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“Organizations can no longer count on quality, performance or price alone 
to sustain leadership in the global marketplace. Design has emerged as a 
new competitive weapon and key driver of innovation.”

 Roger Martin, Dean,  
 Rotman School of Management, 
 University of Toronto1

We have reached a Tipping Point2 for design. Countries all over the world now recognize that the work 

of designers is key to economic and social prosperity in the 21st century. “We are in the midst of a design 

revolution in business” proclaimed Fast Company magazine in its June 2004 issue which profiled 20 

Masters of Design. Design cuts across every sector of the economy. Design adds value to research and 

innovation. Design transforms good ideas into commercially viable products. Design creates product 

lust and builds global brands. The difference between other digital music players and the iconic iPod is 

design. The technology-enhanced design of the iPod (huge capacity, small size) has helped to increase the 

dollar value of the Apple brand by 23.7% in just one year3. Design customizes products for local markets.  

Design humanizes technology and caters to the needs of our aging population. Design reduces the  

negative environmental impacts of products and buildings. Design transforms cities into destinations and 

builds healthy, sustainable communities.

Canada, and particularly Ontario, is well positioned to take advantage of the current design boom. 

Ontario has a healthy business environment, a solid track record in growth industries, cutting edge 

technology, dynamic, multi-cultural communities and strong trading relationships with both developed 

and developing nations. The major urban centres of Ontario have been building design capacity over 

the past 10 years in the disciplines of architecture, landscape architecture, interior, industrial, graphic and 

fashion design. Toronto - the epicentre for economic, social and cultural activity in Canada - is now the 

third largest centre for design employment in North America. Ontario’s expertly trained design workforce 

is poised to address the needs of clients in every sector of the economy – and the design workforce is 

growing. But its capabilities remain a hidden resource.
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a Call to Action

It is now time for us to unleash the power of design to expand commercialization opportunities, to  

support the growth of Toronto’s strategic industry clusters and to reinforce the image of Ontario as a  

centre of innovation. In Business Week’s latest ranking of the most valuable global brands4, not one  

Canadian company places in the top 100. The list, as usual, is dominated by U.S. brands. But Finland’s Nokia 

and Japan’s Toyota place in the top 10 and Germany, Switzerland, France, Sweden, the Netherlands, the  

United Kingdom and South Korea all have one or more design-led companies on the global brand scoreboard.  

By partnering with designers, Canadian companies can and should take their rightful place on this list.

So what can our designers bring to such a collaboration? In January 2001, a working group called the 

Design Industry Advisory Committee (DIAC) was formed by City of Toronto Economic Development. 

Its primary goal was to identify the skills of the design workforce and to strengthen design-led strategic 

partnerships that can address human resource issues and economic development in Ontario. 

As a first step towards this goal, DIAC embarked on a comprehensive, cross-disciplinary research 

study of the Ontario design sector supported by Human Resources and Skills Development Canada. 

The group wanted to create a profile of the design workforce and to explore the impact of the 

work of designers on other sectors in the economy. DIAC commissioned Meric S. Gertler and 

Tara Vinodrai from the Department of Geography and the Munk Centre for International Studies 

at the University of Toronto, and Corbett Communications to conduct research for this project. 

DIAC organized two stakeholder meetings to discuss emerging issues with design educators, design  

practitioners and clients. With the support of the Ontario Ministry of Economic Development and Trade, 

DIAC also invited business leaders from a variety of industry sectors to participate in a Roundtable on 

Design and Competitiveness. The Roundtable investigated opportunities for industry to break down 

existing barriers and to work more closely with designers to achieve specific business goals. 

One of the primary findings of this research project is that Ontario has a critical mass of designers. But 

numbers alone do not equal value. We must transform this expertly trained, highly creative workforce 

into a strategic design hub that will drive innovation and enhance commercialization outcomes for the 

province. In its recommendations and Action Plan, DIAC proposes four critical steps to achieve this goal 

(see opposite page). 

This Executive Report summarizes the highlights of the research findings, opportunities emerging from 

the research results and the DIAC Action Plan. The Full Report on the Design Industry Study can be 

found on the DIAC web site at: www.dx.org/diac.

We encourage you to share the results of this research widely with your colleagues, clients and friends. 

Designers have a critical role to play in the future prosperity of Canada. The City of Toronto and the  

Province of Ontario can become models for design-led innovation that can inspire the rest of the country 

to promote the capabilities of our designers and to make best use of their extraordinary creative talents. 
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Create a Brand Strategy   
To articulate the unique 
strengths of the Ontario 
design workforce.

In this research we learned that Ontario has a critical mass of designers. But numbers alone do not equal value. 

DIAC proposes four critical Action Steps to transform Ontario’s design sector into a Strategic Design Hub. 
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DIAC Action Plan

Establish a Design Educators 
Network To facilitate cross-
disciplinary collaboration & 
design research initiatives.

4
Develop a Government Design 
Policy To maximize the use of 
design resources to improve 
economic & social advantage.

Launch a Design for 
Commercialization Program 
To enable industry to work 
more closely with designers 
to improve competitiveness.

