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“index: is a bold attempt to explicitly relate the 
design process at all levels to the needs of human-
ity at the highest level – an extraordinarily timely 
and much needed initiative.”
John Petersen, President, The Arlington Institute

 ”index: is a phenomenal event and institution. 
Everybody, who participates, understands and 
values how fantastic this event is.”
Alan M. Webber, Founder of Fast Company

”index: has taken an enormous step away from the 
rarefied, even elitist, world of traditional design 
competitions, instead highlighting the idea that 
good design is something that has a direct and im-
mediate impact on improving life.”
BusinessWeek 

“Eine idee, die von Dänemark aus in die Welt ge-
tragen werden solten.”
Süddeutsche Zeitung

“index: should be commented highly 
for demonstrating design’s potential to 
transcend geographical, racial and eco-
nomic walls.”
Axis – Japan



index:2005

a world event for design to improve life
Design has always played a key role in society. The shape, 

form and aesthetics of the man-made artefacts we surround 

ourselves with every day have great impact on how we live 

our lives. Yet today, design is more important than ever. 

Leading designers are setting a new agenda in business and 

society by providing a convincing answer to one of the key 

challenges of today: Innovation that meets human needs 

and problems.

To INDEX: the new design agenda has huge potential for all. 

That is why we focus on “Design to Improve Life”, which is a 

valuable guideline whether you are a company seeking new 

market shares, a government developing citizen services or 

an organisation helping people in need. 

INDEX: wants to spark awareness and debate on the great 

importance and potential of design. And we want to inspire 

the creation of new designs that improve the lives of many 

people around the world.  

Therefore, in September 2005, INDEX: launched a recurring 

world event on ”Design to Improve Life” in Copenhagen. De-

signs from 43 countries around the world, leading design-

ers and creative thinkers from 6 continents and prominent 

international business and media representatives came to-

gether for three major events: 

index: award 

honoured five outstanding designs that improve life with the 

biggest design awards in the world – 100,000 euro in each 

of the categories Body, Home, Work, Play & Community. The 

100 top nominated designs were exhibited at public squares 

in Copenhagen.

index: future scenarios 

presented designs that could improve life in the future cre-

ated by students from leading design colleges in China, In-

dia, United Arab Emirates, South Africa, Chile, USA and Den-

mark.

index: views summit
engaged 125 creative leaders, young designers, scientists 

and business and government representatives in a “design 

laboratory” to create new ideas for improving human life.

views from copenhagen
This presentation shares the insights and outcomes from IN-

DEX: Views Summit. During 3 1/2 days of intensive work, the 

participants themselves explored the new design agenda. 

Together, they created:

- A showcase for the new design agenda – demonstrating 

how the basic principles of new design processes can be 

applied in practice as a tool for innovation.

- A catalogue of 12 exciting ideas for “Design to Improve 

Life” – in the fields of Body, Home, Work, Play & Commu-

nity.    

- A conference with real meaning – providing a unique learn-

ing experience and serving as a catalyst for real action. 

In the following, we introduce the new design agenda and 

the basic principles upon which it is founded. We show how 

the INDEX: Views Summit was organised as a “new design 

laboratory”. And we present the Summit outcomes in the 

fields of Body, Home, Work, Play & Community – in each 

presentation highlighting how different elements of new de-

sign processes can be used in practice. 

In the spirit of INDEX: all ideas presented here are free to 

use for all. We hope they will be a useful source of inspira-

tion for “Design to Improve Life”. 

INDEX:2005

patron of index:2005:
His Royal Highness The Crown Prince of Denmark
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“My personal network has been strengthened with fan-
tastic individuals and with new and inspiring perspec-
tives on “Design To Improve Life.”
Pernille Weiss Terkildsen, Innovation Director, Arkitema

“Views Summit is a breakthrough in designing a fruitful and 
rewarding meeting with maximum flow of creative ideas and 
a clear sense of purpose.”
Dr. Tan Chin Nam, Permanent Secretary, Ministry of Information, Communication and 

the Arts (Singapore)

”These projects and the way they were produced will, 
we hope, serve as models and allow all of us to benefit 
from an expanded understanding of design and design 
thinking that will lead to real innovation.”
Peter Lawrence, Chairman and Founder, Corporate Design Foundation

“It was an immense experience. I see strategy and 
organizational design from a different angle now.” 
Jørgen Vig Knudstorp, CEO, LEGO group, in Fast Company

“INDEX: Views Summit demonstrated the great 
value of new design processes for companies 
and organisations wanting to strengthen their 
human centred innovation.”  
James R. Lee, Managing Partner, Lee & Partners



And since our knowledge and technology today enables in-

novation in almost all directions, the potential of new de-

sign processes to guide and focus innovation to meet real 

user needs gives them strategic importance in companies 

from Procter & Gamble to General Electric as well as in gov-

ernments from Singapore to Denmark.  

a new role for designers
As the strategic importance of design changes, so does the 

conventional role of designers. The core competence of de-

signers is still to create shape and form, but designers are 

“moving up the value chain” in many organisations.

Before, designers were typically brought in at the end of 

the development process to give the product its final out-

er form. Today, designers are involved in multi-disciplinary 

teams along with, for example, anthropologists, engineers, 

marketers, planners and economists from the very first stag-

es of development. Modern design skills are key to transfer 

knowledge and technology into operational, practical solu-

tions, for example by visualising abstract ideas, develop-

ing prototypes and shaping the final solutions for effective 

demonstration, testing and communication.

exploring the potentials of design
All these great changes in the field of designs are reflected 

in the growing awareness of design throughout society. 

However, we are still only at the beginning of things. The 

potential of design is far from fully exploited today.

That is what INDEX: Views Summit is all about: Exploring the 

potentials of new design processes to strengthen aware-

ness, debate and action. As always in INDEX: with the aim 

of improving human life. 

The core competence of designers is to create the shape, 

form and aesthetics of the artefacts we surround ourselves 

with every day. Today, these artefacts are no longer limited 

to physical objects like furniture, cars or housewares. As so-

ciety evolves and changes, so do the things we produce and 

use. Therefore, contemporary designers also give form to 

the artefacts of the knowledge society such as virtual prod-

ucts and services. 

In recent years, however, the design competences have 

increasingly been applied to problems not conventionally 

considered “design”: Designers are now more and more in-

volved on a strategic level in businesses and organisations, 

designing not only products and services but also develop-

ment programs, strategies and systems. 

design as a tool for innovation
This qualitative shift in the use of design competences is 

due to a quiet revolution in the way designers work and 

think – the design process. Over the last decades, leading 

design companies have consistently assessed their own 

methods and developed new design processes that are a 

highly effective “design answer” to the need for innovation 

based on human needs and wants.

