
Ružica Kovač Žnideršić, Dražen Marić :   
DESIGN PROCESS IN NEW KNOWLEDGE ECONOMY 

 

129

 
 

DESIGN PROCESS IN NEW KNOWLEDGE ECONOMY 
 

PROCES DIYAJNIRANJA U NOVOJ EKONOMIJI ZNANJA 
 
 

RUŽICA KOVAČ ŽNIDERŠIĆ, 
University of Novi Sad, Faculty of Economics Subotica 

DRAŽEN MARIĆ, University of Novi Sad 
University of Novi Sad, Faculty of Economics Subotica 

 
 

Abstract: The turbulent development of science and technology has lead to major changes in all spheres 
of man's existence, As such, it has resulted in the necessity of applying multidisciplinary approach to 
solving problems encountered by both individuals and corporations. Industry convergence, technological 
complexity, solution selling, and the globalization of consumers are increasing the importance and disper-
sion of relevant new knowledge. Winning in the global knowledge economy is not about choosing between 
innovation and operating efficiency, or between exploitation and entrepreneurship. It is about winning a 
global tournament by identification and access new technologies and market trends ahead of the competi-
tion, by transformation of knowledge into innovative products and services, and by exploiting these inno-
vations in markets around the world. The issue of design, i.e. defining and styling products and services, 
as well and their construction and general formation, has, for a long time, been the exclusive task of 
technologists and engineers. The changes in the living and business conditions have increasingly been in-
troducing the product design issue into the area of marketing. The only way for companies to achieve their 
goals of survival and market growth is to design such products and services which meet the strict prefer-
ences and demands of consumers in new knowledge economy, which also contributes to the improved qual-
ity of life. 
Key Words: New Knowledge Economy, Consumers, Competition, Advantage, Preferences, Needs. 
 
Abstrakt: Turbulentni razvoj nauke i tehnologije posledirao je značajnim promenama u svim 
područjima čovekove egzistencije, te je kao takav, za rezultat doneo neophodnost primene multidiscipli-
narnog pristupa rešenju problema sa kojima se susreću kako pojedinci, tako i kompanije. Konvergencija 
industrije, tehnološka kompleksnost, prodaja ‘rešenja problema’ i globalizacija tržišta potrošača, doveli 
su do povećanja značaja i disperzije relevantnog novog znanja. Uspeh kompanije u uslovima globalne 
ekonomije znanja, ne znači više izbor između inovativnosti i operativne efikasnosti, ili između ek-
sploatacije i preduzetništva. Suština je biti najuspešniji na globalnom tržištu na bazi identifikovanja i 
pristupa novim tehnologijama i tržišnim trendovima, brže od konkurenata, i na bazi transformisanja 
znanja u inovativne proizvode i usluge, kao i na bazi eksploatacije tih inovacija na tržištima širom 
sveta. Pitanje dizajna, definisanja i oblikovanja proizvoda i usluga, kao i njihove konstrukcije i 
sastava, je dugo vremena bio isključivo zadatak tehnologa i inženjera. Promene uslova življenja i 
poslovanja uslovile su da pitanje dizajna uđe u sferu marketinga. Jedini put kompanijama da ostvare 
svoje postavljene ciljeve opstanka i rasta na tržištu, jeste u dizajniranju takvih proizvoda i usluga koji 
ispunjavaju preferencije i želje potrošača u novoj ekonomiji znanja, koji podižu kvalitet življenja. 
Ključne reči: nova ekonomija znanja, potrošači, konkurencija, prednost, preferencije, potrebe. 
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1. Introduction 

The knowledge economy is a vague term 
that refers either to an economy of knowledge fo-
cused on the production and management of knowl-
edge, or a knowledge-based economy. In the second 
meaning, more frequently used, it refers to the use of 
knowledge to produce economic benefits. The 
phrase was popularized if not invented by Peter 
Drucker as the title in his book The Age of Discontinu-
ity. Various observers describe today's global econ-
omy as one in transition to a "knowledge economy", 
as an extension of "information society". The transi-
tion requires that the rules and practices that deter-
mined success in the industrial economy need rewrit-
ing in an interconnected, globalised economy where 
knowledge resources such as know-how, expertise, 
and intellectual property are more critical than other 
economic resources such as land, natural resources, 
or even manpower. According to analysts of the 
"knowledge economy," these rules need to be rewrit-
ten at the levels of firms and industries in terms of 
knowledge management and at the level of public 
policy as knowledge policy or knowledge-related pol-
icy. In new knowledge economy contemporary de-
sign, as an activity, profession and materialized out-
comes, appears to deal with issues of pressing impor-
tance. New questions are being asked of design as 
societies and cultures confront a globalised political, 
corporate and environmental agenda, encompassing 
global warming, pollution, scarcity of water and en-
ergy resources, poverty, social malaise and health 
scares 

 
2. The new knowledge economy – chal 
    lenges and opportunities 

Today the challenge is to innovate by lear-
ning from the world. Tomorrow's winners will be 
companies that create value by searching out and 
mobilizing untapped pockets of technology and 
market intelligence that are scattered across the glo-
be. 