2

1

3

STRATEGIC 
DESIGN 

HUB

DIAC’s research plan included the following activities: 

1.  Identification of research goals and formulation of conceptual  
framework for the project.

2.  Appointment of Strategic Director, Research Coordinator and 
research teams. 

3.  Agreement of research methods.

4.  Field research with stakeholder groups.

5.  Organization of two design stakeholder sessions.

6.  Organization of Roundtable on Design & Competitiveness  
(with support of MEDT).

7.  Coordination and analysis of research results.

8.  Identification of emerging opportunities and recommendations.

9.  Development of DIAC Action Plan.



New York, NY PMSA    35,200 
Boston, MA-NH PMSA    17,500

Toronto, ON CMA    17,300
Chicago, IL PMSA    17,100  

Los Angeles-Long Beach, CA PMSA    15,000  
Montréal, QU CMA    12,100  

San Francisco, CA PMSA    11,500
Detroit, MI PMSA    10,000  

Philadelphia, PA-NJ PMSA    9,800  
Seattle-Bellevue-Everett, WA PMSA    9,800 

Minneapolis-St. Paul, MN-WI MSA    8,300   
 Dallas, TX PMSA    7,900    
  Atlanta, GA MSA    7,800

 Washington, DC-MD-VA-WV PMSA    7,400 
Phoenix-Mesa, AZ MSA    6,800  

Houston, TX PMSA    6,000
Vancouver, BC CMA    5,700
Denver, CO PMSA    5,500

Nassau-Suffolk, NY PMSA    5,500
St. Louis, MO-IL MSA    5,300 

Columbus, OH MSA    4,800
Portland-Vancouver, OR-WA PMSA    4,600  

Baltimore, MD PMSA    4,100  
Milwaukee-Waukesha, WI PMSA    4,100

San Diego, CA MSA    4,000  

What did we learn?

 

 II.  HIGHLIGHTS OF RESEARCH FINDINGS

04

Researchers Meric S. Gertler and Tara Vinodrai constructed a profile of Ontario’s design workforce. 

Here are the highlights from their report “Designing the Economy: A Profile of Ontario’s Design 

Workforce”.5            

1. ONTARIO HAS A CRITICAL MASS OF DESIGNERS

Ontario has a large, urban-based design workforce of 40,050. Almost 90% of these designers work in 

major urban centres and two-thirds of designers can be found in Toronto. 

2. TORONTO IS CANADA’S DESIGN CENTRE

Toronto has the largest design workforce in Canada and the third largest design workforce in North 

America (after New York and Boston). 

TOP 25 CITIES FOR DESIGN EMPLOYMENT  
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In this study Gertler and Vinodrai introduced a new and unique measure they call the Design Index,  

(shown below in [] brackets) defined using employment in design occupations. It is a measure of the  

relative concentration of designers in a particular city and is calculated by using a location quotient.  

The Design Index compares a city’s share of the nation’s designers to a city’s share of the nation’s population.

A value greater than 1 on the Design Index means that city has a higher proportion of designers in their 

workforce compared to the Canadian Labour Force. 

Designers in Canadian Cities:
The Design Index

Calgary
3,880 [1.18]

St. Johns
295 [0.58]

Saint John
170 [0.48]

          Hamilton
         2,010 [0.89]

Kingston
250 [0.57]

Regina
270 [0.44]

Toronto
25,645 [1.74]

Montréal
16,690 [1.62]

Vancouver
9,120 [1.49]

Québec
2595 [1.23]  

Ottawa-Hull
3,555 [1.04]

St. Catharine’s-Niagara
795 [0.72]

London
1,075 [0.81]

Greater Sudbury
150 [0.34]

Chicoutimi-Jonquière
200 [0.48]

Thunder Bay
130 [0.36]

Victoria
1,155 [1.20]

Oshawa
775 [0.84]

Kitchener
1,135 [0.40]

Windsor
645 [0.70]

Abbotsford
220 [0.51]

  Edmonton
    2,480 [0.80]

Sherbrooke
325  [0.71]

Halifax
1,075 [0.95]

Saskatoon
465 [0.66]

Trois-Rivières
280 [0.74]

   Winnipeg
     2010 [0.95]

   

CANADIAN FIGURES SHOWN ABOVE INCLUDE SELF-EMPLOYED DESIGNERS; NORTH AMERICAN DESIGN EMPLOYMENT FIGURES ON PAGE 4 DO NOT.
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The design workforce has higher levels of formal education (college or university) than the overall  workforce 

in Ontario.  In Ontario, 34% of designers have a university degree as compared to only 22% of the overall  

workforce. Furthermore, only 15% of the design workforce has a high school diploma or less; this is true for  

41% of Ontario’s overall workforce.

Education levels of Ontario’s 
design workforce, 2001 

% LABOUR
FORCE

Designers
Ontario Workforce



Fashion Design

The Brave Brown Bag  
Design Firm: Le Sac de Charlotte 
Designer: Charlotte McKeough 

Photo: Rob Davidson

3. ONTARIO’S DESIGN WORKFORCE IS GROWING

Between 1987 and 2002, growth of the design workforce significantly outpaced growth of the 

overall workforce. In the past 10 years, the design workforce grew by 4.6% a year – more than four 

times the rate of the overall workforce.

GROWTH OF ONTARIO'S DESIGN WORKFORCE 1987-2002

Employment is indexed to 100 in the base year (1987) to allow for comparison.

4. ONTARIO’S DESIGN WORKFORCE IS WELL EDUCATED

Ontario’s design workforce has higher levels of formal (university or college) education than the overall 

workforce: 34% of designers have a university degree as compared to only 22% of the overall workforce. 

However, few designers have doctorate-level education.

The product has faired well in the toughest taste environ-
ments. It has high integrity and is proving to be timeless. 
Robin Uchida, Partner, Le Sac de Charlotte

The Brave Brown Bag has become an international 
fashion icon. It is also a commercial success story. 
The designer created a timeless bag for the person 
who always has more to carry. The objective was to 
develop a unique and durable, water-resistant material; 
to use sustainable production methods that resulted 
in almost no waste; to develop a high integrity design 
that appeals to variable market needs; to use local, cost- 
efficient manufacturing; and to maintain a standard of 
quality acceptable to the best design stores in the world.

The marketing objective was to enter the global market 
via New York to test the international appeal of the design 
and the viability in the most competitive environments.

