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User-Factor is a three-year project funded from European Regional Development Funds (ERDF) through the Atlantic 
Area Europe programme. The project is a collaboration between eight partners who aim to strengthen innovation in 
small and medium-sized enterprises (SMEs) by supporting them to use design as a tool for user-driven innovation.

The project consortium includes the following partners:

 Wales (United Kingdom) - PDR, International centre for Design and Research, Cardiff Metropolitan University;
 Scotland (United Kingdom) - Scottish Enterprise;
 The Republic of Ireland - (The Republic of Ireland) – Enterprise Ireland;
 Galicia (Spain) - GAIN, Axencia Galega de Innovación;
 Norte Region (Portugal) - SPI, Sociedade Portuguesa de Inovação;
 Brittany (France) - Chambre de Commerce et d’Industrie de Région Bretagne;
 Northern Ireland (United Kingdom) - Department of Finance Northern Ireland;
 Canary Islands (Spain) - Asociación de Empresas Tecnológicas Innovalia.

Through a knowledge exchange process and using a service design approach, the partners will develop, test 
and evaluate a design support pilot with 25 SMEs in their region to help them become more innovative and
competitive. Through this interregional learning process, we aim to transfer models of design support between 
business and innovation agencies. As such, beneficiaries of User-Factor are both the agencies offering support 
and the SMEs receiving support, and later benefiting from improved services.

This booklet shares the project research to date in order to empower innovation support agencies in their desire and 
ability to integrate design. User-Factor partners share a design support programme good practice from their region and 
we reflect on critical success factors and potential pitfalls in moving forward as we develop our own design support pilots. 

Lee Gaynor

User-Factor Lead Partner

PDR - International Design and Research Centre
Cardiff Metropolitan University

1. Summary
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2. Introduction to User-Factor

Fig. 1 Recent Evolution of Design (Banarjee,  2011)
Source:  Banarjee (2011). Stanford University, Design Thinking based Co-creation, 5/75.
                 https://www.slideshare.net/radarik/design-thinking-based-co-creation-9297864

Design is a human-centred, creative problem-solving activity and now 
widely recognized as a tool for innovation. The European Commission 
(EC) first integrated design as one of the ten priorities for innovation in the 
policy Innovation Union (2010). 

In industry and at a governmental level, design has evolved from being 
a subsidiary of other innovation processes or the determinant of 
aesthetics, to a strategic driver and fundamental element of innovation.

This evolution can be understood in looking at the problems that design 
faces and the way in which design tackles them. While traditional areas 
of design such as architectural, industrial, engineering and graphic design 
predominantly focused on pre-determined problems and resulted in 
tangible solutions. Now, design problems are increasingly intangible 
and ambiguous, due to the complex, digital and hyper-connected world 
we live in. 

This shift is reflected in the emergence of new areas of design such 
as user-centred, service, and interaction design to name but a few 
examples. In these new areas, the practice of design has transitioned 
from a focus on traditional design skills and craft expertise to a co-creative 
strategic activity that offers value in a wide range of contexts.

Artefacts,
Expressions

Visions

Trans- 
formations

Strategies

Systems

Experiences,
Services

2.1 What is Design?

Solutions to 
pre-determined problems

Problem definition 
& transformative action

1. EC (2010). Europe 2020 Flagship Initiative Innovation Union     2. OECD (2015). Directorate for Science, Technology and Innovation, Industrial Design Policies: A review of selected countries. p.6.
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2.2 The Value of Design 
Design can influence the development of products, services, processes, 
strategies, and culture. 

The Design Ladder (Fig.2) developed by the Danish Design Centre (2003) is 
a tool that can be used to measure the level of design maturity in businesses. 
The Ladder, highlights that design can offer value to businesses in a 
number of ways and that the higher a company is ranked on the Design
Ladder, the greater the strategic importance they attribute to design.

The Design Value Index (DMI, 2016) demonstrates that companies who 
have integrated design at a strategic level outperformed the Standard & 
Poor's 500 (S&P 500) by 211% over the course of 10 years (Fig.3). The 
most recent report on the business value of design; The McKinsey 
Design Index (MDI),   investigated the financial value of design in 300 
companies from industries including medical technology, consumer 
goods, and retail banking over a five-year period. The study found a strong 
correlation between high MDI scores and superior business performance;
companies that embrace design at a strategic level generated 32% 
more revenue and 56% more shareholder returns than rivals.

The Design Economy 2018   from The Design Council provides a 
comprehensive overview of the state of design in the UK and evidence 
on design’s value. Some of the key findings include; design can generate 
significant value for local economies, investment in design is growing, 
design-led firms lead the way, and design boosts long-term productivity.

DESIGN-CENTRIC
COMPANIES:

- Apple
- Coca-Cola
- Ford
- Herman-Miller
- IBM
- Intuit
- Nike
- Proctor & Gamble
- SAP
- Starbucks
- Starwood
- Stanley Black & Decker
- Steelcase
- Target
- Walt Disney
- Whirlpool

$45,000

$40,000

$35,000

$30,000

$25,000

$20,000

$15,000

$10,000

06/2005 06/06 06/07 06/08 06/09 06/10 06/11 06/12 06/13 06/14 06/15

DESIGN VALUE INDEX 2005-2015

211%DVI

S&P 500

Fig. 2 The Design Ladder (Danish Design Centre, 2016) 

Design as process
Design is an integrated element 
in development processes

Non-design
Design is not applied 
systematically

Design as form-giving
Design is used as �nish, form-giving 
or styling in new products/services

Design as strategy
Design is a key strategic 
element in our business model

Fig. 3 The Design Value Index (Design Management Institute, 2016) 
Source: Design Management Institute (2016). The Design Value Index (DVI). Volume 27, Issue 4. p. 5.
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3. McKinsey Quaterly (2018). McKinsey Design Index (MDI); The Business Value of Design     4. Design Council (2018). The Design Economy 2018; The state of design in the UK
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Good design matters whether your 
company focuses on physical goods, 
digital products, services, or some 
combination of these.

