vaditaju izpratnes lTmeni par dizainu ka stratégisko
lidzekli uznémuma vadi$ana, un sniegt rekomendacijas dizaina ka stratégiska lidzekla
uzpémuma vadiSana pielietoSanas plasakai izmantoSanai biznesa attistibas veicinaSanai
Baltijas valstis.
ST mérka sasniegSanai izvirziti sekojosi uzdevumi:
1. Noskaidrot dizaina ka strateégiska lidzekla uznémuma vadisana bitibu, pamatojoties
uz zinatniskas literattiras analizi;
2. Raksturot dizaina ka strateégiska lidzek]a uznémuma vadisana pielietosanu
uznémumu attistiba;
3. Analizét dizaina ka stratégiska lidzekla uznémuma vadiSana izmanto$anas
starptautisko pieredzi;
4. Veikt salidzinoSo pétijumu, lai noteiktu dizaina ka stratégiska lidzekla uznémuma
vadiSana izpratnes un pielietojuma Iimeni razoSanas uznémumos Latvija un
lgaunija;
5. Analizét faktorus, kas ietekmé dizaina ka stratégiska lidzekla uzpémuma vadiSana
pielietojuma Itmeni razoSanas uznémumos Latvija un Igaunija;



6. Izstradat uzpémumu vaditaju kompetencu attistibas modeli dizaina ka strateégiska
lidzekla izmantoSanu uznémuma vadisana;

7. Sniegt priekslikumus par dizaina ka stratégiska Iidzekla uznémuma vadiSana
izpratnes veicinaSanu veiksmigai uznémuma attistibai Latvija un Igaunija.

Pétijjuma metodes

P&tijuma veikSanai, pétama jautajuma noskaidro$anai un hipotézu pieradiSanai ir
izmantotas kvalitativas un kvantitativas p&tijumu metodes tadas ka: monografiska metode,
dokumentu analize, gadijumu analize, aptaujas metode, aprakstosas statistikas metode,
ekonometriska metode: korelacijas analize un citas.

Pétijuma ierobeZojumi

Dizaina ka stratégiska Iidzekla uznémuma vadiSana limena noteikSana un faktori,
kas to ietekmg, lai attistitu veiksmigu biznesu sevi ietver daudzus savstarp€ji saistitus
aspektus gan uznémumu limeni, gan valsts [Tmeni. Tad&jadi, pétijums ietver objekta izpéti
tikai no vadibzinatnes teorijas viedokla.

Empiriskaja pétijuma, pétijuma priekSmeta izpete tiek veikta tikai divas mérka
grupas: analiz€jot 1) uznémuma vaditaju viedokli, kur§ ir tieSa veida atbildigs par
uznémuma attistibu, un 2) profesionala dizaineru viedokli, kuri ikdiena ir saistiti ar dizaina
pakalpojumu sniegSanu biznesa klientiem. Saja darba netiek apskatitas citas iesaistitas
puses uznémuma attistiba. biznesa veidosana.

Petijuma objekts ir ierobezots, analizgjot tikai razoSanas uznémumus Latvija un
Igaunija, kas registréti attiecigas valsts uznémuma registra ar darbibas veidu ES vienota
statistikas klasifikatora NACE 2, grupa B-E, par pamatu pemot, ka ,razosana ir liclaka
NACE grupa ES-27 ne-finansu tautsaimniecibas statistikas grupa, gan stradajoso skaita, gan
pievienotas veértibas zina; ta nodrosinaja 24,2 % no visa darbaspeka 2008. gada un 27,1 %
no visas pievienotas veértibas” Eiropas limeni. Latvija un Igaunija razoSana nodarbinati
28 % no visa darbaspéka un ta rada 29 % no visas pievienotas vértibas lieluma.*

Bez tam, esoSais pétijums ir ierobeZots ari apskatito valstu zina Baltijas valstu
konteksta. Peétfjuma ir salidzinatas tikai Igaunija un Latvija attieciba uz dizainu ka
strat€gisku Iidzekli uzpémuma vadiSana, pamatojoties uz Eiropas Savienibas Inovaciju
Savienibas (2011)? publikaciju par inovaciju veidoSanu un attistibu rezultatiem, kur
Igaunija tika novertéta augsta pozicija tulit aiz inovaciju lideru valstim, bet Latvijas
inovaciju attistibas rezultati tika novertéta ka viszemakie starp ES-27 valsttim. Ta ka
Lietuvas rezultati ir verteti lidzigi Latvijas, tad ierobezota promocijas darba apjoma dél,
petijuma Lietuvas situacija netiek apskatita.

Pétijuma periods

Petijums teorctiskaja dala analizeti literatliras avoti, kas aptver laiku no 20.gs.
sakuma lidz musdienam, tomér lielaka uzmaniba tiek veltita zinatniskajai literatiirai, kas
publicéta p&dejas desmitgades. Praktiska pétijuma dala attiecas uz laika periodu no 2010. —

! Eurostat (2011), Key figures on European business with a special feature on SMEs, European Union
Eublications, Belgium

Innovation Union Scoreboard 2011, at http://ec.europa.eu/enterprise/policies/innovation/files/ius-
2011 en.pdf, accessed on 15.11.2012



http://ec.europa.eu/enterprise/policies/innovation/files/ius-2011_en.pdf
http://ec.europa.eu/enterprise/policies/innovation/files/ius-2011_en.pdf

2012. gadam un tas sakrit ar laika posmu, kad globala ekonomikas lejupslide ietekméja
negativi uzn€émumu darbibu Igaunija, bet jo 1pasi Latvija.

Tadel Sis periods 1pasi parada petijuma t€mas aktualitati un nepiecieSamibu apzinat
jaunus uznémumu vadiSanas lidzeklus biznesa veiksmigai attistibai mainigos ekonomikas
apstaklos.

Promocijas darba aizstavamas tezes

e Dizaina ka stratégiska lidzekla uzpnémuma vadiSana nozimes izpratnes un
pielietoSanas limena noteikSana, ka arT ar to saistito faktoru apzinasana ir svarigs
priek$nosacijums dizaina ka strat€giska lidzekla izmanto$anai uznémuma.

e Dizaina ka stratégiska lidzekla uzpémuma vadiSana pamatprincipu izpratnes
integréSana uznémuma vaditaju kompetencu sist€ma ir bitisks elements uznémumu
vadiSanas pilnveidoSanai mainigajos ekonomiskajos apstaklos.

e Dizaina ka stratégiska lidzekla uzpémumu vadiSana integréSana uzpémuma
stratégija un biznesa mode]os veicina uznémuma darbibu ilgtermina.

e Dizaina politikas izstrade valsts Iimeni un dizaina ka stratégiska lidzekla uznémuma
vadiSana nozimes izpratnes ITmena merktieciga paaugstinaSana ir nepiecieSama, lai
veidotu plasaku dizaina ka stratégiska lidzekla uznémumu vadiSana pielietojumu
veiksmigai uznémumu attistiSanai.

e Dizaina centru attistiS8anas nepiecieSamiba un to svariga loma dizaina ka stratégiska
lidzekla uzpémuma vadiSana padzilinatas izpratnes veidoSana, valsts dizaina
politikas un programmu koordinéSana, saiknes veidoSanai starp biznesa sektoru,
publisko sektoru, petniecibas un izglitibas sist€émam.

Pétijuma teorétiska un metodologiska baze

Darba informativa baze ir veidota pamatojoties uz zinatnieku publikacijam,
zinatniskajiem pétjjumiem, ka ar1 Eiropas Komisijas, starptautisko organizaciju, ka ar1
naciondlajiem pétfjumiem un ekspertu viedokliem Lielbritanija, Norvégija, Irija un
Danija par dizaina ka stratégiska lidzekla uznémuma vadiSana pielietoSanu un ta
veicinaSanas nepiecieSamibu, ka ari atsaucoties uz Eiropas Savienibas, Latvijas,
Igaunijas politikas strateégiskajiem dokumentiem inovaciju politikas un ekonomikas
izaugsmes veidoSanai.

Pétijuma empiriskas dalas izstrades pamata ir uznémumu stratégiskas vadiSanas
miisdienu vadosa teorija - uz Resursiem balstita uznémumu vadibas teorija (Conner,
1991; Conner un Prahalad, 1996; Rumelt, 1987, Peteraf, 1993), uzsverot, ka uzpémuma
veiksmigai biznesa attistibai ilgtermina butiska loma ir veértigiem uzpémuma ieks€jiem
resursiem un prasmém, kuri ir at$kirigi no uznémuma konkurentiem (Barney, 2001a;
Barney, 2001b; Harrison et al., 1991; Castanias un Helfat, 1991; Fiol, 1991; Conner,
1991; Grant, 1996; Conner un Prahalad, 1996 u.c.), ka ari zinatniskie pétijumi par
dizaina pielietoSanu uznémumu vadiSana veiksmigu inovaciju veidosanai Cereda et al.,
2005, Filippetti, 2011, ka arT profesionalo organizaciju veiktie pétjjumi par dizaina ka
stratégiska Iidzekla uznémuma vadiSana pielieto$anas praktiskajiem piemériem Irija The
design difference. 4 survey of design and innovation amongst Ireland’s SMEs” (2007)
by Centre for Design Innovation, ITSBIC, Institute of Technology, Danija “The
Economic Effect of Design” by Danish Design Centre and National Agency for
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Enterprise and Housing, Denmark (2003) un Eiropas Komisija “Design for growth and
prosperity”, European Design Leadership Board (2012).

Promocijas darba uzdevumu veikSanai tika pétiti vairaku autoru (R.D. Austin, L.
Devin, E. Bagleiri, L. Rampino, P. Bertola, J.C. Teixera, K. Best, J. Bhosale, R. J.
Bolland, F. Collopy, B. Borja de Mozota, M. Bruce, J. Bessant, C. Dell’Era, R.
Verganti, W. H. Douglas, A. Filippetti, H. M. A. Fraser, P. Girard, V. Robin, A.
Hargadon, J. P. Hackett, A. Hatchuel, J. Hertenstein, A.S. Khalifa, K. Krippendorf, P.
Kotler, V. Kumar, B. Leavy, C. Lietdke, C. Lorenz, J. Moultrie, P. J. Clarkson, C. Owen,
L. Rampino, S. Sato, Y. Sotamaa, M. Trueman, u.c.) zinatniskie darbi par dizaina
nozimi, dizaina ka stratégiska Iidzekla paplaSinatu pielietoSanu uzpémuma vadiSana
veiksmigai biznesa attistiSanai.

Dizaina domasana un tas nepiecieSamiba uzpémumu vaditajiem vertibas veidoSanai
ir salidzino$i jauns jédziens un S$aja teéma tika petiti $adi autoru darbi ka T. Brown, R.
Martin, J. Gloppen, T. Golsby-Smith, M. Holloway, B. Von Stamm. Par dizaina ka
stratégiska lidzekla uznémuma vadiSana pielietoSanu, integréjot dizainu uzpémuma
procesos un stratégija, tadejadi rodot iesp&ju veidot augstaku vertibu gan klientiem, gan
uznémumam, autore izmantoja vairaku autoru (R. Katila, E. B. Barbier, P. Bitard, J.
Basset, M. Cereda, R. Evangelista, A. Vezzani, M. Frenz, D. Power, G. Raulik —
Murphy, M. Melander) p&tijumus.

Pétijuma zinatniska novitate
Lai saskatitu iesp&jas ilgtermina risinajumu veidoSanai biznesa vid€, kas paklauta
globalajiem izaicinajumiem, p€tniekiem, uzpémegjiem un citdm iesaistitajam pusém ir
jaapvieno speki kop€ja petnieciba, lai veidotu zinatniski pamatotu zinasanu bazi par dizaina
ka stratégiska lidzekla izmantosanu uzpémumu vadisana un dizaina domasanas kompetencu
veido$anas nepiecieSamibu uznémumu vaditajiem veiksmigai biznesa attistibai (Warde,
2005; Shove, 2005, 2003; Liedtke et al. 2012, Martin, 2009).
Promocijas darba zinatniska novitate:
e Sniegts dizaina ka strat€giska lidzekla uzpémumu vadiSana nozimes precizéts
skaidrojums;
e Noskaidrota dizaina ka stratégiska lidzekla uznémumu vadisana loma uzpnémumu
attistiba Baltijas valstis;
e Precizéta dizaina virzito inovaciju definicija;
e Noteikts dizaina ka stratégiska lidzekla uzpémumu vadiSana izpratnes un
pielietoSanas Iimenis uzp€mumu vadiSana Baltijas valstis;
e Veikta dizaina ka stratégiska lidzekla uznémumu vadisana pielietoSanas ietekmé&joso
faktoru nozimiguma analize Latvijas un Igaunijas uznémumos;
e Precizéts teorctiskais ietvars dizaina ka strat€égiska lidzekla uznémumu vadiSana
integré$anai uzpémuma stratégijas izstradé un biznesa modelos;
e Izstradats uznéméju dizaina izpratnes un domaSanas kompetencu veidoSanas un
attistibas modelis.

Pétijuma teorétiska nozime
P&tijuma teorétiska nozime tiesa veida izriet no darba zinatniskas novitates. Darba
izmantota originala pieeja dizaina ka stratégiska lidzekla uznémumu vadisana nozimes



izpratnes un pielietoSanas novert€sana, apskatot So aspektu gan no uznémuma vaditaju
viedokla, gan no profesionalu dizaineru viedokla, kas ikdiena praktiski sastopas ar
dizaina izpratnes jautajumiem uzn€mumos.

IpaSa teorétiska nozime ir tam, ka ir precizéta dizaina ka stratégiska Iidzekla
uzpémumu vadiSana un dizaina virzitu inovaciju definicijas, veikta dizaina ka
strat€giska lidzekla uznémumu vadisana pielietoSanas ietekméjoso faktoru nozimiguma
analize Latvija un Igaunija. Pamatojoties uz resursiem balstitu uznémumu vadibas
teoriju, zinatniskas literatiras atzinumiem un jaunakajiem pétijjumiem, promocijas darba
ir precizéts dizaina ka stratégiska lidzek]a uznémumu vadiSana integréSanai uznémuma
stratégija un biznesa modelos teorétiskais ietvars, ka ari izstradats uznémumu vaditaju
dizaina ka stratégiska lidzek]a uznémumu vadi$ana izpratnes un domasanas kompetenéu
veidosanas modelis.

Pétijuma praktiska nozime

Promocijas darba praktisko nozimi veido autores veiktais dizaina ka strategiska
lidzekla uzn€mumu vadiSana izpratnes un pielietoSanas noveértejums Baltijas valstis, ta
ictekmé&joso faktoru noteikSana un analize, ka ari izvirzitie priekslikumi dizaina ka
stratégiska lidzekla uzpémumu vadiSana izpratnes un pielietoSanas paaugstinasanai
biznesa attistibai uzp€émumu Itmeni. Promocijas darba ir izstradatas rekomendacijas
dizaina izmantoSanai ta plasaka nozimée sabiedribas dzives [imena paaugstinaSanai.

ST pétijuma praktiska nozime ir ari izstradatajam uznémumu vaditaju dizaina ka
stratégiska lidzekla uzpémumu vadiSana izpratnes un domaSanas kompetencu
veidoSanas un attistiSanas modelim. Ta izmantoSana lauj katram uznp€muma vaditajam
veidot un attistit dizaina domaSanu, kas ir priekSnoteikums uzn€muma sp&ju
pilnveidoSanai, lai saskatitu jaunas biznesa iesp€jas un rastu jaunus klientu vértibu
veidojoSos risinajumus mainigajos ekonomiskajos apstak]os.

Promocijas darba precizétais dizaina ka stratégiska lidzekla uzpémumu vadiSana
integréSanai uznémumu strat€gijas izstradé un biznesa modelu veidosana modelis laus
uznémumu vaditajiem praktiski izvertét dizaina plasaku pielietoSanu sava uznémuma un
veikt nepiecieSamas darbibas, lai integrétu dizainu ka stratégisko lidzekli uznémuma
procesos un stratégija, ta paverot plasakas iesp&jas veiksmigai biznesa attistibai.

Pétijuma aprobacija

P&tijuma rezultati tika prezenteti un apspriesti 10 starptautiskajas konferencés Latvija un

arzemes:

1. ,Design as a strategic tool in business management”, 18. starptautiskaja
inovacijam veltita  Konference ,,Competence Building for Smart Growth.
Challenges and Opportunities ”, 2013. gada, 11 — 13. septembri, Riga, Latvija;

2. ,Dizaina domasanas nepiecieSamiba veidojot jaunas kompetences uzpémumu
stratégiskaja vadiSana - pétijums Latvija un Igaunija ” LU 71. starptautiskaja
zinatniskaja konferencé "Vadibas zinibu un uznéméjdarbibas attistibas dazadi
aspekti”, 2013. gada, 22. februari, Riga, Latvija;

3. “Design Application and Design Thinking in Baltic States”,zinojums EURAM
konferencé ,,Social Innovation for competitiveness, Organizational Performance
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and Human Excellence”, Rotterdam School of Management, Erasmus University,
2012. gada 6. — 8. junija, Roterdama, Niderlande;

“Comparative analysis of design application level in business in Latvia, Lithuania
and Estonia”, zinojums starptautiskajja zinatniskaja konference ,,Information society
and Modern Business. Knowledge Creating and Transfer into New Competencies”
Ventspils augstskola, 2012. gada, 26. aprili, Ventspils, Latvija;

,Potentials of design driven innovations in Baltic States”, referats XXII
starptautiskaja International Society of Professional Innovation Management
(ISPIM) zinatniskaja konferenceé  “Sustainability in Innovation: Innovation
Management Challenges”’, Hamburgas Tehnologiska Universitate, 2011. gada 12. —
“Dizaina industrijas attisttbas Iimenis un perspektivas Latvija”, zinojums
starptautiskaja zinatniskaja konferencé “Changes in Global economic landscape - in
search for new business Philosophy”, RISEBA, 2011. gada 28. — 29. aprili, Riga,
Latvija;

,,Design integration into business processes for fostering growth oriented internal
capabilities” referats starptautiskaja zinatniskaja konference ,,Survival and Growth-
oriented Capabilities: Do We Need a Switch Depending on Economic Cycle?”,
Tartu Universitate, 2011.gada 1. — 2. aprili, Tartu, lgaunija;

“Perspectives of design industry cluster development in Latvia” referats
starptautiskaja konferencé TCI European Regional Conference ,, Inspiring Clusters
in the Beginning of the New Decade”, 2011. gada 30.- 31. marta, Tallina, Igaunija;
,,Dizaina industrijas attistibas tendences Latvija”, referats starptautiskaja konferencé
,,Dizains konkurétsp&jigai uznéméjdarbibai”, Latvijas Dizaineru Savieniba (LDS),
2010. gada, 1. oktobri, Riga, Latvija;

»Dizaina industrijas nozime un tas potencials Latvijas tautsaimnieciba”, referats 3.
starptautiskaja zinatniskaja konferencé ,, Business Competitiveness and foreign
markets: challenges and experience”, Banku augstskola, 2010.gada, 29-30. aprili,
Riga, Latvija.

Publikacijas 4 starptautiskajos zinatniskajos un akadémiskajos Zurnalos:

1. Jakobsone 1., Volkova T. Design Application Level in Business: from
Designer’s perspectives in Latvia and Estonia// Baltic Journal of Management. -
2013. - Vol. 8, N° 4. — 486 — 506.Ipp. - Emerald, Lielbritanija; ISSN: 1746-
5265

2. Jakobsone 1., Volkova T., Petersons M. Design integration into business
processes for enhancing organizational capabilities to foster added value
growth//V International Conference: Management Theory and Practice: Synergy
in Organizations: Tartu, Estonia, 01-02 April 2011. — Tartu: Multimedia Centre,
University of Tartu; 2011. - 442 — 461.1pp. - ISBN: 978-9985-4-0623-6

3. Jakobsone 1., Volkova T. Evaluation of design application level for ensuring
sustainable competitiveness: case of Latvia// Journal of Business Management,
2011. - N° 4. - 193-200Ipp. - ISSN 1691-5348
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4. Jakobsone I., Volkova T., Petersons M. The latest trends of design industry
development and perspectives in Latvia// Journal of Business Management,
2010. - N°3. - 72 — 79.lpp. - ISSN 1691-5348

Darba struktiira un apjoms
Promocijas darbs ir neatkarigs petijums, kas sastav no trim nodalam, kas ietver 9
sadalas, nosléguma secinajumiem un priekslikumiem, ka art izmantotas literatiiras saraksta.
Ta kopgjais apjoms ir 178 pamatteksta lappuses. Promocijas darba pamatteksta ir ieklautas
30 tabulas, 39 attéli un 2 formulas. Promocijas darba izstradé izmantoti vairak neka 350
dazadi literatiiras avoti, kas apkopoti literatiiras saraksta.
Promocijas darbam ir §ada struktira:
1. Dizains ka strat€giskais lidzeklis uznémuma vadisana un ta loma uznémumu attistiba
1.1. Dizaina ka stratégiska lidzekla uznémumu vadisand biitiba un raksturojums
1.2. Dizaina ka stratégiska lidzekla izmantosana uznémumu attistiba
1.3. Dizaina ka stratégiska lidzekla izmantoSana uznémumu attistiba starptautiska
pieredze
2. Dizaina ka stratégiska lidzekla uznémuma vadiSana izpratnes un pielietoSanas limena
novertéSana Baltijas valstis
2.1. Dizaina izpratnes un pielietosanas uznémuma vadisana pétijuma metodologija
2.2. Dizaina ka stratégiska lidzek]a uznémuma vadisand izpratnes un pielietosanas
novertéjums Baltijas valstis
2.3. Dizaina ka stratégiska lidzek]a uznémuma vadisand veicinasanas nepieciesamiba
3. Dizainaka stratégiska lidzekla uznémumu vadiSana pielietoSanas veicinasanas virzieni
uznémumu attistibai Baltijas valstis
3.1. Dizaina ka stratégiska lidzekla uznemuma vadisana izpratnes un pielietosanas
limena paaugstinasanas veicinasana valsts liment
3.2. Dizaina ka strategiska lidzekja pielietosana privata un valsts sektora attistibai
3.3. Uzpémumu vaditaju dizaina ka stratégiska lidzekla uznémuma vadisana izpratnes
un paplasindatas izmantosanas kompetencu attisttbas modelis

Secinajumi un priekslikumi
Literatiiras saraksts
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GALVENIE ZINATNISKIE ATZINUMI

1. Dizains ka stratégiskais lidzeklis uznpémuma vadi$ana un ta loma biznesa attistiba
(1. nodala sastav no 39 lappusém, 11 attéliem un 2 tabulam)

Uznémumu stratégiskas vadiSanas pétnieciba bitisks pagrieziena punkts ir Barney
(1991) fundamentalas zinatniskas atzinas, defingjot uzp@émuma resursus un spgjas ka
materialos un nematerialos ltdzeklus, ieskaitot uznémuma vaditaju prasmes, kompetences,
organizacijas procesUs un zinasanas, ka butiskus nosacljumus uzpnémuma stratégijas
veidosana ilgtermina mérku sasniegSanai (Harrison et al., 1991; Castanias and Helfat,
1991; Fiol, 1991; Conner, 1991). ST pieeja lika pamatus uz Resursiem balstita uzngmuma
vadibas teorijai, kas ir vado$a uznémuma stratégiskas vadiSanas teorija musdienas.

Saskana ar uz Resursiem balstitu uzpémumu vadibas teoriju, 1istermina
konkurétsp€jas prieksrocibas parveidosana ilgtermina biznesa panakumos ir iesp&jama, ja
resursi ir neviendabigi, dazadas izcelsmes un nav viegli parvietojami (Barney, 1991;
Peteraf, 1993), t.i., tie ir vertigi tad, ja tos ir griiti imit&t vai aizvietot (Barney, 1991).

Saja darba ,,resursi” tiek izprasti gan ka uznémuma resursi, gan ka sp&jas (Amit and
Schoemaker, 1993), noradot, ka resursi ir pardodami (tradeable) un ne-specifiski
uznémumam, bet sp€jas ir uzn@mumam specifiskas un tiek lietotas, lai sekmigi izmantotu
resursus uznémuma (Makadok, 2001).

Talakaja uz Resursiem balstitas teorijas attistiba arvien vairak vadibzinatnu pétnieki
(Verganti 2003, 2009a, 2009b; von Stomm 2003) atzist, ka dizains ir kaut kas vairak ka
vienkars$i funkcija produkta veidoSanas gala posma. Ka Borja de Mozota and Kim (2009,
66.lpp) to raksturo: “izpémumu [...] veiksmes pamata ir jauna izpratne par dizaina
pielietojumu, vertgjot to ka dinamisku, pro-aktivu resursu, kas savieno p€tniecibu un
zinasanas ar cilvékkapitalu, kulttiru un tehnologijam”.

Saja konteksta, dizains ka stratégiskas uznémuma vadiSanas lidzeklis nonak jauna
posma, ti. no pieejas, ka uzpémums “veido konkur€tsp&jigo prieksrocibu izmantojot
dizainu proaktivi, ka atbildi uz argjas konkurétsp&jas izraisitiem faktoriem, kas ir balstita uz
Portera vértibu kédes modeli (stratégija, kas ieklaujas argja biznesa vid€), uz uzskatu, ka
dizains ir reaktivs, uztverot to saisttba ar uzpémuma Viziju par uzpémuma
konkurétspgjiguma iespéjam biznesa videé” (Borja de Mozota and Kim, 2009, 67.Ipp). Sada
veida dizainam ir jauna, paplasinata loma musdienu uzpémumu vadiSana, kas ir balstita uz
dizaina domasanu.

Dizaina nozime biznesa virzas no uzskata, ka tas vienigi veicina konkurétsp&ju
“arpuse”, t.i. lai tas iederétos argja vide, uz to, ka dizains un dizaina domasana ir uznémuma
ick$&jais konkurétspgjas resursu avots. Ta ir uzskatama par padzilinatu pieeju uz Resursiem
balstitu uzpémumu vadibas teorijai.