New design processes combine traditional design preoccu-

pations like user orientation, visualisation, prototyping and 

creative intensity with new requirements of production in 

the knowledge economy such as advanced knowledge in-

puts, research rigor, technology forecasting, strategic future 

scenarios, and the involvement of many different fields of 

expertise. It is this combination of human insight with tech-

nology and future visioning with prototyping that makes 

new design processes so valuable for “human centred in-

novation”.

  

  

the new design agenda
These days, design is rising to the top of the international agenda. Promi-
nent business magazines and global companies focus more and more on 
design as a key to competitiveness. Governments around the world grad-
ually turn to designers to renew public services from education to health 
care. And designers are increasingly involved in the work of civil society 
organisations from humanitarian disasters to development aid. The rea-
son: a quiet revolution in the design way of thinking and working – the 
design process.

design’s many meanings
Design is products: It is all the man-made artefacts we surround ourselves with, specifically their functionality, form, look 

and feel and our experience interacting with them. 

Design is processes: The course of action by which we plan the function, form and aesthetic of man-made artefacts. 

Design is people: Designer is the broad term for a person who is trained to plan and shape products for use.
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user-centred 
Starting with insight about us-

ers and intensely researching 

their explicit and tacit needs, 

wants and problems through 

ethnographic and anthropo-

logical methods, observations, 

naturalistic experiments, etc.. 

See HOME presentation.

vision driven
Taking an imaginative leap 

into a desired future – creat-

ing clear visions and concrete 

ideas for future solutions 

– then integrating backwards 

to plan what has to happen 

to bring that future into be-

ing. See COMMUNITY presen-

tation.

knowledge based
Building upon research and science 

to transfer available knowledge and 

emergent technology into new so-

lutions. See WORK presentation.

prototyping
Making ideas for design solutions 

visible, tangible and concrete via 

sketches, models, simulations and 

prototypes throughout the process. 

See BODY presentation.

cross-disciplinary 
Drawing upon methods from a variety 

of disciplines and complementing the 

capabilities of designers with those of 

engineers, social scientists, business 

strategists, marketers, futurists, etc..

intense 
Focusing creative brainpower 

on a specific problem in a high-

pressure atmosphere on a com-

pressed time schedule.

.

analytical
Probing these needs and wants 

with analytical rigour to accu-

rately identify obvious, implicit 

and potential problems and 

develop new and deeper un-

derstandings of users’ require-

ments. See PLAY presentation.

new design processes
8 basic principles

INDEX:2005 & ARNOLD WASSERMAN

assessment oriented 
Ongoing assessment, testing and reit-

eration of possible solutions to ensure 

functionality and the satisfaction of 

user needs.

#1

#2

#3

#4

#5

#6

#7

#8



The INDEX: Views Summit was organised as a new design 

laboratory: 30 international creative leaders, 30 young 

designers, 25 researchers and 5 process leaders aided by 

documenters and facilitators were tasked to develop new 

approaches, ideas and suggestions for solutions to five

INDEX: VIEWS SUMMIT
From 25-28 September 2005, creative leaders from around the world 
gathered in Copenhagen and Malmö for a new and different design and 
innovation conference: Instead of talking about design and innovation 
they used the principles of new design processes in practice – to explore 
the potentials and create new ideas for design and innovation to improve 
life.

the challenges
INDEX: Views Summit focused on the following global challenges:
- Body: How we care for our personal health – e.g. our eating habits, healthcare and eldercare.
- Home: How we live at home and in our cities – e.g. our personal housing and urban development.  
- Work: How we work and learn – e.g. our development of workplaces and educational institutions.  
- Play: How play enhances all of life – e.g. our attention to play and recreation. 
- Community: How we live together sustainably – e.g. our social well-being and use of resources. 

challenges to human life around the world – one from each 

of the five INDEX: categories of Body, Home, Work, Play and 

Community. Throughout their work, all participants were ac-

tively engaged in using the principles and methods of new 

design processes in practice:

30 creative leaders
Prominent innovators, creative think-

ers and leaders from 6 continents in 

e.g. design & architecture, research 

& education, business & society were 

the key drivers of the Summit.

30 young designers
Talented young designers and archi-

tects from Denmark, Sweden, Norway 

and USA cooperated closely with the 

creative leaders and made rapid visu-

alisations and prototypes.

25 researchers
Distinguished research leaders, pro-

fessors and students from five top 

research institutions and universities 

in Denmark contributed with in-depth 

expertise and just-in-time research.

5 process leaders 
International design and innovation 

experts from The Idea Factory (Sin-

gapore & San Francisco) guided the 

design process.

10 documenters
Young design experts from Danish 

design institutions documented the 

process and outcomes.

25 organisers
INDEX: team members from Denmark, 

USA and Singapore facilitated the 

Summit.

125 stakeholders
Leaders and experts from inter-

ested companies, organisations 

and educational institutions con-

tributed with their insights on the 

five challenges at the beginning 

and end of the Summit.
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DESIGN 
AGENDA

#1 user centred
All teams undertook in-depth research into 

user needs – based on ethnographic inter-

views prior to the Summit and field trips 

and key stakeholder input during the Sum-

mit: See HOME.  

analytical
#2 analytical
All teams intensely analysed user needs to iden-

tify obvious, implicit as well as potential user 

problems: See PLAY.   
   

#4 knowledge based
All teams were knowledge based in their 

suggestions – drawing upon field expertise 

and “just-in-time” input from scientists and 

researchers throughout the process: See 

WORK.

#5 prototyping
All teams made heavy use of young 

designers providing rapid visualisation, 

models and simulations throughout the 

process: See BODY. 

  

assessment 
oriented
The condensed process did not allow 

for genuinely assessable prototypes. 

But some teams – e.g. the BODY team 

– made their ideas tangible enough for 

initial assessments among key stake-

holders at the end of the Summit. 

 

cross disciplinairy
All teams of creative leaders were high-

ly cross disciplinairy and included world 

leading experts in e.g. design and 

architecture, research and education, 

business and media, public policy, fu-

ture studies, etc.. Furthermore, young 

designers and researchers and scien-

tists from relevant fields of expertise 

complemented the creative leaders. 

intense
All teams used a highly inten-

sive design process – focusing 

creative brainpower on a specific 

problem in a high-pressure at-

mosphere on a compressed time 

schedule – and in a dedicated  

project workspace.

The INDEX: Views Summit design process was mod-

elled upon “The Innovation Protocol” © and “The De-

sign Tool Set” © of The Idea Factory.

 

#3 vision driven 
All teams took imaginary leaps into desired 

futures – using future scenarios, brain-

storms and technology research – and 

then used their common visions to steer 

development: See COMMUNITY.

index: views process
new design principles in practice

Usually, new design processes take minimum several months 

to complete. INDEX: Views Summit had 3 1/2 days. There-

fore, the Summit made use of a highly condensed design 

process developed and facilitated by international design- 

and innovation experts from The Idea Factory.