The Business Value of Design (McKinsey Quaterly, 2018)

“
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Although widespread among large organisations, design is 
still underutilised in European businesses. As shown by the 
Innobarometer 2016 survey,  a large proportion of companies 
do not use design (54%), 14% use it for styling, while only 
12% of companies viewed design as a central element to their 
company (Fig. 4). Other findings highlight that the larger the 
company, the more likely it is to say design is central, newer 
companies are more likely to say that they use design, while 
companies in primary industries are the most likely to say 
design is not used. 

Many SMEs are sceptical about design. They lack awareness 
of the value that design can offer their business, knowledge 
to apply design and resources to invest in design. 

Simultaneously, while innovation support agencies may 
recognise the importance of design for user-driven innovation. 
Many lack the expertise to fully integrate design into their 
existing programmes.

2%

14%

18%

12%
Design is a central

element in the
company’s strategy

Design is integral,
but not a central

element of the company

Design is not used
in the company

Don’t know

Base: All companies (n = 13,112)

0 10 20 30 40

Design is used as a last
finish, enhancing

appearance & attractiveness

2.3 Design + SMEs 

50

Fig. 4 Innobarometer (2016) - Question: Which of the following statements 
            best describes the activities of your company with regard to design?

7

5. TNS Political & Social (2016). DG COMM (Directorate-General for Communication) Flash Eurobarometer 433 - Innobarometer 2016 - EU business innovation trends. p.18.

54%
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2.4 Service Design + SMEs 
Despite many SMEs not using design, design can create 
significant value for these enterprises. As the lines between 
products and services have become indistinguishable. 
Service design has gained popularity. Service design utilises 
many methods and tools used in other design and non-design 
domains, but places a strong emphasis on co-creation and a 
holistic understanding of the challenge area.

Service design relies on the ability to understand the needs 
and experiences of multiple stakeholders and the working 
process of different components in order to develop insights 
and opportunities. It then co-develops possible solutions in 
response to findings which can help in identifying strategies 
to; improve user experience, align culture and brand image, 
reduce risk and improve efficiency.

Service design plays a dual role in innovation capability 
building.  Engaging with service design can improve the 
innovation capability of a business by providing a base of 
information to develop relevant strategies. Moreover, this 
engagement with design at a strategic level can be a 
transformational tool that empowers the desire and ability 
to embed design in the culture of the business. These 
characteristics are not only true for SMEs and entrepreneurs 
but also apply to established support agencies.
  

6. Patrick Lawlor, Adrian O'Donoghue, Brendan Wafer, Eddie Commins. (2015). 'Design-Driven Innovation : Why it Matters for SME Competitiveness', [report], p. 29-34.      7. Dr Anna Whicher (2018). Cardi� Met Lead Innovative Project to Help SMEs. 
https://www.cardi�met.ac.uk/news/Pages/Cardi�-Met-Lead-Innovative-Project-to-Help-SMEs.aspx

Design methods in the 
knowledge exchange 
process can build 
capacity within 
innovation agencies 
so that they can offer 
design support beyond 
the funding period.
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Service Design acts as a sense-making 
activity in developing understanding of 
the present in order to identify relevant 
strategies and shared visions.

Sketches Questions

FramingFrameworks

Mind-maps
Pattern making
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Simultaneously, service design acts as a
facilitator in integrating design into the 
culture of an organisation through practical 
application, and the transfer of tools and 
techniques that can sustain practice.

Fig. 5 Snapshot of Service Design 



Figure 5 (page 11) illustrates the components of 
the Business Support Ecosystem in the context of 
supporting regional development and growth. 

It highlights the main phases of a company and 
the three main categories of support. While some 
support services are suited to particular phases 
of a company, other services are more general 
and apply throughout. Common elements across 
all phases include the need for networking and 
knowledge transfer between academia and 
industry to other enterprises, predominantly SMEs.

3. Business and Design Support Landscape

This section will discuss
the current business 
support ecosystem in 
Europe and explore 
how design can offer 
value and be integrated 
within it.
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FUNDING

PHYSICAL
INFRASTRUCTURE

SOFT SUPPORT

STAND-UP START-UP SCALE-UP MATURE

General / Vocational Training

Orientation services

Inspiring Network

Sectoral training

Consulting services

Ecosystem networking 

R & D based support

Specialized services

Global networking

HR recruit & develop

Clusters

Territorial promotion

Standardization services

HR develop & reorganize

Innovation ecosystems

Inspiring co-workings Creating co-workings Innovation centres

Industrial & tech parks

Micro-credits 45 start-up Grants for scale-up Grants to internationalize

Vouchers for R & D Grants for R & D

Grants to reorganizeAccess to loans/ alternative funding

£

Fig. 6 Business Support Ecosystem  Components (Trinno, Interreg Europe, 2017) 
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Design offers value across the whole support ecosystem. 
Building on the understanding of service design discussed 
previously,  we can see that design acts as a sense-making 
activity by enabling the identification of relevant strategies. 
Moreover, this engagement with design acts as a facilitator 
in building design capacity. These factors apply to companies 
of all sizes and also to existing support agencies.

While design activities may be included within existing 
support offerings. The broad and multi-disciplinary nature 
of design means they are often not made explicit. Hence, 
it is difficult for enterprises to understand the potential
value of design and they rarely seek out support for design 
expertise. Design must become more visible in order to 
ensure that SMEs take advantage of design and to improve
the integration of design within the existing ecosystem.
 

 

8.  Trinno (2016). Interreg Europe: Business Support Ecosystem Components report. p.10-11.     9. SEE Platform / Policy Booklet 6 (2013). Reviewing Design Support Programmes in Europe. p. 7.
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Building 
Designers 
Capabilities

Design entrepreneurship 

Creative framing of challenges

Connect 
with

Ecosystem 

Ecodesign & sustainability 

Diagnostic
Tool

Design
Support
to SMEs

General Support & Awareness Specialised Support

Writing a design brief

Advice on IP

Hiring a designer

Qualitative research & insights

Concept ideation

Prototyping & testing

Clear values & shared purpose

Maintain strategic direction

Quality & efficiency of DMM&A

Market research & internationalisation

Product / service development

Funding & support routes

Event finder

Designer 
& SME 

Matchmaking

Develop a 
Design 

Brief
Design 

Recognition
& Awards

SME & academia collaboration

Cluster / network building

B2B collaboration

Improving business skills of designers

Service design tools & techniques

Grants, subsidies & incentives 
for accessing and procuring design.