Ka to raksturo Borja de Mozota and Kim (2009, 67.lpp) “dizaina vértiba ir pargajusi
no tikai ekonomiska priekSstata (tirgus dalas palielinaSana un zimols) uz procesa veikuma
uzskatu (izmaksu samazinajums, laika samazinaSana lidz produkta nonaks$anai tirgl un
inovaciju sistému uzlabosana), tomeér So uzskatu virziba notiek arvien talak — uz dizainu ka
stratégisko lidzekli (jaunu tirgu veidoSana un vértigu darbinieku piesaistiSana), skatit 1.
tabula.
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1.tabula

Dizaina lomas uzn€mumu vadiSana vesturiska attistiba

Periods Dizaina galvena Dizaina loma Pieméri
nozime
ap 1940. — 1950. gadu Dizains ka funkcija Produkta kvalitate AEG, Olivetti
ap 1960. — 1970. gadu Dizains ka stils Kvalitates komunikacija Alessi, Braun
ap 1980. — 1990. gadu Dizains ka process Inovacija Philips, Sony
ap 1990. — 2000. gadu Dizains uznémuma Radosas stratégijas Apple
vadiSana

ap 2000. gadu un patreiz Dizaina domasana Jauni biznesa modeli IDEO

Autora adaptets no Borja de Mozota and Kim ( 2009, 67. Ipp)

S pieeja pamatojas uz Resursu balstitu uzngmumu vadibas teoriju, kad dizains klist
par uznémuma vadiSanas stratégisko Iidzekli.

Tomeér $is jaunais uzskats par dizaina lomu uznémuma vadiSana ir maz skaidrots ne
tikai akadémiskaja vide, bet vél jo vairak, tas ir batiski neskaidrs uzpémumu vaditajiem un
valsts politikas veidotajiem.

Lai gan uznémumu vaditaji uzskata, ka dizains ir ,,laba lieta”, tomér ir vérojams liels
izpratnes triikums par dizaina ka stratégiska lidzekla pielietosanu jaunu produktu veidosana,
bet jo Tpasi par ta integréSanu uzpémuma procesos, stratégija un tai sekojosajos darbibas
modelos (Trueman, 1998; Tajeddini un Trueman, 2008).

Lai izprastu dizaina vispargjo butibu un ka tas iederas uzpémumu vadiSanas
konteksta, ir verts apskatit §1 varda latinisko izcelsmi. ,,De +signare”, kas nozimé ‘veidot
kaut ko ar TpaSu nozimi’, uzsverot ta saistibu un piederibu citam lietam un lietotajiem
visplasakaja izpratng.

Ka uzskata Verganti (2009a), izmantojot inteligentas analitiskas metodes daudzi
uznémumi nonak pie virspus€ja secindjuma, ka konkurence tirg ir produktu virzita un ir
svarigi tikai izprast ka produktus pareizi piedavat patérétajiem. Toméer, daudz dzilak slépjas
jautajums kapéc cilvékiem ir nepiecieSams tieSi Sis produkts, tadejadi nepiecieSamibas
aspekts bieZzi vien paliek neapzinats un nesaskatits. Neskatoties vai cilveki pérk partiku,
automasinu, vai konsultaciju pakalpojumus, tie tos iegadajas, lai apmierinatu noteiktas
vajadzibas, kas visbiezak ir neizteiktas vardos, bet ietver sevi ka funkcionalo pielietojumu,
ta nematerialo psihologisko prasibu apmierinasanu, t.i. produktu iegade ir saistita ar
kompleksiem savstarpgji saistitiem faktoriem tadiem ka kultiira, emocijas un praktiskums.
St principialas zinasanas par cilvéku vajadzibu izpratnes biitibu ir pamata dizaina ka
stratégiska lidzekla izpratnei no uzpémumu vadiSanas viedokla, lai uzpémuma vaditajs
mérktiecigi veidotu uznémuma strat€giju un tai sekojosos biznesa modelus, kas ir sniedz
klientiem pievienoto vertibu, tai pat laika palielinot vértibu ar paSam uznémumam.

Tomér, parak biezi uznémumi koncentré savus dizaina ieguldijumus, lai raditu
produktus ar virspus€jiem stila elementiem, jo dizains tiek izprasts tikai ta Saura nozimé ka
papildus atSkiribu veidotajs konkrétam produktam. Profesionals dizaineris tiek piesaistits
tikai produkta gala izstrades posma un tam javeic noteikta produkta formas uzlaboSanas
funkcija. Bez tam, ka atzimé Verganti (2009b), uzpémumi straujaja tehnologijas attistibas
laikmeta ir aizravuSies ar investicijam jaunu, tehnologiski paraku produktu veidoSanai,
tadejadi biezi aizmirst par cilvéku vajadzibu patiesu izpratni, to izmainam un dzilaku
vertibas nozimi cilveku dzive.

13




Pedgjie zinatniskie atzinumi liecina, ka vertibas palielinasanas izpratnes aspektam
produktu limeni ir talaka virziba ta integréSanai gan uznémuma procesos, gan stratégijas
veido$ana un biznesa modelos. Tadgjadi, dizaina ka stratégiska lidzekla nozimei uzpémuma
vadiSana ir veltita arvien pieaugoSa loma ari zinatniskajas publikacijas (Filipetti, 2011,
Khalifa (2008), Holloway (2010) u.c.). Ipasi ta ir piesaistijusi zinatnieku uzmanibu pedgjos
paris desmit gados, kad nemitiga efektivitates paaugstinasana, kam pamata ir finanSu
lidzek]u arvien picaugoSie ieguldijumi jaunu tehnologiju iegadé, to dzives cikla
nenovérSama samazinasanas, dabas resursu patérina palielinajums un globalizacijas procesu
ietekme uz uznémuma darbibu nav nesusi cerétos rezultatus. Tas mudina vadibzinatnes
petniekus un uzpémumu vaditajus parvertét esoSos uznémumu vadiSanas lidzeklus,
meklI&jot jaunas piecjas veiksmigai biznesa attistiSanai.

Lai gan ir v€rojama piecaugoSa interese par dizaina ka stratégiska Iidzekla
pielietojumu uzp€mumu vadisana vadibas zinatnes petnieku vidii, uzpémumu vaditaju vida
ta ir joprojam ,,nesaprotama un ar uzpémeéjdarbibu nesaistita joma” (Thenint, 2008) un ,,bez
paredzama iznakuma” (Boland un Collopy, 2004). Bez tam, péc Raulik-Murphy un
Cawood (2009) viedokla, dizaina nozimes nepilniga izpratne ir vérojama ne tikai
uznémumu vaditaju, bet ar1 politikas veidotaju vida valsts [imen.

Tadgjadi, pétniecibas virziens par dizaina ka stratégiska lidzekla izmantoSanu
uznémuma vadiSana ir loti nepiecieSams, jo apstiprina, ka dizains nav veértéjams tikai ka
funkcionals Iidzeklis, lai parveidotu produkta formu, bet gan dizains ir izmantojams ka
stratégisks lidzeklis uznémuma vadiSana, integréjot to uzpémuma stratégija un biznesa
modelos, tadgjadi ,tiesa veida ietekmé&jot esoSos komercialos ierobezojumus, tadus ka
razoSanas iespg&jas, dro§ibu un produkta virziSanu tirgi,” ir noradijis Heskett (2005).

Saja darba termins ‘stratégiskais lidzeklis’ tiek skaidrots ka uznémumu vadiSanas
pieeja, kas lauj uzn€muma vaditajiem izprast ar&jas un ieksgjas vides ietekméjosos faktorus,
merktiecigi tos sasaistot ar uzpémuma strat€giju un biznesa modeliem, lai paaugstinatu
vertibu gan klientiem, gan uzpémumam (Tham un Kim, 2002). Balstoties uz
iepriekSmingtajam atzinam, autore $aja darba ir preciz&jusi dizaina ka stratégiska lidzekla
uznémuma vadiSana definiciju ,,balsoties uz klientu gan patreizgjo, gan nakotnes vajadzibu
padzilinatu izpratni, dizains ka uzpémumu vadiSanas stratégiskais Iidzeklis integréts
uznémuma stratégija un biznesa modelos paver iespéjas veidot dizaina virzitas inovacijas,
kuru rezultata produkti ieglist jaunu nozimi vai tiek piedavati uznpémuma darbibas jauni
risinajumi, t.Sk. veidotas jaunas industrijas, palielinot vértibu gan klientiem, gan
uznémumam. ST definicija tiek lietota dizaina paplaginatas izpratnes pamata $aja darba.

Lai izveidotu uznémuma piedavajumu klientu problému risinajumam, vispirms ir
bitiski padzilinati izprast ko klients patiesi v€las un kadu nozimi pieskir precei vai
pakalpojumam. Tas nozimé saprast klientu ka cilvéku ar realam problémam, nevis saskatot
vina pardoSanas mérki vai statistikas datu apkopojumu par klientu vecumu, ienakumu
Iimeni vai gimenes stavokli. Citiem vardiem sakot, tad€jadi pilniba izmainot biznesa uztveri
un domaSanu, t.i. no vienkarSi efektivitates paaugstinaSanas uznémuma, Iistermina
strat€gijas risinajumiem nemitigi samazinot izmaksas, lai sasniegtu cerétos uzp€muma
darbibas raditajus, strat€gisko risinajumu nemitigas mekléSanas uzpémuma ,,arpusg€” uz
uznémuma vadiSanas pieeju, kas balstas uz klienta perspektivu, to vajadzibu saskatiSanu un
vértibas veidosanu. ST pieeja lautu nostiprinat uznémuma tirgus pozicijas un radit vértibu
pasam uzpémumam (Liedtka un Ogilvie, 2011; Moultrie et al., 2006; Bruce un Bessant,
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2002). Sis atzinas tick izmantotas ari promocijas darba empiriskaja pétijuma, analizgjot
uzpémumu stratégijas un biznesa modela izvéli, un to savstarp&jo atkaribu ar izpratni par
dizaina ka stratégiska Iidzekla pielietoSanu uznémuma vadiSana.

Lai gan klienta butibas, ta vajadzibu un v€lmju izpratne sociala un kulttiras
konteksta ir profesionala dizainera pamatuzdevums, bez uzp@muma augstaka limena
vadibas izpratnes un atbalsta $is uzdevums paliks vienigi dizaina funkcionala ltment, radot
produktus ar vienkarsi ar atskirigu stilu.

Tadgjadi, lai dizains tiktu integréts uzpémuma stratégija, procesos un kultiira,
nepietiek ar atseviska profesionala dizainera fragmentaru piesaisti kada noteikta produkta
uzlaboSanai, bet gan dizainam un profesionalam dizainerim jaklust ka saskares punktam
starp uznémumu un ta klientiem, savstarp&ja saikné ar uznémuma dazadam funkcijam
(inzenieri, marketinga specialisti, logistikas specialisti utml.), atzist von Stamm un Van
Patter (2005).

Lai tas ta notiktu, augstaka limena vaditdjiem uznémuma ir javeido savas dizaina
domasanas kompetences. Biznesa profesionali to ir nodévejusi par ,,domasanu ka dizaineris
domatu”. Lai gan zinatniskaja literatiira Sis domaSanas veids ir saistits ar sinonimu
»integrativa domasSana” un tas ir pazistams jau sen, ta padzilinatu interesi vadibzinatnes
pétnieku vidi ir ieguvusi tikai §1 gadsimta mija. Lidz ar to, p&d€jo gadu jaunako pé&tnieku
zinatnisko devumu par dizaina domasanas biitibu uzn€émuma vadiSanas aspekta ir noradijis
Brown (2008, 17. Ipp), ka dizaina domasana ir sistematiska pieeja uznémuma vadisana, kas
optimiz€ vertibas pieaugumu klientiem un vienlaicigi arT pasai organizacijai un ,,dizaina
domasana [...] lieto dizainera uztveres sp&ju un metodes, lai savienotu cilvéku vajadzibas ar
tehnologiskajam iesp&jam, un ko ilgtsp&jiga uznémuma stratégija var parveidot vértiba un
tirgus iesp&jas”. ST definicija ir lietota ari $aja darba.

Lai pilnveidotu dizaina domasanu, uznémuma vaditagjam nav jaatsakas no analitiskas
uznémuma datu izp@tes, bet gan jaapzinas, ka uznémuma nakotni veidos notikumi nakotné
un jaspgj saskatit kompleksus vides attistibas virzienus, vertibu izmainas un nepiecieSamibu
parveidot eso$as biznesa pieejas. Ar dizaina domaSanas mérktiecigu pielietoSanu ,,persona
val organizacija nemitigi raugas péc augliga lidzsvara starp droSumu un derigumu
(reliability and validity), starp makslu un zinatni, starp intuiciju un analizi, starp izzinaSanu
un izmantosanu (exploration and exploitation). Uzpémums, kuru uznémuma vaditajs veido
uz dizaina domaSanas pamatiem, pielieto dizainera lidzek]us biznesa problému risinasanai”,
ir skaidrojis dizaina domasanas p&tnieks Martin (2009, 25. Ipp).

Uznémumi, kuri nesaredz savas iesp€jas ilgtermina ,un kuros uzpémumu vaditaji
nepielieto dizaina domaSanu, fokus€joties tikai uz talit§ju problému risinasanu, ari
visbiezak savas inovacijas balsta uz produktu veidoSanu, neizprazdami klienta vajadzibas
vai tas izprotot tikai dal€ji, tad€jadi biezi izveido vai nu lietotajam nederigus produktus vai
tos parsatina ar lietotdjam nevajadzigam funkcijam, ir noverojis Sato (2009).

Dizains ka strateégiskais Iidzeklis uzpémumu vadiSana un uzpémuma vaditaju
dizaina domasana Jauj saskatit attistibas tendences kulttiras un socialaja izmainu konteksta,
uztvert iesp&jas klientu vajadzibu apmierinaSanai veicinot uzpémuma spé&jas veidot
veiksmigu inovacijas, paaugstinot vértibu klientiem un uznémumam (Heskett, 2008). Sis
atzinas tiek izmantotas promocijas darba empiriskaja dala veidojot dizaina ka strat€giska
lidzekla uznémumu vadiSana teorétisko ietvaru integréSanai uzpémuma stratégijas izstrade
un biznesa modelos, uznémuma vaditaju dizaina izpratnes un domasanas kompetencu
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veidoSanas un attisttbas modeli, ka ar1 izstradajot promocijas darba ieteikumus dizaina
izpratnes un pielietoSanas limena paaugstinasanai uznémumu un valsts [Tment.

Ta ka akadémiskaja literatira nav vienotas inovacijas definicijas (Baregheh et al.,
2009), tad saja darba autore lieto West un Anderson (1996) izstradato un vélak Wong et al.
(2008, 241. Ipp) papildinato inovaciju definiciju, ka ,,inovacija var tikt definéta ka jaunu
procesu un produktu izmantoSana organizacija, lai gutu labumu organizacijai, gan tas
ieinteres€tajam pusém (stakeholders)”. Ka uzskata Sethi et al. (2001) dizainam ir viena no
galvenajam lomam veiksmigu inovaciju veidoSana uznémuma, saistot klienta vajadzibas ar
uzpémuma iesp&jam. Zinatniskaja literatira $adas dizaina virzitas inovacijas ir nosauktas
dazadi, piem&ram, ,,inovativs dizains”, ,,dizaina inovacija” (Mutlu, 2003), gan konteksta ar
pakapeniskajam inovaciju, gan tikai ar radikalaja inovacijam (Verganti, 2009a).

Tadgjadi, promocijas darba autore ir precizgjusi dizaina virzitu inovaciju definiciju:
»dizaina virzita inovacija ir efektivs dizaina pielietojums, kas rada pakapeniskus
jauninajumus produktiem vai piedava radikalus to risinajumus, ka rezultata tiek radita
augstaka vertiba gan klientiem, gan uznémumam?”, [idz ar to dizaina virzitas inovacijas
izprotamas gan ka pakapeniskas, lietotaju virzitas inovacijas, gan ka radikalas inovacijas,
kuras produktam ir pilnigi jauna nozime un ta rezultata veidojas jaunas industrijas.

Dizaina integré$ana uznémuma procesos un strat€gija un tai sekojo$os uzpémuma
darbibas modelos ir nozimigs stratégisks lidzeklis dizaina virzitu inovaciju veidoSanai,
radot pievienoto vertibu gan paterétajiem, gan vertibas paaugstinaSanos uzpémumam.
Pétnieki Kotler un Rath (1984); Nussbaum (2004a, 2004b); Merritt un Lavelle (2005), ka
ar1 Martin (2006) uzsver, ka uznémumiem, kas izmanto dizainu ta paplasinata nozim¢ un to
integré uznémuma procesos un stratégija, paveras plasakas biznesa iesp&jas globalajos
tirgos, un dizaina paplasinatas nozimes izpratne un pielietosana ir absoliita nepiecieSamiba
uznémumu, regionu un naciju konkurétspgjas palielinasana.

Sads viedoklis, ka dizains ir biitisks biznesa attistibai veidojot inovacijas ir ari
Eiropas Savienibas inovaciju politikas veidotaju nostija (Eiropas Komisija, 2009)°, ka
dizaina musdienu izpratne un inovaciju orientéta ekonomika nostiprinas uznpémumu un
ekonomisko sistemu konkur€tsp&ju, paaugstinot ekonomisko, socialo vertibu un dzives
kvalitati.

To tiesa veida apstiprina ari starptautiskie pétijumi, ka dizains ir efektivs
stratégiskais Iidzeklis uznpémuma veidojot inovacijas un vél jo vairak, nodro§inot pievienoto
veértibu gan uzpémumam, gan regionam, gan valstij kopuma (New Zealand Institute of
Economic Research 2003; Danish Design Centre 2003; Design Council, UK 2004; Power
et al., 2004; Solum un Hubak 2004).

Pieméram, Dizaina padome (Lielbritanija) 2004. gada publicgja petijumu ,,Dizaina

ietekme uz uznémumu birZas akciju cenam Lielbritanija” 4 skat. 1. attélu.

¥ Europe Commission (2009), “Design as a driver of user-centered innovation”, Commission Staff Working
Document SEC (2009) 501 final, European Commission, Brussels 07 April, 2009

* The Impact of Design on Stock Market Performance An Analysis of UK

Quoted Companies 1994-2003. British Design Council. 2004
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1.attels ,,Dizaina ietekme uz uznémumu birzas darfjumu rezultatiem Lielbritanija”, Dizaina
padome Lielbritanija, 1993. — 2003.,(FTSE 100 indeksa attieciba)

Pétijuma periods ir 1994 — 2003. gads, statistiska analize tika veikta 166 UK FTSE
registrétajiem uznémumiem. PEtljuma rezultati paradija, ka 63 uzp€mumi, kas dizainu ka
strategisku Iidzekli pielieto uznémumu vadi$sana uzrada FTSE 100 indeksa parsniegSanu par
200 %. Bez tam, tie bija daudzreiz konkurétsp&jigaki par saviem konkurentiem tirgus
svarstibu laika.

Pétijums Irija> parada, ka uzpémumi, kuri lieto dizainu ka strategisko lidzekli
uznémumu vadiSana ir veiksmigaki neka tie, kas dizainu nelieto. 78 % uzne€mumu, kas lieto
dizainu ka stratégisku lidzekli uzpémumu vadiSana ieviesa jaunus produktus un
pakalpojumus pedgjo tris gadu laika, salidzinot ar 51 %, kas to nedara. 72 % uzpémumu,
kas lieto dizainu ka stratégisko lidzekli un ieviesa jaunus produktus vai pakalpojumus
pedgjo tris gadu laika ieguva pieprasijuma picaugumu, salidzinot ar 56 %, kas jaunus
produktus neieviesa. Tomér, Irijas pétijums pieradija, ka tikai 15 % uznéméji saprot dizainu
ka strategisko lidzekli uzpémumu vadiSana un dizainu veérteé ka stila elementu 78 %
uznéméju Irija. Sis pétijuma atklajums Irijas politikas veidotajiem un uzpéméjiem ir viela
pardomam ka $o situaciju uzlabot.

Lai gan zinatniskas literatiras avoti viennozimigi vésta, ka dizains ir butiski
nepiecieSams uznéméjdarbiba, dizaina izpratnes un pielietoSanas Itmena novertgjums vél
joprojam ir maz pétits. Ka viens no pirmajiem sistematizétajiem dizaina pielietoSanas
uznémejdarbiba ietvariem starptautiskajos pétijumos ir izmantots Ramlau un Melander
(2004) veidotais modelis ,,Dizaina kapnes” skat. 2. attelu.

Dizains stratégija (dizains ir bitisks stratégiskais
[idzeklis dizaina virzitu inovaciju veidoZanai)

Dizains procesos (dizains ir integréts uznémuma
procesos)

Dizains ka stils (dizains attiecas tikai uz produkta formas
izmainam k a stila elements)

Nav dizaina_ (produkta veido3ana dizainam nav lomas vai ta ir
nenozimiaa)

2.att€ls. Dizaina izpratnes un pielietoSanas modelis ,,Dizaina kapnes” (Ramlau un
Melander, 2004), autores papildinats ar attéla skaidrojumiem, kas izriet no Ramlau un
Melander, 2004 zinatniska darba “In Denmark, Design Tops the Agenda”, Design
Management Journal, Vol. 15, No.4, 48-54 Ipp.

® Tormey, D. (2007) The Design Difference. A survey of design and innovation amongst Ireland’s SMEs.
Centre for Design Innovation
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Saja modeli dizaina loma uznémuma tick noveértéta balstoties un Cetriem
pamatposmiem:

1) dizains profesionali netiek izmantots, kas ir saprotams, ka uznémums neizmanto
dizainu vai to izmanto Joti nenozimigi savu produktu veido$ana. Ka uzsver Ramlau un
Melander (2004), produkta stilu pamata veido personas, kas nav profesionali dizaineri, Iidz
ar to $aja Itment uznp€mums veértibu klientam veido bez dizaina palidzibas;

2) dizains ka stila elements ir ,,pievienots” produktam ta sagatavosanas beigu posma
un saskana ar Ramlau un Melander (2004), tas var tikt veidots ar vai bez profesionala
dizainera palidzibas;

3) dizains ka process, $aja posma dizains tiek uzskatits ka lidzeklis, kas savstarpgji
savieno dazadas uznémuma procesu funkcijas un dizains tiek integréts procesos to attistibas
sakuma un ir I1dzas 11dz procesa noslégumam.

4) stratégija, Saja Itmeni dizainam ir viena no vado$ajam lomam uzpémuma, lai
veidotu dizaina virzitas inovacijas un sekmétu biznesa veiksmigu attistibu, saistot klienta
vajadzibas un uznémuma ilgtermina mérkus. Ka to ir vertgjis Borja de Mozota (2003), tas
veido zinasanu kopumu par veértibas radiSanu klientiem un uznémumam;

Gan treSaja, gan ceturtaja posma uzgémumu vaditaju izpratnei un dizaina domasanai
ir butiska loma, lai dizains ka stratégiskais lidzeklis $ajos augstajos pielietojuma Iimenos
tiktu integréts visa organizacijas darbiba un kultiira, ta sniedzot veértibas pieaugumu gan
klientiem, gan uzp€mumam.

Tadgjadi, Sis modelis ir praktiski pielietojams un svarigs dizaina ka strat€giska
lidzekla uzpnémuma vadiSana izpratnes un pielicto$anas izveért€Sanai uzpémumos, lai
nonaktu pie esoSas stavokla izpratnes un izdaritu secindjumus turpmakajai ricibai gan
valsts, gan uzpémumu Itmeni, lai dizaina izpratne pieaugtu un dizaina pielietojums ka
stratégisks lidzeklis uznémuma vadiSana nestu ekonomiskus un socialus rezultatus gan
uzneémumam, gan valstij kopuma.

,Dizaina kapnu” modelis tiek pielietots pétljumos Danija, Zviedrija, Irija u.c. un
Eiropas Savienibas limena pétijuma ,,Global Review of Innovation Intelligence and Policy
studies” (Bittard un Basset, 2005). Piem&ram, Zviedrija® pétijuma tika noskaidrots, ka 81 %
uzn€meju atzist, ka ir tieSa sakariba starp dizaina pielietoSanu un uzn€émuma pelnu. Bez tam
Sis pétijums norada, ka jo augstak ir uznémums ,,Dizaina kapnu” modela (Ramlau un
Melander, 2004) pakapé, jo cieSaka ir §1 saikne starp uzgp€muma dizaina pielietojumu un
pelnu. Bitard un Besset (2005) sava pétijuma uzsver, ka veiksmigos uznémumos tados ka
Procter & Gamble, Amazon.com un Philips dizains ir integréts uznémuma butiba, tadgjadi
tas ir uzpémuma virzitajs speks ka strat€gisks lidzeklis ilgtermina konkurétspgjas
nodros§inasana.

Sis modelis tiks izmantots arf dizaina ka stratégisks lidzeklis uznémuma vadi$ana
izpratnes un pielietoSanas pétijuma datu analizei par uzn€mumiem Latvija un Igaunija.

Promocijas darba apliikotie zinatniskie atzinumi uzskatami parada, ka klienta
vertibu padzilinata izpratne ir pamata veiksmiga biznesa veidoSanai miisdienu mainigajos
tirgus apstaklos. Dizaina izmantoSana ta paplaSinata nozimé, integréjot to uzpe@muma
stratégija un biznesa modelos (Verganti 2002, 2003; Heskett 2002, 2005, Liedtka un
Ogilvie, 2011; Moultrie et al., 2006; Bruce and Bessant, 2002; Melander un Ramlau, 2004

® Design maturity in Swedish companies. Swedish Industrial Design Foundation and the Association of
Swedish Engineering Industry. 2004
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u.c.) veido uznémuma spé&jas radit dizaina virzitas inovacijas. Tas nav tikai dizainera
uzdevums, bet gan visupirms ta ir uznpémuma vaditaja izpratne par dizaina paplasSinato
nozimi un dizaina domasSanu (von Stamm, 2003, Brown, 2008), kas savieno patérétaju
vajadzibas ar uznémuma ilgtermina mérkiem. STs atzinas tiek izmantotas darba empiriskaja
dala, veidojot pétijumu, pilnveidojot teorétisko ietvaru dizaina ka stratégiska Ilidzekla
uzpémuma vadiSana integréSanai uznémuma stratégijas izstradé un ta biznesa modelos,
piedavajot uzpémumu vaditaju dizaina izpratnes un domasanas kompetencu veidosanas un
attistibas modeli, ka arT sniedzot priekslikumus dizaina ka stratégiska lidzekla uznémuma
vadiSana izpratnes un pielietoSanas palielinaSanai valsts un uznp€mumu Itmenos.

