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INTRODUCTION 

Design is a method of identifying a real need and provides 

solutions that result in happiness and satisfaction. 



 

 

Happy and satisfied societies and customers should be the 

purpose of design actions and their end results.  

• Are there common indicators that define design added value? 

• Are there differences in perceived design value among generations and 

socioeconomic class groups? 

• Is it possible to define a coherent and universal identification system of design’s 

socioeconomic impact? 

  



 

 

Design, as a discipline among other disciplines is a method, 

whereas design itself is a complex system, thus explained as a 

methodology of paradigms and methods. 

 

  



 

 

I. METHODOLOGY 

• Why is this research needed?  

• How do businesses, public services and users encounter and experience design?  

• Who is the beneficiary of the research results?  

• What is the expected result of the research?  

 



 

 



 

 

 

1.1. Qualitative and mixed-methods research 
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1.2. Research for design as a process and methods 



 

 

1.2.1. Product/service system design methods 

• 

• 

• 

• 

• 



 

 

• 

1.2.2. Lean and agile tactics in research for design 

1.3. Data collection 

1.3.1. Define (phase I): context of the research 



 

 



 

 

• Please describe the product/service your company provides. 

• Please describe the users of your product/service. 

• Please describe the market of your product/service. 

• What aspects do you consider in a product or service development process? 

• What methods do you use in the product/service development process? 

• What do you do to satisfy overall user experience? 

• How would you define design? 

• How do you perceive design’s added value to your company and product/service? 

• What indicators do you use to measure the impact of design in your company? 

• How do you address sustainability issues in your company? 

• How would you describe the value chain your company is creating? 



 

 

• How would you define design? 

• How do you perceive design’s added value to your company and product/service? 

• What indicators do you use to measure the influence of design in your company? 

• How and what sustainability issues do you address in your company? 

• How would you describe the value chain your company is creating? 

• How would you define design? 

• What are the objectives of design in the 21st century? 

• How does design add value? 

• What value and influence do design maturity self-assessment tools bring to 

entrepreneurs and designers? 

• How can one perceive/measure design’s added value? 

• What indicators would you use to measure the effect of design? 

• How would you describe the value chain design is creating? 



 

 

• What should a product be like to create a positive experience, satisfaction and sense 

of well-being for you?  

• What should a service be like to create a positive experience, satisfaction and sense 

of well-being for you? 

• What creates an emotional attachment to a product such that you are willing to use 

it again and again?  

• What creates an emotional attachment to a service such that you return to use it 

again as a client? 

• How would you characterise what makes an object or service beautiful and 

aesthetic? 

• What should a usable product be like? 

• What should a usable service be like? 



 

 

• When you choose to buy and use any product or service, how much do you consider: 

• Are you ready to:  

• Have you participated in a product or service user test? 

• What principles do you consider when buying or using an unknown thing and 

service? 

• What do you think design is? 

• What have you bought in the last month due to a good design? 

• Please describe what annoys and hinders you when a product or service does not 

satisfy you, does not work, does not meet expectations and does not fulfil your need. 

• Are you willing to pay for an e- or digital service to receive your data or information 

(e.g. children’s success in school, personal health information, personal property 

information)? 



 

 

• Do you use your phone to access the Internet (email, news, social networks, to make 

online shopping, receive service etc)? 

• Which social networks do you use: 

• How much time do you spend on social networks every day?  

• Where do you find information about the product or service you need or are 

interested in?  

• How many of all purchases do you do online? 



 

 

• Please specify the product or service you will be referring to for the next questions—

wood product, e-service or digital technology solution. 

• Describe the satisfaction that the wood product, e-service or digital technology 

solution brings in everyday life. 

• Describe the values that the wood product, e-service or digital technology solution 

brings in everyday life. 

• Why do you use this wood product, e-service or digital technology solution? 

• Which one out of the wood product, e-service or digital technology solution do you 

use most often in everyday life? 

• Which one out of the wood product, e-service or digital technology solution is the 

most comfortable for use in everyday life? 

• Which one out of the wood product, e-service or digital technology solution creates 

the most positive experience, satisfaction and sense of well-being in everyday life? 

• Which purchase or use out of the wood product, e-service or digital technology 

solution affords the greatest saving of time? 

• Which purchase or use out of the wood product, e-service or digital technology 

solution is the most financially economical? 

• Which usage out of the wood product, e-service or digital technology solution can 

be the most long-lasting? 