The Brave Brown Bag has been carried by the MOMA 
store, Barneys NYC, Paul Smith – London, Takashimaya – 
NY, Depadova – Milan, Shipps – Tokyo, Collette, Magazin  
– Paris, Swarovsky, Holiday & Company – Hawaii.

Corporate orders include: Estée Lauder – NY, Butterfield 
& Robinson – Toronto, COPIA, Food and Wine Museum  
– NAPA, VH1 Fashion Awards.

International Press includes ELLE – Quebec, VOGUE – 
Paris, BIBA, and MISS – Japan, In Style, Travel and Leisure, 
Coastal Living, MODA – Italy.

Design Labour Force (shown in orange)
Employed Labour Force (shown in grey)
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5. GRAPHIC DESIGNERS OUTNUMBER OTHER DESIGNERS IN THE WORKFORCE

Graphic designers account for 50.5% of Ontario’s design workforce. The workforce is made up of 

similar proportions of industrial designers (11%), architects (13%) and interior designers (14%). 

Landscape architects account for 3% of the workforce and the remaining 8.9% is made up of other 

types of designers, including fashion designers.

6. INCOME LEVELS VARY AMONG THE DESIGN DISCIPLINES

Income levels for designers vary with design discipline, employment status, education level,  

gender and age. Income levels for graphic designers, interior designers and other designers (including  

fashion) are below the provincial labour force average. While income generally increases with level 

of formal education, this trend is less noticeable for the design workforce.

AVERAGE EMPLOYMENT INCOME FOR ONTARIO’S DESIGN WORKFORCE  (000'S)
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Designers (shown in orange)
Ontario (shown in grey)

Interior Design

Stillwater Spa – Park Hyatt Hotel 
Design Firm: HCA Architects Inc.
Client: Park Hyatt Toronto

Photo: Evan Dion

Previously a parking ramp and garbage area, the space was 
transformed into a successful business. The final result was 
a spa that far exceeded expectations in both design and 
revenue productivity.  

Harry Christakis, Principal, HCA Architects Incorporated

I have done a few things in my hotel career that have 
exceeded my expectations and Stillwater is one of them. 
The major reason for success hands down was the design. 

Paul Verciglio, General Manager, Park Hyatt Toronto

Stillwater is a point of difference to attract clientele to the 
luxury hotel. The Spa provides in excess of two hundred 
treatments on a typical Saturday, at the highest prices in 
the City of Toronto. Pricing and volume are indicators of 
success. The design, and the financial commitment to the 
design, have provided Stillwater with a competitive edge.

The client’s objective was to create the best spa in Toronto 
despite the fact that it was going to be housed in the 
basement of the hotel, with a lack of natural light. Indirect 
and soft illuminations diffuse the 10,000 square feet of 
reclaimed space. Water is employed as a narrative element 
leading the guest down into a new environment. Stone and 
hardwood finishes contribute to the luxury experience. 

ontario
38

32.0

other

designers

60.9

architects

33.4

interior

designers

34.9

graphic

designers

48.4

industrial 

designers

46.1

landscape

architects



Graphic designers account for half of the design workforce in Ontario. Ontario’s design  workforce is made 

up of similar proportions of industrial designers (11%), architects (13%) and interior designers (14%).  

Landscape architects account for only 3% of Ontario’s design workforce.

Composition of Ontario’s 
Design Workforce  

50.5%
Graphic Designers

8.9%
Other Designers

(includes fashion)

13.8%
Interior Designers

11.2%
Industrial Designers

12.8%
Architects

2.7%   
Landscape Architects
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7. DESIGNERS’ WORK PERVADES THE ONTARIO ECONOMY

Designers work in almost every sector of the economy including manufacturing, retail, information 

and cultural industries and many other sectors. 

8. DESIGN WORK IS PRECARIOUS

Three times as many designers are self-employed (33%) compared to Ontario’s overall labour 

force (11%). Almost 22% of designers work at home as compared to only 6% of the overall  

labour force.

SELF-EMPLOYMENT IN THE DESIGN WORKFORCE  
Designers (shown in orange)
Ontario (shown in grey)

How do we Measure up?

Visual Communications

Cuisipro Corporate & Brand Identities 
Design Firm: Hahn Smith Design
Client: Browne and Co. 

We used a simple, bold logo that ends with a red period 
for emphasis. Our entire brand strategy was aimed at com-
municating Cuisipro’s superior quality at every level with a 
quiet, sophisticated confidence.

Nigel Smith, Partner, Hahn Smith Design

Cuisipro required a new logo and visual identity for its 
expanding stable of products. Hahn Smith Design’s vertical 
logo is a unique gesture in kitchenware. The photography  
of white, translucent and stainless steel products on  
a white background communicates a highly articulated 
sense of form and space and allows room for straight-
forward copy in four languages. In-depth sector research 
led to a differentiated, effective solution that positions the 
client in the upper ranks of a competitive market.
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DIAC asked Corbett Communications to survey design educators, design employers, designers in the 

workforce and clients on skills development and other key issues impacting on the design sector. Here 

are the highlights from their research findings.6 

ONTARIO HAS A BROAD-BASED DESIGN EDUCATION SYSTEM

There are 66 programs in Ontario universities and colleges and some additional programs in private 

institutions. 

LACK OF POST GRADUATE PROGRAMS

There are only three Masters programs and no Doctoral programs in design currently offered in Ontario. 

SKILL DEFICIENCIES IN BUSINESS STRATEGY & DESIGN FIRM MANAGEMENT

Ontario’s undergraduate programs offer thorough education in design theory, design process, design 

methods and technology usage. But design programs are not focusing enough attention on business 

strategy, design firm management and communications skills. 

GAPS IN CONTINUING EDUCATION

Designers, on average, engaged in 30 hours of continuing education in 2003. But designers and their 

employers do not believe that current continuing education programs adequately address emerging skills 

gaps for the design workforce.