2. Dizaina ka stratégiska lidzekla uznémuma vadiSana izpratnes un pielieto$anas
IiTmena novértéSana Baltijas valstis
(2. nodala sastav no 48 lappusém, 14 atteliem un 26 tabulam)

Promocijas darba otraja nodala akcents ir likts uz dizaina ka stratégiska lidzekla
uznémuma vadiSana nozimes izpratni un pielietoSanu Baltijas valstis. Pétits tiek izpratnes
un pielietoSanas limenis uznémumos, dots ta novértéjums izmantojot Ramlau un Melander
(2004) Cetru pakapju ,,Dizaina kapnes” modeli, ka arT analizéti faktori, kas ietekmé dizaina
paplasinatu izpratni Igaunija un Latvija.

Kaut gan pédgjos gados piecaug zinatniecku interese par dizaina ka stratégiska
lidzek]a uznémuma vadi$ana pilnvertigu izmanto$anu uzpémuma procesos un stratégija, lai
raditu uznémuma spéjas veidot veiksmigas dizaina virzitas inovacijas, izmantojot dizaina
domasanu, padzilinatu zinatnisko pétijumu par So t€mu ir saméra maz. Lidz ar to, ir
nepietickami zinatniski pamatoti novértgjumi par dizaina ka stratégiska Iidzekla uznémuma
vadiSana izpratni un pielietoSanu uzp€mumos. Savukart, tas trauce attistit zinatniski
pamatotus secinajumus un rekomendacijas, kas bttu izmantojamas, lai dizains tiktu izprasts
un novertéts ka stratégisks lidzeklis uznémuma vadisana biznesa attistibai.

Ka viens no bitiskakajiem So zinatnisko pétijjumu lénai attistibai ir iemesls, ka
Eiropas Savienibas statistikas datu veidoSanas metodologija neparedz izveértét specifiskus
indikatorus dizaina ekonomiskas lomas analizei uzpémumu attistibas raditajos, ka ari nav
ar1 statistisko raditaju par dizaina ekonomisko pienesumu valsts ekonomiskaja attistiba.
Tadgjadi, lidzSin€jie dizaina lomas izvert€Sanas petijumi pamata balstas uz dazadam
metodeém datu savakSana, kas biezi ir nepilnigas.

Sis pétijums ir uzskatams par pirmo zinatnisko pétijumu Baltijas valstis par dizaina
ka strateégiska lidzekla uznémuma vadiSana izpratni un pielietosanu Igaunijas un Latvijas
uznémumos, izmantojot Ramlau un Melander (2004) dizaina ka strat€giska lidzekla
uznémuma vadiSana pielietoSanas limena izveértéSanas modeli ,,Dizaina kapnes”, dizaina ka
stratégiska Iidzekla uznémuma vadiSana ietekmé&joso faktoru analizi, lai izdaritu zinatniski
pamatotus secinajumus un priekSlikumus gan uzné€méjiem, gan valsts politikas veidotajiem.

Pétijuma, kas tiek atspogulots Saja promocijas darba ta ierobezota apjoma dél,
autore apskata tikai divas no Baltijas valstim, t.i. Igauniju un Latviju. Sada izvéle ir
pamatota ar to, ka §is valstis atrodas dazados inovaciju attistibas Iimenos p&c Eiropas
Komisijas Inovaciju pétijuma (Innovation Union Scorecard, 2011) rezultatiem (skat. 3.
att€lu), kuros uzskatami redzams, ka Igaunija ir inovaciju sasniegumu grupa tulit aiz
inovaciju sasniegumu lideru valstim, bet Latvija tiek ierindota inovaciju sasniegumu
zemakaja novertejuma.
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3.att€ls. Inovaciju sasniegumu rezultati ES-27 valstim, Innovation Union Scorecard (2011)

Ta ka $aja Eiropas Komisijas Inovaciju sasniegumu pétijuma dizaina izmantoSanas
indikatori nav atseviski izvertéti, tad autores salidzinoSajam pé&tijumam abu valstu izvéle ir
pamatojama ar kopg&jo inovaciju attistibas un sasniegumu limenu atskiribam.

Lai noteiktu dizaina ka stratégiska Iidzekla uznémuma vadiSana izpratnes un
pielietoSanas Itmeni Igaunija un Latvija, tiek izmantota zinatniski pé&tnieciska metode,
aptauja, kas sastav no anketas ar 19 jautajumiem, kas paredz izvértét domingjoSo strateégiju
un biznesa modeli uznpémumos, uznémumu vaditaju domasanas veidu, izpratni par inovaciju
dazadajam formam, un faktoru noveértéjumu, kas ictekmé dizaina ka stratégiska lidzekla
pielietoSanu uznémuma vadiSana biznesa attistibai.

Jautajumu izveides pamata ir metodologija agrak veiktajiem dizaina pielietoSanas
uznéméjdarbiba pétijjumiem citas valstis: aptauja par dizaina izmantoSanu un inovaciju
sasniegumi Irijas MVU (2007), ko veicis Centre for Design Innovation, ITSBIC, Institute of
Technology, ‘“Design and Company Performance: Evidence from the Community
Innovation Survey” ko veikus$i pétnieki Cereda et al. (2005) ka zinojumu DTI
(Lielbritanija) un “The Economic Effect of Design”, ko veikusi Danish Design Centre and
National Agency for Enterprise and Housing, Danija (2003), ka arT teorétiskas atzinas no
zinatniskajam publikacijam Heskett (2005), Verganti (2009), von Stomm (2003), Sato
(2009), Martin (2006).

Lai pétijuma rezultati biitu veért€jami ka zinatniski pamatoti, aptaujas jautajumi tiek
veidoti divam mérka grupam, 1) profesionali dizaineri, kas ikdiena strada ar uzpémeéjiem un
skaidri saskata dizaina izpratnes limeni un pielietoSanas veidu biznesa vide, un 2)
uzp@muma augstaka Itmena vaditaji. IerobeZota apjoma de] netiek apskatiti citu iesaistito
pusu viedoklis, piem&ram, klientu viedoklis.

Pétijuma datu savakSanai pirmaja petijumu karta, mérka grupai ,,profesionali dizaineri”
tika izveleti dizaina industrijas uzp€mumi, kas attiecigas valsts Uznpémumu Registra ir
noradijusi darbibas veidu FEiropas Savienibas statistikas datu klasifikatora NACE 2
apakSnodalu 74.10. Ka aptaujas respondenti S$ajos uzpémumos tika izve€leti vadoSie
dizaineri, kam ir tieSa sadarbiba ar biznesa uznémumiem un ir pieredz&jusi abpus€ju
projektu veidoSana un var sniegt pilnigu ieskatu par dizaina izpratni un pielietoSanu
uznémumos Latvija un Igaunija.

Aptaujas anketas tika izsiititas laika posma no 2011. gada janvara lidz martam. P&tjjuma
izmantojami dati tika sanpemti no 74 respondentiem Latvija, ti. 34 % no visiem 218
uzpémumiem, kas registréti dizaina industrija Latvija un no 42 respondentiem Igaunija, t.i.
24 % no 173 dizaina industrija registrétajiem uznémumiem Igaunija.
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Otrai mérkauditorijas grupai, uzpémumu vaditajiem, p&tijums tika veikts 2012. gada
pirmaja pusg, atlasot attiecigas valsts Uzpémumu Registra (UR) uznémumus, kuru darbibas
aktivitates ir noraditas NACE 2 B-E razosanas uzpémumu grupa. Pé&c UR datiem uz 2011.
gadu Latvija ir 8800 razoSanas uznémumi, Igaunija 5500 razoSanas uznémumi. Lai no §1s
generalkopas iegiitu ticamus datus, ko attiecigi var visparinat generalkopai zinatniski
pamatotas analizes un secinajumu veidoSanai, tika noteikta nepiecieSama pétijuma izlases
kopa. P&tijuma izlases kopa tika noteikta izmantojot Barlett et al. (2001) un Cochran (1977)
metodologiju, tadéjadi iegustot sekojoSu izlases kopas aprékina rezultatus un talakai
pétnieciskai analizei atbilstoSu respondentu skaitu (skat. 2. tabulu).

2. tabula
NepiecieSamas izlases kopas noteikSana generalkopai (N), péc uzpémumu skaita un
procentuali, péc Cochran (1977) un Bartlett et al.( 2001) metodes

Valsts Generalkopa (N) un nejausas Minimala izlases kopa (n) legtiti petijumam derigi dati,
izlases kopa (atbildes % no nejausas
izlases kopas)
Latvia 8772 (1600) 368 374 (23, 4 %)
Estonia 5500 (1400) 360 371 (26.5%)

Autores veidots, izmantojot Central Statistics Burau of Latvia (2010) un Statistics Estonia (2010) datus

P&tijuma pec nejausas izlases tika izveleti 1 600 uznémumi Latvija un 1 400 uzp€mumi
Igaunija. Aptaujas anketas tika nosititas elektroniska veida uznémumu vaditajiem. Laika
perioda no 2012. gada marta lidz septembrim tika sanemtas 374 atbildes derigas talakai
pétijuma analizei (t.i. ar to saprotot, ka atbild&ti ir visi aptaujas anketas jautajumi) no
Latvijas uzpémumiem, kas attiecigi ir 23,4 % no nejausas izlases respondentiem, un 371
atbilde no Igaunijas uzp@mumiem, kas ir 26,5 % no nejausas izlases respondentiem
Igaunija. Datu apstrade tika veikta ar statistiskas analizes programmam SPSS 18.0, MT
16.0, MedCalc 12.3.0.

Lai parliecinatos, ka atbildes uz anketas jautajumiem ir sanemtas visam uznémumu
grupam, t.i. mikro, mazajiem, vid€jiem un lielajiem uzp€mumiem attiecigi lidziga
proporcija ka tie ir generalkopa (N), iegltas respondentu atbildes tika izanalizétas péc
uznémuma lieluma attieciba uz stradajoso skaitu (skat. 3. tabulu).

3. tabula
Generalkopas uznémumu sadalijums péc stradajoso skaita un izlases kopas
atbilstibas analize ( péc uznémumu skaita un procentuali)

Uznemumu Uzpémumu
Stradajoso skaits ) - Uz_r,lémumu sk_ai_ts skaits pétjjuma | skaits _péﬁjumﬁ
Valsts _ _ Uznémumu skaits pec procentuala pec to
uznémuma . s
i sadalijuma, % procentuala
sadalfjuma, %
Latvija 0-9 6686 76% 246 66 %
10-19 854 10% 56 15%
20-49 706 8% 42 11%
50-249 463 5% 26 7%
250 + 63 1% 4 1%
Igaunija 0-9 3785 64 % 222 60 %
10-19 769 13% 69 19 %
20-49 741 13 % 46 12 %
50-249 505 9% 30 8 %
250 + 75 1% 4 1 %

Autores veidot, izmantojot Central Statistics Burau of Latvia (2010) un Statistics Estonia (2010) datus
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legiitie rezultati apstiprina, ka izlases kopa ir parstavétas visas uznémumu grupas
pec to stradajoso skaita un petijuma izlases kopa var tikt uzskatita par zinatniski pamatotu.

Uznémuma stratégijas un tai sekojoSo biznesa modelu uzdevums ir radit vértibu
klientiem, kas atspogulojas uznémuma piedavajumos un tadejadi ka atzinibu iegistot
vertibas piecaugumu pasam uznémumam (Khalifa, 2008). Lai izpétitu kada loma taja ir
dizainam ka strategiskajam lidzeklim uzpémuma vadiSana, tika noskaidrota uzpémuma
domingjosa stratégija un biznesa modelis, un kada ir to saistiba ar dizaina ka
stratégiska Iidzekla uznémuma vadiSana izpratnes limeni. Ta ka uznémumam, stradajot
sarezgitos mainigas vides apstaklos, ir jaspéj izprast nakotnes signali un saredz&t ka mainas
klientu vajadzibas (Pina un Vieita de Cunha, 2006), lai savus piedavajumus veidotu radot
klientiem vértibu, ir nepiccieSsama dizaina domasana, kas palidz saskatit Sis iesp&jas
(Florida, 2002; Martin, 2007). Savukart, dizaina domasana ir vérsta uz nakotnes iesp&jam,
kam uzpémuma atbilst ilgtermina biznesa modelis, kas versts uz ilgtermina mérku
sasniegSanu.

Analizgjot profesionalo dizaineru viedokli par domin€joSo biznesa modeli
uznémuma (skat. 4. att€lu), ir redzams, ka 83 % respondenti Latvija uzskata, ka Latvija
doming Tstermina biznesa modelis, kas veérsts uz esoSo problému tadu ka izmaksu
samazinasanu, lietojot 1€takus izejmaterialus, zemak kvalificetu darbaspeku un attiecigi
zemaku darba samaksu utml. risinajumu.
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4.attels. Domingjosa uznémuma strat€gija un biznesa modela veida salidzino$a analize
Latvija un Igaunija no profesionalu dizaineru viedokla (atbildes %), autores petijuma dati

Citadaks redz€jums ir respondentiem Igaunija, kur 55 % respondenti norada, ka
domingjosais biznesa modelis Igaunija ir versts uz ilgtermina mérku sasniegSanu un to, ka
veidot klientiem piedavajumus ar augstaku pievienoto vértibu, izmantojot videi draudzigus
risinajumus, augstas kvalitates materialus un darbaspeku.

Sis jautajums tika uzdots ari uznémuma vaditajiem, lai noskaidrotu ivnu redz&jumu
par domingjoso uznémuma stratégiju un biznesa modeli, skat.5. attélu.
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5.att€ls Domingjosa uzpémuma strat€gija un biznesa modela veida salidzino$a analize
Latvija un Igaunija no uznémuma vaditaju viedokla (atbildes %), autores pétijuma dati

Latvija uzpémuma vaditaji parsvara uzskata (60 % respondentu), ka doming
respondents jeb 25 %. Tas liek secinat, ka gan no profesionalo dizaineru viedokla, gan no
uzpémumu vaditaju viedokla Latvija parliecinos$i vairak doming istermina biznesa modelis
un risinajumi, kas balstiti uz eso$o problému operativo risinajumu funkcionala Iiment (jeb
,biznesa taktiku”), bet Igaunija uznémumos doming biznesa modelis, kas balstits uz
ilgtermina mérku sasniegSanu un klientu vértibu radiSanu.

Dizains ir saikne starp uznémumu un ta klientu (Hertenstein et al., 2005) un dizaina
ka stratégiska lidzekla nozime uzpémuma vadiSana ir tie$a veida saistita ar ietekmi uz
esoSajiem komercialajiem ierobezojumiem, iesp&ju Vveidot jaunus biznesa konceptus,
vienkarSot uznémuma procesus, veicinat izmaksu samazinasanOs, parveidojot 11dz§ingjo
biznesa norisi un radot jaunu pieredzi un paaugstinot vértibu gan klientiem, gan
uzpemumam.

Tadgjadi, dizaina ka stratégiska lidzekla uznémuma vadiSana ir svarigi pétit kada ir
augstaka limepa uzpémuma vaditaju izpratne par dizainu ka stratégisko lidzekli
uznémuma vadiSana pielietoSanu.

ST jautajuma analize ir ari svariga no dizaineru viedokla (skat. 6. attélu), jo
profesionals dizaineris ir uzskatams par ,,tulku” risindjumu veidoSanai starp uzpémumu un
ta klientu (Verganti, 2009a).
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6.attéls. Dizaina ka stratégiska lidzekla uznémuma vadi$ana izpratnes un pielietojuma
salidzino$a analize no profesionalu dizaineru viedokla, atbildes %, autores pétijuma dati
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No 6. attéla ir redzams, ka 30 % profesionali dizaineri Latvija uzskata, ka dizains
uznéméjdarbiba tiek pielietots tikai luksus precu veidoSanai, bet 41 % dizaineru ir viedoklis,
ka dizains Latvija tiek pielietots tikai produktu vizualai uzlaboSanai. Tatad, liclaka dala
dizaina profesionalu uzskata, ka Latvija dizaina izpratne un pielietojums ir loti ierobeZzoti.
Savukart Igaunija 40 % profesionalu dizaineru uzskata, ka dizains tiek izprasts plasak un
tiek integréts uznémuma procesos, tomér vél joprojam tik pat liels respondentu skaits, t.i. 38
% profesionalu dizaineru ir novertgjusi, ka dizains tiek pielietots tikai vizualam nolikam.

No uzpémumu vaditaju viedokla (skat. 7.att€lu) izriet, ka Latvija pamata (48 %
respondenti) dizains ka stratégiskais lidzeklis uznémuma vadiSana ir izprasts ka dizaina
funkcija produktu vizualai uzlabo$anai at$kiribu veidosanai. Tomér, salidzinot ar Igauniju,
Latvija vel ievérojams respondentu skaits uzskata, ka dizains ir domats galvenokart luksus
precu tirgum (18 %).
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7.attels. Dizaina ka stratégiska lidzekla uzpémuma vadi$ana izpratnes un pielietojuma
salidzino$a analize no uznémumu vaditaju viedokla, atbildes %, autores pétijuma dati

Tikai 25 % uzneémg&ju Latvija ir paudusi viedokli, ka dizains ka stratégiskais lidzeklis
uznémuma vadiSana tiek integréts uzp€émumu procesos. Savukart, Igaunija ta uzskata 43 %
uznemeéju, kaut ar1 gandriz tikpat liela dala uzn€mumu vaditaju, t.i. 37 % viedoklis ir, ka
dizains ir tikai funkcija, lai produktus vizuali uzlabotu.

Abu aptaujato meérka grupa atbildes ir vertgjamas ka lidzigas, jo gan profesionali
dizaineri, gan uzneméji uzskata, ka Latvija pamata dizaina pielietojums uzn€muma
aprobezojas ar vizualu produktu uzlaboSanu, bet Igaunija abu respondentu grupas norada,
ka dizaina dizains ka stratégisks lidzeklis uznémuma vadiSana pielietojums ir gan produktu
uzlaboSanai, gan tiek integréts uznémuma procesos.

Lai atrastu kopsakaribu starp dizaina ka stratégiska lidzekla uzpémuma vadiSana
izpratnes un pielietoSanas limeni un uzpémuma stratégijas un biznesa modela veidu,
tiek izveidotas $adas hipotézes:

Ho: Dizaina ka strateégiska Iidzekla uzpémuma vadi$ana un uznémuma stratégijas, ka ari
biznesa modela veids ir neatkarigi mainigie;

H1: Dizaina ka stratégiska Iidzekla uznémuma vadiSana un uzpémuma stratégijas, ka ari
biznesa modela veids ir atkarigi mainigie.

Sis kopsakaribas noteik$anai tiek pielietots Chi-square tests ka piemérota metode $adu
kopsakaribu noteikSanai ((Easterby-Smith et al., 2002), un tas tika darits atseviski katrai
mérka grupai Latvija un Igaunija. Visos gadijumos Chi-square tests uzrada, ka p-vertiba,
kas ir iesp&jamiba iegit testa rezultatus, ka Ho ir patiesa ir mazak neka 0.05 (pie definéta o
= 0.05) un tadgjadi uzskatams, ka Ho var tikt noraidita (Goodman, 1999).

24



Tas nozim€, ka pétijjuma dati abas pétijjuma meérka grupas un abas valstis uzrada, ka
dizaina ka stratégiska lidzekla uznémuma vadisana un uznemuma strategijas un biznesa
modela veids ir atkarigi mainigie, t.i. istermina biznesa risinajumos dizains ka stratégiskais
lidzeklis uzn@muma vadisana vai nu netiek pielietots nemaz, vai ta izpratne un pielietojums
robezojas ar produkta vizualu uzlaboSanu. Ilgtermina meérku sasniegSanai uznémuma
stratégijas veidosana un biznesa modelis ir savukart saistits ar dizaina ka stratégiska
lidzekla uznémuma vadiSana pielietojumu augstaka Itmeni, t.i. dizainu ka stratégisko
lidzekli integréjot uznémuma procesos un stratégija, kas tadéjadi sniedz augstaku potencialu
klienta vertibu palielinasanai un biznesa attistibai.

Lai noteiktu dizaina ka stratégiska lidzekla izpratni un pielietoSanu uznémuma
vadiSana un biznesa modela veida uznémuma relativo attiecibu, darba tika veikta divu
nominalveértibu mainigo attiecibu analizes metode (Correspondence Analysis). P&c §is
metodes, vértibas tiek veidotas, nemot véra dizaina ka stratégiska Iidzekla izmantoSanu un
biznesa modela veidu uznémuma. Ka tas redzams kopsavilkuma tabula (skat. 4. tabula),
aprékinu rezultata vertibu dod tikai pirmas divas dimensijas, bez tam, nozimibas p vertiba ir
0.000 (pie DF =9), apstiprinot, ka rezultatus var interpretét.

4. tabula
Kopsavilkums mainigo savstarpgjo attiecibu datu analizei, dizaina ka stratégiska
lidzekla izpratnes un pielietoSanai uznémuma vadiSana un biznesa modela veida uznémuma
relativo attiecibai

ap
Inertiias (inertia) proporsija (Confidence singular
value)
Dimmensias Korelacija
s | nemiia | O Wﬂ,;m,am saskaitot bumlativa | standata
sincular inertia) | Square SRV (accountedfor cumulative) | povirze -
(sing DF=9
value)
1 0.724 0.524 0.992 0.992 0.021 0072
2 0.063 0.004 0.008 0.599 0.040
3 0.016 0 0.001 1.000
Eopd 0.528 393.350 0.000 1.000 1.000

autores pétijuma dati
Lai padzilinati novertétu So savstarp&jo mainigo attiecibas Ipatsvaru kop&ja mainigo

attieciba, tiek veidota analize attiecigi katram mainigajam atseviski (skat. 5. tabulu). Bez
tam, dizaina pielietoSanas veidam tiek doti apzim&jumi (1 — dizains luksusa precém; 2 —
dizains produkta vizualai uzlabo$anai; 3 — dizains integréts uznémuma procesos, 4 — dizains
integréts uznémuma stratégija inovaciju veidoSanai).

5. tabula

Dizaina ka strat€giska lidzekla izpratnes un pielietoSanas ipatsvars mainigo
savstarpgjo attiecibu datu analizei

= Neniha
H g Pesung (comridution)
o (sCore
dirnensson
(NRUAL BRI PUOKLOR | 1 on 2 oundtd inertiid (of
{of point 10 inertia of Samersiton to inestis o f oint)
dimenson) ol o
g . 1
8 144 "
g Ipatevan I 3 sy 1 b 1 3 | kepi
o "Il (inarzia)
i 012% | .1361] 0311 0.146 032741 0304 0953 0014 1.000
2 0427 | 0592 ] 0214 0110 020 0303 0988 0012 1.000
3 0338 0923 0143 0213 0306 0113 Q0958 0002 1.000
! 0.101 | 0.889 | .0.227 0958 0510 | 0080 0991 0.006 0597
. .
Eopd 1.000 1.000 1000

autores pétijuma dati
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Savukart, otra mainiga, biznesa modela veida Ipatsvaru dimensijas tiek aprékinats 6.
tabula, nemot véra apzim&umus 1 — istermina biznesa modelis Latvija; 2 — ilgtermina
biznesa modelis Latvija; 3 - istermina biznesa modelis Igaunija; 2 — ilgtermina biznesa
modelis Igaunija.

6. tabula
Biznesa modela veida patsvars mainigo savstarp&jo attiecibu datu analizei, dizaina ka
strateégiska lidzekla izpratnes un pielietosanai uzn€muma vadisana un biznesa modela
veida uznémuma relativo attiecibai

= Vertiba
% gﬁfﬁ:ﬁf Devums (contribution)
= dimension)
e — o — rEp—
2 punktos (of point to (of dimension to inertia of
E inertia of dimension) point)
g —
Ipatsvan 5 | Ineriia N 5 o
B (mass) ! - (inertia) ! - ! - kepd
1 0.302 | 0997 | 0.199 0218 0415 0.185 0.996 0.004 1.000
2 0200 | 0.751 | 0276 0.083 0.136 0.233 0.987 0.012 0.999
3 0.125 | 0.959 | 0.486 0.085 0.159 0456 0977 0.022 0.999
4 0.373 | 0.725 | 0.146 0.143 0.271 0.124 0.996 0.004 1.000
Kopa 1.000 0.32% 1.000 1.000

autores pétijuma dati

P&c 4. un 5. tabulas var secinat, ka pirmaja dimensija vislielakais 1patsvars un
attiecibu saistiba no mainiga dizaina ka stratégiska lidzekla izpratne un pielietoSana biznesa
ir dizainam integrétam procesos un stratégija inovaciju veidosanai. Savukart, mainigajam
biznesa modela veids, tas ir ilgtermina biznesa modela veidam.

Savukart, veidojot savstarp&jo $o mainigo attiecibu karti ir v€rojams, ka Istermina
biznesa modela gadijuma gan Latvija, gan Igaunija, dizaina izpratne un pielietojums ir
ierobezots, galvenokart tas ir tikai luksus precém vai produkta vizualajai uzlabosSanai, bet
ilgtermina biznesa modelu veida gadijuma dizaina pielietojums ir paplaSinats — t.i. dizains
ka stratégiskais lidzeklis tiek integréts uznémuma procesos un stratégija.

Lai noskaidrotu dizaina ka stratégiska Ilidzekla uzpémuma vadiSsana un
inovaciju veida izpratni, pétijuma tika apskatits jautdjums vai inovacijas tiek izprastas
tikai to tehnologiska veida, vai uznémumu vaditaji izprot, ka ir iesp&amas citu veidu
inovacijas to netehnologiskajas formas, ieskaitot dizaina virzitas inovacijas.