• Which use out of the wood product, e-service or digital technology solution is the 

most efficient resource saving? 

• Which out of the wood product, e-service or digital technology solution most 

effectively fulfils your need? 

• Which out of the wood product, e-service or digital technology solution surprised 

you most with an unexpected, innovative, technological solution? 

• Which out of the wood product, e-service or digital technology solution could you 

not live without? 

• Is there any global problem you are thinking of, and it is affecting you? 

• What are the main values in your life? 



 

 

• In which of these activities do you take part in your free time: 

• Do you live in: 

• How many persons are in your household: 1/2/3/4/5/5<? 

• Please state your occupation. If you have several jobs, mention them all. 

• What is your average monthly income?  

• How much do you have in savings?  



 

 

• Please state what professions your friends or acquaintances have: 

• Your education: primary school; gymnasium, professional education; higher 

education  

• Your nationality: 

• Your gender: 

• Your birth year period: 

• Do you live: 

1.4. Classification of respondents to develop an identification system of design’s 
socioeconomic impact 

1.4.1. Generations 



 

 

• Silent Generation (before 1945);  

• Baby Boomers (1946–1964);  

• Generation X (1965–1980);  

• Millennials or Generation Y (1981–2000); and 

• Generation Z (after 2001). 



 

 

1.4.2. Socioeconomic classes 



 

 

• 

• 

• 

• 



 

 



 

 

1.4.3. Limitation of the research 

• Respondents of the case study were chosen on a country-specific basis according to 

the aim of the postdoctoral research project. Thus, all respondents had experienced 

the same economic, political and cultural-social development, while the values that 

formed their attitudes and behaviour where culture-specific.  

• Generation Z was not analysed and counted in the socioeconomic class 

segmentation as they are still dependent on their parents and are not yet building 

their economic capital.  

• Elite individuals with very high economic capital (particularly savings), high social 

capital and very ‘highbrow’ cultural capital; the established middle class, with high 

economic capital, high status of mean social contacts and both high highbrow and 

high emerging cultural capital; and the technical middle class, with high economic 

capital, a very high status of social contacts, relatively few contacts reported and 



 

 

moderate cultural capital were not analysed as no responses were offered 

regarding these three classes. 

• The socioeconomic class methodology was adapted from UK research publications. 

• Design maturity matrixes and methods for policymakers as theories or policy 

frameworks are beyond the scope of this research. 

1.5. Develop (phase III): data analysis dissemination of the research process and 
results 

1.5.1. Data validation 



 

 

• 

• 

• 

1.5.2. Dissemination of the research process and results 



 

 

• 

• 

• 

• 

• 

• 

• 
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1.6. Description of the research work-packages 

• 

• 

• 

• 

• 

• 

 



 

 

II. PHASE I DEFINE  

2.1. Design value in correlation to things 



 

 

2.1.1. Key design metric attributes from design theory are described. 

Experience 



 

 

Usability 

Value 

Responsibility 



 

 

Intellectual property 

Aesthetic 



 

 

2.1.2. Design metrics as performance indicators defined in the theory 



 

 

2.2. Revealing existing design valuation and maturity matrices 

2.2.1. Online practice-based design value tools 

• 

• 

• 

• 

• 



 

 

• 

• 
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• 
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2.2.2. Design self-assessment tools 



 

 

• How to study user behaviour; 

• How to address the needs of underserved populations; 

• How to collect customer feedback; 

• How to follow up-to-date trends and make them relevant to customers; 

• How to test assumptions about user experiences; 

• How to identify customer perceptions of brand, product and service; 

• How to identify design details throughout all phases of product development; 

• How to define and value multiple metrics to assess the quality of design; 

• How to assess the success of high-quality design; 

• How to minimise the environmental impacts of products and services; and 

• How to measure the meaningful value of products or services. 

• 

• 

• 

2.3. What is the perceived design value? 



 

 

2.3.1. Experience 

2.3.2. Perception 



 

 



 

 

2.3.3. Satisfaction, happiness and well-being 



 

 

2.3.4. Total customer benefit and consumer value 

• Product benefit (the benefit that the consumer receives by using the product or 

service); 

• Service benefit (the experience of using the product or service); 

• Personnel or human benefit (the experience in the product- or service-buying 

process); and 

• Image benefit (the brand name or image the company creates). 



 

 

2.4. What do leading international designers say? 



 

 



 

 

2.5. Witness of design in public services, start-ups and the wood industry in Latvia 



 

 



 

 

2.5.1. Decoding the use of design in public services in Latvia 

• How would you define design? 