MAJORITY OF DESIGNERS WORK ALONE OR IN MICRO BUSINESSES

The majority of design firms in Ontario have fewer than five employees.7

DESIGNERS NOT INVOLVED IN STRATEGIC DECISION-MAKING

Some clients view designers as implementers rather than innovators. They indicate that, generally, they 

do not involve designers in the strategic decision-making phase of projects. 

DESIGN SECTOR NEEDS A UNIFIED BRAND 

The design sector has an image problem. The contribution of designers to innovation has been over-

looked and undervalued. 
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How do we Measure up?

SCHOOLS OFFERING  
DESIGN PROGRAMS  
IN ONTARIO 

Algonquin College   
www.algonquincollege.com
Cambrian College  
www.cambrianc.on.ca
Canadore College  
www.canadorec.on.ca
Carleton University  
www.carleton.ca
Centennial College 
www.centennialcollege.ca
Conestoga College  
www.conestogac.on.ca
Confederation College  
www.confederationc.on.ca
Durham College  
www.durhamc.on.ca
Fanshawe College  
www.fanshawec.on.ca
George Brown College  
www.gbrownc.on.ca
Georgian College  
www.georgianc.on.ca
Humber College  
www.humber.ca
International  
Academy of Design  
www.iaod.com
La Cité collégiale  
www.lacitec.on.ca
McMaster University  
www.mcmaster.ca
Niagara College  
www.niagarac.on.ca
Ontario College  
of Art and Design  
www.ocad.on.ca
Ryerson University  
www.ryerson.ca
Seneca College  
www.senecac.on.ca
Sheridan College  
www.sheridanc.on.ca
St. Clair College  
www.stclairc.on.ca
St. Lawrence College  
www.sl.on.ca
University of Guelph  
www.uoguelph.ca
University of Toronto  
www.utoronto.ca
University of Waterloo  
www.uwaterloo.ca
York University  
www.yorku.ca

Research compiled by  
Corbett Communications and Li Yan,  
May 2004. 



Design Matters: Project Overview

Opportunities

    Promote design as driver for    
   uniqueness & competitiveness

    Immerse industry in the    
design process

   Promote design success stories    

 Opportunities    
Government needs    

a design policy

government 
Action Step 4

Establish a Model 
Design Policy

Research Findings
Need for more government 

design support 

Emerging Issues
No public policy  

on design

Emerging Issues
Designers are not 
typically involved  

in strategic  
decision-making

There are barriers 
to the use of design  

in business

Business needs 
direct experience 

of working with 
designers

Research Findings
Designers work in 
almost every sector 
of the economy

Designers seen as  
implementers  
not innovators

business 
leaders
Action Step 1
Launch a Design for 
Commercialization  
Program

Research Findings
Ontario has a  

large, urban,  
design workforce

Toronto is Canada’s 
design centre

Design workforce  
is growing-  
but design  

careers lack  
stability

Salaries do not  
necessarily  

increase with  
education

 

SECTION III



The steps in the DIAC Action Plan target four Stakeholder Groups: business leaders, designers in  

the workplace, design educators and government. Each has a critical role to play.

      Opportunities    

   Connect undergraduate 
       programs to new  

       business realities         

   Introduce new Masters  
        programs in Design and  

        Design Management

   Establish design 
          research initiatives 

      Opportunities

   Market key strengths of  
        Ontario designers

   Connect designers to SMEs and  
        local communities

   Upgrade designers’ skills in universal  
         & sustainable design

   Engage designers in design research

Emerging Issues
Design sector has 
an image problem

Career prospects 
are limited

Most designers 
work in small  
businesses 

Design is critical  
to Corporate Social 
Responsibility  

 

designers in 
the workplace
Action Step 2
Brand the Ontario  
Design Sector

 

Research Findings
66 programs
6 disciplines 

 4-year Bachelor 
Degrees      

Strong design skills     

Deficiencies in  
business strategy, 

design firm  
management,   

communications

Emerging Issues
Few Masters programs

No model for design 
research

Continuing education 
focused on courses, 
not practical research

 

design 
educators 
& students
Action Step 3
Form a Design  
Educators Network



Designers in Ontario work in almost every industrial sector, with the highest proportion of designers 

working in professional, scientific, and technical services (52%), followed by manufacturing (21%),   

information and cultural industries (7%), and retail trade (6%).

Where Designers Work
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What can 40,000 Designers 
do for Ontario?

  

Information and 
Cultural Industries

6.6%
+

Wholesale Trade
2.4%

+

Retail Trade
5.6%

+

Finance, Insurance 
and Real Estate

1.6%
+

Other Services
7.7%

+

Manufacturing
20.4%

+

Professional Services
52.4%

+

+

Utilities, Construction, 
Transportation

2.4%
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What can 40,000 Designers 
do for Ontario?

IV.  EMERGING OPPORTUNITIES 
AND DIAC ACTION PLAN

Based on these research results, DIAC has identified emerging opportunities and developed a four step 

Action Plan to leverage Ontario’s design capability. The steps in the DIAC Action Plan target four stake-

holder groups that each have a critical role to play in building closer, more synergistic relationships between 

designers and their clients: business leaders, designers in the workplace, design educators and government.

1. Harnessing the Economic 
Value of Design

“It is imperative that Canadian firms and governments turn their backs  
resolutely on a culture of replication and instead embrace innovation, 
uniqueness and differentiation.” 

  Roger L. Martin, Michael E. Porter 
Canadian Competitiveness: Nine Years After the Crossroads 
January, 20008

Like other advanced economies, Canada faces issues on how to compete now and in the future. In today’s 

global markets where traditional forms of competitive advantage can be quickly copied by competitors 

around the world, design has become the ultimate bastion of differentiation. For products, for companies 

and for nations, design is key to uniqueness and designers, with their high creativity, extensive problem-

solving skills and powers to anticipate future needs, have become primary agents of change. 