Divided into five teams – one for each of the five challen- 

ges – the Summit participants explored a range of the main 

principles of new design processes in practice. All teams 

followed the same new design principles, but the applica-

tion of five of the main principles are highlighted individually 

in the following presentations of outcomes from the five 

teams: 

ers offer more general inspiration for the future of the fields in ques-

tion. Still, however, the outcomes of INDEX: Views Summit are impor-

tant building blocks for design to improve life: They offer a catalogue 

of inspiration for how we might work and could move forward to 

solve some of the key challenges of our time. And they demonstrate 

how the basic principles of new design processes can be applied in 

practice – as a tool for developing future design and innovation to 

improve the lives of many people around the world.

a catalogue of inspiration
Innovation is often found at the outer edges of a thought domain. 

During the Summit, the INDEX: Views teams were encouraged not 

to be unduly constrained by technical or economic concerns at the 

outset of their idea generation as it is always easier to “tune-down” 

a wild idea than to make a prosaic idea soar. This approach, coupled 

with the fact that it is extremely difficult – if not impossible – for 

a team not highly trained in design processes to create complete 

designs in 3 1/2 days, means that the outcomes of the INDEX: Views 

Summit are not fully-fledged design solutions. Some are tangible 

suggestions for specific products, services and strategies while oth-

day 1+2

day 2+3

day 3+4
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design principle #1:
user centred
A user-centred approach – taking an onset in deep research of 

user needs when developing new designs – is one of the most 

important elements in new design processes. Using ethnographic 

and anthropological methods to investigate the explicit and tacit 

needs, wants and problems of users is key to ensuring that the 

design process has the right aim and that it focuses on solving the 

right problems. It also enriches the process by enabling a shift of 

focus to the user’s point of view: Both when searching for over-

all direction and developing initial ideas for solutions through e.g. 

user-scenarios (“how would Elena’s life look in 5 years if…”) and 

in refining and shaping the ideas to make them concrete and tan-

gible. A user-centred approach, based on a field trip and in-depth 

user studies, greatly helped the HOME team develop and shape 

their ideas.     





home is not what it used to be
elena from buenos aires, usha from bangalore and helle from denmark 
are three women who all feel that their idea of a socially and environ-
mentally safe home is threatened by globalisation. the home team devel-
oped ideas to help them.

Today, the concept of home as a rock-solid base for human 

life is changing for many people. One important reason is 

the forces of globalisation and their large impact on the 

constitution of local communities – for example through mi-

gration and the changes of our environment. 

The INDEX: Views HOME team decided to look at these con-

sequences and develop ideas for future design and innova-

tion for homes in a globalised society. 

In 2005, there are between 185-192 mil-
lion migrants worldwide – up from 82 mil-
lion in 1970.
- International Organization on Migration, 2005 

But what does “home” mean to people? And what specific 

needs are created by the globalisation of society? To the 

HOME team, a field trip to a housing project for homeless 

people and ethnographic interviews with local residents 

from around the world was key to finding the answers. 

homeless help understand “home”
Visiting and interviewing residents in a special housing 

project for the homeless in Copenhagen – “The Odd Hou-

ses” – helped the team understand how home is not only 

a physical place, but very much also a psychological space: 

The importance of social networks, a sense of belonging, 

the opportunity to adapt a home to one’s individual needs 

and the ability to handle practicalities – from paying bills to 

housing maintenance – are key aspects of feeling “well at 

home”.

In 2000, 63% of the world’s migrants lived 
in developed countries
- International Organization on Migration, 2005ra

The HOME team also analysed the needs and wants vis-à-

vis the homes of three “normal” home residents – Elena 

from Buenos Aires, Usha from Bangalore and Helle from 

Denmark – based on ethnographic interviews made by the 

participants prior to the Summit. These three women from 

different cultures share a range of important feelings about 

their homes: They all see globalisation as a threat and worry 

about safety, social unrest and isolation of local communi-

ties. They also worry consistently about environmental pol-

lution as a threat to having safe homes.   

user-centred ideas 
The field trip and user studies helped the team both un-

derstand the meaning of home, identify appropriate areas 

where home-life needs to be improved, and specify their 

ideas for new home-related designs that could improve peo-

ple’s life in the future. The outcomes were three comple-

menting suggestions for creating a home in a global society: 

DOME.NU – a global, virtual network to help facilitate new 

home solutions; OURA – a concept for socially and environ-

mentally sustainable local community housing; and HOME 

SHARE – a new opportunity for individual migrants.  

Migration is not a one-way street: e.g. in 
Germany and Australia, for every 3 per-
sons coming in, 2 moved out.
- International Organization on Migration, 2005

what’s next: 
Go to http://views.index2005.dk/outcomes for a more thorough presentation of “DOME.NU”, “OURA” and HOME SHARE 

– including a flash movie presenting the ideas and insights from the development process.
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dome.nu
Usha worries about her local community: 

She feels that it is socially endangered and 

increasingly unsafe. She wants to act upon 

it but does not know what to do. 

DOME.NU might help her: It is a virtual, 

democratic arena or platform for the ex-

change of knowledge and inspiration about 

local and individual housing situations.

For example, policy makers, architects, de-

velopers or citizens working with housing 

and nature, individuals and communities, or 

economic or environmental issues can find 

other people’s experiences, useful data, 

best practice cases, advice and expert re-

sources to help them at DOME.NU.

14
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ideas to improve home:

home share
Helle has for a long time considered work-

ing in another country but she worries 

about a troublesome transition of her fam-

ily. HOME SHARE might be her solution: It 

is a network for helping people deal with 

migration between cities and countries. In 

HOME SHARE you do not own your own 

property, but you have the possibility of 

moving to other HOME SHARE’s all over the 

world. The concept also offers possibilities



oura
Elena wants to strengthen social activities 

and environmental awareness in her local 

community. She could be one of the first to 

implement OURA (short for Our Aura) – a 

new housing concept based on the idea 

that the surface of a building can reflect the 

social and environmental activities within a 

building: How do the people living there in-

teract? Are they using the energy sources 

with care? 

The answers are reflected in a virtual layer 

that is applied to the front of the building. 