• What aspects do you consider in a product or service development process? 

• What do you do to satisfy overall user experience? 



 

 

• What indicators do you use to measure the impact of design in your company? 

• How do you perceive design’s added value to your company and product/service? 

• How do you address sustainability issues in your company? 



 

 

3.5.2. Decoding the use of design in Latvian start-ups 

• How would you define design? 

• What aspects do you consider in a product or service development process? 



 

 

• What do you do to satisfy overall user experience? 

• What indicators do you use to measure the impact of design in your company? 



 

 

• How do you perceive design’s added value to your company and product/service? 

• How do you address sustainability issues in your company? 

• Transformation of the design process 



 

 

 

3.5.3. Survey with entrepreneurs of the wood industry in Latvia 

2.6. User segmentation by generational and socioeconomic class groups 
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2.7. Aspects of designing an identification system 
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III. PHASE II DESIGN 

3.1. Data analysis of qualitative mixed methods online interviews by generations 
and socio-economic groups 

• Are there common indicators that define design’s added value? 

• Are there differences in perceived design value among generations and socio-

economic class groups? 

• Is it possible to define a coherent and universal identification system to measure 

design’s socio-economic impact? 

3.1.1. Perceived design value attributes 

PERCEIVED DESIGN VALUE ATTRIBUTES THAT CREATE A POSITIVE EXPERIENCE, SATISFACTION 
AND SENSE OF WELL-BEING 



 

 

• Products 



 

 



 

 

• Services 



 

 



 

 

PERCEIVED DESIGN VALUE ATTRIBUTES TO CREATE EMOTIONAL ATTACHMENT TO PRODUCTS 
AND SERVICES 

• Products 



 

 



 

 

• Services 



 

 

PERCEIVED DESIGN VALUE ATTRIBUTES TO MAKE A PRODUCT OR SERVICE BEAUTIFUL AND 
AESTHETICALLY PLEASING 



 

 

PERCEIVED DESIGN VALUE ATTRIBUTES OF USABLE PRODUCTS AND SERVICES 

• Products 



 

 

• Services 



 

 

3.1.2. Preference of sustainable solutions 

WILLINGNESS TO PAY MORE FOR A PRODUCT OR SERVICE WITH A KNOWN ORIGIN AND 
RESOURCES THAT HAVE BEEN RESPONSIBLY SOURCED TO REDUCE ENVIRONMENTAL AND SOCIAL 
PROBLEMS 

• Breakdown by generation 



 

 

• Breakdown by socio-economic class

CONSIDERATION OF RESOURCES USED IN A PRODUCT’S OR SERVICE’S DEVELOPMENT, 
MANUFACTURING AND IMPLEMENTATION 

• Breakdown by generation 



 

 

• Breakdown by socio-economic class 

CONSIDERATION OF SUPPLEMENTARY RESOURCES THAT MUST BE ADDED TO USE THE PRODUCT 
OR SERVICE 

• Breakdown by generation 

• Breakdown by socio-economic class 



 

 

WILLINGNESS TO PAY FOR AN E-SERVICE OR DIGITAL TECHNOLOGY SOLUTION TO RECEIVE 
PERSONAL DATA OR INFORMATION 

• Breakdown by generation 

• Breakdown by socio-economic class



 

 

CONSIDERATION OF LONG-LASTING USABILITY OF A PRODUCT OR SERVICE 

• Breakdown by generation 

• Breakdown by socio-economic class 

READINESS TO CHANGE BEHAVIOUR TO CONSUME LESS, CREATING LESS PRODUCTION 

• Breakdown by generation 

• Breakdown by socio-economic class



 

 

• There is a paradox regarding what people express and prefer considering the 

aspects of sustainable consumption and production and what happens in their daily 

decisions. 

• Planned obsolescence in the experience economy is strengthened by planned 

memorabilia, thus maximising the preference or need for long-lasting products and 

services. 

• Further research is needed regarding safety preferences versus durable and long-

lasting solutions during a global pandemic and the impact of any changes in 

preferences on the environment. 