WHAT DO WE NEED TO SUCCEED?

Our research has demonstrated that Ontario is particularly richly endowed with designers. But Ontario’s 

high score on the Gertler/Vinodrai Design Index (see: Highlights of Research Findings) is not yet matched 

by its track record on competitiveness in international markets, or its ability to create unique products.9 

This suggests that we need to develop new strategies for integrating Ontario’s design cluster with its 

primary business clusters to improve commercialization outcomes.

Business leaders do not necessarily turn to design, either in good or in bad times.  They need proof and 

direct experience of the impact of design on business results. The business community also needs training 

in Design Management in order to build new strategic partnerships with Ontario’s designers.

   THE LINK BETWEEN DESIGN AND COMPETI-
TIVENESS HAS NOT BEEN DEMONSTRATED.

    BUSINESS LEADERS VIEW DESIGNERS AS  
SUPPLIERS NOT STRATEGIC ADVISORS.

   CLIENTS MAY BE ABLE TO PURCHASE SOME 
DESIGN IMPLEMENTATION SERVICES MORE 
COST EFFECTIVELY OFFSHORE.

   THE OLD PERCEPTION OF DESIGNERS AS  
MERELY STYLISTS STILL PERSISTS. 

   DESIGN IS VIEWED AS A COST, NOT AN  
INVESTMENT.

   BUDGETS ON LARGE-SCALE PUBLIC AND PRIVATE 
SECTOR PROJECTS MAY NOT ALLOW DESIGNERS 
TO BE ENGAGED IN STRATEGIC PLANNING. 

   FEW DESIGN CHAMPIONS HAVE EMERGED IN  
ONTARIO PUBLIC LIFE. 

   THERE ARE NO ONTARIO INCENTIVE PROGRAMS 
TO ENCOURAGE BUSINESS TO INVEST IN DESIGN.

BARRIERS TO DESIGN USE

Why is Ontario  
Underutilizing Design?



IMPORTANCE OF STORYTELLING

Telling compelling stories that demonstrate how companies have worked with designers to 

achieve business goals will encourage others. The case studies included in this report demonstrate  

how design has helped particular organizations to distinguish their products, services and  

environments.10 Ontario has many other design success stories to celebrate. 

HOW DO OTHER JURISDICTIONS SUPPORT DESIGN?

Quebec has supported design with a tax credit for companies using industrial and fashion design 

services. Countries in Europe and Asia have developed strategies and support programs to  

encourage both large and small businesses to expand investment in design. As these programs 

mature, the governments involved are tracking positive results.11  

DIAC proposes that Ontario launch a Design for Commercialization Program to provide industry 

with easy access to designers from all disciplines throughout the innovation process. The objective 

is to focus the full capabilities of designers on improving commercialization outcomes. The  

program could address many of the current barriers to design use. It would integrate designers from 

various disciplines into creative teams working to create unique products destined for international  

markets. It would facilitate closer collaboration among designers, engineers and business strategists. 

It would provide a controlled environment in which to evaluate the impact of early involvement of 

designers and investment in design research.

16

Architecture & Landscape Architecture

Jackson-Triggs Niagara Estate Winery
Architects:   
Kuwabara, Payne McKenna Blumberg
Landscape Architects:   
Janet Rosenberg & Associates  
Landscape Architects 
Client: Vincor International Inc 

The new winery building has profoundly affected the  
success of the client’s brand. Visitors are flocking to the win-
ery to experience its unique, widely praised wine tour and 
architecture, and this is tangible evidence of how a design 
solution has impacted the bottom line. 

Marianne McKenna, Partner, KPMB

The Jackson-Triggs Niagara Estate Winery is a new 47,000-
square-foot building designed on a twenty-six acre estate 
vineyard site. The Winery replaces the client’s previous 
warehouse-like facility, which was unable to accommodate 
the production of high-end VQA wines, and had a  
presence that was far removed from the consumer.  
The new design has established a significant architectural 

presence, which facilitates the production of premium 
wines, and provides a unique experience to visitors by 
showcasing the winemaking process.

Instead of looking to European precedents and proposing 
a more conventional historicist building, the team con-
sidered the agrarian context of the site and the tradition 
of local agricultural buildings. The resulting design is a 
simple, single structure with a continuous roof supported 
by full span wood trusses. Visitors to the winery literally 
flow along with the wine, thus gaining a meaningful  
comprehension and aesthetic impression of the process. 
The design successfully marries the science of the  
winemaking process with the art of marketing. 

“The economic leaders of the future will not necessarily be emerging giants 
like India and China. They certainly won’t be countries that focus on being 
cost-effective centres for manufacturing and basic business processing. 
Rather, they will be the countries that are able to attract creative people and 
come up with next-generation products and business processes as a result.” 

 Richard Florida, 
 The HBR List: Breakthrough Ideas for 2004, 
 Harvard Business Review,  
 February 2004

Ontario companies need direct experience of the benefits of working closely with designers at 

every stage in the innovation process. The best way to do this is to establish new infrastructure for  

commercializing the products of innovation that will place designers in a central role.

Launch a Design for Commercialization ProgramDIAC Action Step 1
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Designers need to become more actively engaged in local communities. Most designers work in 

small businesses classified as SMEs. The most likely clients for small design firms would be other 

small businesses. SMEs have a strong track record on innovation and risk taking, but they have not 

been extensive users of design. To improve commercialization outcomes for small business in all 

sectors, the design community and the government should collaborate to promote new synergistic 

relationships between designers and SMEs.