Thereby, it promotes environmental and so-

cial awareness and also advocates for the 

concept of New Beauty: balancing ethics 

with aesthetics by turning the surfaces of 

our buildings into a living, enjoyable, pro-

vocative and informative piece of local art.

of copying aspects of your current home 

that are important for you to feel at home: 

Aromas, wallpaper etc. Furthermore, you 

can receive help in understanding payment 

of local taxes, bills and other practicalities 

that require local knowledge. Finally, HOME 

SHARE helps with the integration in the 

new society by automatically inviting new-

comers to receptions, wine tastings, etc.
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creative leaders:
Flemming Lindeløv, Chairman, Royal Scandinavia Retail A/S 

(Denmark)

 

Pernille Weiss Terkildsen, Innovation Director, Arkitema (Denmark)

Ravi Naidoo, Founder & Managing Director, Interactive Africa 

and Design Indaba (South Africa)

Ron Pompei, Architect & Artist, Pompei A.D. (USA)

Simona Maschi, Associate Professor, Interaction Design 

Institute Ivrea (Italy)

Søren Merit, Business Developer, Merit Plus+ (Denmark)

designers: 
Casper Schiøtz Bratvold, Project Manager, Royal Copenhagen (Denmark)  

Christian Nemmøe, Architect, Antrit (Denmark)  

Hannah Cho, design student, Art Center College of Design, Pasadena (USA)

Ingunn Halland, Industrial Designer, Aarhus School of Architecture 

(Norway)

Jonathan Nikolas Ørnstrup, Industrial Designer, Aarhus School of 

Architecture 

(Denmark)

Martin Mølgaard Jensen, design student, Designskolen Kolding 

(Denmark)

HOME TEAM



researchers: 
Per Boelskifte, Professor, Technical University of Denmark (Denmark) 

(Research leader)

Max Munniche, PhD student, Technical University of Denmark 

(Denmark)  

Adrian Tan, PhD student, Technical University of Denmark (Denmark)

Simon Furbo, Associate Professor, Technical University of Denmark 

(Denmark)

Torben Lenau, Associate Professor, PhD, Technical University of Denmark 

(Denmark)

process leader: 
Erika Gregory, Director, The Idea Factory (UK)

main documenter: 
Malene Lyng Jørgensen, Research Assistant, Centre for Design Research 

(Denmark)
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design principle #2:
analytical
Working in a systematic and analytical fashion with research and 

careful probing of user needs is a core element in typical new de-

sign processes. And this part of the process takes time: For ex-

ample, the PLAY group spent roughly two-thirds of their time on 

analysis, research and careful probing of user needs to identify 

both the obvious, implicit and the potential problems and opportu-

nities related to play. They only began a focused ideation for new 

design solutions in the last third part of the Summit. This is typical 

for a thorough design and innovation process: To develop viable 

solutions, the design team should remain immersed in research 

and analysis, iterating through many rough-and-ready exploratory 

concepts, while resisting the temptation to move too quickly to 

design conclusions. 





DECODING THE DNA OF PlAy
what is the spirit of play? how does play motivate us? why is play relevant 
for society? what are the global perspectives of play? in the index: views 
play team, the search for the “dna of play” led to the idea of play studio: 
a new arena for empowering disengaged kids through play.

The INDEX: Views PLAY team faced a paradox in their work 

on design and innovation based on play: The fun of play can 

be said to defy analysis, logic and interpretation. Yet to truly 

utilise play to improve life, one has to understand its real 

meaning. Therefore the team took a highly analytical ap-

proach, rigorously seeking to decode the “DNA of play”.

Man is only fully human when 
he plays
- Schiller

fun, engagement and meaning
Play is a fundamental language of all human beings: No mat-

ter what language, children can play together. At the same 

time, play is interlinked with society and culture: When we 

play, we often “play back” society – and play is different in 

different cultures. 

Play is about fun, engagement and meaning. Play is volun-

tary: it cannot be imposed from above. Play operates within 

its own time and place: when we play, we are engaged in 

a “play world”. And play transcends normality and reality: 

the rules of play do not have to make sense to the rules of 

reality. 

Yet if play is the answer, what is the question? What are the 

key challenges that play can help us overcome today? To the 

PLAY team, the fact that play is not just entertainment but 

also help us learn, connect and be creative is pivotal: Play 

can be an answer to a lack of joy and connectedness. And 

play can provide inspiration and new creative role models. 

The fun of playing resists all analyses, all 
logical interpretation
- Huizinga

But can we “trade up” play to become education or even 

business? Can play help marginalised citizens utilise their 

creativity? This is what the PLAY team decided to give a try.  

play for disengaged kids 
The PLAY team based their concrete idea development on 

ethnographic interviews of people from Bali, Singapore, Italy 

and Denmark. Thorough analysis of these potential users 

pointed to the need for play to provide users with certain 

general values such as: having role models, gaining new 

hope and creating new possibilities in life. Analysis of the 

user studies also enabled the PLAY team to set up a list of 

design criteria, including:

-Relying on personal choice and freedom for users to par-

ticipate.

-Relying on personal choice and freedom for users to par-

ticipate.

-Facilitating collaboration across genders and generations, 

local and global communities.

-Giving possibilities to play – rather than defining a play.

-Enabling users to create their own games – rather than pre-

senting them with a predetermined game.

Wanted: New masters of play
- INDEX: Views Play Team

Based on these criteria, the PLAY team decided to create a 

play program that will help disengaged children help them-

selves and provide them with the opportunity to become 

“Masters of Play” or even future creative leaders: “Play Stu-

dio”. 

what’s next: 
Go to http://views.index2005.dk/outcomes for a more thorough presentation of the PLAY team’s work on “The DNA of Play” 

and “PlayStudio” – including insights from their development process and their Summit presentation.
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play studio 
Play Studio is a global, physical event as 

well as a virtual meeting place where dis-

engaged kids from around the world come 

together with role models of their own age 

to play and create games. Play Studios are 

held once a year all around the world. In 

one studio per continent, disengaged chil-

dren are chosen to attend the event. 

Here they immerse in various play activities 

and games. They play ancient and ethnic 

games as a way to understand the global 

environment in which they live. They also 

use new toys and play virtual games that 

are shared across cultures. And through 

play they learn new skills that give them 

confidence, hope and new abilities that

give them more opportunities in life – while 

connecting them with kids from other 

countries. After attending, the kids keep 

in touch with newfound friends in a virtual 

Play Studio: Here they play online games 

together, develop new games and maintain 

their newfound skills and confidence.

unleash 
creativity 
through play!
-Kids attend continental Play Studio 

-Learn invaluable skills through play 

-Develop their own games 

-Games are produced 

-Funds finance Play Studio  

-Kids enter virtual Play Studio 

-Use their skills in local communities
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masters of play 
Play Studio helps kids capture and utilise 

the “DNA of Play”. A vital element is cul-

ture, because play requires knowledge, 

which means we have to learn to play from 

someone. Therefore play not only creates 

community – play also needs community, a 

place to be together. Play Studio is a multi-

cultural, sustainable answer to this need. 