SOFT SUPPORT

PHYSICAL 
INFRASTRUCTURE

Direct provision of design expertise in order to:

Improving designers capabilities in order to:
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£

Integrating with physical environments in order to:

FUNDING

Fig. 7 Design and the existing innovation support ecosystem

Expand their existing offerings;
Make them more relevant and accessible to the existing support ecosystem. 

Encourage practice of design among SMEs;
Build design and innovation capabilities in SMEs.

Encourage practice of design among SMEs;
Identify new relationships and opportunities;
Develop shared understandings;
Build design and innovation capabilities in co-working environments;



Marketing / promotional tools 

Training Seminars

Workshops

Networking events

Partnerships with businesses / academia

Deep dives

Conferences

 Specific cluster workshops

 Visit the company

Awards

Surveys

Directories

Website / online platform

1 to 1 mentoring

Design consultancy 

Network membership platform

Showcase

Tradeshows

Radio

Social media

Design & 
encourage practice PROMOTE

Application & 
capacity of  designSUPPORT

4. Design Support Programmes 

Design support programmes (DSPs) are one of the prime implementation 
mechanisms of design policy.    They can be focused on raising the demand 
for design services among SMEs or improving the supply of quality design 
expertise or both.  DSPs predominantly rely on public funding, taking the 
format of pilot schemes that have a limited life. 
  
As a large majority of SMEs do not have experience with design, DSPs often 
follow a strategy of broad activities open to many participants,  in order to 
promote design and encourage practice, to specific activities that focus on 
mentoring companies in using design and building design capacity. While all 
DSPs aim to make SMEs more innovative through design, there are many 
differences between them influenced by a myriad of factors including:

 A desire to focus on a specific business sector or action;
 Regional priorities;
 Available resources;
 Type of design support desired;
 Time-frame;
 The capabilities of target companies;
 Design experience of mentors and target audience;
 Level of design knowledge and skills in particular region.

These factors result in a wide scope of programmes and a broad range of 
costs needed to develop and implement them. In recent years there has
been a shift from general programmes open to many participants to 
offering more strategic interventions with fewer companies.  

Personal phone calls

Exhibitions

13

Fig. 8 Range of activities o�ered by DSPs 

 

10. Whicher, A., and Walters, A. (2017) Mapping Design for Innovation in Wales and Scotland, The Design Journal 20(1) p.109-129.      11. REDI. (2014). Supporting design driven innovation: a review of selected programmes. p.15-16.
 9. SEE Platform / Policy Booklet 6 (2013). Reviewing Design Support Programmes in Europe. p.7.
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5. Design Support Programmes - Good Practices

Scotland (By Design Grant)

Norte Region - Portugal (Porto Design Accelerator)

14

Wales (The Service Design Programme)

Northern Ireland (Design for Business)

Canary Islands - Spain  (Innovation Factory) 

Galicia - Spain (Programa InnovaPeme)

The Republic of Ireland (Design + Gateway)

Brittany - France (IDDIL)

A good practice is an initiative that 
has proven success and offers the 
potential to transfer to other regions. 

The following section presents an 
overview of the good practices identified 
within the project consortium to date. 

The guiding parameters that make these 
relevant to this project are the focus on  
integrating design within smaller 
companies who are not already design
active or seeking support from the current 
support system. 



2015 - ongoing

Impact

Summary of the programme

Scotland By Design Grant

Funded by

Investment

Run by

Audience

Potential for learning or transfer

SMEs who have not engaged 
with SE innovation support 
before and have growth ambition.

Scottish Enterprise (SE).

The wider innovation 
team within SE.

In 2015 the wider innovation team was formed within SE and was set a task 
of supporting 3000 Scottish businesses to become innovation active between 
2015-2018. The By Design Grant aims to attract new SMEs to SE and support 
them in using design to develop new products and services that meet their 
customers needs. 

The grant takes the risk out of the first investment in design for businesses. 
It is offered online and provides a contribution of up to 70% of project costs 
(excluding VAT) to a maximum of £5000. 

Bringing together all the individuals involved in the grant process from 
various teams on a regular basis is crucial to identifying opportunities,
aligning activities and delivering the best outcomes. 

Supported over 600 businesses in becoming innovation active to date;  
The majority of the businesses completing projects have developed 
a new product or service or improved an existing one; 
Engagement with the grant leads to additional support 
for product/service development.  

15

70% of project costs. 



All projects are appraised and 
approved by SE prior to the 
business commencing work.

A grant that covers a wide 
range of design support to 
influence the development 
of new products & services. 

Market
Research

Branding Prototyping Packaging 
Design

Service
Design 
Projects

Mentoring

16

Participant companies
must support a minimum 
of 30% project costs upfront.

Scottish Enterprise (SE);
 SE enquiry team;
 SE appraisal team;
 SE contract management team;
 SE wider innovation team;
Design universities and institutes.

Resources Needed Audience

Cost

SMEs who have not engaged 
with SE support before and 
have growth ambition.

The cost per appraisal 
is on average £110.

Duration: Continuous.



2017 - 2018

Impact

Summary of the programme

Norte Region Portugal Porto Design Accelerator

Funded by

Investment

Run by

Audience

Potential for learning or transfer

Design-driven ideas 
& start-ups (less than 
two years since establishment). 

Porto Design Factory, 
TICE.pt (ICT cluster) 
& Porto City Hall.

The diverse support actions that the programme provides in terms of 
mentoring, IPR support services, software and hardware resources and 
access to relevant investors is seen as a great advantage for company 
growth.

Supported 5 teams from diverse industries in its first edition;
It is expected that 4 editions are launched and at 
least 20 applications are supported.

The Porto Design Accelerator is the first accelerator in Portugal for design-based 
consumer goods. The programme is focused on tailor-made capacity building for 
interesting ideas. It aims to support the development of new ideas in several industries 
through entrepreneurial creation, promotion and growth instead of direct funding.

The Porto Design Accelerator is now moving to its second edition. The programme
is divided into two stages. Support is provided through a range of services including: 
tailor-made design programmes,  access to facilities and resources offered by lead 
agencies and connecting with investors from the innovation landscape. 

17

Porto Design Factory.

Resources of lead agencies.

https://portodesignaccelerator.com/



Support the initial development of the 
acceleration in terms of idealising, 
developing & marketing the idea.