The success stories of the future will be tho-
se firms that excel in sensing specialist knowledge 
about new technologies and emerging market needs 
that are scattered anywhere around the globe. They 
will mobilize this dispersed knowledge to create new 
products, services, processes, and business models. 
They will harvest value from those innovations in 
markets all over the world.  

This new opportunity is being fueled by the 
emergence of a global knowledge economy, an envi-
ronment in which (1. p.2): 

 Competitive advantage is primarily based on 
knowledge, 

 Not all the knowledge a global company 
needs to prosper is to be found in one pla-
ce-instead, it is increasingly scattered around 
the world, 

 The cost of distance is falling rapidly for 
commodities that are mobile-capital, goods, 
and information-so that they are readily 
accessible by all. 

 
The rise of this global knowledge economy 

means that the opportunities and challenges of 
exploiting knowledge scattered around the world will 
become a key concern of senior managers across the 
spectrum of industries from mining to manufactu-
ring and professional services. 

The long-term challenge affects today's 
market leaders as well as their newly emerging com-
petitors. Success in the future will increasingly 
depend on their ability to access knowledge from 
outside their existing subsidiaries and connect it with 
the skills that are scattered across their global opera-
tions network. This capability will allow them to cre-
ate and design the innovative products, services and 
processes they need in order to win in markets aro-
und the world. New knowledge economy winners 
will not blanket the world with a standard offering, 
projected from home base. Instead, they will succeed 
by learning from unique pockets of knowledge dot-
ted all over the world and then using this knowledge 
to fuel a cycle of continuous innovation. 
 

3. Consumers as a base for design prcess 

Consumer research plays the important role 
in creating a solid foundation for marketing under-
standing and marketing strategy. A basic marketing 
concept states that firms exist to satisfy consumers 
needs (2. p. 7). These needs can only be satisfied to 
the extent that companies understand the people or 
organizations that will use the products and services 
they offer, and that they do so better than their 
competitors. 

The marketing concept of business opera-
tions involves the identification and satisfaction of 
consumer expectations, needs and desires, in a way 
that facilitates the growth in sales, profit and market 
share over the longest time period possible. For the 
marketing concept to be implemented, it is necessary 
for the company to understand consumers, i.e. how 
and why they behave, and create accordingly the 
range of its product and services that consumers will 
buy and use. A company’s business performance 
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depends on the extent to which consumers are satis-
fied with the offer. 

The successful implementation of marketing 
implies continuous marketing research offering high-
quality information on various forms of consumer 
behaviour in various situations. This information is 
the basis for formulating marketing strategy. Con-
sumer response may often be the ultimate test of 
whether or not a marketing strategy will succeed. 
Thus, knowledge about consumers is incorporated 
into virtually every facet of a successful marketing 
plan. Data about consumers help companies to de-
fine the market, and to gain advantage against their 
competitors. This advantage reflects company's abil-
ity to identify market threats and opportunities in 
their own and countries around the globe, that will 
affect how consumers receive the product. 

In today global economy, companies of all 
kinds acknowledge that their customers are ex-
tremely important, that customers are the company’s 
most valuable asset, that the company survives only 
when it has customers and grows only when it can 
retain them and recruit new ones, and that the com-
pany therefore should be structured and managed 
around the customer. Customer focus was identified 
in many academic researches as the single most im-
portant differentiator between the best and the worst 
companies in an industry. 

Product design is a differentiating element 
in relation to competitors’ products, so that it be-
comes a significant source of achieving and main-
taining a company’s competitive advantage on the 
market. Choosing a combination of functional, struc-
tural and aesthetic features of a product is the es-
sence of product design projects. 

The most commonly quoted definition is 
that given by the International Council of Societies 
of Industrial Design: Industrial design is a creative 
activity whose aim is to determine the formal quali-
ties of objects produced by industry. Formal qualities 
are not only the external features but principally 
structural and functional relationships which convert 
a system to a coherent unity from the point of view 
of user. Industrial design extends to embrace all the 
aspects of human environment which are condi-
tioned by industrial production (3, p. 190) 

Design is therefore integrated into almost 
every aspect of business, i.e. a company as a whole: 
The boundary triangle enveloping the product design 
comprises: (4, p. 72) 

 the final purpose and use of products; 
 materials from which the product was made; 

 technology, equipment and processes used 
in its production. 

All of the above points to the necessity of 
co-operation between industry designers with not 
only engineers but also marketing experts. 
Numerous conditions must be met for the product 
design to be assessed as good and high-quality. The 
most important among those numerous conditions 
to be met are viewed through the following dimen-
sions: 

 product utility; 
 ergonomic adaptability; 
 technical and economic reliability; 
 aesthetic sensitivity; 
 consistency of image. 