While attending, the kids use their insight

to create new games together. These can 

be realised in a joint venture between local 

and global business partners. Thereby the 

children’s play helps finance the project: 

Manufactured games fund Play Studio and 

part of the funds can also go back to the 

kids’ own communities. After the event, the 

kids go back home with the ability to posi-

tively influence their home community

and share their engagement, energy and 

hope. As “Masters of Play” they can be-

come role models for their peers. This ena-

bles a positive ripple effect: Through crea-

tivity and collaboration, the kids not only 

learn the value of play. They also strength-

en their potential to become the creative 

leaders of tomorrow!

play 
is 
fun!

creative

spontaneous

voluntary

contextual
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creative leaders:
Alan M. Webber, Founding Editor, Fast Company (USA)

Henrik Hautop Lund, Professor, University of Southern Denmark (Denmark)

Joong Yeal (Harry) Choi, Head of Samsung Design Europe, Samsung Electronics 

(South Korea)

Jørgen Vig Knudstorp, CEO of the LEGO Group (Denmark)

Patrizia Zagnoli, Professor, Università degli Studi di Firenze (Italy)

Tan Chin Nam, Permanent Secretary, Ministry of Information, Communication and 

the Arts (Singapore) 

designers: 
David Zahle, Project Architect, PLOT A/S (Denmark)  

Deniz Orhun, design student, Art Center College of Design, Pasadena (USA)

Jacob Blak, Architect, Nord Arkitekterne (Denmark)

Louise Rosenkrands, design student, Designskolen Kolding (Denmark)

Morten Gregersen, Architect, Nord Arkitekterne (Denmark)  

Tina Park, design student, Art Center College of Design, Pasadena (USA)

Tine Hertz, design student, Danmarks Designskole (Denmark)
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researchers:
Carsten Jessen, Senior Lecturer, Danish University of Education 

(Research leader)

Ane Sand, Librarian, Danish University of Education 

Camilla Balslev Nielsen, Research Assistant, Danish University of Education 

Nana Benjaminsen, Research Assistant, Danish University of Education 

Rikke Magnussen, Science Journalist, Danish University of Education 

process leader: 
Tony Lai, CEO/Managing Director, The Idea Factory (Singapore)

main documenter: 
Magnus Christensson, Consultant, Danish Design Centre (Sweden)
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principle #3:
vision driven
Creating clear visions for how the forthcoming solution should 

function in the future is a key driver in new design processes. 

Using future scenarios, the design team can take an imaginative 

leap into the future, identify a “desired future” and then drive the 

development process by planning backwards to bring the desired 

change into being. The application of user-scenarios, focusing spe-

cifically on the interaction of users and the future design-solution, 

is a particularly powerful tool that was used extensively during IN-

DEX: Views Summit. The COMMUNITY group was one of the INDEX: 

Views teams that made particularly strong use of future visions and 

user-scenarios in their work. 





“gucci to improve life”
Gucci-cravers helping earthquake victims in need of housing. Urban shop-
pers promoting rural economic development. Ambitious knowledge-work-
ers advancing good corporate citizenship. These are examples of ideas for 
global development aid from the index: views community team guided by 
a common vision: Designing small solutions to global problems based on 
complementing needs of people around the world.

The global community today is challenged by a widening 

gap between the haves and the have-nots. The gap includes 

economic wealth, knowledge, technology, democratic influ-

ence, etc. – and it exists both between and within rich and 

poor countries.

To the INDEX: Views COMMUNITY team, bridging this gap is 

pivotal. Not only to help the have-nots, but also to avoid a 

threatening global instability and ensure a sustainable fu-

ture development for the entire world. 

60% of global public believe that their
government is not governed by the will of 
the people
- Gallup, 2002

However, a deeper look at today’s efforts of the global com-

munity to bridge the gap – from micro-credit to UN devel-

opment programmes, to LiveAid – shows that single grand 

visions and big strategies all to often cause sad stories and 

poor results. Instead, several small solutions used by many 

can often help much more effectively. Furthermore, the af-

fluent must be made more aware of the gap – but in a much 

more focused and action-oriented way than is the case to-

day. In the words of one team member: Stop sending celeb-

rities – start sending doctors!  

a shared vision of small solutions
Accordingly, the INDEX: Views COMMUNITY team developed 

a shared vision of a future where global development ef-

forts focus more on small and effective solutions that are 

applied on a grand scale and are based on direct action by 

the wealthier parts of society. 

77% of a group of large companies sur-
veyed by World Economic Forum report 
on corporate citizenship issues on their 
website
- World Economic Forum, 2003

To realise this vision, the small solutions must be designed 

along the guiding principle of “helping oneself by helping 

others”:

First, the solutions should mobilise the individual person or 

company in the wealthy parts of the world and provide a 

direct link to those in need. And there should be a relatively 

near time horizon for when solutions make an impact, so 

that it becomes clear how and when we help. 

Annually, more than one-fifth of global 
consumers reward or punish companies 
based on perceived social performance 
- Environics International, 1999

Second, solutions should fulfil a need for the affluent as well 

as for the needy. Philanthropic organisations may give on a 

continuous basis, but individuals and business organisations 

are motivated by self-interest; their charitable giving tends 

to be sporadic.  

Finally, the solutions should by themselves help strengthen 

the ethics of affluent people and companies – for example 

by making it fashionable or a key to respectability to be part 

of the solutions. Social responsibility must be made visible 

as a badge of status.

realising the vision – today
During INDEX: Views Summit, the COMMUNITY team devel-

oped several examples of how we today can start realis-

ing the vision of many small solutions to big development 

problems: Design(ER) that links the desire for designerbrand 

goods with aid to victims of natural disasters; “PECA” that 

helps consumers help sustainable global economic develop-

ment; and “CC Principles” – Corporation Competition Princi-

ples – that connects the demand for meaningful jobs to the 

efforts of businesses for improving human life. 

what’s next: 
Go to http://views.index2005.dk/outcomes for digital animations of “Design(ER)”, “PECA” and “CC Principles” user-scenarios, 

more details on their goals, key elements, enablers & inhibitors and next steps in their realisation. 
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design[er]

design[er]
“LA Film Director Robert buys a $ 1,000 

platinum edition of a coffee-table book 

designed by Tom Ford: It contains beauti-

ful pictograms of how to build 50 differ-

ent houses from scratch using the materi-

als at hand in different parts of the world. 