Support in funding, 
manufacturing & 
growing business &/or idea.

Support Services

Porto 
Design

Factory 
Resources

Design 
Accelerator

Prog.

Design 
Education 

Prog.

Inter-
national 

Trade-
show

Connect
with

investors &
experts

Mentoring

18

1st stage 
Accelerate 

2nd stage
Ready to scale

Lead organisations; 
Design universities & institutes.

Resources Needed Audience 
5 initiatives / ideas.

Duration: 6 months (1st stage - 12 weeks, 2nd stage - 12 weeks).



There is a strong need to support SMEs in their evolution, through the
creation of a network of supporting nodes and a platform for discussion 
and exchange of information and best practices. The potential network 
of INNOVATION FACTORIES would aim at encouraging the digitisation 
and innovation capabilities of SMEs in Europe.

100% of the beneficiaries improved its competitiveness level and/or billing level;
High impact in the region: 160 of the 2,500 companies in the area registered;
High level of dissemination, including a specifically designed and developed 
methodology for disseminating and attracting companies; 
High level of engagement: the open activities had more than 1100 attendees.SMEs, entrepreneurs, clusters and 

associations from traditional sectors 
who are not actively innovative but 
are interested in exploring the use 
of digital technologies.

SMEs, especially those belonging to the so-called “traditional” sectors, are 
amongst the categories which can benefit the most from digital transformation, 
but at the same time they are the least prepared to take up the challenges. 
The main aim of the INNOVATION FACTORY was to support the digitisation process of 
regional SMEs and entrepreneurs by providing them with made-to-measure services, 
thus improving innovation standards in the business community.

INNOVATION FACTORY provided a wide range of open activities together with 
tailored consultancy services in order to individually support SMEs and
entrepreneurs in paving their way to digitisation.

ERDF, Cabildo de la Palma.       

€300,000.

Innovalia Association, Cabildo 
la Palma (regional public body) 
and EOI.  

2015 - 2016

Impact

Summary of the programme

Canary Islands Innovation Factory

Funded by

Investment

Run by

Audience

Potential for learning or transfer

19

General info & Open call

Support Network & Awareness

Open Activities

Mentoring & 
Consultancy

35%

30%

15%

20%



3 registration 
processes associated 
to different open calls.

Clear selection criteria 
was applied to choose 
the final recipients.

A wide range of open activities

 

Selection criteria
INNOVATION LEVEL

Innovation level in 
current processes

Innovation level in current 
products & services

Innovation management

Quality Management

Up to 50 points

GROWING POTENTIAL
Organisational
capacities of the team

Knowledge

Experience

Vision & Leadership

Up to 50 points

0 - 15 points

0 - 15 points

0 - 10 points

0 - 10 points

Structure

0 - 20 points

0 - 5 points

0 - 5 points

0 - 5 points

0 - 5 points

Innovation projects

Growing strategy

0 - 10 points

0 - 10 points

PRIORITIES Up to 15 points

Young people, women, 
disadvantage collectives 10 points

Entrepreneur 5 points

Workshops Conferences Seminars

Support 
Network 

and 
Online 

Platform

20

Tailored
Consultancy

Services

Cooperation & Openness 0 - 10 points

2 x full-time staff;
4 x part-time staff;
Experts for open events. 

Resources Needed Audience 
Network -  1,100 participants;
Mentoring - 160 businesses.

Cost

Duration: 18 months.

Free.



2015 - ongoing

Impact
Number of runs per year (Target of 4);
Number of attendees per run (Target of 15);
50% of attendees moved from DesignActive to DesignForward;
Increased customer satisfaction;
Evaluated periodically for ‘ value for money’ by an external consultancy.

Department for the Economy,
European Regional Development 
Fund (ERDF) Investment for 
Growth and Jobs”. 

Summary of the programme

Northern Ireland

Restricting access to the programme to clients of Invest NI, combined
with developing a membership scheme resulted in greater commitment 
to, and selection for the programme. The number of participants the 
programme accommodates has decreased since 2015, from 20 to 15. 
This allows for an individually tailored experience for participants.

Design for Business

Funded by

Run by

Audience

Potential for learning or transfer

Invest NI previously ran the Design Development Programme (established in 
early 2000’s) in Northern Ireland. Design for Business was developed in 2015
based on the learnings and experience from the Design Development Programme. 
 
Design for Business offers Invest NI’s client’s design support tailored to their 
needs, by matching SMEs with appropriate design agencies in Northern Ireland. 
Design for Business runs over three distinct phases and offers support for a broad
range of design disciplines including, but not limited to product, digital, and service
design.

Invest NI.

Invest NI Clients - Groups or 
businesses with common design needs.
 

21

https://www.investni.com/support-for-business/design-for-business.html



Competitive 
Application 
Process

Half day free advice 
(usually at the 
customers premises) 
   Explore the needs 
   of programme 
   participants.

Help a participant 
implement an intervention. 
   Up to 10 days of support 
   from a design agency. 
   Ends with a showcasing 
   event to a panel.

Review meeting
    To access Design Forward, 
    Design Active must have 
    been completed.

Design agencies tender to work 
on specific design briefs.

Participants are paired 
with a design agency. 
   7 non-consecutive days 
   1 to 1 consultancy.
   Write a design brief through 
   workshops.

22

Design
Forward

Design
Active

Design
Advice

Invest NI:
 1 x full-time prog. manager;
 1 x part-time prog. administrator;
Design agencies;
The Design Active phase is 
delivered in partnership with 
Queen’s University Belfast 
Design Capital Group.

Design Advice: Free
Design Active: £1250 + VAT
Design Forward: £1800 + VAT

Resources Needed Audience 

Cost

15 Invest NI Clients with 
common design needs.
 

Duration: Programme runs 4 times over 10 months. 



2010 - 2013

Impact

Summary of the programme

Wales The Service Design Programme

Funded by

Investment

Run by

Audience

Potential for learning or transfer

90 SMEs (30 each year) predominantly
from the manufacturing and advanced 
materials sector in collaboration 
with the design sector in Cardiff.   

Welsh Assembly Government.

£270,000 (2010-2013).

National Centre for Product Design 
and Development Research (PDR), 
Cardiff Metropolitan University, Wales.