Péc profesionalu dizaineru viedokla (skat. 8.att€lu) ir redzams, ka Latvija
uzpémumu vaditaji pamata (74 %) virzas uz tehnologisko inovaciju veidoSanu, un tikai
katrs ceturtais respondenta viedoklis ir, ka inovacijas uznémuma tiek veidotas gan
tehnologiskas, gan ari netehnologiskas, ieskaitot dizaina virzitas inovacijas. Savukart,
Igaunija vairak neka puse respondentu norada, ka uzp@mumos tiek pieversta uzmaniba
abiem inovaciju veidiem.
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8.attels Inovaciju veida uztveres uznéméjdarbiba salidzinoSais pétijums, no profesionalu
dizaineru viedokla, péc autores pétijumu datiem

Lidziga viedoklu proporcija ir armT uzp@émumu vaditaju aptauja, kura Latvijas
uznémumu vaditaji parsvara koncentr&jas uz tehnologisko inovaciju veidoSanu (74 %
respondenti), bet Igaunija salidzino$i ar Latviju, tikai péc 41 % respondentu domam
uznémumi koncentr&jas uz tehnologiskajam inovacijam, bet 59 % respondenti uzskata, ka
tas ir svarigas gan tehnologiskaja, gan netehnologiskaja veida, lidz ar to paplaSinot
uznémumu iesp€jas dazadot inovativus risinajumus.

Lai izprastu vai ir kopsakariba starp dizaina ka stratégiska lidzekla uzpémuma
vadiSana izpratnes un pielietojumu ITmeni un uzpémuma vaditaju inovaciju veida
izpratni, tika veikts datu korelacijas tests, Chi-square tests, un izstradatas sekojosas darba
hipotézes:

Ho: Dizaina ka stratégiska lidzekla uznémuma vadiSana izpratnes limenis un uznémuma
vaditaju inovaciju veidu izpratne ir neatkarigi mainigie lielumi;

H1: Dizaina ka strat€giska lidzekla uznémuma vadi$ana izpratnes limenis un uznémuma
vaditaju inovaciju veidu izpratne ir atkarigi mainigie lielumi.

Sis izvirzitas hipotézes tika parbauditas abam pétfjuma mérka grupam gan Latvija, gan
Igaunija.

Visos gadijumos Chi-square tests uzrada, ka p-vertiba, kas ir iesp&jamiba iegiit testa
rezultatus, ka Ho ir patiesa ir mazak neka 0.05 (pie definéta o = 0.05) un tadgjadi
uzskatams, ka Ho var tikt noraidita (Goodman, 1999). Tas nozimg, ka dizaina ka stratégiska
lidzekla uzpémuma vadiSana izpratnes limenis un uzp@muma vaditdju inovaciju veidu
izpratne ir saistiti mainigie lielumi. Ja inovacijas tiek saskatitas un veidotas tikai to
tehnologiskas formas, tad dizaina ka strat€giska Iidzekla uznémuma vadiSana pielietoSana ir
nenozimiga.

Savukart, lai noskaidrotu ka dizaina ka stratégiska lidzekla uznémuma vadiSana
pielietoSanas Iimenis ietekmé pieprasijuma pieaugumu un tadg€jadi, pozitivi iespaido
biznesa attistibu, tiks veikta korelacijas analize Siem mainigajiem.

Uzpémumi ar dizaina ka stratégiska lidzekla uzpémuma vadiSana izpratni un
pielietoSanu augstaka Itmeni var virzities talak neka vienkars$i cinities par izdzivoSanu un
veicot nelielas izmainas darbiba, tie ir sp&jigi atvert jaunas iesp&jas veiksmigai izaugsmei
(Fraser, 2007). Tapéc ir svarigi noskaidrot kada méra dizaina ka stratégiska lidzekla
uzpémuma vadiSana pielietojums ir veicindjis pieprasijuma pieaugumu uznémuma.
Pétniecibas meérkauditorija So datu savakSanai ir tikai uzpémumu vaditaji, izvertgjot
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situaciju vinu vaditajos uznémumos p&dgjo piecu gadu laika. Saja jautdgjuma izmantota tika
Cetru pakapju Likerta skalas metode (skat. 7. tabulu).
7. tabula
Dizaina ka stratégiska lidzekla uznémuma vadi$ana pielietoSanas intensitate un
pieprasijuma picaugums uzpémuma, pédgjo piecu gadu laika (p&c respondentu skaita

Latvija)
Dizaina pielietoSanas intensitate
Latvija loti nozimiga | nozimiga | ierobeZota netiek pielietos | Kopa
Nozimigs pieprasijuma
pieaugums 59 37 9 7 112
Nav pieprasijuma pieauguma 15 20 112 115 262
Kopa 74 57 121 122 374

autores pétijuma dati

Analizgjot Sos datus, 59 respondenti (jeb 16 %) ir noradijusi, ka dizaina ka stratégiska
lidzekla uznémuma vadiSana loti nozimiga pielietoSana ir bijusi par pamatu nozimigam
pieprasijuma pieaugumam, bez tam 37 respondenti jeb 10 % no kop&jo respondentu skaita
ir noradijusi, ka dizaina ka stratégiska lidzekla uznémuma vadiSana pielietoSana ir bijusi
nozimiga, un ta ir devusi nozimigu pieprasijjuma pieaugumu. Tas nozimé, ka kopuma
ievérojama dizaina ka stratégiska lidzekla uznémuma vadiSana pielietosana, kas devusi
nozimigu pieprasijuma pieaugumu uzpémumos ir bijusi 26 % no visiem respondentiem
Latvija. Tomé@r tas joprojam ir loti neliels uznémumu skaits, kas dizainu pielieto ka
stratégisko Iidzekli biznesa attistibai.

Bez tam, svarigi ir atzimét, ka tikai 15 (jeb 4 %) respondentu ir noradijusi, ka dizaina
pielietojums ir bijis loti nozimigs un 20 respondenti (jeb 5 %), ka nozimigs, bet nav bijis
pieprasijuma piecauguma, kas bilitu jap€ta padzilinati cita pétijuma. Savukart, 112
respondenti (jeb 30 %) ir atbild&jusi, ka dizaina ka stratégiska lidzekla uzpémuma vadiSana
pielietojums ir bijis ierobezots vai nenozimigs un 115 respondenti (31%) ir izteikusi
viedokli, ka uzpnémuma dizains ka stratégiskais lidzeklis uznémuma vadiSana netiek
pielietots. Japiezimé, ka $1 ir vislielaka uznémumu vaditaju respondentu dala (vairak ka 60
% no visiem respondentiem), kas atzist, ka dizainu ka stratégisko Iidzekli uznpémuma
vadiSana nepielieto vai loti ierobezoti pielieto un pieprasijuma picaugums uznémuma nav
bijis.

Attieciba uz Igauniju (skat. 8.tabulu), dizaina ka stratégiska lidzekla uznémuma vadiSana
pielietoSana ir ietekméjusi pieprasijjuma pieaugumu lielakam uzp@mumu skaitam neka
Latvija, attiecigi ka loti nozimigu to ir noradijusi 81 respondents (21 %) un nozimigu 67
respondenti (18 %), kas kopa sastada gandriz 40 % no visiem respondentiem Igaunija.

8. tabula
Dizaina ka stratégiska lidzekla uznémuma vadiSana pielietoSanas intensitate un
pieprasijuma pieaugums uznémuma, péd&jo piecu gadu laika (p&c respondentu skaita Igaunija)

Dizaina pielietoSanas intensitate
loti netiek
lgaunija nozimiga | nozimiga | ierobeZota pielietos Kopa
Nozimigs pieprasijuma pieaugums 81 67 14 7 169
Nav pieprasijuma picauguma 12 10 88 92 202
Kopa 93 77 102 929 371

autores pétijuma dati
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Tomér, dizainu ka stratégisko lidzekli uznémuma vadiSana pielietojot ,,Joti nozimigi un
nozimigi” pieprasijuma pieaugumu nav sasniegusi 22 respondenti (jeb 6 %), kas ir
salidzinoSi mazaks neka Latvija. Bez tam, salidzinos$i mazaks respondentu skaits neka
Latvija ir noradijusi, ka uznémuma dizains ka strat€giskais lidzeklis uznémuma vadisana
tiek pielietots nenozimigi vai nemaz (attiecigi 88 respondenti (jeb 24 %) un 92 respondenti
(jeb 25 %)) un nav bijis ari pieprasijuma picauguma.

“Intelegentas biznesa neveiksmes rodas, neskatoties no pieejamo datu parpilnibu,
motivaciju, datu analizi un piejamo informaciju. Tas veidojas no tradicioalo biznesa modelu
struktiiras and cilvéka domasanas, kas padara loti vieglu iekriSanu sliktas stratégijas
Iémumos”, ir noradijis Chussil (2005, 28. Ipp).

Ir loti batiski apzinaties, ka dizaina ka stratégiska lidzekla uznémuma vadiSana
izpratne un pielictoSana ir cieSi saistita ar uznpémuma viziju, izvirzitajiem ilgtermina
mérkiem un stratégiju, ka arT biznesa modeli, kas nodroSina to TstenoSanu. Bitisks
priek$nosacijums uzn€muma veiksmigai sp&jai saredz€t iespgjas un tas izmantot veidojot
inovacijas ir uzpémuma augstaka ItTmepa vaditaju dizaina domasana, un to ir savas
zinatniskajas publikacijas pamatojusi Verganti (2003, 2009a), Martin (2009), Kelly (2001),
von Stamm (2003). V&l jo vairak, viens no ievérojamakajiem misdienu biznesa domatajiem
Peters (2005) ir izvirzijis apgalvojumu, ka dizains no uznémgéjdarbibas viedokla ir
uznémuma dvésele, kas ka uznémuma vadiSanas strateégiskais Iidzeklis nodroSina vértibas
radiSanu ka klientiem, ta ar1 paSam uznémumam.

Lai sistematizétu dizaina ka stratégiska lidzekla lomu uzpéma vadiSana ilgtermina
mérku sasniegSanai un sp€ju veidot veiksmigas dizaina virzitas inovacijas, balstoties uz
teorétiskiem atzinumiem, autore ir preciz&jusi dizaina ka stratégiska lidzekla uzpémuma
vadiSana integréSanai uznémuma stratégijas izstradé un biznesa modelos teorétisko ietvaru
(skat. 9.attelu)

=
;‘ v modelis vrsts uz
£ viziju, misiju un
5 | lgterm i
z " Videja termipa Nt
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: 3 vérsts uz ~
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s
= S
~
Dizains ki funkcija Dizains integréts procesos Dizains stratégiji halls

un biznesa modeli

9.attéls. Dizaina ka stratégiska lidzekla uzpémuma vadiSana integréSanai uzpémuma
stratégijas izstrade un biznesa modelos teorétisko ietvaru, autores precizéts no Ramlau un
Melander (2004), Rajan un Clark (1994), Johnson et al. (2002)

No $7 attéla ir uzskatami redzams, ka uzp€émumu istermina biznesa modeli dizains
var biit pielietots tikai funkcijas limeni, veidojot stilu un produktu argja izskata izmainas
Istermina risinajumiem. Tadgjadi, tas nesniedz vai sniedz nenozimigi veértibu klientam un
ictekmé nenozimigi uzpémuma darbibu. Savukart, dizaina ka stratégiska Iidzekla
uznémuma vadiSana integréSana uzpémuma procesos un stratégija paver iesp&jas
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padzilinatai izpratnei par klientu patiesajam vajadzibam un vértibas radiSanu ilgtermina,
veidojot dizaina virzitas inovacijas, kas ir nozimigas turpmakai biznesa attistibai.

Ievietojot pétijuma iegiitos datus Ramlau un Melander (2004) dizaina izpratnes un
pielietoSanas limena noveértéSanas modeli ,,Dizaina kapnes” iegiist sekojosu rezultatu (skat.
10.attelu).

Dizains stratégija (dizains ir bitisks stratégiskais
ITdzeklis dizaina virzitu inovaciju veidoZanai)

(TRTETHTETY AN T RETY

weumnmaniEn

Dizains procesos (dizains ir integréts uznémuma
procesos)

Dizains ka stils (dizains attiecas tikai uz produkta formas

Latvija [k .
izmainam k a stila elements)

Nav dizaina, (dizainam nav lomas produkta veido3an3)

10.attéls. Latvijas un Igaunijas dizaina ka stratégiska lidzekla uznémuma vadiSana izpratnes
un pielietosanas [imena noveért&jums, izmantojot Ramlau un Melander (2004) modeli
,Dizaina kapnes”, péc autores pétijuma datiem

Tadgjadi, péc pétijuma datu noverté§juma izriet, ka dizaina ka stratégiska lidzekla
uznémuma vadiSana izpratne un pielietojums Latvija ir ierobeZots un tas galvenokart ir
sastopams produkta formas izmainas funkcionala limeni, kas nerada vértibu ne klientiem,
ne uzpémumam pasam.

Savukart, lgaunija dizainu ka strat€gisko lidzekli uznémuma vadi$ana uzpémumu
vaditaji vairak neka Latvija pielieto integréjot to uznémuma procesos, toméer vél arvien ari
Igaunija pastav dizaina ka stratégiska lidzekla uznémuma vadiSana ierobezota izpratne un
pielietosana tikai ta funkcionalaja Itmeni. Ta ka Igaunija dizaina ka stratégiska lidzekla
uznémuma vadiSana izpratne un pielietoSana ir augstaka neka Latvija, tad arT uzn€mumiem
ir lielaks potencials padzilinatai klientu vajadzibu izpratnei, tadéjadi veidojot veiksmigas
inovacijas, kas dod klientiem vértibu un veiksmigu biznesa attistibu uzn€mumiem.

Lai noskaidrotu dizaina ka stratégiska lidzekla uzpémuma vadiSana izpratnes un
pielietosanas veicinasanas virzienus, abas valstis tika noteikti sesi butiskakie faktori, kas
ietekmé dizaina ka stratégiska lidzekla uznémuma vadiSana pielietoSanu biznesa attistibai
(skat. 11. attelu).
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11.attéls. Dizaina ka stratégiska lidzekla uznémuma vadiSana izpratnes un pielietoSanas
Iimeni ietekméjoSie faktori (atbildes % to relativaja patsvara, Latvija un Igaunija), autores

peétijuma dati
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Ka tas ir redzams 11.attela, respondenti Latvija ka visbiitiskak (75 % gadijumos)
dizaina ka stratégiska Iidzekla uzpémuma vadiSana pielietoSanas Iimeni negativi
ietekmé&joSos faktorus min tadus ka sabiedribas nepietickamo izpratni par dizaina
paplaSinatu nozimi, problémas biznesa izglitiba, “tradicionalais” uzp@mumu vaditaju
domasanas modelis, nepietickama valsts politikas ietekme uz dizaina ka stratégiska lidzekla
uzpémuma vadiSana attistibu. Savukart, Igaunija gandriz katrs respondents ir mingjis, ka
dizaina ka stratégiska lidzekla uzpémuma vadiSana attistibu traucé nepietickama ta
izpratnes veidoSana biznesa izglitiba. Mazaku ipatsvaru respondentu atbildés (50 %) ienem
dizaineru izglitibas faktors. Salidzinos$i ar Latvijas respondentiem, Igaunijas respondenti
nav prioritari uzsverusi tadus faktorus ka nepietickama sabiedribas izpratne par dizaina
nozimi, valsts politikas atbalsta trikums un “tradicionals” uznémé&ju domasanas modelis.

3. Dizaina ka stratégiska lidzekla uznémuma vadiSana pielietoSanas veicinaSanas virzieni
uznemumu attistibai Baltijas valstis

(3. nodala sastav no 39 lappusém, 14 attéliem un 2 tabulam)

Saskana ar Pasaules konkurétsp&jas pétijuma rezultatiem (World Competitiveness
Report, 2011 — 2012), Latvijas un Igaunijas ekonomikas atrodas parejas posma no
produktivitates faktoru ekonomikas, kur butiski vizosie speki ka augstaka izglitiba, finansu
tirgus attistiba, darbaspéka produktivitate, tehnologiska sagatavotiba utml. ir labi attistiti, lai
valsts tautsaimnieciba virzitos talak uz inovaciju virzitu ekonomikas posmu, kur galvenie
virzitajspeki ir izcila uzpémumu darbiba un inovacijas. Lidz ar to, ir biitiski apzinaties, ka
S$aja Itmeni ir nepiecieSams uznémumiem jauna uznémuma vadiSanas pieeja un domasana,
lai stradatu ar jauniem uznémumu vadiSanas konceptiem, kas balstiti uz vértibas radiSanu
klientiem, padzilinati izprotot to vajadzibas, nepiecieSamibu p&c jauna veida risinajumiem,
tadgjadi radot vertibu ari paSam uzp€mumam. Bitiski ir izprast, ka Saja inovaciju
ekonomikas attistibas posma biznesa attistibu veicina konceptu virzita uznémumu vadiSana,
aizstajot tehnologiju virzitu uznémuma vadiSanu.

,»Inovacija tas plasakaja nozime ir jauna domasana, kas nodroSina veértibu”, ir sacijis
Eiropas Komisijas viceprezidents Antonio Tajani’. Ka viens no $adas vértibas
nodro§inatajiem ir dizains ka stratégisks lidzeklis uzpémuma vadiSana un uzpémuma
vaditaju domasana ka veidot vertibu klientam, tadgjadi sekmgjot vertibas palielinaSanos
uzpémumam pasam.

Tadejadi ir nepiecieSama cieSa uznémé&jdarbibas vadibas pétnieku, izglitibas
organizaciju, politikas veidotaju, valsts un privata sektora sadarbiba. Nozimiga loma Sis
saiknes koordinacija ir Dizaina izcilibas centriem, lai attistitu jaunu zinaSanu bazi, kas
sekmés valsts pareju jauna attistibas stadija inovaciju ekonomika (skat. 12. attels).

" EU Innovation Union — new programme under Europe 2020 strategy, Antonio Tajani at the press conference
on Innovation Union on 6th of October 2010,
http://ec.europa.eu/commission_2010-2014/tajani/hot-topics/innovation-union/index_en.htm, 10. decembr1
2011
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12. attéls. Stratégisko jomu savstarp&ja sadarbiba dizaina izpratnes un pielictoSanas
veicinasanai, autores adaptéts attéls no European Design Leadership Board “Design for
Growth and Prosperity” (2012)

So stratégisko jomu saiknu veido$anai daudzas attistitajas valstis, tai skaitd dizaina
nozimes izpratnes un pielietosanas zina, tadas ka Danija, Somija, Zviedrija, Norvégija,
Lielbritanija, ASV, Koreja, Australija u.c. jau vairakus gadu desmitus veiksmigi darbojas
valsts dizaina politika, kas paredz merktiecigu dizaina izpratnes un pielietoSanas limena
paaugstinaSanu uznémgéjdarbibas vadiSana, ka ari valsts sektora aktivu lidzdalibu dzives
kvalitates uzlabosana un ekonomisko mérku sasniegSana.

Neviena no Baltijas valstim dizaina politika nav izstradata, tomer Igaunija dizaina
izpratnes veidoSana uznémumu vadiSana tiek pastarpinati atbalstita Nacionalas attistibas
plana ,,Igaunija 2020 ietvaros ka viena no prioritat€ém inovaciju kvalitates paaugstinasanai.
Latvija dizains ir vertets ka kulturas aktivitasu sastavdala, ietverot to Latvijas kultiiras
politikas vadlinijas 2006 — 2015.gadam, nevis ka biutiska ekonomiska aktivitate
uznémgéjdarbiba.

Lai sekmétu dizaina ka stratégiska lidzekla uznémuma vadiSana izpratnes Iimena
paaugstinasanos, dizaina pielietoSanas attistitajas valstis Danija, Lielbritanija, Norvégija
u.c., dizaina aktivitates dizaina politikas ietvaros saistiba ar citam inovaciju programmam
koordiné Nacionalie dizaina centri. To pamatuzdevums ir merktiecigi veidot dizaina Iimena
izpratnes paaugstinasanos valsts un publiskaja sektoros, ciesa sadarbiba ar pé€tniecibas un
izglitibas organizacijam. P&éc So valstu piemériem, tada veida tiek sasniegts ievérojams
dizaina izpratnes pieaugums gan sabiedriba, gan uzp@mumu vaditajos, motivéjot tos
pielietot dizainu ka stratégisku Iidzekli uzpémuma vadiSana, veidojot veiksmigas
inovacijas, kas palielina klientiem vértibu un dod pozitivu ekonomisko rezultatu
uznémumam.

Viens no $adiem aktiviem dizaina centriem darbojas ari Igaunija, Estonian Design
Centre, kas jau vairakus gadus ciesa sadarbiba ar Tallinas Makslas akadeémiju, Tallinas
Tehnisko universitati, Igaunijas ekonomikas un komunikacijas ministriju u.c. valsts
institicijam izstrada merktiecigas nacionala Itmena programmas dizaina izpratnes un
pielietoSanas paaugstinasanai Igaunijas uznémumu vadiSana. Igaunijas dizaina centra vizija
2020. gadam ir sasniegt dizaina pielietosanas stratégisko limeni Igaunijas uznémumos,
uzsverot, ka dizaina biitiba ir jaizprot jau skolas vecuma un dizaina mérktieciga pielietoSana
sekmés dzives Itmena uzlabosanos.

Latvija pagaidam dizaina loma uznémeéjdarbiba tiek veidota pateicoties Latvijas
Investiciju un Attistibas agenttiras (LIAA) aktivitatém, tomér jaatzimé, ka dizaina izpratnes

32



un pielietoSanas sekmésanai LIAA ir atvéleta neliela vieta, jo §1 organizacija ir atbildiga par
daudzam ekonomiskajam aktivitatém nacionala Iimeni un investiciju piesaisti, nevis tiesi
par dizaina lomas uznéméjdarbiba veidosanu.

Ka otra dizaina veicinasanas institlicija Latvija darbojas Dizaina Informacijas
Centrs, kas ir Kultiiras Kapitala Fonda sastavdala, tom@r jaatzimé, ka §is organizacijas
mérkis ir sekmét dizaina attistibu no makslas un kultiiras viedokla, nevis paaugstinot
dizaina izpratnes un pielietoSanas ltmeni uzpémumu vaditajos ekonomikas attistibas
sekmé&Sanai.

Tomér arl uzpémumu vaditajiem ir nepiccieSsams batiski mainit tradicionalos
biznesa domasanas principus uz miusdienu mainigajiem biznesa apstakliem piemé&rotiem
uznémuma vadiSanas konceptiem, kas paver iesp€jas saredzet ka veidot vertibu klientiem
un veidot sekmigu biznesa attistibu.

Lai gan argjie faktori tadi ka tehnologiskas un tirgus pieprasijuma izmainas,
globalizacijas ietekme, socialas un kultiras virzienu maina ir acimredzama un butiski
ietekmé biznesa stratégijas un modelus, uzpémumu vaditaji joprojam stingri balstas uz
uznémumu vadiSanas domasanas principiem, kuri bija piemérojami daudzas desmitgades
atpakal, citos argjas vides apstaklos (Verganti, 2002). Tadel, vispirms ir nepiecieSama
domasanas maina (von Stamm, 2003; Sato, 2009; Martin, 2010) no esosa domasanas
modela uz dizaina domasanas veidu, (skat. 9. tabulu), kas sekmé&tu biznesa stratégiju un
modelu izstradi, kas bitu orient€ti uz veiksmigu inovaciju iesp&ju saskatiSanu klientu
vertibu radiSanai un uzp@émuma sekmigai attistibai.

9. tabula
Uzpe€mumu vadttaju domasanas modelu salidzinajums

Eso$ais domasanas modelis Dizaina domasanas modelis

¢ Biznesa attistibai primarais ir nodro§inat e Biznesa attistiba ir veidojama piedavajot

zemako cenu un izmaksu samazinasana produktus ar augstaku vertibu klientiem,
pieskirot tiem jaunu nozimi

e  Masu produkcijas razoSana e Razosana, nemot vera socialas un kultiiras

e Tikai specializétas R&D funkcijas rada prasibas un tas turpmako attistibas tendences
inovacijas e  Produktiem ir nozime un to ir butiski izprast,

e  Dizains ir domats tikai produktu formas lai raditu vertibu klientiem
mainai un kalpo uznémuma tikai ka ¢ Dizains ir integréts uznémuma un ir ciesa
funkcija saistiba ar uznémuma ilgtermina mérkiem

e Dizains pielietoSana palielina produkta ¢ Dizains savieno tehnologiskas,
izmaksas, tadgjadi profesionala dizainera komercfunkcijas un cilvéka biitibu, tadgjadi
pakalpojumi izmantojami tikai galgjas ir pamata vajadzibu izzinaSanai un potencialo
nepiecieSsamibas gadijumos produktu risinajumu veidoSanai
atSkiribu veidoSanai

¢ Nemitiga produkta atskiribu veidosana, ¢  Sekmigu inovaciju veidosana, kuru pamata ir
kvalitates un produktivitates uzlabosana, misdienu dizaina principi un atvertas
ieprieksgjo periodu datu analize un inovacijas ir ietvertas uznémuma kulttra
produktu virzita tirgus pieeja ir vieniga e Biznesa pamata ir vertibu radiSana klientam,
iesp€ja vertibas radiSana uznémumam kas, savukart, nesis veértibas pieaugumu

pasam uzp€mumam

autores veidots izmantojot Verganti (2002, 2003); Markides (2008); Leavy (2010, 2012); von Stamm (2003);
Lietdka un Mintzberg (2006); Martin (2009) zinatniskas atzinas
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Ka parada pétijuma rezultati, domin&joSie Tstermina biznesa modeli un nemitiga
izmaksu samazinaSana uz zemaku darba algu rékina, Ietaku materialu izv€les un masveida
razoSanas principiem ir Ipasi izplatita pieeja uznémumu vadiSana Latvija. Tomér, nemot
vera, ka 95 % uzpémumu Latvija un Igaunija ir attiecinami pie mazajiem un vidgjiem
uznémumiem, $1 biznesa pieeja nebiis ta, kas uzn@mumiem palidz€s veiksmigi attistities.
Tadg] gan Latvija, gan Igaunija uzpémumu vaditaju domasana ir jamaina no tehnologiju
virzita biznesa uz vertibu radosu biznesu, kura pamata ir dizaina domasana un jaunas
kompetences (skat. 13. attelu).
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13.att€ls. Dizaina domasanas kompetencu sist€mas attistitiba uzn€mumu vaditajiem,
autores izstradats attéls pamatojoties uz Martin (2009) Krippendorf (1989), Osterwalder
(2004), Teece (2007, Osterwalder and Pigneur (2010) un Batistelli et al. (2012) teorétisko
ietvaru.