DESIGNERS AS THOUGHT LEADERS

“To help small and medium-sized design firms, we need to encourage small 
and medium sized clients to hire them.” 

 Tim Poupore, President, ACIDO

“You don’t  f ind inter ior designers in del iberat ions of  major issues l ike 
planning and social  housing . ”  

 Joyce O’Keefe,
 International Academy of Design & Technology 

Located on the main access route to Niagara-on-the-
Lake, the winery is highly visible and its contemporary 
design challenges the public’s perception of traditional 
landscape design. This is particularly true in a region 
that relies heavily on Romantic traditions of land-
scape design combined with Victorian traditions of 
ornamental horticulture. In contrast to these tradi-
tions, the winery attempts to recognize and reflect the 
agricultural heritage and traditions of the region, as 
well as the natural features of the region that have 
accommodated those traditions.

Janet Rosenberg, Principal, JR + A

Due to the proliferation of wineries in the Niagara 
area, it was extremely important to the client to 
establish a distinct identity in order to effectively 
market the winery. Jackson-Triggs Niagara Estate 
Winery wanted to create a world-class winemaking 
facility with a strong relationship to its surrounding 
community and environment. Janet Rosenberg & 
Associates Landscape Architects were responsible 
for assembling the design team and ensured that 
the identity was consistent throughout the site. 
The firm selected the location of the building in 
order to minimize the building’s impact on the 
vineyards, and designed a unique system of storm 
water management to store water and remove both 

sediments and pollutants prior to being discharged 
into an adjacent fresh water stream corridor. This 
new system replaced a pond system in an effort to 
minimize the amount of vineyard space displaced 
by the landscape. JR + A’s planting design for the 
gardens relies mainly on burgundy-foliage plants 
in geometric compositions that help integrate the 
building with the surrounding landscape. 

2. Expanding Opportunities 
for Designers in the 

Workplace

DESIGN CAREERS LACK STABILITY

Ontario’s design workforce is growing, but career opportunities for designers may not keep pace 

with this growth. Designers certainly use vision to improve future prospects for their clients, but 

they also need to use their visionary powers to reinvent their own profession.

As a career, design lacks the stability and opportunities for advancement of many other disciplines. 

Designers are well educated, but their income does not necessarily increase with the level of formal 

education as is generally true for the labour force. Many more designers are self-employed and work 

from home compared to the general labour force. A trend towards outsourcing design work to 

freelancers has created further instability.

CONNECT DESIGNERS TO OTHER SMEs

“You don’t find interior designers in deliberations of major issues like planning 
and social housing.”

 Joyce O’Keefe,
 International Academy of Design & Technology

Designers should play a more active role as opinion leaders in their communities. We need more 

public comment from designers on policy and quality of life issues like affordable housing, industry 

competitiveness, accessibility in the workplace and building sustainable communities.



Industrial Design

Fox 40 Marine 
Design Firm:  
OHM Industrial Designers Inc.

Client: Fox 40 International Inc. 

DESIGN AND SOCIAL RESPONSIBILITY

Designers have a critical role to play in promoting universal design and sustainable design practices. 

Design can improve the accessibility of buildings and public space and the usability of products and 

services. Design decisions on sourcing materials, site selection and production methods can have a 

profound impact on the environment. Socially responsible design can also be a source of competitive 

advantage for clients. We need to ensure that designers from all disciplines are upgrading their knowledge 

of sustainable and universal design and leading their clients to make responsible decisions at every stage 

in the design process.

MEETING THE CHALLENGE OF OFFSHORE COMPETITION

Designers in developed economies are facing increased competition from India, China and other  

countries that can offer cheaper labour costs, quick turnaround times and lower fees for design  

development and implementation services. In the near future, this trend could have significant impact 

on Ontario designers unless the sector is able to more clearly define and market its unique capabilities 

to the local business community. 

The Ontario design community is an extraordinary creative force. But the design sector has an image 

problem. It isn’t that designers have a negative image, but rather that they don’t have an image at all – at 

least not a compelling one. Part of the problem is fragmentation. We still educate designers in silos and, in 

the workplace, each of the design disciplines promotes its designers independently. There is much to be 

gained from closer collaboration among the disciplines and between designers and other professionals.  

We need the creative talents of designers from all disciplines to solve many of the critical global  

challenges of the 21st century. 

The design disciplines need to collaborate to communicate the size, strengths and combined skills of 

the sector. Toronto also needs to promote its design cluster as a symbol of creativity and innovation 

in the region. This combined marketing effort can create a global brand for Ontario design. 

   STRONG CAPABILITY IN SIX DESIGN  
DISCIPLINES.  

  BROAD-BASED DESIGN EDUCATION SYSTEM. 

   PROFESSIONALISM AND STANDARDS OF 
EXCELLENCE. 

  STATE-OF-THE-ART TECHNOLOGY. 

   UNDERSTANDING OF SOCIAL VALUES AND 
DIVERSITY. 

   EXPERIENCE OF WORKING IN A DYNAMIC, 
MULTI-CULTURAL COMMUNITY.

   PROVEN TRACK RECORD IN AN INTENSELY 
COMPETITIVE BUSINESS ENVIRONMENT. 

18

Many boaters made their bailers from used bleach bottles. 
Whistles were poor quality pea designs but supplied without 
the pea in order to satisfy the Coast Guard requirements.  
The Fox 40 equipment was designed to satisfy the Coast 
Guard requirements as well as employ appropriate  
ergonomic, environmental and cost effective solutions.  
Their ‘fish-like’ friendly forms generate discussion – safety 
equipment needs to be noticed and this way it gets used.

Kirk Mosna, Principal, OHM Industrial Designers Inc.