Thereby, he funds a more basic version of 

the same book distributed to the Mapuche 

Indian Isabel and all her friends and neigh- 

bours in Chile, who use it to rebuild their

village after a recent earthquake.” This is 

part of the user-scenario for Design(ER) – 

Design (Emergency Relief): A housing man-

ual created in partnerships all the way from 

Gucci to the UN. The manual will be pub-

lished in four editions, from an expensive 

platinum version (the coffee table book) to 

a low cost manual for free – with the ex-

pensive versions funding the free ones.

peca 
“When Francine from San Francisco goes 

shoe-shopping, she always looks for the 

“PECA” – beauty spot – on the shop. She 

knows from the PECA-promotions of fa-

mous Film Director Robert that by pur-

chasing a “PECA-product”, she supports 

fair trade. As Francine buys a pair of loaf-

ers with the “PECA” on, she helps Isabel in 

Chile increase her income by having been 

part of producing a high quality product.” 
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cc principles

peca

PECA is a branding system for promoting fair 

trade. Each time the consumer considers to 

buy a product, he or she has the opportu-

nity to enter a website or look in stores for 

versions that carry the PECA brand. 

cc principles
“28-year-old Mahvish has finished her 

Master in Design Methods and dreams of 

getting a private sector job that is fulfilling 

from an ethical, social and environmental 

perspective. She finds it in MBS Inc. that is 

certified as a CC Principles-company, thanks 

to its work on designing new systems of 

Malaria drug distribution in the developing 

world.”

CC Principles – Corporation Competition 

Principles – is a certification system for so-

cially responsible companies that take part 

in solving major global problems. The cer-

tificate builds on a set of environmental and 

social values applied to both organisations 

and their products or services. Companies 

must live up to these standards and also 

manage a profitable business – cooperate 

and compete – to gain the certificate. 
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COMMUNITy TEAM

creative leaders:
Alec Blanch, Principal, Pontificia Universidad Católica de Chile (Spain)

Cameron Sinclair, Architect & Executive Director, Architects for Humanity (USA)

James R. Lee, Managing Partner, Lee & Partners (USA)

John Petersen, President, The Arlington Institute (USA)

Jørgen Rosted, Director, FORA, the Ministry of Economic and Business Affairs 

(Denmark)

Rosan Bosch, Artist & Co-founder, Bosch & Fjord (Netherlands)

designers: 
Anne Toft, design student, Designskolen Kolding (Denmark)

Björn Wahlström, Designer, Aeswad (Sweden)

David Cuartielles, Curator, Assistant Professor, Aeswad (Spain)

Julie Bagger, design student, Designskolen Kolding (Denmark)

Karoline Stangvik, design student, Designskolen Kolding (Norway)

Maria Langberg, design student, Danmarks Designskole (Denmark)



researchers: 
Jens-Peter Lynov, Head of Department, Risø National Laboratory (Denmark) 

(Research leader)

Christina Jespersen, Business Developer, Risø National Laboratory (Denmark)

Helle Bunkenborg, Business Developer, Risø National Laboratory (Denmark)

Kenneth Karlsson, Post doc., Risø National Laboratory (Denmark)

Povl Brøndsted, Head of Research Programme, Risø National Laboratory 

(Denmark)

process leader: 
Arnold Wasserman, Chairman, The Idea Factory (USA)

main documenter: 
Christina Melander, Team Leader, Danish Design Centre (Denmark)
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design priciple #4:
knowledge based
Very often in new design processes, the developments of new de-

signs are highly research intensive to make sure they build on an 

optimal use of available knowledge and technology. This can be 

very expertise-demanding and time-consuming, as highlighted by 

the INDEX: Views WORK team: The creative leaders represents top 

international expertise in various fields from alternative forms of 

education to artificial intelligence – and was furthermore supple-

mented by a research team from Copenhagen Business School: The 

work outcomes reflect this high level of expertise in different disci-

plines and also demonstrate how the road from design idea to fully 

shaped and developed design solution very often takes consider-

able time for research and user feedback.





a suite of navigation tools  
what does a chinese college student wanting to work with art have in com-
mon with a fisherman unemployed after 20 years in his trade and an 18 
-year-old immigrant girl in denmark? they all share the challenge of en-
tering the work force anew while lacking certain direction, knowledge 
of opportunities and skills. in the future, a suite of navigation tools sug-
gested by the work team might help them.

As job mobility increases and job tasks become more com-

plex, people’s own knowledge and understanding of how 

they can navigate the labour market become increasingly 

important. The pressure to continuously develop skills and 

knowledge also increases. However, studies from the OECD 

(Organisation for Economic Co-operation and Development) 

show that even in the wealthier countries adult training op-

portunities still seem to be skewed more towards the better 

skilled and those who already have a job rather than those 

without jobs. 

Folk high schools are adult boarding 
schools offering teaching in almost all 
subjects. They give freedom to learn 
about and explore one’s interests outside 
of the formal system of education.
- Foreningen for Folkehøjskoler 

How can we help people navigate through work-life and 

make the transition from one job to another or from no job 

to a job? How can we ensure that different forms of experi-

ences are put to work? And how can we help facilitate life-

long learning in a more equally distributed and flexible way?

what’s needed – and what’s possible 

These are all grand questions to answer. To focus their ef-

forts, the INDEX: Views WORK team zoomed in on the needs 

and wants of three persons, who had been subjects of eth-

nographic interviews prior to the Summit: Danish fisher-

man Svend, Chinese college student Xin and an 18-year-old 

Danish immigrant girl. Although at different stages of their 

working lives, they all share the challenge of entering the 

work force anew, of lacking certain direction and knowledge 

about opportunities, and of being uncertain about or even 

lacking appropriate skills. 

To explore possibilities for developing new solutions to 

these problems, the WORK team drew extensively on re-

search and expertise. They looked at key demands for the 

future workplaces, life-long learning practices, and alter-

native forms of education focused on helping people not 

just gain new skills but also find their orientation towards 

work-life, such as the Danish “Folk High Schools”. The team 

also looked into available and forthcoming technologies for 

developing individualised tools to explore opportunities of 

work and education.  

gateway, navigator and pathway
These various input led the INDEX: Views WORK team to 

develop ideas for a suite of tools covering systemic, institu-

tional and individual aspects of navigating through work life: 

GATEWAY – a flexibly system whereby people can choose 

where and when they receive education; NAVIGATOR – an 

educational course that helps people find, choose and plan 

for new work-life directions; and PATHWAY – a personal, 

web-based “intelligent advisor” that helps people find infor-

mation about opportunities of work and education quickly 

and easily. 

Participation rates in post-school educa-
tion and training among people without 
upper-secondary education are less than 
half of those with upper secondary edu-
cation and only around a quarter of those 
with tertiary education. 
- Education at a Glance 2005, OECD

what’s next: 
Go to http://views.index2005.dk/outcomes for more thorough presentations of “GATEWAY”, “NAVIGATOR” and “PATHWAY” 

– including background, purpose, enablers & inhibitors and next steps in their development and realisation. 
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gateway 
GATEWAY is an account-system of points 

for life-long education given to you at 

birth. Whenever you want to learn some-

thing new, you can draw on your account 

to enrol in courses at e.g. the sports club, 

high school, university or do internships at 

companies. 