3.1.3. Perception of business value 



 

 

• Breakdown by generation 

• Breakdown by socio-economic class

• Breakdown by generation 



 

 

• Breakdown by socio-economic class

3.1.4. Perceived principles related to a product or service 

PRINCIPLES CONSIDERED WHEN PURCHASING AN UNKNOWN PRODUCT OR SERVICE 

 

PRINCIPLES CONSIDERED WHEN PURCHASING AN UNFAMILIAR SERVICE 



 

 

 

ANNOYANCE WITH A PRODUCT OR SERVICE WHEN IT DOES NOT SATISFY OR FULFIL NEEDS, DOES 
NOT WORK OR DOES NOT PROVIDE EXPECTED RESULTS 

 



 

 

3.1.5. Comparison of perceived design value preferences among a wood product, an e-service and a 
digital technology solution 

SATISFACTION THAT THE WOOD PRODUCT, E-SERVICE OR DIGITAL TECHNOLOGY SOLUTION 
BRINGS TO EVERYDAY LIFE 

THE VALUE THAT THE WOOD PRODUCT, E-SERVICE OR DIGITAL TECHNOLOGY SOLUTION BRINGS 
TO EVERYDAY LIFE 



 

 

PREFERRED MOST OFTEN USED SOLUTION IN EVERYDAY LIFE 

• Breakdown by generations 

• Breakdown by socio-economic classes

PREFERRED SOLUTION THAT IS THE MOST COMFORTABLE TO USE IN EVERYDAY LIFE 

• Breakdown by generations 



 

 

• Breakdown by socio-economic classes

PREFERRED SOLUTION THAT CREATES THE MOST POSITIVE EXPERIENCE, SATISFACTION AND 
SENSE OF WELL-BEING IN EVERYDAY LIFE 

• Breakdown by generations 

• Breakdown by socio-economic classes

PREFERRED SOLUTION THAT SAVES THE MOST TIME 

• Breakdown by generations



 

 

• Breakdown by socio-economic classes

PREFERRED SOLUTION THAT IS MOST ECONOMICAL 

• Breakdown by generations

• Breakdown by socio-economic classes

PREFERRED SOLUTION THAT IS THE MOST LIKELY TO BE USED OVER THE LONG TERM 

• Breakdown by generations 

• Breakdown by socio-economic classes

PREFERRED SOLUTION THAT IS MOST EFFICIENT AND SAVES THE MOST RESOURCES 



 

 

• Breakdown by generations 

• Breakdown by socio-economic classes

PREFERRED SOLUTION THAT MOST EFFECTIVELY FULFILS NEEDS 

• Breakdown by generations 

• Breakdown by socio-economic classes

PREFERRED SOLUTION THAT MOST SURPRISED YOU WITH AN UNEXPECTED, INNOVATIVE OR 
TECHNOLOGICAL SOLUTION 



 

 

• Breakdown by generations 

• Breakdown by socio-economic classes

PREFERRED SOLUTION THAT IS DIFFICULT TO LIVE WITHOUT 

• Breakdown by generations

• Breakdown by socio-economic classes

• The study indicated that wood products give the most positive experience and 

satisfaction and are the most comfortable to use and most economical in the era of 

the experience economy. 

• Wood products save the most resources, are the most efficient and save the most 

resources; plus they can be used over a longer lasting time frame. 

• Digital technology solutions save the most time, are used most often in everyday life 

and most effectively fulfil users’ needs. 

• Wood products, as opposed to digital technology solutions, create the most positive 

experience and satisfaction in everyday life in the experience economy. 

• E-services are not preferred in comparison to wood products and digital technology 

solutions in the experience and service economies. 



 

 

IV. PHASE III DEVELOP 

 

 

 

 

 

• design definition 

• triple design process 

• perceived value indicators of design’s socio-economic impact 

 



 

 

4.1. Perceived design value indicators as design added value 

 

4.1.1. Perceived design value indicator code book 

Design added value

Policy planners

Graphic design

Entrepreneuers

Product style

Function

Material technologies

(wood industry) 

Method

Problem challenge

(start-ups)

Users—people

Emotional, social, 
conditional, functional 

values

(perceived deisgn value 
indicators)



 

 

People were asked to describe the product/service qualities 

that bring positive experiences, satisfaction and a sense of 

well-being and emotional attachment to the usability and 

aesthetic qualities of the product or service. 

• ‘Quality’, which was excluded because it is used to describe general qualities and 

perceptions of a product and service. 

• ‘Professional’ service was left aside because the term is related to the training and 

education of the service provider. 

• ‘Intuitive’, which is assigned as a perceived design value attribute to both the 

indicators ‘convenient’ as a product indicator and ‘intelligible’ as a service indicator. 

• ‘Needed’ was assigned to the indicator ‘useful’ because it refers to practical purposes. 