Design history is a record of the forms of 
life and dominates the history of cultural develop-
ment (including technical, economic, aesthetic, so-
cial, psychological and environmental aspects).  

It is also clear is that modernist, organic, 
post – modern, or any other doctrine with a recog-
nisable semiotics, is easily subverted in the service of 
industry and to the glory of consumerism and eco-
nomic. 

Design facilitates mass production and rapid 
turnaround of new styles, ensuring shorter product 
(market) life cycles and encouraging consumption 
for fashion's sake rather than real need. Design en-
courages greater resource flows and increases the 
production of factory and post – consumer waste. In 
the Industrial Economy flows are typically raw mate-
rials and energy; in the Consumer Economy energy, 
finished materials and products are the dominant 
flows; and in the Knowledge Economy flows are 
dematerialized as electronic information yet they 
require large amounts of energy, raw and finished 
materials and products to support the rapidly ex-
panding knowledge infrastructure (satellites, internet 
and telephony networks). 

Design gives the Industrial, Consumer and 
Knowledge economies material form, semiotic con-
tent and so generates socio – cultural relevance. It is 
therefore not surprising that the role of design in 
encouraging more sustainable production and con-
sumption has received considerable attention. 

Global competition, rapid changes in tech-
nology, and market fragmentation have resulted in a 
more demanding role of design process in compa-
nies. 

If we accept Philip Kotler’s definition that 
product is all that can be offered to the market to 
meet a certain desire or need (5, p. 430), the con-
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sumer is undoubtedly the personification of the 
market, and his/her expectations, preferences and 
desires are the basic inputs in the new product de-
sign and styling process. 

While facing intensive global competition, 
rapid technological change, and the changing pat-
terns of consumer behaviour on world markets, a 
company is expected to maintain a competitive ad-
vantage. Therefore, a consumer oriented product 
design process as well as shortening the duration of 
the product design chain is a necessity. 

Customer feedback plays a major role in 
successful product development. Customers have 
many ideas in mind when considering new products 
or services in regard to the PDC. Hence, designers 
and manufacturers must listen to their customers' 
suggestions and keep closer ties with them. If prod-
ucts fit the customers' expectations, then this implies 
a higher likelihood of completing projects success-
fully. 

Challenges to strategic success in faster new 
product development include the uncertainty of in-
creasingly turbulent business environments and mar-
ket friction from potential buyers and stakeholders, 
such as labour market demands, the need to be 
competitive, the demand of customers for just- in-
time products etc. Shortening the length of time it 
takes to complete the product design chain is a ne-
cessity in maintaining a competitive advantage. 

In new product design, product develop-
ment should start by analyzing the customer's needs 
and planning products with the required functions, 
plus the manufacturing action plan. In upgraded 
product design, because the manufacturer already 
has experience in manufacturing technology and has 
a product on hand, product development can start 
with repositioning and focus on improving the fac-
tors found necessary to maintain a competitive edge. 
In customization, consumers explicitly define the 
required functions and specification of the product. 
The primary focus is on how to fulfil the require-
ments. 
 

4. Conclusion 

There are numerous factors that have im-
pact on consumer behaviour as well as on their pur-
chase decisions. Product design is one of the main 
elements that consumers consider in their consump-
tion. On the other hand, designers have successfully 
converted financial, natural, human, and social capi-
tal into a new anthropocentric focus of consumer-
ism. In doing so they have been directly responsible 
for a catalogue of adverse environmental and social 
impacts and have assisted in encouraging new con-
sumer habits.  

As the global knowledge economy becomes 
a reality, the sources of profit of traditional multina-
tionals are under threat. The ability to move money, 
commodities, products, and information efficiently 
around the world is becoming a table stake in the 
global game. 

The winners in this global knowledge 
economy will be companies that master the art of 
creating new sources of differentiation, companies 
that understand that you can’t just shuffle a well-
worn formula between existing markets. This means 
outinnovating the competition in products design, 
services, and processes as well. 
 

References 

1. Yves Doz, Jose Santos, Peter Williamson, 
"From Global to Metanational", Harvard Business 
School Press, 2001 

2. Michael Solomon, Gary Bamossy, Soren 
Askegaard, "Consumer Behavior-a European Per-
spective", Pretince Hall, 2002 

3. Vasiljev, S.: Marketing principi [Marketing 
principles], Birografika a.d., Subotica, 1990. 

4. Henry W., Mensaco M., Takada H.: "New 
Product Developement and Testing"; Lexington Books; 
Macmillan Inc.; 1989 

5. Ph. Kotler, Marketing Management [Serbian 
translation: Upravljanje marketingom]; MATE d.o.o., 
Zagreb 

 



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