Dizaina domasanas veidoSana (skat. 13. attélu) sakas ar esosas situacijas izpratni,
kad izmantojot objektivas noverotaja spéjas, uznémuma vaditajs saskata parmainas klientu
vajadzibas sociali kultiiras izmainu konteksta. Lai nokliitu pie jaunu vertibu veidoSanas un
pieredzes iegiiSanas, uznémumu vaditajiem ir jaattista iztéles spéja, lai saredzetu jaunu
produkta vai biznesa risindjuma nozimi, talak to attistot jaunas kompetencés un biznesa
potenciala. Tadgjadi tiek veidoti biznesa lémumi, kuru pamata ir dizaina domasana, kas
balstita uz eso$o iesp&ju izmantosanu (exploite) un jaunu iesp&ju izzinasanu (explore). Ta
ka biznesa vide ir nemitigi mainiga, tad uzpémuma vaditaju dizaina domasanas cikls ir
nemitiga pliisma, konfiguréjot esoSo stavokli un saskatot jaunas mainigas vajadzibas un
nozimes.

Uzpémumu vaditaji, balstoties uz §1 modela teorétisko ietvaru, praks€ var pielietot
tadas dizaina domasanas veicina$anas metodes ka ideju generéSana (ideation); vértibu
hipotézes izvirziSana, koncepta veidoSanas matricu, iesp&ju principu generé$anu, inovaciju
izvert§joso karte€Sanu u.c. (Kumar, 2012; Osterwalder un Pigneur, 2010).

Tas palidzi sasniegt biznesa attistibas Itmeni, kura dizainam un dizaina domasanai ir
bitiska loma uzpémuma vadiSana un tas ir integréts uzpémuma kultura, lai veidotu
veiksmigas inovacijas palielinot veértibu klientiem un veiksmigu uzp@muma darbibu
ilgtermina.
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GALVENIE SECINAJUMI UN PRIEKSLIKUMI

Pétijuma gaita izdaritie secinajumi

1. Dizains ka straté€giskais lidzeklis uzpémumu vadiSana lauj uznpémumam radit un paaugstinat
vertibu klientiem un attistit veiksmigu biznesu mainigos tirgus apstak]os.

2. Dizains ka stratégiskais Iidzeklis uzpémumu vadiSana palidz saskatit nepiecieSamas
izmainas, kas javeic uznémuma, lai apmierinatu klientu mainigas vajadzibas un pilnveidotu
biznesa procesus un stratégiju uznémuma ilgtermina mérku sasniegSanai.

3. Integrgjot dizainu strateégiski uznémuma darbiba var tikt raditas ari jaunas produktu nozimes
un pieredzes, veidojot dizaina virzitas inovacijas, kas pamatojas uz dizaina domasanu.
Tadgjadi, uznémuma vaditajiem ar attistitu dizaina domasanu ir plasakas iespgjas lauj
nodrosinat veiksmigu talako biznesa attistibu.

4. Dizaina ka stratégiska lidzekla pielietojums uzpnémumu vadiSana, palielinot klientu un
uzpémumu vertibu, paaugstinas valsts ekonomisko izaugsmi un dzives kvalitati. Pateicoties
veiksmigai dizaina ka stratégiska lidzekla uzpémumu vadiSana izmantoSanai atseviski
starptautiskie uznémumi tadi ka Philips, Amazon.com, Procter& Gamble ir sasniegusi
pozitivus biznesa rezultatus, neskatoties uz ar€jas vides izmainam.

5. Uzp@mumu vaditajiem Latvija un Igaunija trikst padzilinatas izpratnes par dizaina ka
stratégiska lidzekla uznémumu vadiSana pielietoSanu uznémuma stratégijas veidosanai, ka ari
ta integréSanu tai sekojoSajos darbibas modelos.

6. Uzp@muma vaditaji joprojam biezi uzskata, ka konkurence tirgl ir produktu virzita un
galvenais ir saprast ka produktus veiksmigak piedavat paterétajiem. Tad&jadi, nereti produktu
cena ir virzoSais faktors veidojot biznesa modelus, kas savukart ir vérsti uz nemitigu izmaksu
samazinasanu un produktivitates paaugstinasanu.

7. Uzpémuma vaditaju izpratnes limenis par dizaina ka strategiska lidzekla uzneémumu vadisana
izmantoSanu ir tieSa veida saistits ar uznpémuma strat€gijas un biznesa modela veidu. Tadgjadi,
dizains tiek izprasts Saurd nozimé un pielietots tikai funkcionala veida produktu formas
parveidosanai vai nelielu atskiribu veidoSanai.

8. Ka tas izriet no Promocijas darba veikta pétijuma, Latvijas uzp€émumu darbibas pamata
doming istermina mérki un ar to saistitie biznesa modeli. Lidz ar to, dizainu ka stratégisko
lidzekli uznémumu vadiSana uzp€mumu vaditdji izprot un pielieto saméra ierobezoti.
Igaunijas uznémumu darbiba vairak tiek izmantoti biznesa modeli, kas versti uz ilgtermina
mérku sasnieg8anu, lidz ar to dizaina ka stratégiska lidzekla uznémumu vadiSana izpratne un
pielietoSana biznesa attistibai ir plasaka, kas izriet no promocijas darba petijuma.

9. Dizaina pielietosana uzpémuma funkcionala ltment, lai parveidotu atsevisku produktu formu,
nav saistama ar uzpémumu vaditaju dzilu izpratni par klienta vajadzibu apmierinaSanu un
vertibu veidoSanu ilgtermina biznesa attistibai.

10. Klientu iespgjas izv€leties produktus nemitigi pieaug, 1idz ar to butiski uznémuma vaditajam ir
nevis tikai saprast ka sarazot preces, bet gan ka palielinat veértibu klientam, piedavajot
risindjumus klientu vajadzibu apmierinasanai, kas bieZzi nav izteiktas vardos un to veido
savstarpéji saistiti tadi elementi ka kulttira, emocijas un praktiskums un &rtibas.

11. Dizaina ka stratégiska lidzekla uznémumu vadiSsana pielieto$anas Iimenis un izpratne par
inovaciju veidiem ir savstarp&ji saistiti mainigie lielumi. Ka tas izriet no veikta pétijuma,
Latvija uznémumu vaditaji pamata saredz vértibu tikai tehnologiskas inovacijas, tadgjadi
dizaina ka stratégiska lidzekla uznémuma vadiSana loma vértibas veido$ana ir neievérojama.
Savukart, Igaunija uznémumu vaditaji fokus€jas gan uz tehnologisko, gan ne-tehnologisko
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inovaciju veidoSanu un dizainam ka stratégiskajam lidzeklim uzpémuma vadi$ana ir svariga
nozime veiksmiga biznesa attistiba, kas izriet no autores p&tijuma datiem

12. Starptautiskie pétijumi pierada, ka dizaina ka stratégiska lidzek]a izmantoSana uznémumu
vadiSana vainagojas ar biznesa panakumiem, pieméram, tadiem ka produkta pieprasijuma
picaugums, uznémuma vertibas palielinasanas salidzinot ar uznpémumiem, kas dizainu saprot
ta Saura nozimé un pielieto ierobezoti.

13. Dizaina ka stratégiska lidzekla uznémumu vadiSana izpratnes un pielictoSanas Iimenis ictekmé
pieprasijuma pieaugumu un tadgjadi, pozitivi iespaido uzp€muma biznesa attistibu
ilgtermina . Ta ka Latvija dizaina ka stratégiska lidzekla uznémumu vadi$ana izpratne un
pielietojums ir salidzinosi zems, tad tas nedod bitisku pieprasijuma piecaugumu, klientu
veértibas paaugstinaSanos un ar to saistito veiksmigu biznesa attistibu. Igaunija dizaina ka
strategiska lidzekla uznémumu vadiSana izpratne un pielietojums ir augstaks salidzinosi ar
Latvijas uznémumiem, kas rada augstaku pieprasijumu, tomér tas ir vél joprojam zemaks
salidzino$i ar dizaina ka stratégiska Iidzekla uznémumu vadiSana izpratnes un pielietoSanas
attistitajam valstim.

14. Dizaina un profesionala dizainera pamatuzdevums ir saredz&t kultiiras un socialo parmainu
tendences un piedavat risinajumus uznémumiem vajadzibu apmierinaSanai vai piedavat
atSkirigu redz€jumu jaunas nozimes pieskirSanai esoSajiem produktiem.

15. Uzpémumu vaditaju dizaina domasana ir bitisks priek$nosacijums dizaina ka stratégiska
lidzekla izmantoSanai uzpémumu vadiSana, lai veidotu sp&jas saskatit kulttiras, socialas un
tehnologiskas izmainas, tas parveidojot jaunas biznesa iesp€jas, kas palielinatu veértibu gan
klientiem, gan uznpémumam. Tas nosaka domasanas mainas nepieciesamibu.

16. Latvija un Igaunija ir neliels skaits uzn€mumi, veiksmigi uznémumi, kas izmanto dizainu ka
stratégisko lidzekli uznémuma vadiSana un ievérojami uzlabojusi savus biznesa rezultatus pat
ekonomiskas krizes laika, starp tiem biitu minami tadi uzp€émumi ka PAA, Cleveron, Fits.me,
MunioCandela, ArtBag u.c.

Priekslikumi

1. Lai sasniegtu izcilu uznémumu darbibas Itmeni un inovacijas ka virzoSos spékus ekonomikas
talakai attistibai, uznémumu vaditajiem ir javeido sava izpratne par uznémuma vadiSanas
jaunajiem konceptiem un metodém, kas ir vérsti uz vertibu radiSanu klientiem, padzilinati
izprotot to vajadzibas un nepiecieSamibu pec jauniem risinajumiem, tad€jadi paaugstinot ari
pasa uznémuma vertibu.

2. Inovaciju ekonomikas attistibas posma uznémumu vaditajiem ir japarverte savas [1dzsingjas
uznémuma vadiSanas pieejas, aizstajot tehnologiju virzitu uznémuma vadiSanu ar konceptu
virzitu uzp€muma vadiSanu, kur pamata jauna pieeja biznesa veidoSanai radot augstaku
pievienoto vertibu. It Tpasi Latvijas uznémumu vaditdjiem ir japilnveido sava izpratne par
inovaciju veidiem, vairak pievérSot uzmanibu ne-tehnologiskajam inovacijam, starp kuram ir
ar1 dizaina virzitas inovacijas.

3. Latvijas un lgaunijas uznémumu vaditajiem ir nepiecieSams parskatit savus esosos biznesa
modelus, lai Tstermina biznesa risinajumus, kas biezi ir saistiti ar nemitigu izmaksu
samazinasanos, ir jaaizstdj ar ilgtermina biznesa modeliem, kas versti uz uznémuma
ilgtermina mérku sasniegSanu.

4. Lai raditu dizaina virzitas inovacijas, Latvijas un Igaunijas uzp€mumu vaditajiem ir
nepiecieSams parveértét dizaina lomu uznémuma darbiba — no dizaina pielietoSanas produkta
formas mainai funkcionala IimenT uz dizaina integré$anu uznémuma stratégija, kam pamata ir
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10.

11.

dizaina domasana, lai nodroSinatu uznémuma ilgtermina mérkus mainigajos biznesa
apstaklos.

5. Uznémuma vaditajiem biitu v€lams izmantot dizaina ka stratégiska lidzekla uznémumu
vadiSana izpratnes un domasanas kompetencu veido$anas un attistiSanas modeli un metodes,
lai veidotu un attistitu dizaina domasanu, kas ir svarigs priekSnosacijums uzp€émuma sp&ju
pilnveidosSanai, lai saskatitu jaunas biznesa iesp&jas un rastu klientu vertibu jaunus veidojosos
risindjumus mainigajos ekonomiskajos apstaklos.

6. Uznemumu vaditajiem praktiski pielietot dizaina ka stratégiska lidzekla uzpémumu
vadiSana integréSanai uznémumu strat€gijas izstradé un biznesa modelu veidoSana autora
izveidoto teorétisko ietvaru, kas laus izvertét dizaina pielietoSanu sava uzpémuma un veikt
nepiecieSamas darbibas, lai dizainu integrétu uznémuma procesos un stratégija, ta paverot
iespéjas veiksmiga biznesa attistibai.

7. Uzpémumu vaditajiem gan Igaunija, bet jo Tpasi Latvija ir javeido cieSaka sadarbiba ar
uznémgéjdarbibas pétniekiem, izglitibas organizacijam un politikas veidotajiem, lai kopdarbiba
veidotu veiksmigu uznémumu darbibas vidi, kas sekmétu inovaciju veidoSanu, t.sk. dizaina
virzitas inovacijas, parejot jaunaja, inovaciju ekonomikas attistibas posma.

8. Latvijas Republikas Ekonomikas ministrijai un Igaunijas Ekonomikas un komunikaciju
ministrijai izstradat Nacionalo Dizaina politiku, kas butu saistita ar valsts attistibas politiku,
Latvijas ilgtsp&jigas attistibas strateégiju lidz 2030. gadam (Latvija 2030), Latvijas Nacionalo
attistibas planu 2014. — 2020. gadam un Igaunijas nacionalo reformu programmu ,,Igaunija
2020” ,Eiropas Savienibas 2020 stratégijas istenoSanai. Dizaina politikai jabut vérstai uz
dizaina izpratnes un pielietoSanas limena paaugstinasanu uznémumu vadiSana, lai veidotu
izpratni par dizaina plaSaku nozimi un izmantoSanu.

9. Latvijas Republikas Ekonomikas ministrijai un Igaunijas Ekonomikas un komunikaciju

ministrijai izstradat dizaina atbalsta programmas valsts limeni nakamajiem trijiem gadiem
ar ikgadéju ekonomiska pienesuma noveérte§jumu, kuras ir veérstas uz plasaku inovaciju
izpratni, ipasu uzmanibu pievérSot dizaina virzitas inovacijas apkart€jas vides, socidlo
problému risinaSanai un dzives kvalitates uzlaboSanai
uznéméjdarbibas pétniekiem un uzpé€meéjiem ir jainicié Dizaina izcilibas centrs Latvija, kura
merkis ir paaugstinat dizaina ka stratégiska lidzekla uzpnémuma vadi$ana izpratnes un
pielietoSanas Ilimeni Latvijas uzp€mumos, koordinét dizaina un inovaciju atbalsta
programmas, veicinat uznéméju dizaina ka strat€giska lidzekla uznémuma vadiSana izpratnes
un pielietoSanas paaugstinasanu veidojot uznémé&ju un dizaineru kopigus seminarus, plasas
nozimes apmacibas, diskusijas un darba laboratoriju izveidoSanu. Dizaina izcilibas centram
biitu jaizstrada vizija, ilgtermina mérki un stratégija nakamajiem desmit gadiem, lai sasniegtu
dizaina ka stratégiska lidzekla uzpémuma vadiSana izpratnes un pielieto$anas Iimena
paaugstinasSanos un dizains tiktu ieklauts valsts sektora darbiba ka biitiska nepiecieSamiba
sabiedribas dzives kvalitates uzlaboSanai. Pakartoti ilgtermina mérkiem, Latvijas Dizaina
izcilibas centram biitu jaizstrada detalizéta darbibas programma nakamajiem pieciem gadiem,
lai sasniegto Sos ilgtermina méerkus.
Igaunijas Ekonomikas un komunikaciju ministrijai vairak jaatbalsta esoso Igaunijas Dizaina
centru ka koordinatoru dizaina un inovaciju valsts atbalsta programmam, mérktiecigi turpinot
veidot cieSaku uznémé&ju un dizaineru sadarbibu kop€jas plasas nozimes apmacibas,
sadarbibas tiklu veidoSana un pieredzes analiz€Sana Igaunijas Dizaina centra vizijas 2020.
gadam ietvaros.
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12.

13.

14.

15.

16.

17.

18.

19.

Latvijas Zinatnes padomei sadarbiba ar Latvijas Dizaina izcilibas centru un industriju

stratégiska lidzekla uzpnémuma vadiSana biznesa attistibai un ta ekonomiska ieguldijuma
novertéjumu gan uznémuma Itment, gan valsts ekonomiskaja attistiba, ieskaitot ekonomiskas
atdeves izvertejumu valsts dizaina atbalsta programmu ietvaros.

Latvijas Republikas Ekonomikas ministrijai ierosinat Latvijas Republikas Centralai
Statistikas parvaldei un Igaunijas ekonomikas un komunikaciju ministrijai ierosinat Igaunijas
Statistikas parvaldei veikt statistikas datu uzskaites precizeéSanu, ieklaujot dizaina
specifiskus indikatorus esosSaja statistikas sistéma.

Latvijas Izglitibas un Zinatnes ministrijai un Igaunijas Izglitibas un P&tniecibas ministrijai
veidot ieteikumus augstakas izglitibas iestadeém attiecigi Latvija un Igaunija ieklaut dizaina ka
stratégiska lidzekla uznémuma vadiSana izpratnes un pielietoSanas attistiSanu un dizaina
domasanas veidosanu biznesa apmacibas programmas, ka ar veicinat kop&ju sadarbibu
augstskolam biznesa apmacibu programmu ietvaros ar attiecigajam augstakajam macibu
iestadém, kas nodroSina dizaina apmacibu programmas, ka tas ir, pieméram, Stanfordas
Universitate.

Latvijas Izglitibas un Zinatnes ministrijai sadarbiba ar Latvijas Dizaina izcilibas centru un
Igaunijas Izglitibas un P&tniecibas ministrijai sadarbiba ar Igaunijas Dizaina centru biitu
javeicina dizaina plasaku izpratni sabiedriba icklaujot to macibu programmas, tadejadi
veidojot bérnu un jaunieSu dizaina domaSanu un izpratni par dizaina paplasinatu lomu
sabiedribas dzive.

Latvijas Izglitibas un Zinatnes ministrijai un Igaunijas Izglitibas un P&tniecibas ministrijai
veidot ieteikumus augstakas izglitibas iestadém, kas nodroSina dizaina apmacibas
programmas attiecigi Latvija un Igaunija icklaut tajas dizaina principu izpratnes un
komunikacijas veidoSanu ar uzp€mumu vaditajiem par dizaina plasaku nozimi uzp€muma
attistibai, ka ar7 veidot kop&ju sadarbibu ar augstakas izglitibas iestadeém attiecigaja valsti, kas
nodros$ina biznesa apmacibas programmas.

Igaunijas Dizaina centram un Latvijas Dizaina izcilibas centram sadarbiba ar attiecigo valstu
dizaina asociacijam bitu jasekmé Sabiedribas izpratne par dizaina lomu apkartgjas vides un
socialo problému risinasana, dizaina ieklausanu valsts iepirkumos un veidojot dizaina
izpratni par td nozimi publiskaja sektora, ka ar1 veicinot dizaineru izpratni un ieklausanu
publiskaja sektora kompleksu risinagjumu veidosanai un dzives Itmena paaugstinasanai.
Igaunijas Dizaina centram un Latvijas Dizaina izcilibas centram sadarbiba ar industriju
asociacijam veidot apmacibas praktiskas nodarbibas un metodologiskos materialus
uznémuma vaditajiem par dizaina ka stratégiska lidzekla uzpémumu vadiSana izpratnes
un domasanas kompetencu veidoSanas un attistiSanas modeli, kura praktiska izmantoSana
lauj katram uzp@muma vaditajam veidot un attistit dizaina domasanu, kas ir priek§nosacijums
uznp@muma spéju pilnveidosanai, lai saskatitu jaunas biznesa iesp€jas un rastu klientu vértibu
jaunus veidojos$os risinajumus mainigajos ekonomiskajos apstaklos.

Igaunijas Dizaina centram un Latvijas Dizaina izcilibas centram sadarbiba ar industriju
lidzek]a uznémumu vadi$ana integréSanai uzpémumu strat€gijas izstradé un biznesa modelu
veidoSana uzpémuma vaditdju apmacibu praktiskajas nodarbibas, kas tadgadi laus
uznémumu vaditajiem praktiski izvertét dizaina pielietoSanu sava uzpémuma un veikt
nepiecieSamas darbibas, lai dizainu integrétu uznémuma procesos un strat€gija, ta paverot
iespéjas veiksmiga biznesa attistibai.
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INTRODUCTION

Topicality of the research

As never before, turbulent business environments, scarcity of resources, hyper-
competition, and globalization have put significant competitive pressures on many
businesses. It is increasingly difficult to forecast market demand due to the geographic and
demographic complexities of a customer base. Growth of economic globalization with
integration of local, fragmented economies into a global market along with trade
liberalization are challenging established management practices (D’Aveni, 1998; Abebe,
2007; IGES, 2010; Board of the Millennium Ecosystem Assessment, 2005; Giljum et al.
2010; UNEP, 2010; WWF, 2008; Worldwatch Institute, 2009).

Many companies that have so far been performing well are losing their comfortable
business position, and their expected performance results are gradually fading. Consequently,
executives and shareholders are becoming increasingly disappointed by the situation and
enhancing forces into analytical data to find out what has been done wrong during the periods
of weakening business.Companies that produce mass-produced commodities with the strategy
of continuously lowering costs and which have transformed, or believed they had
transformed, their business primarily by pushing efficiency up to extreme levels, and using
this as the sole indicator of their business's success, are currently more frequently forced to
realize that the forthcoming business conditions put them in increasingly unfavorable
positions (Robbins and Pearce, 1992; Laverty, 2004; Ghemawat, 2009).

Furthermore, the era of rapidly developing specialized technology applications makes
these same communication and knowledge-acquisition technologies accessible to everyone:
anybody can use the same operational methods to deploy the available technology in the same
way. Therefore, to ensure business sustainability, companies enter into a continuous race for
new, more sophisticated technologies. This is believed to push efficiency even further, but at
the same time there are serious drawbacks, for example, shortened life cycles of the
technologies, increased capital investment needs, and a greater use of natural resources.

As a result, technological capability drives the development of new business concepts,
but the companies participating in these technology development races have difficulty gaining
a real competitive advantage. Moreover, this leads to hyper-competition conditions among the
incumbent companies and significant erosion of expected margins. It's not surprising that
companies operating under such circumstances are increasingly sensitive to economic
fluctuations and might have problems sustaining positive business performance in the long
term (Latham and Braun, 2011).

Another paradox of our modern living and continuous development of technologies is
that technological solutions are frequently outpacing human minds and thus, are not even
appreciated by their users. Consequently, and surprisingly, the expected positive business
results of the company are lost. The speed of technological changes is so rapid that customers
and users are just simply lagging behind, and thus, the desired market place and return on
investments cannot be reached (Teck, 2006).

Due to rapid technology developments and increased global access to geographically
unlimited markets, consumers seemingly have an infinite number of options when choosing
products to best satisfy their desires and needs. Thus, across various industries, customer
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power has become considerably stronger than the power of the manufacturer or service
provider (David, 2001; Hodgson, 2002; Newholm et al., 2006; Wind, 2006).

Taking this matter into account, it is vital for an organization to provide value to its
customers in order to sustain future business. As one of the main tasks of design is to provide
value for customers, awareness of the extended application of design as a strategic tool in
business has become a crucial hot topic among academics and practitioners (among others,
Christensen et al., 1996; Prahalad and Ramaswamy, 2004; Panigyrakis et al., 2007; Alpkan,
2007; Li, 2008; O'Dwyer et al., 2009; Vaghely et al., 2010) and it is developed on a basis of
the leading theory of strategic management for the last decades, Resource-Based Theory
(RBT). This resourced — based explanations of firm and its performance heterogeneity is
developed by management researchers Wernerfelt (1984), Barney (1986a, 1986b; 1991),
Rumelt (1984, 1987), Prahalad and Hamel (1990), Conner (1991), Collis and Montgomery
(1995) among others.

Empirical studies demonstrate that firm-specific factors are more important in
successful business performance than environmental or industry-structure characteristics what
is in the fundamental base of Resource-Based Theory (Rumelt, 1991). As firm resources can
be tangible and intangible (Hall, 1992), they can be developed inside the organization or
acquired outside. Further, Grant (1991a) develops structural resources classified as financial
resources, physical resources, human resources, technological resources, reputation and
organizational resources with distinction on role of capabilities in terms of “what [company]
can do as a result of teams of resources working together” (Grant, 1991a, p. 120). However,
as also Grant (1991a) states that capabilities are not just simply “working together of
resources” but it is complex process coordination between people and resources based on
learning, as it is in Walt Disney’s example, capabilities involve “imagineering” - “integration
of ideas, skills and knowledge drawn from movie making, engineering, psychology and wide
variety of technical disciplines”, Grant, 1991a, p. 123).

In recent developments RBT has provided a base for growth of Knowledge — based
view (Grant, 1996) and View of Dynamic Capabilities (Teece et al., 1997). However, there is
still a gap in management research in understanding a process of development of capabilities,
the path and sequences of their growth (Barney et al., 2011). In this context, there is little
analysis of how business executives links different environmental changes, explore
opportunities and how they use resources and capabilities or adapt new resources and
capabilities to exploit these challenges and what are their cognitive attributes (Shane and
Venkataraman, 2000; Barney et al. 2011). Accordingly to Molley et al. (2011), this
knowledge acquisition is still considered as mechanical, uni-level data mining rather than
conceptual, multidisciplinary and multilevel approach as it is design thinking.

Design has its highest value in applying design thinking to strategy and business
modeling — in designing the sustainable competitive advantage of an enterprise. By
embracing design methods and mindsets, an enterprise can not only design new products,
services and experiences, but they can also fundamentally drive the design of economics in
support of dramatic new growth strategies, states Fraser (2007). There are many practical
examples (Cereda et al., 2005, Bitard and Besset, 2005 and other studies) that prove exactly
this - that integrating design into a company’s processes, business models, and strategy gives
significant results for creating a sustainable competitive edge in emerging business
conditions.
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Research question, hypotheses, object, and subject

The object of the research is manufacturing companies in Latvia and Estonia.