The Service Design Programme was set up to address both supply and demand of 
service design by creating demand among Welsh manufacturers and expertise in 
service design among Welsh designers. 

The programme worked at a strategic level with 90 companies from the advanced 
materials and manufacturing sector over 3 years. Simultaneously, the programme 
worked with the design sector in Cardiff by building service design capabilities in 
existing design agencies in order to expand their offering. The model for the 
manufacturing business support was based on a four-step process. 

Trained over 30 designers to use service design techniques; 
New services launched;
Increased R&D investment;
Jobs created.

Approaching supply and demand at the same time allowed for a new type of 
innovation market to develop. By taking a co-design approach in the programme 
development process, it ensured that the innovation programme was designed 
in a way that minimised risk. It also enhanced the culture of service design in 
Cardiff in a sustainable way. 
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Applications from
design agencies

through a competitive
application process.

Service
Design for
Designers

6 month training 
programme.

3 hour workshops 
applying service design 
to your business.

One-to-one strategic 
support in implementing 
a new service.

3 x full-time service design advisors;
Local design agencies.

Event
Telephone
Advisory
Service

Initial contact 
and build 
understanding. 

Services
Essentials
Workshop

Service
Strategy

Programme

24

Quick advice
on using service
design.

Free.

Resources Needed Audience (2011-2012)

Cost

30 SMEs from the manufacturing and 
advanced materials sector in collaboration 
with the design sector in Cardiff.   

Duration: 8 months (1 edition).



Supported 16 projects (IDDIL 2.0) with 11 being commercialised;
Created a better understanding of regional identity in Brittany;
Create new tourist experiences and tailor-made services; 
Lead to the development of further support focused on ICT and tourism;
Closed the gap between ICT & tourism;
Creation of the IDDIL Network (51 members); 
Integrated design in companies new to design.

Chamber of Commerce 
and Industry in Brittany.

Companies or organisations 
from tourism and leisure 
sectors, industry, designers and 
companies from ICT sectors in 
Brittany who are interested in 
implementing tourism projects.

Tourism is a key economic sector in Brittany. It is, however, a highly competitive market that 
requires innovating and constantly adapting to customer’s expectations. IDDIL aimed to combine 
the competencies from tourism/leisure and industrial actors. By using collaborative innovation and 
methods, the goal was to support the creation of new ecofriendly customer focused products/
services adapted to the tourism and leisure sector in Brittany, and give them a competitive edge. 

The investment made by the French state and the Regional Council of Brittany during the 1st 
period of the IDDIL project and the membership cost fee (€2000 per member) had a great impact 
on the 2nd period of the program. It enabled the creation of a solid network of designers and a 
design toolbox used to date.

IDDIL 1.0  : (2010 to 2012)
IDDIL 2.0 : (2012 to 2014)

Impact

Summary of the programme

Brittany IDDIL  - Sustainable Innovation & Design 
                 in Tourism Industry & Leisure

Funded by

Investment

Run by

Audience

Potential for learning or transfer
Combining sector specific agencies and focusing on regional interests and a common 
purpose has contributed greatly in spreading an attractive image of Brittany. IDDIL 
has demonstrated that collaborative projects empowered more ambitious project 
outcomes and the diverse knowledge available provides the know-how in full-scale 
implementation.
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French state and the
Brittany Regional Council.

€250,000 during the 1st period 
of the IDDIL project (2010-2012).



Membership: 51 members: 
  18 members from tourism and leisure sectors; 
  16 members from industrial and ICT sectors;
  17 designers and architects;
Mentoring: 16 Projects, 11 have been commercialised. 

 

Mandatory - Join the IDDIL network.
Engage in networking & knowledge 
exchange. 
Promote competencies.
Facilitate emergence of innovative projects 
based on collective intelligence.
Identify & select design skills according to 
the projects.  

Market the tourism / leisure offer.
Co-create a design brief.
Conceive a new product / service.
Realise first sketches of product or service by designer  
or architect (€2,000 grant available).

3-6 days of individual support.

Meeting between IDDIL project 
officer and tourism leaders.
    Evaluation of the projects innovation level.
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Membership Mentoring

1 x full-time worker;
2 x part-time workers;
A project officer from the Chamber 
of Commerce and Industry of Brittany 
was in charge of the animation on the territory. 
She had the mission to support tourism companies.
Tourism leaders.

Membership: €2000 p.a
Mentoring: paid service - The grant amount was €2,000
                   (funded by the Brittany Regional Council).

Resources Needed Audience 2012 - 2014 (IDDIL 2.0)

Cost

Duration: 2 years. 



2017 - ongoing

Impact

Summary of the programme

Galicia Programa InnovaPeme 2017

Funded by

Investment

Run by

Audience

Potential for learning or transfer

Galician SMEs.

Eligible budget for: 
Micro-enterprises; €100,000 - €200,000;
SMEs; €150,000 - €300,000.

GAIN (The Galician Agency for Innovation).

Co-financed by ERDF,  Participant 
companies & private capital.

The programme consists of grants to enhance the competitiveness of Galician 
SMEs through the improvement of their innovative ability with which to launch 
new products/services, internationalise or improve their processes.

In order to be eligible for these grants, applicant companies were to have either a 
roadmap or action plan (Innovation Plan) with a minimum duration of one year. 
The grants covered 50% of implementation costs of the Innovation Plan that would 
allow them to systematise innovation processes according to the priorities established 
in the RIS3 (Regional Smart Specilisation Strategy) for Galicia.

90% of companies engaged with broader innovation ecosystem in Galicia;
Greater innovation scoreboards;
Personnel hiring;
Increased expenditure in R,D&I;
More collaborative projects;
More innovative products and services in the market;
1st time grant applicants from GAIN.