• ‘Safe’ as a common product and service indicator was included in the perceived design 

value indicator code book and assigned to both products and services. 



 

 

• Description 

• Attributes perceived by users 

• Design as paradigm 

• Design as method 

• How to witness an indicator’s impact 

  



 

 

COMMON PRODUCT AND SERVICE INDICATOR 

Safe 
Description 

Attributes 
perceived by 
users 

 



 

 

PRODUCT INDICATORS 

Aesthetic 
Description 

Attributes 
perceived by 
users 

 



 

 

Convenient 
Description  

Attributes 
perceived by 
users  

 



 

 

Durable 
Description 

Attributes 
perceived by 
users 

 



 

 

Singular 
Description 

Attributes 
perceived by 
users 

 



 

 

Useful 
Description 

Attributes 
perceived by 
users 

 

  



 

 

SERVICE INDICATORS 

Accessible 
Description 

Attributes 
perceived by 
users 

 



 

 

Experienceable 
Description 

Attributes 
perceived by 
users 

 



 

 

Intelligible 
Description 

Attributes 
perceived by 
users 

 



 

 

Perceivable 
Description 

Attributes 
perceived by 
users 

 



 

 

Timely 
Description 

Attributes 
perceived by 
users 

 



 

 

4.1.2. Perceived design value indicators in comparisons among generations and socioeconomic 
classes 

• Are there common indicators that define design added value? 

• Are there differences in perceived design value among generations and 

socioeconomic class groups? 

PERCEIVED DESIGN VALUE INDICATORS: PRODUCTS 

• Generations 



 

 

• Socioeconomic classes 

PERCEIVED DESIGN VALUE INDICATORS: SERVICES 



 

 

• Generations 

• Socioeconomic classes 



 

 

COMMON PERCEIVED DESIGN VALUE INDICATORS AMONG GENERATIONS AND SOCIOECONOMIC 
CLASS GROUPS 

• Products 



 

 

• Services  



 

 

4.1.3. Perceived design value indicators—an identification system of design socioeconomic impact 



 

 

4.2. Identification system of design socioeconomic impact 

4.2.1. Subjective design added value 



 

 

Perceived design value indicators reveal the assumption that 

‘design adds value’ and correspond to the conditional 

subjective values and to the external context, adding 

conditional objective value to the subjective value chain. 

Subjective value defined as satisfaction with product, service, 

human and image benefits is directly linked to the perceived 

design value,  

objective value is linked with image benefit for the company’s 

or its own sake  



 

 

 

Design is a method that identifies a real need and provides 

solutions related to user happiness and satisfaction; thus, my 

design definition correlates to the subjective theory of value 

and subjective values as total customer benefits, articulating 

how design adds value.  



 

 

 

Perceived design value indicators can help businesses 

determine their value proposition as customer perceived 

value and total customer benefit and total customer benefit. 

User perceptions as perceived design value indicators are 

formed by the subjective values and clarify the term ‘design 

adds value’ from the user perspective. 



 

 

4.2.2. Validation of the identification system of design socioeconomic impact 

External context matters and impacts the importance of 

design value indicators. 

  

products 

services 
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4.3. Self-assessment design maturity matrix 

• 

• 

• 

• 

• 



 

 

• 

The Self-Assessment Design Maturity Matrix 



 

 

• Analytically based external data analysis – analysis of the global context and 

challenges. 

• User analysis – use of diverse user-centred design, design anthropology and design 

thinking research methods. 

• Product/service analysis – inclusiveness, functionality, ergonomic, usability and 

testing of products/services. 

• Impact analysis – incorporation of sustainable production and consumption, 

product/service longevity and responsibility. 

• Perceived design value indicators – conditionally subjective satisfaction of users. 

• Use of design in company – assessment of design’s inclusion at the company’s 

executive level. 

Checklist of Self-Assessment Design Maturity Matrix Results 



 

 



 

 

4.4. Triple design process 

The triple design process demonstrates an overlapping 

iterative approach and a fluctuating interdependency to 

address a defined need with respect to multi-solutions that 

may well be more than one end result. 

The design result in a triple design process may well be found 

in the define phase, thus shifting the emphasis on design as an 

end result to a role at the forefront. 



 

 

 

An analytically informed design-led process asks for design 

mindfulness where the user-centred approach is a core 

mindset while being in an absent present.1 

4.5. Identification system of design socioeconomic impact towards a knowledge-
intensive economy 
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4.6. Performance evaluation of the postdoctoral research 
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