The subject of the research is design awareness and application as a strategic tool in business
management and its influencing factors.

The research question is defined as follows: What is the level of awareness and application
of design as a strategic tool in business management in Latvia and Estonia?
This dissertation analyzes the following working hypotheses as answers to the research
question:

1. The level of design as a strategic tool in business management and a company’s strategy
for a mode of business are related variables;

2. The level of design as a strategic tool in business management and the awareness of forms
of innovation by business executives are related variables;

3. The extent of design as a strategic tool in business management applications influences
growth in a company’s demand and thus has positive reflections on business development.

Research goal and main tasks
The main goal of the research is to ascertain the meaning and role of design as a
strategic tool in business management, to evaluate the awareness of business executives and
the level of application of design as a strategic tool in business management, and to provide
recommendations for the enhancement of design usage as a strategic tool in business
management in the Baltic States.
In consideration of these objectives, this dissertation intends to accomplish the following
main tasks:
1. Ascertain the meaning of design as a strategic tool in business management on the
basis of analysis of scientific literature;
2. Characterize the application of design as a strategic tool in business management for
business development;
3. Analyze international practices for the application of design as a strategic tool in
business management;
4. Accomplish comparative research on the assessment of the level of design as a
strategic tool in business management in Latvia and Estonia;
5. Analyze the factors influencing the level of application of design as a strategic tool in
business management in Latvia and Estonia;
6. Elaborate a model for business executives to use to develop their competence in
implementing design as a strategic tool in business management;
Provide proposals for facilitating the level of awareness of design as a strategic tool
in business management for successful business development.

~

Research Methods

In the present research, generally accepted qualitative and quantitative scientific
research methods are used, for example, the monographic method, content analysis, case
study method, survey method, descriptive statistics method, econometric method of
correlation analysis, among others.
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Limitations of the Research

Assessment of the level of design as a strategic tool in business management and the
factors influencing the development of a successful business involves many interrelated
aspects at the micro and macro levels. Due to this fact, the Thesis focuses its object of
research as only from the perspective of business management.

In the empirical part, analysis of the level of awareness of design as a strategic tool in

business management is studied only from the perspectives of business executives who make
daily decisions regarding business development and design professionals who work and
develop projects in the business sector. This work does not consider the views of other
stakeholders in the business.
The research object is limited to manufacturing companies in Latvia and Estonia that are
registered in the Register of Enterprises of Latvia or Estonia, and in the internationally
integrated system of economic classifications, Statistical classification of economic activities
in the European Community of NACE rev. 2, as “Manufacturing was the largest of the NACE
sections within the EU-27’s non-financial business economy both in terms of persons
employed and value added; it contributed 24.2 % of the workforce in 2008 and 27.1 % of
value added.[ ...] In both countries, Estonia and Latvia it is 28 % of the workforce and 29 %
of value added”.!

The current research on the level of awareness of design as a strategic tool in business
management and its use to promote successful business development is limited to two
countries of the Baltic States, Estonia and Latvia. This selection is based on significant
differences in established approaches to innovation recognized in the published results of the
EU Innovation Union Scoreboard 2011% According to their results on innovation
performance, Latvia is one of the weakest countries in the context of the EU 27, and Estonia
is recognized as a strong “innovation follower” with innovation performance results close to
the leading countries of the EU-27 and with the highest innovation performance results in the
range of all three Baltic States. Taking into consideration the limitation of the work and the
fact that the innovation performance results in Lithuania are close to the results of Latvia,
Lithuania is not included in this research.

Research Period

The research period of the theoretical component includes the period from the last
decades of 20" century to the present, with a particular focus on academic literature and
research of business management during the past few decades. The survey part of the research
was carried out during the period of 2010 — 2012, when global economic down-turn affected
many European countries, including Estonia and particularly Latvia.
Therefore, this period very well suits the topicality of the research in assessing new strategic
tools in business management for developing a successful business during periods of
insufficient resources and fluctuating economic conditions and global market landscapes.

! Eurostat. Key figures on European business with a special feature on SMEs, - Brussels: European Union
publications, 2011. — p. 118

2 Innovation Union Scoreboard 2011, http://ec.europa.eu/enterprise/policies/innovation/files/ius-2011_en.pdf,
accessed on November 15, 2012
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The Thesis Presented for Defense

e Assessment of the levels of awareness and application of design as a strategic tool in
business management and appraisal of its influencing tools are vitally important
preconditions for creating comprehensive recommendations for improvement of
design as a strategic tool and application in business management in order to develop
sustainable businesses.

e Incorporation of design as a strategic tool in business management and improving
business executives' awareness of basic principles through a competence system are
fundamental elements for development of business management during changing
economic conditions.

e Integration of design as a strategic tool in business management into companies’
strategy and business models fosters sustainable business performance.

e Development of a National Design Strategy and Policy and purposive improvement of
the awareness of the meaning of design as a strategic tool in business management,
creating broader design applications, are essential to create foundations for successful
business development.

e Fostering the advancement of the Design Excellence Centre and its important roles as
the coordinator of national design policy and programs and as the network facilitator
of the private and public sectors, as well as research and education systems, enhances
the levels of awareness and application of design as a strategic tool in business
management for improving business development, economic growth, and the standard
of living.

The Theoretical and Methodological Basis

The theoretical and methodological components of this dissertation are based on the
strategic political documents of the European Union, Latvia, and Estonia regarding
innovation policies to foster the growth of economy and the role of design as a strategic tool.
Documents also include scientific publications, research works conducted by EU
organizations, international organizations, and research materials with leading expert reports
developed at the national level in the UK, Norway, Ireland, Denmark, Sweden, and others to
access the necessity to expand design as a strategic tool in business management to create
foundations for successful business development.

The empirical part of the dissertation is based on principles of a leading theory in
strategic management — Resource - Based theory (Conner, 1991; Conner and Prahalad, 1996;
Rumelt, 1987, Peteraf, 1993). This theoretical framework emphasize on internal resources
and capabilities of the organization which are different from the competitors and valuable in
creating competitive advantage of the organization (Barney, 2001a; Barney, 2001b; Harrison
et al., 1991; Castanias and Helfat, 1991; Fiol, 1991; Conner, 1991; Grant, 1996; Conner and
Prahalad, 1996 among others).

Principles of design thinking and design application as a strategic tool in business
management are an in-depth form of organization’s capabilities to create design driven
innovations (Brown, 2008) and scientific research on design application in business
management to create successful innovations proves value to the organization developed by
design thinking as a valuable capability of the organization, Cereda et al., 2005, Filippetti,
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2011. It is also based on research of professional organizations on practical applications of
design as a strategic tool in business management. Examples include: in Ireland - “The design
difference. A survey of design and innovation amongst Ireland’s SMEs” (2007) by Centre for
Design Innovation, ITSBIC, Institute of Technology, in the UK - “Design and Company
Performance: Evidence from the Community Innovation Survey” by Cereda et al. (2005) as a
report to DTI (UK), in Denmark - “The Economic Effect of Design” by Danish Design Centre
and National Agency for Enterprise and Housing, Denmark (2003), and the European
Commission's “Design for growth and prosperity”, European Design Leadership Board,
(2012).

In order to complete the delivered tasks of this dissertation, scientific publications of
the following authors were studied: R.D. Austin, L. Devin, E. Bagleiri, L. Rampino, P.
Bertola, K. Best, J. Bhosale, R. J. Bolland, F. Collopy, B. Borja de Mozota, M. Bruce, J.
Bessant, C. Dell’Era, R. Verganti, A. Filippetti, H. M. A. Fraser, P. Girard, V. Robin, A,
Hargadon, J. P. Hackett, A. Hatchuel, J. Hertenstein, .S. Khalifa, K. Krippendorf, P. Kotler,
V. Kumar, B. Leavy, C. Lietdke, C. Lorenz, P. J. Clarkson, C. Owen, S. Sato, Y. Sotamaa, and
M. Trueman, among others. The focus in studying these authors was in regards to design
meaning and its extended application as a strategic tool in business management in order to
develop successful businesses.

Design thinking and its role in helping business executives create capabilities to sense
socio-cultural changes (and thus client needs) and to be able to foster delivery of unique value
are relatively new management approaches. To build in-depth knowledge, scientific
publications of the following authors were studied: T. Brown, D. Dunne, R. Martin, J.
Gloppen, T. Golsby-Smith, M. Holloway, G. P. Rowe, B. Von Stamm.

The application of design as a strategic tool in business management by integrating it into
an organization’s processes and strategy, thus creating the capability to deliver a unique value
to clients and rewarding the organization itself, were studied in scientific publications of the
following authors:, E. B. Barbier, P. Bitard, J. Basset, M. Cereda, R. Evangelista, M. Frenz,
D. Power, G. Raulik — Murphy, M. Melander.

Scientific Novelty of the Research
In order to find sustainable solutions for emerging global challenges, more
information is needed where academic researchers and stakeholders in integrative studies
build a solid knowledge base on design as a strategic tool in business and design thinking as a
source of design driven innovations (Warde, 2005; Shove, 2005, 2003; Liedtke et al. 2012,
Martin, 2009). In this context, this research provides the following scientific novelties:
e Explicit explanation of the meaning of design as a strategic tool in business
management is provided,
e Ascertained role of design as a strategic tool in business development in the Baltic
States;
o Specified definitions of design as a strategic tool in business management and design
driven innovations have been elaborated;
e The level of awareness and application of design as a strategic tool in business
management in the Baltic States is identified;
e A specified theoretical interaction framework for integration of design as a strategic
tool in management strategy and business models is elaborated,;
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e Analysis of factors and their significance in broader applications of design as a
strategic tool in business in Latvia and Estonia is provided;

e A model for developing the competence of business executives in implementing
design as a strategic tool in business management is elaborated.

Theoretical Significance of the Research

The theoretical significance of the research directly arises from the scientific novelty
of the topic. In the research, the author has applied an original approach to the assessment of
the level of awareness and application of design as a strategic tool in business management,
taking into consideration an in-depth view of business executives and professional designers
working within the business sector on a daily basis.

Of particular theoretical importance, this research provides a specified definition of
design as a strategic tool in business management and design driven innovations. Analysis of
factors and their significance levels influencing broader application of design as a strategic
tool in business in Latvia and Estonia is also provided. The theoretical consequence of this
research also gains from a specified theoretical interaction framework for integration of
design as a strategic tool in strategy and business models and, based on scientific research
findings, from the author’s elaboration of a model for developing the competence of business
executives in implementing design as a strategic tool in business management.

Practical Significance of the Research

The practical significance of this Doctoral Dissertation is represented by the author’s
evaluation of the level of awareness and application of design as a strategic tool in business
management in the Baltic States, analysis of factors influencing the level of awareness and
application of design as a strategic tool in business management, and elaboration of
recommendations for companies on how to develop the level of awareness and application of
design as a strategic tool in business management in the Baltic States in order to create
successful business growth. Suggestions are also made for how to create preconditions at the
national level in order to advance broader use of design to increase the standard of living.

In the framework of this research, the author has developed a model for increasing the
competence of business executives in implementing design as a strategic tool in business
management. This model encourages business practitioners to develop and extend design
thinking to the level where it is considered to be an ultimate precondition for enlarging an
organization's capability to see new business opportunities and deliver clients a unique value
in an ever-changing business landscape.

As a practical significance, this research also specifies a theoretical interaction
framework for integration of design as a strategic tool in management strategy and business
models. This provides business executives with a practical tool for assessing the application
of design in a company and making changes necessary for integration of design in a
company’s processes and strategy in order to foster successful business development.

Approbation of the Most Relevant Results
The most significant results of the research have been presented and considered in

Latvia and abroad in scientific discussions, 8 international scientific conferences, and at the
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international seminar of professional designers:

1. 71th Scientific Conference ,Different aspects of business management and
entrepreneurship development”, University of Latvia, February, 2012.

2. International scientific conference ,,Information society and Modern Business. Knowledge
Creating and Transfer into New Competencies”, Ventspils University College, Ventspils,
Latvia, April, 2012.

3. EURAM international scientific conference ,,Social Innovation for competitiveness,
Organizational Performance and Human Excellence”, Rotterdam, Rotterdam School of
Management, Erasmus University, June, 2012.

4. International Scientific Conference, Tartu University ,,Survival and Growth-oriented
Capabilities: Do We Need a Switch Depending on Economic Cycle?”, Estonia, April, 2011.

5. The Competitiveness Institute (TCI) European Regional Conference ,,Inspiring Clusters in
the Beginning of the New Decade", Estonia, March, 2011.

6. International Scientific Conference, RISEBA “Changes in Global economic landscape - in
search for new business Philosophy”, Latvia, April, 2011.

7. XXII International Scientific Conference, International Society of Professional Innovation
Management (ISPIM), “Sustainability in Innovation: Innovation Management Challenges “,
Germany, June, 2012.

8. 3rd International Scientific Conference, School of Business and Finance, "Business
Competitiveness and foreign markets: challenges and experiences”, Latvia, April, 2010.

9. Union of Latvian Designers, international conference “Design for competitiveness of
business”, October, 2010.

Publications

The main results of the empirical research were published in 4 scientific publications:

1. Jakobsone I., Volkova T. Design Application Level in Business: from Designer’s
perspectives in Latvia and Estonia// Baltic Journal of Management. - 2013. - Vol. 8, No.
4. —pp. 486 —506. - ISSN: 1746-5265

2. Jakobsone 1., Volkova T., Petersons M. Design integration into business processes for
enhancing organizational capabilities to foster added value growth//V International
Conference: Management Theory and Practice: Synergy in Organizations: Tartu, Estonia,
01-02 April 2011. — Tartu: Multimedia Centre, University of Tartu; 2011. p. 442 — 461. -
ISBN: 978-9985-4-0623-6

3. Jakobsone 1., Volkova T. Evaluation of design application level for ensuring sustainable
competitiveness: case of Latvia// Journal of Business Management. - 2011. - No. 4. - p.
193-200. - ISSN 1691-5348

4. Jakobsone 1., Volkova T., Petersons M. The latest trends of design industry development
and perspectives in Latvia// Journal of Business Management. - 2010. - No 3. - p.72 —
79. - ISSN 1691-5348

Structure and volume of the promotion paper

This promotion paper is an independent research paper consisting of an introduction, 3
chapters comprised by 9 subchapters, final conclusions, recommendations, and a list of
references. Its total volume is 178 pages of body matter text, including 30 tables, 39 figures
and 2 formulas. The list of references includes over 350 various references which have been
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used in designing this paper.

The promotion paper has the following structure:

Introduction

1. Design as a strategic tool in business management and its role in business development
1.1. Meaning and characteristics of design as a strategic tool in business management
1.2. Design as a strategic tool application in business development
1.3. International practices of design as a strategic tool application in business
development

2. Evaluation of the level of awareness and application of design as a strategic tool in
business management in the Baltic States
2.1. Research methodology on awareness and application of design in business
management
2.2. Evaluation of the level of awareness and application of design as a strategic tool in
business management in the Baltic States
2.3. Necessity to foster design as a strategic tool in business management

3. Directions for enhancing the application of design as a strategic tool in business
management for business development in the Baltic States
3.1. Facilitation of the development of awareness and application of design as a strategic
tool in business management at the national level
3.2. Development of the application of design as a strategic tool for the private and public
sectors
3.3. Development of a model for extending the competence of business executives in
regards to awareness and application of design as a strategic tool in business
management

Conclusions and recommendations

List of references
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KEY SCIENTIFIC TENETS

1. Design as a strategic tool in business management and its role in business
development
(Chapter 1 consists of 39 pages, 2 tables and 11 figures)

Rapid shift in strategic management was marked with fundamental tenets of Barney
(1991) in respect of defining resources and capabilities as bundles of tangible and intangible
assets, including company’s management skills, competencies, organizational processes and
possessed knowledge to build strategy based on long term goals in order to sustain successful
business performance (Harrison et al., 1991; Castanias and Helfat, 1991; Fiol, 1991; Conner,
1991), recognized as Resource-based Theory and it is a leading theory in strategic
management nowadays.

Accordingly to Resource — Based Theory, transformation of short term competitive
advantage into a sustained competitive advantage there is need that resources are
heterogeneous and not well mobile (Barney, 1991; Peteraf, 1993), e.g. these are valuable
resources and capabilities what are difficult to imitate and substitute (Barney, 1991). In this
context, term “resources” is understood as resources and capabilities (Amit and Schoemaker,
1993) indicating that resources are tradable and non-specific to the firm, while capabilities are
firm — specific and are used to engage the resources within the firm (Makadok, 2001).

In further developments of Resource-based Theory, increasing amount of
management researchers (Verganti 2003, 2009a, 2009b; von Stomm 2003) advocate that
design is more than just a certain function at the end of product development, rather it is tool
of management to be integrated in entire systems of the organizations. As Borja de Mozota
and Kim (2009, p. 66) states that “the companies [...] have built their success on a new
understanding of design, exploiting it as a dynamic, proactive resource that leverages
knowledge and research, human capital, culture, and technology”.

In this context, design as a strategic tool in business management reaches new phase,
e.g. from the way that company “build competitive advantage through design as an external
competitive advantage based on Porter’s value chain model — strategy as “fit” (with the
external environment or market), the view of design is reactive or the vision of the company’s
potential with regard to its competitive environment”(Borja de Mozota and Kim, 2009, p. 67)
and it is recognized as passive vision of design’s strategic meaning; to the other way, when
“design is considered as a core competency or as a sustainable competitive advantage”( Borja
de Mozota and Kim, 2009, p. 67) and design thinking lies as a foundation of it. Design
applicability in business management is moving from consideration of design as an external
competitive advantage, e.g. fit with external environment, towards design and design thinking
as an internal source of competitive advantage, as a part of Resource-based Theory.

As Borja de Mozota and Kim ( 2009, p. 67) describes “Design valuation has
transitioned from an economic view (increasing market share and brand) to a process
performance view (reducing cost or time to market and improving innovation systems) to a
strategic view of resources (creating new markets and retaining valued employees)”, as it is
seen in table 1.
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Historical evolution of design and its role in business management

Table 1.

Period Main perspective Design Role Cases
1940s — 1950s Design as a function Product quality AEG, Olivetti
1960s — 1970s Design as a style Quality communication Alessi, Braun
1980s — 1990s Design as a process Innovation Philips, Sony
1990s — 2000s Design as a leadership Creativity strategy Apple
2000s - now Design thinking New business model IDEO

Adopted by author from Borja de Mozota and Kim, 2009, p. 67

This approach is built on basic principles of Resource-based Theory when design
becomes a valuable strategic tool in business management. Nevertheless, this path is still
untapped not only in academic area but also by business practitioners.

Although most companies would agree that design is a “good thing” there is still a
significant lack of awareness of how design could facilitate the development of new products
and be integrated into business strategy and processes (Trueman, 1998; Tajeddini and
Trueman, 2008). Therefore, in order to close this gap and understand the explicit meaning of
design, there is a need to explore what design means from the perspective of modern business
management and why it matters so much nowadays.

In order to understand the generic meaning of design and how it fits with emerging
business needs, it is worth to look back at the Latin origin of the word design. It is “de +
signare”, which means that design is the activity of making sense of things and processes in
the ecosystem surrounding human lives (Krippendorf, 1989).

According to Verganti (2009b), many companies that use sophisticated analytical
systems frequently arrive at the superficial conclusions that competition in the market is
driven by products and it is important to realize how to deliver these products to customers.
However, the question of why people need particularly this product remains untapped.
Therefore, the aspect of the customer's needs is frequently not recognized and understood.

No matter whether people are buying food, a car, or consultancy services, they are
looking to satisfy certain needs. Often, these are not even communicated, but include both the
product’s functional application and satisfaction of intangible psychological needs, i.e., the
reason for purchasing a product closely ties together cultural, emotional, and practical factors.
This kind of in-depth knowledge is basic for understanding design as a strategic tool in
business management. From the perspective of business executives, it is important in order to
develop purposive strategy and business models to deliver added value to customers and
simultaneously increase the value of the company.

However, companies frequently focus their investment in design on visual and stylish
improvement of a product, because design is understood simply as a visual means to
differentiate a product. Additionally, as Verganti (2009b) claims, in this era of technological
progress, companies are so focused on investing in new, technologically superior products
that frequently they neither care about the in-depth meaning of a particular product to a
customer and his life, nor how the meaning changes and what is the potential for innovations
to add value for the customer.

However, the latest scientific research proves (Filipetti, 2011; Khalifa, 2008;
Holloway, 2010 and others) that to increase value at the product level, a company has to
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further develop its integration of company processes, business models, and strategy, and
design has as a strategic role in this development. Particularly, it has evoked the interest of
scientists that in the last decade when companies were under the pressure of globalization
processes and severe competition, they are continuously boosting the efficiency of production
by increasingly investing in new technologies. This consequently shortens the life cycle of the
technologies and increases the use of natural resources, but frequently does not return the
expected results. These conditions are leading to a search for other business management
tools to develop sustainable business performance in the emerging future.

Although there is a notable interest about design as a strategic tool in business
management among scientists, this is still an untapped area for business executives “without
predetermined outcomes” (Boland and Collopy, 2004, p. 46). Furthermore, Raulik-Murphy
and Cawood (2004) claim that narrow interpretation of design is observed not only among
business executives, but there also is a limited knowledge among political decision makers at
the state level.

Therefore, research direction of design as a strategic tool in business management is
vitally important. As proven by the latest scientific research papers, design is not merely a
functional means to change a product’s form or visual outlook, but more importantly, design
has to be used as a strategic tool in business management by integrating it into company
strategy and business models. Thus, design has the potential to release directly commercial
constraints like production possibilities, safety, and opportunities to deliver products to the
market (Heskett, 2005).

In this dissertation, design is considered in its extended meaning as a strategic tool in
business management which facilitates understanding the influence of external and internal
forces of the business in line with a company’s strategy and business models to create value
for its customers and the company itself (Tham and Kim, 2002). Based on these theoretical
findings, the author has specified the definition of design as a strategic tool in business
management as follows: “by focusing on a deeper understanding of customers' current and
future needs, design as a strategic tool could be integrated into an organization’s strategies
and business models to foster development of new product meanings or redesign the
organization's internal processes for delivering unique value both to customers and the
organization itself.” This specified definition of design as a strategic tool in business
management is at the base of design interpretation in its extended meaning in this dissertation.

In order to create a valuable offer for the needs of the customer, it is vitally important
to realize what the customer really wants. It means to understand the customer as a real
person with actual problems, rather than looking at this issue from the perspective of a sales
target, statistical age, income level, or demographic data. In other words, there is a need to
change the perception of design, its application in business and management thinking, e.g.,
from the merely continuous boosting of efficiency and short-term business solutions based on
cost cutting inside the company towards searching for strategic solutions outside of the
organization, primarily focusing on recognition of the customer’s needs, delivering valuable
solutions for them, and thus strengthening the company’s market position and value of the
enterprise. This opposite business approach includes an in-depth understanding of customers
as humans with emotional and rational wants and needs (Liedtka and Ogilvie, 2011; Moultrie
et al., 2006; Bruce and Bessant, 2002). These scientific findings are used as a basis for the
empirical research of this dissertation in the analysis of the business model and strategy of the
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companies and their correlation with the application of design as a strategic tool in business
management.

Although understanding the customer and recognizing his needs and wants in the
socio-cultural context is primarily a task of the professional designer, an essential awareness
and support from the executives of a company are required to design in its extended meaning.
Otherwise, at the functional level of the company, design will be merely targeted at changes
in a product’s visual style.

Therefore, in order to integrate design into a company’s processes, strategy, and
culture to deliver a value to customers, it is not enough to use the services of professional
designers at the time when a certain product has to be visually improved. Instead, as
advocated by von Stamm and Van Patter (2005), there needs to be a permanent link
established between the professional designer and the customers of the company with further
cross-functional connections with engineers, marketing and logistics specialists, etc.

In order to create this kind of a complex multi-faceted business base, executives must
develop their own competence for design thinking. As business practitioners call it, “this is a
way of thinking as designers would think”. Although in scientific literature this approach to
thinking is also called “integrative thinking” and was known in the previous century, business
management researchers have only devoted their in-depth attention to this matter in the past
few decades. As Brown (2008, p. 17) summarizes the latest findings of management
researchers on design thinking, design thinking is a systematic approach to business
management that optimizes value for customers with benefits to the company. Design
thinking “uses a designer’s sensibility and methods to match people’s needs with what is
technologically feasible and what a viable business strategy can convert into customer
value and market opportunity”. This definition serves as a base for developing this
dissertation.

In order to develop design thinking, business executives don’t have to refuse their
analytical data processes, but instead, they should realize that the future of the company is
based on future events and this requires developing the ability to see complex emerging
directions, value changes, and needs to modify existing business approaches. With design
thinking, “a person or organization is constantly seeking a fruitful balance between reliability
and validity, between art and science, between intuition and analytics, and between
exploration and exploitation. The design thinking organization applies the designer’s most
crucial tool to the problems of business,” states business management researcher Martin
(2009, p. 25).

On the contrary, business executives with no design thinking in their business
approach might not see emerging opportunities for their companies. They frequently prefer to
focus on short-term solutions to business problems and development of innovations at the
product level without or with limited understanding of real customer needs. Thus, these
companies might offer to the market useless products or products with exaggerated, needless
functionality, observes Sato (2009).

Design as a strategic tool in business management and design thinking of business
executives enable them to see and realize development tendencies in the cultural and social
context, comprehend opportunities to satisfy customers’ changing needs, and create
successful innovations which increase value for customers and the organization (Hesskett,
2008). This theoretical tenet is fundamental for developing the empirical part of this
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promotional paper, for creating a theoretical framework to integrate design as a strategic tool
in business management into company strategy and business models, for the development of
a model for business executives to increase the competence of design thinking, and for
elaborating recommendations to increase awareness and application of design in business at
the macro and micro levels.

As there is no common definition for innovation (Baregheh et al., 2009), in this work,
the author has used the definition given by West and Anderson (1996) and further developed
by Wong et al. (2009, p. 241) that “innovation can be defined as the effective application of
processes and products new to the organization and design to benefit it and its stakeholders”,
clearly indicating that an innovation has to bring value to both involved sides: the
organization itself and its stakeholders. As added by Sethi et al. (2001), design has a main
role in the development of successful innovations due to its linkage of customer needs with a
company’s capabilities. Design driven innovations have multiple synonyms in scientific
literature, for example, “ innovative design”, “design innovations” (Mutlu, 2003), and they
are within the context of gradual and radical innovations (Verganti, 2009).