The novelty of this call is that it acts on the Innovation Plans of the companies 
and encourages them to carry them on. The fact of transferring the concept based 
on the Innovation Plan of the company proves to be very interesting. It demonstrates 
the incentive effect of ERDF funds by assisting the companies to plan their activities 
in a road-map directed to innovation and including activities which they would 
not carry out or would do in a limited way. 
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ERDF (50%) - €4,7M. 
Participant companies & private capital (50%) - €4,7M. 
€9,4M. in total.

http://gain.xunta.gal/artigos/284/innovapeme+2017



Improvement of the innovative 
ability of the company 

Goals & impact on the 
innovation plan

Viability of the innovation plan: 
methodology, work plan, human 
resources & expenses

max 45 points

up to 30 points

up to 15 points

Improvement of the competitiveness 
of the company through innovation

Potential marketing of the 
results obtained from the 
development of the plan

Internationalisation 
ability of the results

max 30 points

up to 25 points

up to 5 points

Socio-economic 
impact of the plan

Impact on the challenges 
& priorities of RIS3 in Galicia

Collaboration with public &
private research entities

up to 10 points

up to 15 points

max 25 points

Companies submit their 
innovation plan for assessment. 
To be eligible, companies must 
obtain a score of a minimum 
of 50 and maximum of 100. 
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Innovation
Scorecard

Innovation
activities

Process & 
organisation
Innovation

Innovation Plans 
assessment criteria

1. Costs of obtaining, 
    validating & defending 
    patents & other intangible
    assets;
2. Costs of training staff;
3. Costs of advice service 
     & innovation support. 

GAIN (The Galician Agency for Innovation);
            1 person  - Drafting & publication stage;
            5 technicians - Pre-trial phase 
            & assessment of requests;
            2 people - Resolution stage;
            2 technicians - Follow-up of the plans.

Resources Needed Audience 

Cost

49 companies;
              22 Small;
              16 Micro;
              11 Medium size enterprises. 

1. Costs of hiring staff; 
2. Costs of acquiring new equipment;
3. Costs of obtaining IP licenses; 
4. Costs of material, supplies
    & products.

50% of implementation costs of 
the Innovation Plan, On average;
              € 77,000 for micro-enterprises;
              € 106,000 for SMEs. 

Duration: Application phase - 2 months, 
    Implementation of Innovation plans - 1 year.
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www.designplusgateway.ie

Impact

Summary of the programme

Republic of Ireland

Funded by

Investment

Run by

Audience

Potential for learning or transfer

The Design + Gateway is part of the EI Technology Gateway Network, which has 15 
Gateways built on specific areas of Innovation in 11 Institutes of Technology nationwide.  
Design+ is led by a multi-disciplinary team with expertise in Design, Engineering, ICT and 
Bioscience. The core offer is to provide near to market technology solutions to Irish companies.

The Network uses the EI Innovation Voucher initiative and is open to SMEs registered in 
Ireland. Innovation Vouchers worth €5,000 are available to assist companies in exploring a 
product/service development opportunity or problem with a registered knowledge provider. 
The programme aims to build links between Ireland’s public knowledge providers and 
small businesses. 

The Design + Gateway @ IT Carlow

The number of completed industry projects;
The level of industry income;
The number of EI clients the Gateway supports.  

Funding is performance related - €27M was 
committed to fund the Network over the 5 
year period from Jan 2018 to December 2023.

SMEs with product/service 
development needs.

2018 - 2023

Enterprise Ireland and Design + 
within Institute of Technology Carlow.

EU Horizon 2020 and Irish
Research Council.

The Design + Gateway builds on the multi-disciplinary and integrative nature of 
design by connecting different areas of research at an academic level with industry 
stakeholders through a design led-approach. This method helps in validating design
in different contexts and growing awareness of design, making it more accessible 
and relevant to the wider innovation ecosystem.
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Resources Needed Audience
1 x Gateway Manager
1 x Business Development Design Engineer
Design Team
Research Centres

All applications 
for a €5,000 
Innovation
Voucher must
be made during 
one of EIs open 
calls.

Irish SMEs in the following sectors:
      Engineering; 
      Consumer Goods; 
      ICT & Software;
      Bio Life-sciences - Pharma & Med-tech; 
      Food & Beverages.

Design + uses end-user 
insights to drive progress. 

Prototyping is key to building 
on insights and enables the 
identification of possible issues
in early-stage development.

Direction is provided to facilitate 
the final development of the design;
Potential access to funding;
Portal to national network.

Mentoring Delivery

Duration: Continuous.



The collection of DSPs discussed previously combined with desk 
research and group discussions enabled the team to identify a 
number of critical factors for success and potential pitfalls to be 
mindful of in the future development of our pilots.  This information 
was shared and discussed during the projects second knowledge 
exchange workshop which took place in Dublin on the 9th and 
10th of October, 2018.

The workshop facilitated each partner in framing their design 
support pilot tailored to their region and helped in identifying 
the key stakeholders they needed to engage with in the future 
development of the pilots. 

The following section explains the key points discussed in the 
workshop. In line with the evolution of this project, emphasis 
is placed on the early-stage development of the pilots and 
more insight into the delivery will be shared as the project 
progresses. 

6. Developing Design Support Pilots

Knowledge Exchange Workshops
User-Factor 

Fig. 9 User-Factor Knowledge Exchange Workshops

 (Lisbon, November 2020)

Identifying Good Practices
(Edinburgh, March 2018)

Developing Design Support Pilots 
(Dublin, October 2018)

Implementing Design Support Pilots
(Santiago de Compostela, March 2019)

Capitalization – Planning long-term impact
(Rennes, June 2019)

Monitoring & performance assessment 
(Tenerife, September 2019)

Evaluation – Design Impact Report
(Belfast, April 2020)

Final Conference
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6.1 Past Challenges and Potential Pitfalls
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Design gets lost in innovation programmes;
Design is associated with creative industries and not broader innovation;
Programmes are limited to the support of styling, marketing and/or branding.

Difficulties in addressing intellectual property rights in collaborative projects;
Being sector specific vs. being siloed;
Providing a ‘menu’ of proven interventions vs. bespoke programmes;
Obtaining funding for projects that are not technological based;
Managing and motivating all partners until the end of the project;
Understanding how support systems and initiatives work and how to engage with them.

Becoming dependent on subsidies and being beholden to funding cycles;
Moving from paper based systems to digital ones;
Developing  ‘light touch’ supports when constrained by current 
systems and existing grant processes.