In January 1999, the Canadian Coast Guard amended 
small vessel safety regulations, which included minimum  
safety equipment requirements for all recreational  
vessels. Fox 40 International Inc., a world-renowned brand 
for safety and reliability, recognized the opportunity and 
wanted to get affordable and reliable products into every 
boat. OHM Industrial Designers Inc. helped to meet their 
client’s objectives. They included: identifying the market, 
a quick to market strategy, affordability, functionality, 
product intuitiveness, North American manufacturing for 
the products, and quality assurance.

UNIQUE BENEFITS OF  
ONTARIO DESIGN

Build a Unified Brand for DesignDIAC Action Step 2



The design disciplines need to collaborate to communicate the size, combined strengths and skills of the 

design sector. This collaborative marketing effort can create a global brand for Ontario design. 

 Assets of Ontario 
Design Sector

                 Critical Mass

         66 design programs

      40,000 designers

     leadership in 6 disciplines

    cross-disciplinary capability

   Toronto as a design centre

                     Creativity

   cutting-edge aesthetics

      innovative use of materials

      new technology applications

     risk taking

    anticipating user needs

        

                           Resourcefulness

doing more with less                       
                    

              Standards of Excellence

     professionalism of design workforce

   quality of end product

    focus on evaluation and testing

    attention to user needs

      strong project management skills

                                      Values 

                 sensitivity to diversity    

   familiarity with universal design    
       & sustainable design strategies

                            humanizing technology   
        collaboration and consensus building    

                  respectful use of natural resources    

 Economic Climate12

 size, composition                       
                                                   of local market

 manufacturing density                      

 competitive market      
                                                  driving innovation

  Ontario promotes     
                                                     tolerance, diversity

 well-organized     
                                                business communities 

 technological sophistication    
 strength in key     
                                                       growth industries

 focus on commercialization               
                                                             of innovation 
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Design exists at the intersection of art, business and engineering. Here are some of the key skills involved.13

Types of 
Design Skills

 

Knowledge Skills

Research Skills

     Visual Audits

   Performance Evaluation

  Measuring Effectiveness

  Assessing User Needs

    Quality Control

     Project Management

     Production Methods

Business Skills

Creative Skills

  Process Skills
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    Design Methods

                  Materials Sourcing

                     Technology

                        Human Factors

            Strategic Thinking     
       Financial Management     
                       Communications     
        Entrepreneurship     
     Organizational Skills      

                    Team Building   

     Brainstorming       

                                    Conceptualizing      
                        Scenario Building     
                              Visioning              

                    Visualizing     



Ontario has developed a strong, broad-based design education system and enrolment in design 

programs is expanding. In recent years, colleges and universities have been adding value to their 

design curriculum and transforming three-year diploma programs into four-year design degrees. 

At the undergraduate level, we are developing strong skills in design theory, design process, design 

methods and technology usage. Now is the time to build on these strengths. 

MORE PREPARATION IN BUSINESS STRATEGY

Designers need a sound understanding of the new realities of business if they are to help their 

clients to address specific business goals. Our research has indicated that design students require 

more preparation in business strategy, design firm management and communications to meet these 

new opportunities. Though many design programs include internships, there is a need for better  

management of the experience phase of learning while design students are still at school.

DESIGN RESEARCH ESTABLISHES COMPETITIVE EDGE

3. Building on Our  
Strengths in Design 

Education

“For countries such as Canada, success in the new global economy will depend 
on how well we prepare ourselves for it. The place to start is with education 
and the skills essential for this new kind of world.”

 David Crane, Business Columnist, 
 Toronto Star, March 13, 2004
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“Diploma programs are designed to meet entry level requirements in stable 
local job markets, but a four-year degree enables graduates to develop and 
sustain their future careers as designers in Canada or around the world.
Masters programs project a vision for design rather than concentrating on 
immediate needs. Only with this focus on future possibilities can the design 
sector advance its own disciplines and, most importantly, connect design 
research to other disciplines. We need graduate education to attract research 
funding and to establish design academically as a research field in partnership 
with other disciplines and with industry.”

 Michael Large, Ph.D., R.G.D.
 Associate Dean, Design
 School of Animation Arts and Design
 Sheridan College of Technology and Advanced Learning

At the post-graduate level, there is a significant gap in design education with only three institu-

tions in Ontario offering Masters degrees in architecture and landscape architecture.  This gap is 

troubling for a number of reasons. Post-graduate programs should hold the vision for the disciplines 

and stimulate higher-level thinking about design. Masters programs also attract significant funding 

and provide a forum for design research. Masters programs should prepare the next generation of 

design educators. Graduate education is, by its very nature, inter-disciplinary and graduate programs 

in design can build bridges between the design disciplines and the social sciences, engineering, busi-

ness and other professions.



“We  turn out designers, but not managers of design and product development…
different graduate level programs have been suggested, but why not an  
integrated MBA/Design pairing? The goal should be to turn out design  
professionals who understand that they are managing a business process."

 Bob Kirke,  
Executive Director,  
Apparel Ontario

 “Senior executives tell me their frustration is that while they know how to make 
anything, they are increasingly unsure about what to make. The reason is that 
consumers have so many choices of products, services and information, driven 
by companies’ abilities and global trade, that the patterns of daily living are 
dramatically more complex than they were twenty or thirty years ago."

 Patrick Whitney,
 Director, Institute of Design
 Illinois Institute of Technology

 

In our research, we learned that  Carleton’s School of Industrial Design, York University’s Department 

of Graphic Design and Ryerson University’s Department of Interior Design are planning to launch 

Masters programs in the next few years. The Ontario College of Art and Design will soon begin a 

new initiative in applied research.

In conjunction with new Masters programs, Ontario needs to establish a cross-disciplinary model for 

teaching and practising design research. We have developed cutting-edge competencies in how to 

design. We now need to focus on what to design to stay ahead of the competition and to anticipate 

future needs. 