Therefore, the author has specified the definition of design driven innovations as
follows: design driven innovation is defined as an effective application of the design
principles of clarity, inspiration, participation, context, and sustainability in business to
create incremental novelties of products or processes or offer radical solutions that
create value for customers and the organization. In this definition, innovation relates to
user-driven, gradual, and radical forms, where the product has a new meaning, and new
industries might be born.

Integration of design into company processes, strategy, and business models is an
important strategic tool for creating design driven innovations, with a higher value for
customers and the organization. Management researchers Kotler and Rath (1984), Nussbaum
(2004a, 2004b), Merritt and Lavelle (2005), and Martin (2006) emphasize that those
companies which practice design in its extended meaning and integrate it into business
processes and strategy have broader perspectives in global markets, and this is a highly
necessary condition for increasing the competitiveness of a company, region, or nation.

This view is in line with a standpoint of the European Commission (EC, 2009) * that
design in its modern interpretation and an economy focused on innovations will strengthen
the competitiveness of companies and economic systems, increasing economic growth, social
values, and the quality of our lives. This is directly confirmed by findings of international
research that design is an effective strategic tool in business management in order to create
successful innovations, raise the value of a company, and increase the competitiveness of a
nation (New Zealand Institute of Economic Research 2003; Danish Design Centre 2003;
Design Council, UK 2004; Power et al., 2004; Solum and Hubak 2004).

The Design Council of the UK has released a statistical analysis of the performance
(figure 1) of 166 design-led UK FTSE quoted companies over the period of 1994 — 2003.*

% Europe Commission (2009), “Design as a driver of user-centered innovation”, Commission Staff Working
Document SEC  (2009) 501 final, European  Commission, Brussels  April 7, 2009

* British Design Council. The Impact of Design on Stock Market Performance. An Analysis of UK Quoted
Companies 1994-2003// London: Design Council, 2004. — p. 23
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Figure 1. The Impact of Design on Stock Market Performance, an Analysis of UK Quoted
Companies 1994-2003, Design Council, UK

This analysis found that 63 companies that were identified as being effective in the
use of design outperformed the FTSE 100 index over the full period by 200%. Moreover,
these companies were more competitive in comparison to their rivals in both bull and bear
markets.

A comprehensive study in Ireland® also emphasizes that Irish companies that use
design are more successful than those who do not: 78% of SMEs that use design brought new
products and services to the market in past three years. This compares to just 51% of
businesses which did not use design. 72% of businesses developing new products and
services experienced growth in demand versus 56% of those who did not introduce new
products to the market. However, as the authors of this survey state, the main finding of this
research is that only 15% of Irish companies use design strategically in their current business
models, although 78% of Irish businesses think that design is important for staying ahead of
competitors. There is a significant gap between those companies which are using design in its
extensive meaning and the majority of others who think that design might be useful, but do
not realize it in full spectrum. This is also an important topic for decision makers at the state
level to consider how to improve this situation.

Although existing research findings evidently indicate that design is a crucial
cornerstone in business management, the level of awareness and application of design in
companies is not yet widely explored. One of the first systematized frameworks for the level
of design application in companies is developed by Ramlau and Melander (2004) and is
called “Design Ladder (figure 2).

Design as strategy (design Is a key strategic
means of encouraging design driven innovations)

[ Design as Process (design is integral to the development
process)

[ Design as styling (design is only relevant in terms of style)

[ No design (design playvs no role in product development)

Figure 2. “Design Ladder” framework
adapted with contextual explanations by author from framework developed by Ramlau and Melander (2004)
This model consists of four steps:

5 Tormey, D. (2007) The Design Difference. A survey of design and innovation amongst Ireland’s SMEs. Centre
for Design Innovation — p. 48

55



The 1% step of the “ladder” means no design, i.e., design plays a very limited role or there
is no design at all that would create a value to customers. As Melander and Ramlau (2004, p.
51) explain, in these companies, design is a hidden aspect of product development, and it is
generally the task of non-design disciplines to develop the functionality and aesthetics of a
product.

The 2" step is design as styling, i.e., design is seen as a final styling of a product and, in
this case, according to Melander and Ramlau (2004), may or may not be undertaken by
professional designers. In this phase, usage of design in the company is still very limited to
the functional level as a separate task of the activity of design being employed for
differentiation purposes.

The 3" step - design as a process; i.e., design is considered as a working method adopted
at an early stage of product development, and it requires the involvement of several different
disciplines, including design.

The 4™ step is design as a strategy, i.e., design plays a key role in the company. As
Ramlau and Melander summarize, design in this stage encourages innovation and it is
adapted throughout the entire organization. As stated by Borja de Mozota (2003), design and
designer become an integral part of the company, creating value for both the company and its
customers by building a knowledge base and delivering the results of cross-functional team-
work.

In the 3 and 4™ levels of design application in a company’s strategy and processes, the
design thinking of business executives plays a very crucial role, offering a high value to
customers by creating successful innovations and consequently, benefiting the organization.

All four stages of the “Design Ladder” represent a company’s current status of design
adoption and thus, its specific economic value for the company. Therefore, the Design Ladder
has received much interest from practitioners for evaluation of the stage of design in business
in countries like Ireland, Denmark, and Sweden. This framework is also used in this work as a
method for broad analysis of design application in a company.

However, it is vitally important to measure design application at the level of the firm. For
this purpose, the Design Ladder is developed as “a practical and condensed manner of four
degrees intensity*“(Bittard and Basset, 2005) by Ramlau and Melander (Danish Design
Center, 2003). This method is used in the research of the Danish Design Center (2003),
subsequently in research conducted by Sweden (The Association of Swedish Engineering
Industries and Swedish Industrial Design Foundation) in 2004, again by Denmark in 2007
(Danish National Agency for Enterprise and Housing), and by Bittard and Basset (2005).

Research findings in Sweden® showed that 81% of business executives confirm that
there is a direct connection between the application of design and company profit. Moreover,
this research also proves that the higher the level of design application is in the “Design
Ladder” framework (Ramlau and Melander, 2004), the closer is the relation to the company’s
profitability.

Furthermore, business management researchers Besset and Bitard (2008) find that
successful companies like Procter & Gamble, amazon.com, and Philips have integrated

® Swedish Industrial Design Foundation (SVID). Swedish companies on design: attitudes, profitability and
design maturity, SVID and the Association of Swedish Engineering Industries, 2004/
http://www.svid.se/upload/English/About_design/Surveys%20and%?20reports/Folder_10points.pdf, accessed on
Februaury 10, 2010
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design into their company's processes and strategy, thus creating a unique driving force
towards sustainable competitiveness.

The “Design Ladder” model will also be used in this work for the evaluation of the
level of design awareness and application in companies in Estonia and Latvia.

The main theoretical scientific findings evidently indicate that an in-depth
understanding of customer values is a crucial foundation for building a successful business in
modern business conditions. Extended application of design and its integration in a
company’s processes and strategy (Verganti 2002, 2003; Heskett 2002, 2005, Liedtka and
Ogilvie, 2011; Moultrie et al., 2006; Bruce and Bessant, 2002; Melander and Ramlau, 2004
and others) create capabilities for the organization to develop design driven innovations. This
is not only a task for professional designers, but primarily this is a competence needed by
business executives in order to understand the extended meaning of design and how to apply
it in business through design thinking (von Stamm, 2003; Brown, 2008) to be able to connect
a company’s long term goals with the changing needs of customers. These scientific findings
form the base for the empirical part of this work, in the development of research, in the
development of a specified theoretical interaction framework for the integration of design as a
strategic tool in business management, in the development of a model for increasing the
competence of business executives to implement design as a strategic tool in business
management, and also for providing recommendations to increase design application at the
macro and micro levels.

2. Evaluation of the level of awareness and application of design as a strategic tool
in business management in the Baltic States
(Chapter 2 consists of 48 pages, 26 tables and 14 figures)

In the second chapter of this work, the main emphasis is on evaluation of the level of
awareness and application of design as a strategic tool in business management in the Baltic
States using the four-step “Design Ladder” model (Ramlau and Melander, 2004) and analysis
of factors which influence awareness and application of design as a strategic tool in business
management in Latvia and Estonia.

Though there is an increased interest among researchers about the extended
application of design as a strategic tool in business management, still the empirical research
of these aspects is limited. Consequently, this impedes management researchers to provide
conclusions and recommendations based on scientific findings as to what should be done to
increase the extended understanding of design as a strategic tool in business management.
One of the main reasons for this gap is incomplete statistical data for businesses in the EU
NACE rev. 2 statistical classification, where this current methodology does not provide
specific indicators of design and its economic value in business entities and at the national
level. Therefore, the evaluation of design is based on different methodologies, which might
be subjective and have different comparisons between the countries.

This is the first attempt to take a micro-level analysis look at design, design driven
innovations, and design thinking in the countries of Latvia and Estonia. Furthermore, in this
research, both countries are compared in attitude towards design as a recently developing
strategic tool in business management to create design driven innovations, and the research is
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limited to two countries of the Baltic States, Estonia and Latvia. This selection is based on
significant differences in established approaches to innovation as recognized in the published
results of the EU Innovation Union Scoreboard, 2011 (figure 3). According to the results on
innovation performance, Latvia is one of the weakest countries in the context of the EU 27,
whereas Estonia is recognized as a strong “innovation follower” with innovation performance
results close to the leading innovating countries of the EU-27 and with the highest innovation
performance results in the range of the three Baltic States.

Taking into consideration the limitations of the work and the fact that the innovation
performance results in Lithuania are close to the results of Latvia, Lithuania is not included in
this research.

Figure 3. EU Innovation Performance of EU Member States, Innovation Union Scoreboard
(2011)

Therefore, this research is primarily focused on the evaluation of the awareness stage of
design, its broad application at the micro-level, and its role in business development in
emerging future business conditions. This chapter is structured in three main parts describing
three working research hypotheses: 1. The level of design as a strategic tool in business
management and a company’s strategy for a mode of business are related variables; 2. The
level of design as a strategic tool in business management and the awareness of forms of
innovation by business executives are related variables; and 3. The extent of design as a
strategic tool in business management applications influences growth in a company’s demand
and thus has positive reflections on business development.

Follows an analysis that considers the factors influencing the broader development of
design as a strategic tool in business management in order to develop a successful business
and the application of design thinking to realize the full spectrum of forthcoming business
opportunities and sustain a competitive advantage during fluctuating economic conditions and
global challenges.

For this purpose, the research survey method is used. The questionnaire consists of 19
questions to identify the dominating business strategy, management thinking patterns,
network trends of designers and business management, the extent of design application, and
growth in demand of the company, among others.

The questions were developed based on earlier conducted surveys in other European
countries, for example, “The design difference. A survey of design and innovation amongst
Ireland’s SMEs” (2007) by the Centre for Design Innovation, ITSBIC, Institute of
Technology, “Design and Company Performance: Evidence from the Community Innovation
Survey” by Cereda et.al. (2005) as a report to DTI (UK), and “The Economic Effect of
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Design” by the Danish Design Centre and the National Agency for Enterprise and Housing,
Denmark (2003). The theoretical bases from the following scientific publications were also of
influence: Heskett (2005), Verganti (2009), von Stomm (2003), Sato (2009), and Martin
(2006), among others.

In order to more strongly validate the findings, two focus groups for research were
chosen: 1) Professional designers - as they comprehend social-cultural trends and emerging
needs, translate them into commercially viable business solutions, and create a competitive
advantage for the organization (Bertola and Texeira, 2003); and 2) Business executives who
form the organization's strategy and business models in order to develop a successful business
in the emerging future.

During the research phase for the first target group of the survey, the author has
selected companies providing professional design services in the design sector in Latvia and
Estonia (NACE 2, 74.10). Questions were addressed to the senior designers of the companies
who are in direct contact with business professionals and have good experience in the
development of mutual projects, with one respondent for each company.

Questionnaires were distributed during the period of January — March 2011. Valid
data were received from 74 respondents in Latvia (representing 34 percent of the 218
companies registered in the design industry) and from 42 respondents in Estonia (representing
24 percent of the 173 companies registered in the design industry). Respondents consisted of
design consultancies and freelance designers from various design industry sub-sectors —
digital, multimedia, interior and exhibition, product and industrial, fashion, and service.
Analysis was undertaken during the second half of 2011.

The second research phase was carried out during the first part of 2012 with the focus
group of business executives of manufacturing companies in Latvia and Estonia, (NACE 2,
B-E), with one respondent for each company. Due to limitations of time and size, participants
were selected from the manufacturing sector as “Manufacturing was the largest of the NACE
sections within the EU-27’s non-financial business economy both in terms of persons
employed and value added; it contributed 24.2 percent of the workforce in 2008 and 27.1
percent of value added.[ ...] In both countries, Estonia and Latvia, it is 28 percent of the
workforce and 29 percent of value added” (Eurostat, 2011).

According to data from the Register of Enterprises in Latvia, there are 8,772
manufacturing companies, and data from the Register of Enterprises in Estonia indicates that
there are 5,500 manufacturing companies. Further, to provide for the scientific reliability of
the research, the sample size was determined at the alpha-level «=0.05 in table 2.

Table 2
Calculations of minimum required sample size for population (N), for categorical data
(Cochran, 1977 and Bartlett et al., 2001), in numbers and percent

Population size (N} Minimum sample siza Valid rasponsas
Country and randomly selectad | (n) for population (M), | collected, (rasponssrat
amount of respondants catzgorical data in %)
Latwia B772 (1600} 368 374 (23,4 %)

Estonia 3500 (1400) 360 371 (26.5%)

Developed by author on Central Statistics Bureau of Latvia (2010) and Statistics Estonia (2010) data
It is also important to validate the research data, so that all of the groups of a
given population are represented (table 3). In this research, it is done by taking into account
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the size of the company in terms of the number of employees:
Table 3
Number of enterprises in Latvia and Estonia accordingly to number of employees and its
share in the total population and represented in research, in numbers and percent

MNumber of | Parcent of
Emplovess in | Number of | Percentof companies companies
Country . . ) .
the company companias companiss raprasantad in | represantad in
rasearch rasearch
Latvia 0-9 6686 T6% 246 66 %%
10-19 B34 10% 36 15 %
20-49 706 E% 42 11 %
50-249 463 3% 26 T %
250 + 63 1% 4 1%
Estonia 0-9 3785 64 % 212 60 %
10-19 769 13 % 69 19 %
20-49 741 13 % 45 12 %
50-249 03 Q% 30 B %
250 + 75 1% 4 1%

Developed by author on Central Statistics Bureau of Latvia (2010) and Statistics Estonia (2010)

According to table 3, it is possible to state that sample (n) representing population (N) is
valid for further research analysis and evaluation of the results; it is representative of the
given total population (N). Data were analyzed using statistics programs SPSS 18.0, MT 16.0,
and MedCalc 12.3.0.

According to Khalifa (2008, p. 864), the general purpose of a business model and strategy
in a company “is ongoing delivery of a flow of unique or superior customer value, as
reflected in company’s offerings, at superior rewards for the contributors — profit for
shareholders”.

In order to find the role of design in its extended meaning — as a strategic tool in
business management, the dominating business model and strategy in companies in
Latvia and Estonia must be evaluated, and their correlation with the level of awareness
of design as a strategic tool in business management must be assessed. It is a challenging
task for successful companies to deal with the unpredictability of the environment (Pina and
Vieira da Cunha, 2006), and thus, a company’s strategy and business models have to be built
according to these new dynamics and with entirely new management approaches that
recognize future signals even before they are openly seen and manage complex information
received on daily basis.

In this context, dealing with the complexity and uncertainty of environments is a primary
task of design thinking (Faste, 1988, Kelly, 2001, Florida, 2002, Martin, 2007), and at the
same time, design thinking is a precondition in creating design innovation to bring value to
customers and benefit to the company (Sato, 2009).

Analyzing the opinion of professional designers about the dominating business model in
companies, it is seen (figure 4) that 83 percent of respondents in Latvia consider there to be a
dominance of short-term business models in Latvia, focused on cheaper raw materials, less
qualified work force with lower salaries, etc.
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Figure 4. Comparison of dominating business model in Latvia and Estonia, from the
perspective of professional designers, in percent of responses, developed by author

Another view has respondents in Estonia, where 55 percent of professional designers think
that there is a dominance of a long-term business model in Estonian companies, focused on
the long-term goals of how to create higher value for customers, using environmentally
friendly solutions, high quality materials, and a qualified work force.

The same question has also been answered by business executives (figure 5).
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Figure 5. Comparison of the dominating business model in Latvia and Estonia, from the
perspective of business executives, in percent of responses, developed by author

Business executives in Latvia (60 percent of the respondents) consider that there is a
dominance of a short-term business model in their respective country, while in Estonia, only
25 percent of business executives responded that the short-term business model is the
dominating business model in Estonia. Taking into account the opinion of both respondent
groups and the similarity of their views, it leads to the consideration that there is a dominance
of the short-term business model in Latvia based on functional solutions of existing “tactical”
business problems, and on the contrary, there is a dominance of long-term business models in
Estonia with focus on value creation for customers to achieve long-term business goals.

As design contributes to promoting a business by improving the customer interface with a
product, it is important for enhancing product functionality and increasing product quality
(Hertenstein et.al. 2005), while simultaneously releasing commercial limitations by
developing new business concepts, simplifying business processes, thus, reducing production
costs and creating new business solutions and experiences, thus, increasing value for
customers and the organization itself (Heskett, 2005). Therefore, it is important to find out
what is the level of awareness of business executives of design as a strategic tool in
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business. Analysis of this important question is made from the perspective of professional
designers (figure 6), as the designer is considered to be the interpreter between customers and
the organization for creating unique solutions (Verganti, 2009a).
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Figure 6. Comparison of design as strategic tool awareness and application in business,
from the perspectives of professional designers, in percent of responses, developed by author

In figure 6, it is seen that 30 percent of professional designers consider that in Latvia
design is used only in the market of luxury goods, and 41 percent of professional designers
have a view that design is used for visual improvement of products. Thus, the majority of
respondents in this group think that the level of awareness and application of design in
business in Latvia is very limited. On the contrary, in Estonia, 40 percent of professional
designers view that the awareness of design in business is at a higher level, i.e., it is integrated
into the company’s processes. However, many respondents (38 percent) in Estonia still view
that design application in business is limited to the visual improvement of products.

From the perspective of business executives (figure 7), it is seen that in Latvia the
most common view on the application of design by respondents (48 percent) is design for
visual improvement of the products. Moreover, in comparison with Estonia, many business
executives in Latvia (18 percent) still think that design is primarily for the market of luxury
goods.
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Figure 7. Comparison of design as strategic tool awareness and application in business, from
the perspectives of professional designers, in percent of responses, developed by author

Only 25 percent of respondents in Latvia have provided the opinion that design as a
strategic tool in business management should be integrated in the processes of the company.
On the contrary, 43 percent of respondents in Estonia have this view, while almost the same
proportion of business executives (37 percent) still think that design is only for visual
improvement of products. The responses from both target groups of respondents in Latvia
have similar replies, i.e., professional designers and business executives consider that in
Latvia design is basically limited to the visual improvement of goods. However, in Estonia,
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although design is used for visual improvement of products, it also has a higher level of
application in business, i.e., design as a strategic tool in business management is integrated in
company processes.

In order to find out whether the selected mode of business model of the company and the
level of awareness and application of design in business has mutual correlation, these two
variables have been analyzed and the following working hypotheses have been developed:

Ho: The level of awareness and application of design as a strategic tool in business
management and mode of business model are independent variables;

H1: The level of awareness and application of design as a strategic tool in business
management and mode of business model are dependent variables.

This correlation analysis is based on both survey parts, from the perspective of
professional designers and from the perspective of business executives in both countries
separately. In this case, the Chi-square test is a useful method to find associations between
these two variables (Easterby-Smith et.al., 2002).

In all of the calculations of the chi-square test, the p-value, that is the probability of
obtaining a test statistic at least as extreme as the one that was actually observed, assuming
that the null hypothesis is true, is less than 0.05 at the case of predetermined significance
level a = 0.05, and Ho can be rejected (Goodman, 1999). In our case, it means that the
selected business mode and awareness of design application are related variables.

In other words, if business executives focus on short term business or “business tactics” to
solve short term goals in the functional level and concentrate primarily on cost reductions by
applying lower quality materials, using a less qualified workforce, and mainly targeting mass
production, there is a high probability that the level of awareness of design is either no
applied design or limited to design as a styling of minor visual improvements of the products
at the final stage of the production. This means, that in short term business models, design
does not play a significant role in the company to deliver value to clients and the
organization.

In order to determine the relative importance of the variables, correspondence analysis is
performed as this method is best suited for exploratory research. The number of dimensions
to be retained in the solution is based on inertia - a relative measure of chi-square is used in
correspondence analysis.

In our case, the following categorical variables are used in the analysis: the form of design
application, abbreviated in the tables as “design” (as 1 — design for luxury goods, 2 — design
for visual improvement of goods, 3 — design integrated into processes, 4 — design in strategy
as the cornerstone for creating innovations); and mode of business model, abbreviated in the
tables as “time” (1 — short term business model in Latvia, 2 — long term business model in
Latvia, 3 — short term business model in Estonia, 4 — long term business model in Estonia).
Further, calculating correspondence of these two variables (Version 1.1 by Data Theory
Scaling System Group (DTSS)), the following results are presented in summary table 4.
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Table 4
Summary of correspondence calculations for analysis of design application form in business
and mode of business model in Latvia and Estonia

Proportion of inertia Confidence Singular Value

Comglation

Singular Standard
Dimension Yalue Inedia ChiSquare Sig Accoynted for | Cumulative Deviation 2
1 Jq24 524 992 992 o2 072
2 085 004 008 999 Qa0
3 016 000 .00t 1,000
Total 528 393350 .000* 1,000 1,000

2.9 degrees of freedom
| ] L} L]

developed by author
It seems that from table 4, where three dimensions are derived, one of them accounts
for the majority of inertia. With an addition of a second dimension, it is possible to account
for all inertia in this research (99,9 percent).
Table 5 analyzes the contributors of the dimensions.
Table 5
Overview raw points (symmetrical normalization) for analysis of design application form in
business and mode of business model in Latvia and Estonia

Score in Dimension Contnoution

Of Point 10 Ingrtia of Dimension Of Dimension o ineria of Point
Desian Mass 1 2 Inertia 1 1 2 Total
1 125 1,261 S 146 274 504 885 014 1,000
2 427 -592 =214 A0 207 303 ges 012 1,000
3 348 923 145 215 409 13 998 002 1,000
4 RUL 889 ~227 Jse JA10 080 89 006 997
Active Total 1,000 528 1,000 1,000

developed by author

From table 5 of our research, we can conclude that the primary contributors to
dimension 1 are categories 3 — "design integrated into processes™ and 4 — "design in strategy
as the cornerstone for creating innovations” in variable form of design application, or in
abbreviation “design” as it is used in this research. As these categories have the largest
positive scores in dimension 1, with close similarities, it is possible to conclude that
respondents see design similarly as a valuable management tool in the categories "design
integrated into processes™ and "design in strategy as the cornerstone for creating innovations."
And the opposite can also be concluded: design is not recognized as a contributor to business
development in the cases where it is seen as design for luxury goods and merely for visual
improvement of products.

Further, table 6 presents analysis on the Column Points derived from this research,
taking into account the categorical variable of business mode, abbreviated as “time” in the
research tables.

Table 6
The Overview Column Points (symmetrical normalization) for analysis of design application
form in business and mode of business model in Latvia and Estonia.

Scare in Dimension Contribution

Of Point to Inertia of Dimension OfDimension to Ineria of Point
Jime Mss 1 2 inenia 1 2 1 2 Total
1 302 997 Jgse 218 A15 185 996 004 1,000
2 ,200 751 278 083 156 235 887 012 999
3 125 -959 -486 085 159 A58 ar7 022 999
4 373 725 - 146 143 27 24 996 004 1,000
Active Total 1,000 528 1,000 1,000

a Symmetrical normalization

developed by author
As it is in our research, the major contributors to dimension 1 of categorical variable
business mode are categories 2 — "long-term business model in Latvia" and 4 — "long-term
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business model in Estonia.” This means that, in both countries, patterns of business mode are
considered with significant similarities. Putting variables in a correspondence map shows
each category score on both dimensions (at once) for both form of design application in
business and mode of business model (at once) with scores as measures of distance on the
two interpreted dimensions of the model. The scores allow to compare categories across
variables in (this case) two dimensional space. In our case, design is of limited use in the
short-term business models in both countries, and design as a strategic tool in business
management is closely related to long-term business models in both countries.

We proceed to analyze design as a strategic tool in business management and its
relation to the perception of form of innovation in business, i.e., whether both forms of
innovations, technological and non-technological innovations, are fully recognized. This
means to consider whether business executives are more aware, and thus focused on
technological innovations, or there is a broader view, and application perspectives are focused
on non-technological innovations, particularly design driven innovations.

According to the view of professional designers (figure 8), it is seen that the majority
of business executives in Latvia (74 percent) focus on the creation of technological
innovations, and the minority (26 percent) focus on the development of both forms, i.e.,
technological and non-technological innovations. On the contrary, in Estonia this view is
more balanced between both kinds of innovations.

Figure 8. Comparison of perception of innovations by business executives in Latvia and
Estonia, developed by author
The same view is also received from respondents in the second target group, i.e.,
business executives. In Latvia, there is more concentration on technological forms of
innovations in business (74 percent of responses), and in Estonia, the forms of innovation are
more balanced between developing innovations with technological solutions and non-
technological ways.

In order to find out the correlation between these two variables, the working hypotheses
have been set as follows:

Ho: The level of design as a strategic tool in business management and the awareness of
forms of innovation by business executives are independent variables;

H1: The level of design as a strategic tool in business management and the awareness of
forms of innovation by business executives are dependent variables.