INTEGRATING WITH EXISTING SUPPORT OFFERINGS AND SYSTEMS 

LACK OF UNDERSTANDING OF WHAT DESIGN IS 

DEVALUING DESIGN 

SUPPORT DELIVERY 

Companies don’t have time to engage with design;
Companies don’t understand the value and capabilities of design;
Industry partners do not understand design.
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6.2 Critical Factors for Success

MAKE IT RELEVANT

BUILD A COMMUNITY 

SELECTION PROCESS IS KEY 

DO A BUSINESS DIAGNOSIS

DEFINE NEW METRICS

Frame

Set-up

Promote

Recruit

Deliver

Measure

Legacy

PROVIDE A CLEAR SUPPORT JOURNEY

PILOT ALL CONTENT + TOOLS

MAKE SURE THERE IS OUTPUT 

The critical factors for success have been 
organised under seven key headings used 
for developing the pilots: Frame, Set-up, 
Promote, Recruit, Deliver, Measure and 
Legacy.

HAVE A PARTICIPATION FEE

PRACTICE WHAT WE PREACH

HAVE AN ONLINE PLATFORM

DEBUNK DESIGN 

MAINTAIN LEGACY



MAKE IT RELEVANTFRAME
/ What is the purpose 
   of the intervention?

/ What are the current 
   and future policy drivers?

/ What are the regional/national 
   priorities for innovation?

/ What are the regional 
   challenges?

/ How can you get political 
   commitment?

/ Who are the target audience?

/ What impact do you 
   want to achieve?

Similarities found in innovation policies across Europe include:

    Leveraging “traditional businesses”; 
    Empowering entrepreneurs;
    Broadening the scope of innovation.

Looking at the breakdown of SMEs in the EU (European Union) in 2016,  99.8% 
of businesses in the non-financial business sector were SMEs, and 93% of these 
were micro-enterprises (EC, 2017).   Micro-enterprises (1-9 employees), 
predominately inclusive of entrepreneurs are the very heartbeat of regions across 
Europe and the improvement of the competitiveness of these enterprises can 
have a colossal impact at a social and economic level.

While there is a myriad of innovation support services available in the EU for SMEs, 
very few supports acknowledge the specific challenges that micro-enterprises face.  
User-Factor partners aim to enable micro-enterprises, entrepreneurs and start-ups 
who have not engaged with innovation or design support before and develop 
design support pilots tailored to their specific needs and capabilities. 

Focusing on regional priorities and a common purpose (Brittany, IDDIL and Wales, 
Service Design Programme) has demonstrated the value that DSPs can offer the 
broader environment and the longer-lasting/knock-on effect that can be achieved.

11

11. EC. (2017). Annual Report on European SMEs - 2016/2017     12. Power2Inno (2017). This Design Options Paper EU European Union, Horizon 2020. p. 5.
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An online platform can improve delivery of the programme and increase engagement 
from companies. Companies can check their eligibility and apply online such as Invest 
NI’s ‘Get Ready Online Design Tool’. An online platform can enable companies to find out 
how design can offer them value, act as an assessment tool before the project and be 
used as a monitoring tool during and after the project. 

Most of all it acts as a portal for communication and knowledge exchange, providing 
opportunity to build networks, longer-lasting relationships and benefit the 
development of future programmes.

Collaboration and integrating with existing support services is fundamental to the 
User-Factor project. Partners are looking for novel ways of bringing people together 
and bridging the gap between design, broader innovation,  academia and financial 
knowledge for the benefit of SMEs.

This collaboration and interdisciplinary work can be supplemented by the creation 
of a network by membership (such as the Innovation Factory in Canary Islands and 
IDDIL in Brittany), which can help in regular meet-ups and events. The By Design 
Grant (Scotland) shows these are crucial in aligning activities and delivering the best 
outcome.  

What’s more, IDDIL  has demonstrated that collaborative projects empower
more ambitious project outcomes and the diverse support and expertise offered by 
the Porto Design Accelerator (Portugal) highlights the value a community can offer
in implementing and scaling-up.

/ Who will manage the development 
   of the intervention?

/ Who will manage the delivery 
   of the intervention?

/ What is the funding source?

/ What is the budget?

/ What is the timeline?

/ What approval is needed?

/ What key activities will be conducted?

/ What is free and what is paid for?

ONLINE PLATFORM

SET-UP BUILD A COMMUNITY 
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Explaining what design is and the value that design can offer is vital to the desire of 
SMEs and mentors to engage with the project. Reaching these two stakeholders can 
be achieved by a high level of coverage online and offline and presence in existing 
stakeholder networks in the public and private sector.

In the context of building understanding of design in SMEs and potential mentors. It is 
important not to alienate ourselves with design terminology. While design can offer value 
in many ways, companies want to know how it can benefit their company in traditional 
quantitative metrics such as improved process efficiency, increased footfall, turnover and 
sales for example. These quantitative metrics can be complimented by providing case 
studies and examples of design practice and output that are relevant to the targeted 
businesses. 

The means of transferring this information within SMEs and innovation agencies can 
have a knock-on effect; with successful buy-in, awareness and validation of design 
can increase. The Design+ Gateway (Republic of Ireland) builds on the multi-disciplinary 
and integrative nature of design by connecting different areas of research in an academic 
environment through design-led innovation, with industry.

/ What is the marketing strategy 
   for different stakeholders?

/ What are the key messages 
   for different stakeholders?

/ What are the routes to engagement?

/ Which are the key referral networks?

/ Are we telling a compelling story?

DEBUNKING DESIGN PROMOTE

Making participant companies pay a fee for participation can result in them being more 
interested in the project and more likely to engage with it throughout.

HAVE A PARTICIPATION FEE
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The selection process is critical in delivering successful design support services.
In selecting the target audience there must be adequate commitment from the business 
owner and/or high-level management. They must want to engage with the project and 
know what it will take to effectively use design as an agent for change. Getting this buy-in 
can be supplemented by visiting the companies in order to develop relationships and 
strong referrals.

Further buy-in can be achieved by developing the support around a common purpose
and offering diverse expertise. The tailored matchmaking nature of Design for Business
(Northern Ireland) shows the benefits of an individually tailored experience for 
participants both in having a small number-of programme participants and in 
specifically matchmaking relevant design agencies and SMEs with each-other to 
ensure compatibility.

Design Mentor Selection

/ What designers do we
   need to deliver the intervention?

/ Internal and/or external?

/ How will we recruit designers? 

/ What training do they need? 
/ Who will train them?

Target Audience Selection

/ Who are the target audience?