The basic idea is to create a far more flex-

ible system to enhance life-long learning. 

The funds come from money that would 

otherwise be allocated directly to the edu-

cational institutions. Both institutions and 

companies can earn and trade points by 

providing education. 

navigator 
NAVIGATOR is an educational course that 

exposes people to the variety of options 

available to them and helps them choose 

and plan for their new direction in the la-

bour market. Whether it is the teenager 

who should decide which path of life to 

choose or the 50-year-old woman who 

38 

PATHWAY

anders jensen

23 567 89 44 031

EDUCATION

BUSINESS

ORGANI
SATION

ORGANI
SATION

EDUCATION

EDUCATION

BUSINESS

! INTELLIGENT 
ONLINE
ADVISOR

NA
VI
GA
TO
R

work

ideas to improve work:



wants to get a job after 10 years as a 

housewife, there is a need for people to 

see the full range of options available in 

work-life in order to make better and more 

targeted choices. NAVIGATOR is an answer 

to the need for reorientation, often arising 

in a hyper-changing work environment.

pathway 
PATHWAY is an intelligent online advisor – a 

software tool based on technology known 

as DWIM or “Do what I mean”: Natural lan-

guage search processing, intelligent soft-

ware and personal recognition techniques. 

If you do not know the details of what you 

search for, you can provide PATHWAY with

the data and ideas that intuitively seem 

right to you. It then makes an intelligent 

search, hypothesise upon your likely needs 

and summarise the information in a form 

tailored to you. PATHWAY can be used both 

to explore work and education opportu-

nities and for people at work seeking to 

move into new fields of inquiry.
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creative leaders:
Edward Feigenbaum, Kumagai Professor, Stanford University (USA)

Esben Trier, Director Global Marketing & Research, Metro International (Sweden) 

Jacob Holm, Managing Director, Fritz Hansen A/S (Denmark)

RitaSue Siegel, Founder, RitaSue Siegel Resources (USA)

Sara Beckman, Senior Lecturer, University of California, Haas School of Business, 

Berkeley (USA)

Uffe Elbæk, Principal, The KaosPilots (Denmark)

designers:
Anders Ellegaard, Industrial Designer and Interior Architect, Bønnelycke Arkitekter 

(Denmark)

Anders Rønnau, Designer MDD; PhD Scient., Anders Rønnau (Denmark)

Anette Væring, Process and Concept Designer, Væring (Denmark)

Karin Dam Nordlund, Designer, Danmarks Designskole (Denmark)

Louise Vilsgaard, Founder and Designer, Context Design (Denmark)

Virginia Sin, design student, Art Center College of Design, Pasadena (USA)

WORK TEAM



researchers: 
Tore Kristensen, Associate Professor, Copenhagen Business School (Norway) (Re-

search Leader)

Anne Louise Johansen, graduate student, Copenhagen Business School (Denmark)  

Bjarne Loef Henriksen, graduate student, Copenhagen Business School (Denmark)  

Julie Pohlentz, graduate student, Copenhagen Business School (Denmark)  

Lynn Kahle, PhD student, Copenhagen Business School (Denmark)  

Mads Winge-Petersen, graduate student, Copenhagen Business School (Denmark)  

Monica Fabienke, graduate student, Copenhagen Business School (Denmark)  

Sine Carlsen, Research Assistant, Copenhagen Business School (Denmark)  

process leader: 
Fiona Hovden, Senior Fellow, The Idea Factory (UK/USA)

main documenter: 
Hans Henrik Højbjerg, Consultant, Danish Design Centre (Denmark)
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design principle #5:
prototyping
Designers play a vital and leading role in new design processes: 

By constantly visualising, shaping and prototyping ideas for new 

designs, they ensure effective testing and communication of out-

comes throughout the process. The young designers in the BODY 

team clearly illustrated this role. By rapidly sketching initial ideas, 

illustrating causes and effects of healthy and unhealthy lifestyles, 

doing mock-ups of work-in-progress and shaping physical and 

graphic models of ideas, they constantly brought the design devel-

opment process forward while sharpening the outcomes. Thereby, 

the young designers also enabled a “don’t tell it – show it” presen-

tation from the BODY team and made their suggestions visible and 

articulate enough for initial assessments. 





“people are so not dying”
In year 2125, “people are so not dying”. They are living to become 125 years 
old. The reason: a change in lifestyles and a massive shift of focus from 
cure to prevention in personal and public healthcare around the world. 
The agents of change: Today’s 5-year-olds.

This is the vision of the INDEX: Views BODY team. While it 

may seem far-off to some, the work of the body team was 

driven by a very clear rationale:

Some 80% of all illness is caused by diet, tobacco or lack 

of activity. At the same time, only 5% of global healthcare 

spending is for prevention. Yet by simply changing their be-

haviour, people need not suffer or die from heart disease, 

cancer or diabetes. By focusing more on prevention, far more 

progress in elevating standards of health can be achieved 

than by today’s massive focus on curing illnesses.  

Nearly half of Americans aged 12-21 are 
not vigorously active on a regular basis 
- US Department of Health

kids as agents of change 
While there may be growing public awareness of the impor-

tance of healthy eating, non-smoking and physical exercise, 

ingrown lifestyles have proven highly difficult to change. 

According to the Oxford Health Alliance, chronic diseases 

are on the rise all around the world with the exception of 

Sub-Saharan Africa. And the general public seems resistant 

to too much intervention and policing in their lives. Another 

important caveat is that changes in lifestyles today will only 

have significant impact decades in the future. 

Lifestyle accounts for 50% of our life 
length” 
- WHO

To create major change in established patterns of behaviour, 

strong agents of change are needed. The answer from the 

BODY team: Today’s children and teenagers!

Kids are one group of the population who do actively em-

brace new ideas and who by acting on those ideas and 

adopting a healthy style of living could see benefits within 

their own lifetimes.

 

what’s next: 
Go to http://views.index2005.dk/outcomes for a more thorough presentation of “Habit Watch” and “Healthy Harry” including 

background, purpose, enablers & inhibitors and next steps in their realisation.

Kids today are also developing a sense of self-awareness 

and empowerment that could make them important ambas-

sadors in bringing about health improvements throughout 

society. If the 5 to 18 age group can be brought on board, 

they could become influential messengers to parents, 

grandparents and others and their endorsement could in 

turn stimulate a ripple effect in society. 