In order to find correlations between these two variables, the Chi-square test is used to find
associations between these two variables (Easterby-Smith et.al., 2002). In our case, p-value,
that is the probability of obtaining a test statistic at least as extreme as the one that was
actually observed, assuming that the null hypothesis is true, is less than 0.05 at the case of
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predetermined significance level o = 0.05, and Ho can be rejected (Goodman, 1999). That is
to say, forms of innovation and awareness of design application are related variables.

To evaluate how design as a strategic tool in business management influences growth in
demand, analysis of correlation of these two variables is provided. “By broadening the
definition of “design” and expanding the application of design methodologies and mindsets to
business, enterprises can move beyond merely survival and incremental change, and open up
new possibilities for breakthrough growth strategies and organizational transformation,”
states Fraser (2007). Therefore, it is vitally important to find out to what extent design has
influenced the growth in demand of the company. Business executives are the only
respondents of this correlation analysis, and they are asked to evaluate their business
performance in terms of growth in demand and design application in the last five years using
the Likert scale of four points (table 7).

Table 7
Extent of design as a strategic tool in business management application influence on
company’s growth in demand and thus it has positive reflection to business development, in
Latvia, in numbers of responses

preat 30me limited

extent extent extent notat all Total
significant growth m
demand 59 37 9 7 112
ne growth m demand 15 20 112 115 262
Total 74 57 121 122 374

developed by author
Analysis of this data indicates that 59 respondents, or 16% of the total respondents, have
stated that they introduced design in a great extent and faced significant growth in demand.
Additionally, 37 respondents, or 10% of the respondents, have marked that design enabled
significant growth in demand at a slightly lower extent. In summary, every fourth respondent,
or 26 % of all business executives, has applied design as a strategic tool in business
management and faced significant growth in demand in their companies in Latvia in the last
five years. However, this is still a very limited amount of companies using design as a
strategic tool in business management. On the other hand, 60 percent of all respondents have
replied that they use design in very limited forms, and that it does not affect business results.
In regards to research results in Estonia (table 8), design as a strategic tool in business
management has influenced growth in demand in more companies than in Latvia. 21 percent
of respondents have indicated that growth was very significant, and 18 percent replied that the
growth in demand was significant, which together makes 40 percent of all respondents in
Estonia.
Table 8
Extent of design as a strategic tool in business management application influence on
company’s growth in demand and thus it has positive reflection to business development, in
Latvia, in numbers of responses

great some limited

extent extent extent notat all Total
significant prowth m
demznd 81 67 14 7 169
no growth in demand 12 10 HE 92 202
Total 93 77 102 99 371

developed by author
Also, fewer respondents (24 percent) then in Latvia indicated that design application in
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business was insignificant and did not change business results. However, still 25 percent of
the respondents replied that they neither apply design in business nor does it have influence
on growth in demand. This is proportionally less than in Latvia (60 percent), but still it
indicates that many business executives look at design in very limited ways or do not even
evaluate it as a management tool at all.

“Intelligent failures happen despite of ample data, motivation, analysis, and
intelligence. They come from structural characteristics of conventional [business] models and
human thinking that makes it easy to fall into bad strategy decisions,” advocates Chussil
(2005, p. 28). Design driven improvements and innovations are closely related to a
company’s vision, strategy, and the business models that the company has chosen, is strongly
advocated by business scholars Verganti (2003, 2009a), Martin (2009), Kelly (2001), and von
Stamm (2003). Furthermore, one of the world’s most known business thinkers Tom Peters
(2005), in his book “Design: Innovate. Differentiate. Communicate”, has expressed that from
the management perspective design is a soul of the enterprise, thus a management tool to
create value to the customers and the organization. In order to systematize and evaluate the
role of design as a management tool for creating design driven innovations, a Strategy
hierarchy is developed as the Framework of Design Application (figure 9).
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Figure 9. Design application framework. Time frame of business structure relative to
delivered value to the customers and organization, developed by author on a basis of
scientific works of Trueman (1998), Khalifa (2008), Mutlu (2003), von Stamm (2003),
Luehrman (1998), Rajan and Clark (1994), Collis and Montgomery (2005), Heskett (2005)

In the Framework of Design Application, short term business operational model refers
to short-term business goals at the functional level, e.g., cost reduction by reducing salary,
lower quality materials, etc. The intellectual framework for strategic thinking flows from a
holistic perspective, as claimed by Singer (2008), meaning that strategy is a conceptualization
at the level of the system, taking into account holistic strategy or the design thinking of
business executives. The flow of this new way of thinking is exactly opposite from the
current one that is based on linear logic and separate pieces of past experience.

In order to evaluate design application in business, the research results are summarized
using the “Design Ladder” framework (Melander and Ramlau, 2004) in figure 10.

Design as a function

67



Design as strategy (design s a key strategic
mean of encouraging iInnovation)

Design as Process (design 12 integral Lo the
development process)

MOR TR e

AU o R A S

Estonia
Litvia Y Design as styling (design i2

only relevant in terms of style) ‘
| No design (design plays no role in product development) ‘
i

Figure 10. Evaluation of design application level in business in Latvia and Estonia
“Design Ladder” framework Ramlau and Melander (2004), adapted by author with contextual
explanations and evaluation

Transferring the research results of both countries into the “Design Ladder”, it is evident
that Estonia is more aware of the extended application of design than Latvia is. Almost half of
the respondents indicate that design should be integrated into a company’s processes,
however another 40% of respondents place design as used only for final visual improvement
of the product or styling. Herewith, according to the grading of the “Design Ladder”,
businesses in Estonia would be placed between the 2" and 3 levels, i.e., there is some basic
knowledge about the extended application of design in business, but the full spectrum of the
value that design can bring to the organization is still rather unclear.

In Latvia, the significant majority (almost 70 percent) of respondents consider design as a
stylish element for visual improvement of products, and a very limited amount of respondents
indicated a need for the application of design in a broader sense. Therefore, according to the
grading of the “Design Ladder”, businesses in Latvia are placed in the 2" level of design
application, i.e., there is a limited awareness of design application and the value that it
delivers to customers and the organization.

Analysis of survey data shows that businesses in Estonia are at a slightly higher level of
design application in business, i.e., design tends to be integrated in a company’s processes,
while in Latvia, design is still treated as a decorative visual improvement of goods. In both
countries, the application of design is still limited and is not sufficiently utilized to develop
design driven innovations for creating a sustainable competitive advantage for the company
in the emerging future.

In order to find factors influencing the awareness and application of design in business, six
leading factors were indicated in both countries (figure 11).
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Figure 11. Design as a strategic tool in business management application in business
preventing factors, in percent of responses in relative strength, evaluation by business
executives, in Latvia and Estonia, developed by author
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As is seen in figure 11, respondents in Latvia indicate that the most significant factors
influencing the extended application of design in business is related to limited public
awareness, lack of stimulating design policies, business management education, and the
traditional thinking model of business executives. However, in Estonia, these factors are more
related to problems in the education of business management and the education of
professional designers. In comparison to Latvia, business executives in Estonia have put less
emphasis on problems of limited public awareness of the benefits of design, lack of state
supported design policies, and the “traditional” thinking model of business professionals.

3. Directions for enhancing the application of design as a strategic tool in business
management for business development in the Baltic States
(Chapter 3 consists of 39 pages, 2 tables and 14 figures)

According to the World Competitiveness Report (World Competitiveness Report,
2011 — 2012), the economies of Latvia and Estonia are in a transition from an efficiency-
driven economy to an innovation-driven economy. In an efficiency-driven economy, the main
efficiency enhancing factors are vitally important, e.g., higher education and training, goods
market efficiency, labor market efficiency, financial market development, technological
readiness, and market size. In an innovation-driven economy, companies focus on
sophisticated business processes and strategy that leads to creating sustainable long-term
business models fostered by innovations. In this transitioning economic phase, there is a
mandatory need to also search for new sophisticated business tools and methods like the
extended application of design in business and design thinking to help management sustain
competitiveness in emerging conditions.

“Innovation in its widest sense represents fresh thinking which provides value,” said
Vice-President of the European Commission, Antonio Tajani at the October 6, 2010 press
conference on the Innovation Union.” This also refers to the understanding of the broad
meaning of design and design thinking as unfolded new tools and methods for creating
innovative strategies and business models that could lead organizations through turbulent
external conditions surrounding business activities.

Therefore, it is essentially important to enter a phase of close networking among
management researchers, education institutions, policy makers in the private and business
sectors. This type of networking would help develop solutions for sustaining a sophisticated
business and to support development of innovations for helping to raise the standard of living
and regional prosperity. A crucial role in the coordination of these broad networks is played
by the Design Excellence Centre, providing a solid knowledge platform that fosters a
country’s entering into the economic stage of new innovation (figure 12).

" EU Innovation Union — new program under the Europe 2020 strategy, Antonio Tajani at the Innovation Union
press conference on 6th of October 2010/
http://ec.europa.eu/commission_2010-2014/tajani/hot-topics/innovation-union/index_en.htm,  accessed  on
december 10, 2011
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Figure 12. National Design Policy’s interrelated areas of strategic action in national level
adapted in national level context by author from report of European Leadership Board
(2012)

In order to develop these strategic links, design developed countries like Denmark,
Finland, Sweden, Norway, UK, and Australia, among others, have policies supporting design
in place for already many years. These policies are a part of the innovation system and
activities of Design Excellence Centers to increase the level of awareness and application of
design as a strategic tool in business through extended programs.

So far, there is no specific design policy in the Baltic countries, however, Estonia
included the development of design awareness in business in its National Development Plan
“Estonia 2020 as one of the priorities for increasing the quality of innovations in Estonia. In
Latvia, design is still considered only as a part of cultural activities, thus design is included in
the Guidelines of Latvian Culture Policy for 2006—2015, but it is not recognized in political
documents as a business activity for supporting innovations in existing business.

Another difference between Latvia and Estonia is the approach to the development of
design awareness and the coordination of activities among innovation, research, and
education systems by Design Excellence Centers. There is an active Estonian Design Centre
that coordinates the development of the level of awareness and application of design as a
strategic tool in business management in close cooperation with the Tallinn Art Academy, the
Tallinn Technical University, and the Estonian Ministry of Economics and Communications,
among other state institutions at the national level. In order to achieve sustainable innovation
results by design, the Estonian Design Centre follows their vision that by the year 2020,
Estonian companies will use design at the strategic level, awareness of design will be publicly
developed beginning with kindergarten, and this will bring a higher standard of living and
wealth to the country.

In Latvia, development of the level of design awareness in business is a task of the
Investment and Development Agency of Latvia, where it is considered as a sub-task among
many other business and investment coordination activities in Latvia. The Design Information
Center (DIC) is another institution related to design promotion in Latvia. However, this
organization is a part of the Culture Capital Fund, which primarily is supporting design as a
part of culture and art, but not as a business activity in the innovation system.

As regards development of the level of awareness of design as a strategic tool in
business management, it is crucial to realize how to foster design extended application in the
micro level of the economy, i.e., changing the traditional business approach, management
methods, and thinking from mere prioritizing of efficiency towards creating a unique value
for customers.
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Although external factors like technology, changes in market demand, globalization,
and shifts in socio-cultural trends are evident and strongly influence business strategies and
models, business management still lacks and is behind the times in their thinking models
(Verganti, 2002). Therefore, it is essential to develop new management thinking (table 9) in
terms of design thinking, in order to foster the development of new business strategies and
models to create value for customers and sustain successful business performance in the
emerging future.

Table 9
Main characteristics of design thinking model
Existing thinking model Design thinking model
* Compstitivenasscan b2 » Competitivensssis achisved by

achisved by traditional cost craating higher added valus of the

cuttings, lowering all axpansas products which satisfias customar

and pricas neads of providing new meanings

* maszs production * customization, understandmg of
*  heawy reliance on RD tdentity and social cultural

mvestments as sole selution requirsments and their futurs

» designis used merely for trends

zesthetical considerations
some stzge of product
development

design mecrezses costs and
czn be used only as
differentiator in mamre
marksts

lmitlezz differentiation,
mproving quality,
efficiency, analysis of past
events, product-push market
zpproach how to deliver
value solely to the

organization

emphasis on products meznmg and
itz value,

design process is fused with
companies key objectives

design mtegrates technology,
commercizl fimetions and human
identity

design driven mnovations, open
mnovations m various forms
through transformmng the culture
ofthe organization

how to deliver value to customets

and organization

developed by author, based on scientific literature findings of Verganti (2002, 2003); Markides (2008);
Leavy (2010, 2012); von Stamm (2003); Lietdka un Mintzberg (2006); Martin (2009)

As seen in the results of the empirical research of this work, there is evidently a

dominance of short term business models in Latvia that continuously reduce costs by
lowering salaries, selecting cheaper materials, and mass production management principles.
Furthermore, taking into account that more than 95 percent of the companies in Latvia and
Estonia are in the category of small enterprises, these business management principles will
not be valid for sustaining successful business results. Therefore, there is a crucial need to
change existing management thinking models from cost-driven principles towards value-
creating business approaches based on design thinking and new competences (figure 13)
through the model for developing the competence of business executives for implementing
design as a strategic tool in business management.
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Figure 13. Competences development model of design as a strategic tool in business
management for business executives

developed by author on the basis of Martin (2009), Krippendorf (1989), Osterwalder (2004), Teece
(2007, Osterwalder and Pigneur (2010) and Batistelli et al. (2012)

The model for developing the competence of business executives for implementing
design as a strategic tool in business management has three main activities:

1) observation of changing needs - the company senses changing meanings in the
socio-cultural context (Verganti, 2009);

2) imagination to create offers of new value - new imaginative models are created
from the information received through observation about meanings and, particularly, which
meanings of industries should be embedded in existing strategy and business models;

3) new tools and competencies for decision making in the new state of development -
building new strategy and business models with new meanings to deliver value to
stakeholders and the company.

A transformation process must occur in order to transform the existing state of
thinking into one of powerful design thinking, with new experiences and more value for
customers and the organization. For this purpose, the author has elaborated a model for
developing the competences of business executives for the implementation of design as a
strategic tool in business management, as seen in figure 13.

Further, by obtaining new experiences, business executives follow new decision
making processes and a continuous configuration for crystallization of these processes.
Through imagination and creating unique value offers, business executives should form new
tools and competencies in business management based on an in-depth understanding of their
customers, the changing environment, the infrastructure of the organization, reaching for new
experiences, and development of strategy and business models for their organization in the
emerging future (Tham and Kim, 2002). Following the thoughts of Prahlad (2008), business
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executives should lead their organizations towards innovating the innovation process itself,
i.e., fundamentally changing its perspective from an organization centric towards a customer
centric in an extended socio-cultural context.

With the help of this framework, companies could realize emerging business
opportunities even before they are explicitly seen in the market. They could accomplish this
through design driven innovations and thus, create value delivering strategies and business
models to build a successful and sustainable business.

In practice, in order to develop design thinking and competence developing to
implement design as a strategic tool in the company, business executives should practice
ideation; selection of value hypotesis, concept making matrix, generation of opportunites
principles, mapping of innovation evaluation (Kumar, 2012; Osterwalder un Pigneur, 2010).
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CONCLUSIONS AND RECOMMENDATIONS

Conclusions

1.In the last decades, design development and linked objectives have dramatically
changed from the limited application as a style to a new advanced level of design usage
where design is further integrated in the business process for transformation of business.
Design as a strategic tool in business management fosters creation of increased value for
clients and enhances development of successful business in a changing business
environment.

2. For each product, there is a specific reason why people buy that particular product, e.g.,
this includes functional utility and psychological satisfaction. Therefore, it is vital for
business management to realize “why” people need a particular product and how the
deep meanings are changing. This is more important than “pushing” products to the
market by traditional management tools. Furthermore, with the changing meanings of
products, design as a strategic tool in business management facilitates the understanding
of business executives as to what the organization should do in order to satisfy the new
needs of clients that arise from the new meanings of products, i.e., to adjust business
processes and strategy according to new market conditions.

3. Design can be used as a tool to form new concepts, simplify processes to reduce cost,
streamline product function, and transform business practices. Therefore, by integrating
design as a strategic tool in business, new meanings and experiences can be created in
design driven innovations, based on design thinking. Therefore, business executives
who continuously practice design thinking have broader perspectives to track business
opportunities to develop a successful business in future.

4. The traditional view on design in the business world is limited to the use of design as a
tool for visual improvement of certain high-end market goods or packaging of
commodities with a lack of predetermined outcomes. Business executives lack an in-
depth awareness about design as a strategic tool in business management and its
application in strategy and business models.

5. Business executives frequently consider that competition is driven by products and that
success comes from the right delivery of the product to the market. Hence, product price
becomes a major driver in developing business models based on continuous reduction of
costs and unlimited boosting of efficiency.

6. The level of awareness of design as a strategic tool in business management and a
company’s strategy with a mode of business is mutually related. Accordingly, a
company’s short-term business model is focused on short-term business solutions, and
design is understood in its narrow meaning and applied in the functional mode to
differentiate slightly the form of the product.

7. Design as a strategic tool in business management increases not only the value of the
company, but is one of the drivers of economic growth and improvement of the standard
of living. Due to successful application of design as a strategic tool in business
management, international companies like Philips, Amazon.com, Procter & Gamble
have achieved good business results despite of changing business environment.
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8. According to the author’s primary research data, the dominating business models in

Latvia are focused on short-term business solutions. Hence, business executives have a
limited awareness of design and its application as a strategic tool in business
management. In comparison, in Estonia, there are more companies using business
models focused on long-term business solutions. Consequently, the level of awareness
and application of design as a strategic tool in business management in Estonia is at a
higher level, i.e., more companies in Estonia integrate design as a strategic tool into
company processes than in Latvia.

9. The sole functional application of design as a strategic tool in business management to

10.

11.

12.

13.

14.

change the form or style of a particular product is not related to an in-depth
understanding of business executives of their client needs and providing value to them
during the long-term development of a business.

Customer ability to select products, or ,,customer power”, is increasingly growing, and
therefore, it is important for business executives to realize not only how to produce
certain products, but also how to deliver value to the client based on solutions that
satisfies their needs. Frequently, these needs are not communicated, but based on
interrelated aspects like culture, emotions, practicality, comfort, etc.

The level of design as a strategic tool in business management and the awareness of
forms of innovation by business executives are mutually related variables. According to
the author’s primary research data, business executives in Latvia consider technological
solutions as the sole source for business development, and in this case, the role of
design as a strategic tool in business management is regarded as limited. Business
executives in Estonia focus on both modes of innovations, i.e., technological and non-
technological forms. A balanced application of both modes of innovations also
considers design as a strategic tool in business management for delivering value and
developing a successful business.

International research evidently confirms that using design as a strategic tool in business
management brings positive results in business performance, e.g., growth in demand,
profitability, and increased value of the company, in comparison with companies where
design is understood in its narrow form and applied in limited levels.

The level of awareness and application of design as a strategic tool in business
management influences a company’s business performance, €.g., growth in demand, and
thus, business development in the long term. According to the author’s primary research
data, the level of awareness and application of design as a strategic tool in business
management is relatively low in Latvia, and this does not lead to considerable growth in
demand, increased value for clients, and successful business development. In Estonia,
the level of awareness and application of design as a strategic tool in business
management is at a higher level than in Latvia and also delivers better results for growth
in demand of Estonian companies. However, in comparison to design developed
countries, both Latvia and Estonia are lagging behind in extended application of design
in business.

The main tasks of design and professional designers are to recognize future trends and
socio-cultural changes, to satisfy existing needs, and to create new solutions in
accordance to the long-term business goals of a company.
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15. Design thinking of business executives is an important precondition for the application
of design as a strategic tool. This forms a base for the capability to perceive forthcoming
business opportunities associated with socio-cultural and technological changes and the
ability to convert them into business solutions that create a unique value for clients and
foster successful business development.

16. In Latvia and Estonia there are still limited amount of companies, like PAA, Cleveron,
Fits.me, MunioCandela ArtBag among others, which have applied design as a strategic
tool in business management and achieved successful business results despite of
negative developments in the market.

Recommendations

1. In order to achieve a sophisticated business and innovation level as a driving force of
economy, business executives should develop the understanding of business
management concepts and methods which are entirely focused on value increasing to
the customers, with in-depth realizing of their needs and requirement for new solutions,
at the same time, increasing company’s value as well.

2. At the stage of innovation economy, business executives should to re-evaluate their
own traditional business management approaches, replacing technology driven with
concept driven business management with new approaches to business management
with focus on creating higher value. Particularly, business executives in Latvia should
more develop awareness of different innovation modes; e.g. focusing not only to
technological innovation forms but also to non-technological innovation, including
design driven innovation.

3. Business executives in Latvia and Estonia should re-consider their current business
models which are supporting short-time business solutions and frequently, cost
reduction. Instead, business executives should focus on the company’s long term goals
and develop business models accordingly to them.

4. In order to create design driven innovations in changing business environment, business
executives should re-consider the role of design in their company —the application of
design for merely change of the products’ form at the functional level should be
replaced by integration of design into company’s processes and strategy, based on
design thinking.

5. In order to foster the systematic development and organization of design thinking in the
business, business executives should apply model for developing the competence of
design as a strategic tool in business management. In a practical way, this model
facilitates the systematic development and organization of design thinking in business
management, a vital precondition for developing an organization’s ability to find new
business opportunities and solutions for the changing needs of customers in emerging
business conditions.

6. Business executives should practically use systemized framework for design
application to evaluate and organize activities necessary for fostering the integration of
design as a strategic tool in business management into company strategy and business
models, which is vitally important for the development of successful business.
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7. Entering new stage of innovation economy, business executives in Estonia and
particularly in Latvia, should develop closer cooperation with business management
researchers, education institutions and politic decision makers to develop business
environment which fosters creating of innovations, including design driven innovations.

8. Ministry of Economics of the Republic of Latvia and Ministry of Economics and
communications of Estonia has to develop National level Design Policy in a line with
Europe 2020. Strategy for Smart, Sustainable and Inclusive Growth (2010) and National
development Policies in their respective countries; e.g. Latvia 2030. Sustainable
Development Strategy of Latvia until 2030 (2010), National Development Plan of
Latvia 2014. — 2020 (2012) and National Reform Programme ‘”Estonia 20207
Competitiveness Strategy” (2011), and related programs of innovation systems in the
respective countries. Design Policy has to focus on increasing of design as strategic tool
in business management awareness and application level and foster knowledge about
design extended meaning and application necessity in private and public sector.

9. The Ministry of Economics of the Republic of Latvia and the Ministry of Economics
and Communications of Estonia should elaborate programs for design promotion at
the national level. These programs should focus on the improvement of the quality of
innovation, particularly highlighting the necessity to develop design driven innovations
in connection with solutions for environmental and social problems, thus providing
better living standards.

10. The Ministry of Economics of the Republic of Latvia in cooperation with professional
associations, management researchers and business professionals should develop a
Design Excellence Centre in Latvia. The main purpose of this institution should be to
increase the level of awareness and application of design as a strategic tool in business
in Latvia, coordinate national design and innovation promotion programs, develop the
level of awareness and application of business executives for implementing design as a
strategic tool in business management by organizing practical seminars for professional
designers and business executives, extensive training programs, discussion panels, and
working labs.

11. The Ministry of Economics and Communications of Estonia should support the
existing Estonian Design Centre in Estonia as the coordinator of national programs
for the promotion of design and innovation and in developing close cooperation among
business executives and professional designers, e.g., extensive mutual knowledge
transfer, training, seminars, best practice discussion panels, and workshops.

12. The Latvian Council of Science, in cooperation with the Design Excellence Centre
and other industry associations, and the Estonian Research Council, in cooperation with
the Estonian Design Centre and other industry associations, should support research on
design as a strategic tool in business management for business development and
evaluation of its economic value for both a company and at the national level.

13. The Ministry of Economics of the Republic of Latvia should instigate the Central
Statistical Bureau of Latvia, and the Ministry of Economics and Communications of
Estonia should instigate Statistics Estonia, to elaborate changes at the national level in
statistics methodology by including design specific indicators in the existing statistics
systems.
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14. The Ministry of Education and Science of the Republic of Latvia and the Estonian
Ministry of Education and Research should enhance business management programs
in the institutions of higher education. This should be done by including the
development of design thinking and increasing the level of awareness and application of
design as a strategic tool in business management. Also, mutual interest and cooperation
should be fostered between institutions of higher education that provide business
management programs with organizations that provide design programs, as it is
practiced for example in Stanford University.

15. The Ministry of Education and Science of the Republic of Latvia, in cooperation with
the Design Excellence Centre of Latvia, and the Estonian Ministry of Education and
Research, in cooperation with the Estonian Design Centre, should enhance the
awareness of the extended meaning of design in society by including knowledge about
the role of design and development of design thinking in curriculum.

16. The Ministry of Education and Science of the Republic of Latvia and the Estonian
Ministry of Education and Research should foster the inclusion of business management
principles and business communication skills in design management programs provided
by institutions of higher education. Cooperation between institutions of higher
education that provide business management programs and those providing design
management programs should also be enhanced as to promote the extended meaning
of design.

17. The Estonian Design Centre and the Design Excellence Centre of Latvia should
facilitate the development of public awareness about the extended role of design in
creating environmental and social solutions. These centers should also foster the
advancement of the extended role of design in public administration, encourage
knowledge sharing and involvement of professional designers in the public sector, and
support the inclusion of design into public procurement to help solve complex
problems within the public sector and increase the standard of living.

18. The Estonian Design Centre and the Design Excellence Centre of Latvia, in
cooperation with respective industry associations, should encourage business executives
to use the elaborated model for developing competences for implementing design
as a strategic tool in business management. This model provides business
practitioners with practical support on how to develop and extend design thinking to be
considered as the ultimate precondition for enlarging the capabilities of an organization
to see new business opportunities and deliver a unique value to clients in a changing
business landscape.

19. The Estonian Design Centre and Design Excellence Centre of Latvia, in cooperation
with respective industry associations, should encourage the use of the specified
theoretical interaction framework for integrating design as a strategic tool in
business management into strategy and business models. The framework is a
practical tool for business executives to use for the assessment of design application in a
company and to help make the necessary changes to integrate design in the company’s
processes and strategy in order to foster the development of a successful and sustainable
business.
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