HOW ARE WE MANAGING DESIGN?

“Design research is coming of age as an essential tool to help innovate and 
stay ahead of the competition…The research data it produces also allows 
designers into the room with executives to influence product decisions, the 
big step that designers have been seeking for over a century.”

 Stephen Wilcox, Ph.D. FIDSA
 Vice President, IDSA Professional Interests Section14
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Design Management is the discipline that teaches designers and business managers how to manage 

design resources and to lead creative teams to achieve specific business goals. Design Management 

focuses on three areas of design-related management: connecting design to competitive strategy, 

managing design firms and managing design projects. 
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In 2001, Ryerson University established the first Design Management program in Canada. Its two-

year Certificate Program in Design Management has attracted designers from all disciplines and non  

designers looking to trade up to managerial positions in mid career. Toronto City College, George 

Brown has also introduced a one-year Design Management program for designers. We need to build 

on the success of these programs by establishing a Masters Degree program in Design Management. 

Form a Design Educators Network
In this research, DIAC has presented the first holistic view of design education in Ontario. To continue 

this higher-level thinking about the profession of design, DIAC recommends that Ontario establish 

a Design Educators Network. In the network, educators from all the design disciplines could work 

together to promote more graduate degrees, to develop cross-disciplinary initiatives in design educa-

tion and in design research. The network could also develop a guide to design education in Ontario 

and market the benefits of design as a professional career.  

GOVERNMENT AS AN IDEAL CLIENT

Government is a major purchaser and user of design services from all the design disciplines. There is 

an opportunity for government departments to become model clients for design and to demonstrate 

to the business community how to work with designers to create added value and to achieve specific 

strategic goals. 

Establish a Model Design Policy
To reflect its commitment to the design sector and to make better use of local design resources, 

Ontario and the City of Toronto should establish a policy for design. There is an opportunity for 

Toronto and the rest of Ontario to take the lead in establishing design guidelines that could become 

a model for a National Design Policy for Canada.
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   CLEAR DEFINITION OF DESIGN AS A VITAL 
INDUSTRY SECTOR.

    ENDORSEMENT OF THE ROLE OF DESIGN AS  
A DRIVER OF COMPETITIVENESS AND  
INNOVATION.

   OFFICIAL GOVERNMENT REPRESENTATION FOR 
DESIGN.

   STRATEGIES AND INCENTIVES TO ENCOURAGE 
BUSINESS TO EXPAND ITS USE OF DESIGN  
SERVICES.

    ESTABLISHMENT OF INDUSTRY STANDARDS  
FOR DESIGN EXCELLENCE. 

   PROCUREMENT AND PROJECT MANAGEMENT 
POLICIES THAT POSITION GOVERNMENT AS A 
MODEL CLIENT FOR DESIGN. 

    INTEGRATION OF “DESIGN THINKING” INTO 
CORE CURRICULUM FOR PRIMARY AND 
SECONDARY SCHOOLS AND FOR BUSINESS, 
ENGINEERING AND OTHER COLLEGE AND  
UNIVERSITY PROGRAMS.

    INTEGRATION OF ONTARIO’S DESIGN CLUSTER  
INTO STRATEGIC POSITIONING FOR TORONTO 
AND ONTARIO.

DESIGN POLICY GUIDELINES

A design policy could  
include the following guidelines

DIAC Action Step 3

4. How Government Can 
Support Design

DIAC Action Step 4
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 1. Roger Martin, Rotman Management, winter 2004., introduction by Roger Martin
 2. Malcolm Gladwell coined this term in his landmark book “The Tipping Point” (Little, Brown & Co. ©2000) to explain why major 

changes in our society often happen suddenly and unexpectedly. As the blurb to the book explains, “These are social epidemics, 
and the moment when they take off, when they reach their critical mass, is the Tipping Point”.
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 4. Business Week, August 2, 2004.
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Harvard Business School, “Canadian Competitiveness: Nine Years After the Crossroads”. ©2000  Roger L. Martin & Michael E. Porter, 
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10. Additional case studies are included in the Full Report at:www.dx.org/diac. 
11. A number of design support programs are cited in the Full Report at: www.dx.org/diac. 
12. For assets of Ontario economic climate see: Wolfe, David A., and Gertler, Meric S. (2004) “Clusters from the Inside Out: Local 

Dynamics and Global Linkages”, Urban Studies vol. 41, no. 5/6.
 13. Partially based on: Brigitte Borja de Mozota, “Design Management: Using Design to Build Brand Value & Corporate Innovation”, 

©2003 (DMI & Allworth Press), Types of Design Skills, Table 1.3, p. 11. 
14. Design Perspectives, Newsletter of the Industrial Design Society of America (IDSA), 4.03

Ongoing Role for DIAC

SECTION V.

Following the publication of the Design Industry Advisory Committee’s research report, the members of 

DIAC will oversee the implementation of the steps in its Action Plan. DIAC will continue to represent the 

Ontario design sector as an advisory committee or design think tank to government.

NEXT STEPS

At this turning point for design, Ontario’s design workforce is poised to play a critical role in expand-

ing economic and social advantage for the province. After years of analysis and talking about design’s 

potential, the time for action is now. To transform the Ontario design community into a strategic 

design hub for North America, the design workforce needs the support of academic, business and 

government stakeholders. This support can be demonstrated not only by financial contributions to 

the DIAC Action Plan, but also by commitment of human and physical resources to facilitate new 

cross-disciplinary teams and partnerships. We ask all stakeholders to partner with us. 

Ontario’s design workforce has much to contribute to economic growth and social advantage for 

the province and for the nation.
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•  Build global brands  •  Transform our cities  •  Anticipate future needs 
•  Make companies more competitive •  Enhance quality of life   •  Create sustainable communities
•  Grow the economy  

Designers can...