But how? Ensuring healthy lifestyles of today’s children is in 

itself a tremendous challenge: Children’s overweight is on 

the rise and physical activity is on the decline. To the BODY 

team, two issues are important: Better understandings of 

what influences kids’ lifestyles in different cultures; and ef-

fective means and forms of communicating and encouraging 

healthy ways of living among kids.

Some 25% of school children in Europe 
are overweight
- International Obesity TaskForce

designing tools for lifestyle changes 
The BODY team decided to develop concrete design sug-

gestions to facilitate the road from vision to reality: A tool 

for uncovering how kids’ eating and exercise habits are in-

fluenced around the clock in different cultures; and a com-

munication and product program to effectively inform about 

and encourage nutritious diets and high levels of physical 

activity among children and teenagers on their own terms: 

not by telling kids what to do via “finger-pointing”, but rath-

er engaging them in the subject through contemporaries 

and role models at home, at school and at play – from older 

pupils to fictional characters such as Harry Potter. 

Through visualisations and rapid prototypes, the young 

designers in the BODY team played a key role in develop-

ing and shaping of the final outcomes: “Habit Watch” and 

“Healthy Harry”.
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habit watch 
Habit Watch is a concrete tool for analysing 

habits among individuals in a given culture. 

The watch reveals kid’s health habits by 

capturing information about their food in-

take, nutrition and activities. Data-mapping 

of these three areas produces a detailed 

picture of the child’s habits throughout the 

day.  

Data-mapping of these three areas pro-

duces a detailed picture of the child’s hab-

its throughout the day. Habit Watches of 

several individuals can then be compared 

to analyse common patterns of behaviour 

among larger target groups. 

Habit Watch serves as a tool to understand 

and visualise the challenges and opportuni-

ties of children’s health habits in different 

cultures – as a basis for developing new de-

signs for healthier living. 
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habit watch 

ideas to improve body:
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healthy harry 
Healthy Harry is a communication and em-

powerment program designed to deliver 

information to kids via mentors and role 

models. Tentatively called “Healthy Harry,” 

the team suggested the program could be 

built around popular kids role models such 

as Harry Potter (obviously pending permis-

sion from J.K. Rowling). 

The voice of Harry Potter provides informa-

tion on healthy lifestyles in different parts 

of kids’ lives: Hungry Harry deals with eat-

ing appropriately, Active Harry with sports 

and physical activity, Holistic Harry with soul 

balance, Helping Harry with personal inter-

action, etc. The program’s palette of Harrys 

is equipped with various technology-

embedded products like running shoes and 

jewellery that provide feedback to users on 

such things as steps taken and heart rate to 

be integrated in kids’ daily lives. This infor-

mation constantly encourages healthy be-

haviour – and could also allow e.g. compe-

titions between individuals, classes and/or 

schools on levels of activity. 
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creative leaders:
Alexandra Wyke, Founder & Managing Director, PatientViews 

(United Kingdom)

Ian Batey, Author & Chairman Emeritus, Batey Ads (Singapore)

Ivy Ross, Executive Vice President of Design and Development, Old 

Navy, GAP (USA)

Mikkel B. Rasmussen, Partner, R&D Associates (Denmark)

Peter Lawrence, Chairman & Founder, Corporate Design Foundation 

(USA)

Stig Pramming, Professor & Executive Director, Oxford Health 

Alliance (Denmark)

designers: 
Christian Hagemeister, architectural student, Royal Academy, School 

of Architecture (Denmark)

Elin Basander Lundin, Designer, Studio Total (Sweden)

Maria Lindblom, Designer, Aeswad (Sweden)

Signe Baadsgaard, design student, Royal Academy, School of 

Architecture (Denmark)

Trilby Nelson, design student, Art Center College of Design, 

Pasadena (USA) 

BODy TEAM



researchers:
Wender Bredie, Associate Professor, The Royal Veterinary and 

Agricultural University, Denmark (The Netherlands) 

(Research leader)

Helene Reinbach, PhD student, The Royal Veterinary and 

Agricultural University, Denmark (Denmark) 

Lise Wolf Frandsen, Assistant Professor, The Royal Veterinary and 

Agricultural University, Denmark (Denmark) 

process leader: 
Cecilia Chua, Director & Senior Partner, The Idea Factory 

(Singapore)

main documenter: 
Johannes Rauff Griesen, Research Assistant, Centre for Design 

Research (Denmark)



INDEX: NEXT STEPS

  
a catalyst for action 
INDEX: Views Summit is a showcase of how the principles of 

new design processes can be applied in practice – and how 

they could be deployed for human-centred innovation. And 

the Summit has also proven to be a catalyst for action: 

The COMMUNITY team’s idea of a manual for building hous-

es in natural disaster areas – Design(ER) – was immediately 

taken up by the President of American Institute of Graphic 

Designers (AIGA), among others, at the final Summit pres-

entation. AIGA President Richard Grefé has offered to help 

develop and fund the project, and Design(ER) is now being 

made real to help earthquake victims in Pakistan.

Likewise, the possibilities for realising the “Healthy Harry” 

communication strategy for healthy living among kids are 

also being investigated by Summit participants – just as ide-

as and approaches developed by the HOME, PLAY and WORK 

teams are being pursued and used by Summit participants 

in their work today.

“design like you give a damn!”
INDEX: Award Winner 2005, Cameron Sinclair 

looking forward to index:2007
INDEX: Views Summit is only one building block in the con-

tinuous exploration and exploitation of design’s potential 

to improve life. Creating a strong, worldwide agenda with 

this focus takes time. Together with our vast international 

network and our strong partners, INDEX:2005 has taken a 

first big step.  

In 2007, INDEX: will take an even closer look at the po-

tential of Design to Improve Life. Our international network 

of design institutions and companies, design thinkers and 

doers will engage in qualified public debates on design. We 

will scrutinise the human and economic value of new design 

processes. We will explore the future potentials. We will in-

spire and we will take action!  

We will also hand out the biggest awards for design in the 

world and launch major exhibitions to engage the general 

public in the no-longer silent revolution of design. Not least, 

we will develop INDEX: Views Summit to meet new stand-

ards of engaging creative leaders from all over the world in 

the use of Design to Improve Life. 

Until 2007, the outcomes of INDEX:2005 will be subject to 

continuous observation and development. We hereby invite 

you to follow this development and engage in the process 

of creating INDEX:2007.
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see index: views summit “live” 

INDEX: Views Movie from the Summit: http://views.index2005.dk/movie

INDEX: Views Weblog with reports from all Summit sessions, profiles of all participants and video interviews: 

http://views.index2005.dk 
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main partners

index: partners
protector index: 2005

His Royal Highness The Crown Prince

associated partners

support partners

City of Copenhagen
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index: views summit thanks to:

views partners

Karl and Mrs. Pedersen’s Foundation

foundations

Politiken Foundation
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