/ What are their needs
   and objectives?

/ How will we recruit the 
   target audience? 

/ How will you ensure 
   their readiness?

SELECTION PROCESSRECRUIT
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A business diagnosis/audit can be used to review the existing presence and 
practice of a company in a number of areas such as: their innovation level,
their level of design maturity, their size, capabilities and resources etc. 
which can help in framing the design project.

A design-driven diagnostic tool can increase the engagement of participants
and consolidate their understanding of design. This can result in broadening 
their understanding of the company’s value proposition and discovering 
opportunities where value can be created in areas such as; customer experience, 
working process, communication channels, identification of trends and ways 
of understanding their world.

The Innovation Plan (GAIN, Galicia) demonstrates further value for adopting 
this concept by its ability to direct companies in seeking out further support, 
staying engaged with support networks and carrying on their plans.  The need 
for a  tailor-made diagnosis tool in all regions offers the opportunity to use the 
diagnostic tool as a basis for common evaluation indicators across Europe.

User-Factor partners aim to explore the concept of a Design Innovation Plan
/Business Diagnosis further in order to develop one tailored to micro-enterprises.

BUSINESS DIAGNOSISRECRUIT 



PRACTICE WHAT WE PREACH

Having regular review meetings and reflection;
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/ What is a typical customer journey?

/ Who will manage each activity?

/ Who will develop the content 
   for each activity?

/ Who will deliver each activity?

/ How will we manage IP issues?

/ What are our key milestones?

DELIVER

Being visual in order to provide a common
language and clear journey for all stakeholders;

Prototyping information material, tools and 
programmes before final implementation;

Celebrating and sharing small 
successes throughout each stage;

Making sure there is output for participants, 
material that progresses them.

As this is a design-led project, it is important to develop and deliver supports 
through a design-led approach which includes:

/
/
/
/
/
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The difficulties in measuring design are noted in literature due to many factors 
including: the time between product/service introduction and commercial 
success, short term of pilot projects, and the intangible nature of design etc. 
Often DSPs are evaluated through activities such as number of events and participants. 

Defining new approaches to measuring success is critical. Some partners aim to 
develop a new framework for evaluating and improving existing services. New support 
tools to be developed through external/internal evaluators intend to look for novel 
ways of measuring success through qualitative and quantitative means that are 
relevant to the complexity of the business and intervention.

While stories and case-studies are often used to communicate the impact of design, 
they are more powerful combined with numbers. User-Factor partners aim to develop 
a set of common evaluation indicators and develop an evaluation framework with 
a balance of quantitative and qualitative metrics.

In defining new metrics, KPI’s must be determined at the start in order to take baseline,
interim & ex-ante data measurements, combined with periodic reporting.  Additionally, 
delivery agencies are advised to build evaluation into the implementation costs of the 
programmes.

/ At what stages will the
   intervention be evaluated?

/ What are the KPI’s? 

/ What evaluation tools 
   will we use?

/ Who will perform 
   evaluation at each stage?

/ What indicators could be 
   part of the evaluation?

/ When will the evaluation 
   take place and who will do it?

DEFINE NEW METRICSEVALUATE

13

13. SEE Platform / Policy Booklet 6 (2013). Reviewing Design Support Programmes in Europe. p.10-11.



LEGACY
/ How will we keep
   it relevant?

/ Will the intervention 
   scale over time?

/ What activities could 
   be sustainable?

/ How can we prepare for 
   future funding changes?

As noted earlier, the majority of DSPs rely on public funding and end abruptly. 
Very few have an “exit strategy”. Even programmes that are successful and effective
find it difficult to sustain allocating resource to scale them.   Many regions 
do not have the desire to integrate design or expertise to develop it even if they do.

In order to build a design ecosystem and scale supports, previous DSPs have 
benefited from building strong networks and high level of dissemination in 
both public and private sectors. This can also be boosted by co-developing
the supply and demand of service design (Wales, Service Design Programme). 

Maintaining relationships can also enable monitoring and more rigorous 
evaluations, which in turn can tie back into policy objectives.

MAINTAIN LEGACY
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14. REDI. (2014). Supporting design driven innovation: a review of selected programmes. p.2.

14



USER-FACTOR
PILOT

ACADEMIA

SMEs

EXISTING
INNOVATION

SYSTEMS

/ Innovation vouchers
/ Innovation centres
/ Innovation programmes

/ Micro-enterprises
  (1-9 employees)
/ Entrepreneurs
/ Sector specific
/ Common challenges

/ Research centres
/ PHD & Masters 
/ Undergraduate 

SE
RVICE DESIGN 
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The eight framed design support pilots from the User-Factor 
partners fall into two main categories;

A. Developing a tailor-made design support pilot for SMEs 
     in collaboration with existing support services.

B. Evaluating current regional support offering/s and supporting 
    SMEs in the  journey of engaging with them.

Partners will begin to engage with stakeholders in the coming 
months to finalise the development of their pilot and start to 
recruit the identified target audience and mentors. At the next 
meeting in March in Santiago De Compostela, pilot 
implementation plans will be presented.

The User-Factor project will produce a Design Impact Report 
including indicators from the 200 participating SMEs and 24 
case studies of good practice to share our learning.

7. Moving Forward

Fig. 9 User-Factor snapshot
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8. Conclusion

User-Factor aims to use a service design approach to enable SMEs to use design as a tool for user-driven innovation. 
Partners will develop a tailor-made design support for 25 SMEs in their region, or integrate with existing innovation 
support services to improve their offerings. We will then evaluate the performance of the supports and share our 
learning with business support organisations and policy-makers.

The overall objective is to mainstream design support and ensure long-term impact for the businesses. All partners 
aim to engage with micro-enterprises and entrepreneurs who have not engaged with design and/or innovation support 
before. 

Service design can help SMEs and innovation agencies adopt a more strategic approach to their practice. User-Factor 
offers the opportunity to engage with design at a strategic level and begin to build a design capacity in businesses 
and innovation agencies. Moreover, the collaborative nature of the pilots offers an excellent opportunity to connect 
with a range of international stakeholders and networks.

We are looking forward to 2019 as it promises to be a busy year developing the eight design support pilots.

Keep updated for future posts and press releases.

Twitter:  @user_factor
Website: http://userfactor.eu
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