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The role of the designer in the twenty first century and how this might change in the next ten years  

“Every action in the present is also a movement into a future that it helps shape but cannot determine. (Reeves et al. 2016, pp. 6 -17) this quote speaks volumes when thinking about what the future of designers will prevail. This essay will discuss how the role of the designer will change within the next ten years. Relating to manufacturing in particular digital printing, and how human psychology influences both designer and customer. Looking at how both past and present has affected methods of production today and how it will continue to develop in the future.

[bookmark: OLE_LINK1][bookmark: OLE_LINK2]Artists and designers such as William Morris were worried about how modern methods of production would affect the way designers create artefacts and were concerned about mass production (Kinna. 2000, p. 493). The Industrial Revolution has had a huge impact in the way designers produce their designs today. People went from having no other option but to handcraft artefacts to using machines that did the majority of the work for them. This is supported by Vilem Flusser who states in his essay ‘The Factory’ (1999, p.44)

factories are places where what is available in the environment is turned into manufactures, and at the same time less and less inherited information and more and more acquired, learnt information is introduced. These are places in which human beings become less and less natural and more and more artificial, for the reason that the things turned into other things, the manufacturers, strike at the human being.

This small section of the essay is pertinent as Flusser discusses how information becomes less inherited, from a designer’s perspective this describes how traditional methods are no longer passed down. It identifies how in Flusser’s opinion manufacturing makes humans involvement in the design process more artificial, that the process is no longer a natural method, it is now artificial due to the technology involved. 
According to ‘Allied Market’ in 2015 “the global digital textiles printing market value was $1.245 billion” and is predicted to increase to over $3.9 billion by 2022. (Savastano. 2018, p 16). This gives us an inside look at how current digital textiles is at a high profit region and predicated from today’s date to increase in its value, this showcases its popularity. There are both positive and negative impacts to this popularity in technology. On one hand you have the opportunity of mass production making multiples of the same designs, production time is a lot faster with the opportunity within itself to explore new materials and tools, as well as being able to keep up the customers constant want for new products. 

The article ‘The Digital textiles ink market’ discusses how digital printing has both increased and improved textiles companies’ production and sales; by interviewing company founders and designers to question their thoughts on this method of production. Candice Cuoco the founder of ‘CANDICE CUOCO’ talks about how digital printing has benefited her company both economically and through relations with clients. She also explained how by using digital printing she has been able to cut down on product waste having been able to choose how much and how little fabric that is produced at once. In her own words her client’s base whom are retailers, are no longer interested in buying mass quantity of fabrics all at once. Digital printing gives designers the ability to choose to only print when needed, this means that there can be much less waste or unwanted products, this will impact on the economy environmentally dramatically. There are also the positives of less materials wasted, as of course the production of products in itself costs companies a substantial amount of money and in no way benefits them. Digital printed textiles give companies the flexibility to create samples for clients, which can then be edited after feedback, this process benefits both client and company. As these alterations can be made before mass production being again less wasteful. (Savastano. 2018, p 17) This links in with not only how manufacturing has developed but also what the people within this social time period desire.



In contrast, you have the loss of the personal touch, the hand crafted and the knowing who and where your products have come from, which are seen primarily with in artwork/designs from earlier periods of time or traditional artisan makers. From designers such as William Morris, who believed that employees within these production lines where overworked, underappreciated and lost their artistic identities due to this interference of manufacturing. He believed that workers should take ‘pleasure’ in what they create, this he felt was not possible within a very structured work place environment. From research you can clearly see that Morris was very much against the idea of the manufacturing of the product within factories, as a whole with not only this loss of one’s self but also the environmental impact, as he believed that these industrial machineries caused damage to the environment. In the 18th Century it is true the machines used where not as environmentally friendly as they are today, but this will only continue to develop within the future technology and awareness. (Kinna. 2000, pp. 493-497). People will continue to develop new technology that will have less of impact on the global environmental, therefore creating new tools for future designers, which will be more concerned with environmental impact and sustainability.

Companies are now educated with an understanding of how the materials and method have an impact on the environment, which in turn affects their decisions on what they use within there products. Ink based printing companies such a ‘Spectra Dyes’ use “ultra- pure dyes” which are low in chlorides, offering water-based line of pigments for environmental and ecological reasons according to their advertising. “They are safe, environmentally friendly and highly rinsable/ washable from both your skin and most fabrics”. (Savastano. 2018, p 17) These water-based inks are safer for the environment due to the pigment fibres being used to create them, which are all natural such as plant based, this is in contrast to synthetic dye which contains chemicals such as acid that is harmful to the environment.  

In contemporary society, designers have developed and grown a great deal, living in a new modern world which has technologically advanced through equipment as well as knowledge. Manufacturing digitally today has become something that is normal and a natural part of the production process. Technology now allows traditional handcrafted methods such as printmaking, to manipulate designs in a way in which artefacts can be used and reproduced multiple times with the exact same outcome.
As a designer today we are influenced by both society and technology regarding what is designed and or created. Psychologist Jacques Lacan (1977) developed a theory of how the human mind works when it comes to what we own; giving designers today an understanding of how people interpret what they create. Lacan’s book ‘Écrits: A Selection’ discusses how human perception of everyday objects are separated into three categories through emotion, desire and need. Emotion and desire relate to the attraction to different goods and also the ‘Esteem’ level of Maslow’s Hierarchy of Needs (Lester 2013, pp.15-17) which contrasts with the object that is not necessary for survival. An object can have an emotional influence over the consumer, which then prompts the purchaser to feel that they must own the item. This in theory, links to how society has influenced the way we react towards the artefacts that we are offered by designers. As a designer today, there is a constant pressure to develop and produce new designs. People are always constantly looking for what is next and contemporary. “Nowhere does it appear more clearly that man's desire finds its meaning in the desire of the other, not so much because the other holds the key to the object desired, as because the first object of desire is to be recognized by the other.” (Lacan, 1977 [1959], p. 58) This statement clearly illustrates how people desire what others own in a search to fit in with society and the trends that influence society as a whole. Linking also with level 3 of Maslow’s Hierarchy of needs ‘social needs’ that in the search for ‘belonginess’ people seek to fit in with society and trends. This is a natural part of human psychology to desire this feeling of belonging, an area that has been researched and supported by theorists such as Maslow and David Lester. (Lester. 2013, pp.15-17). On reflection, this need of belonging will also apply to the designers themselves, developing and creating products that have a sense of belonging within in each product market and the design industry itself.

In the future, designers are going to be put under more pressure to keep up with the latest technological advances and trends. How we actually create as designers will develop over time; from a present perspective technology and machinery has had a massive influence on how production occurs and is valued. Within the next 10 years, technology will only continue to develop and influence the way designers practice. Lacan’s theory regarding human consumption states that emotional desires and needs increase. Furthermore, people will let their emotions and desires effect their judgement with regard to the purchase of objects, rather than essential needs. “Desire requires the support of the fantasy, which operates as its mise en scène, where the fading subject faces the lost object that causes his/her desire (Lacan. 1977 [1959], pp. 313).” This attraction over survival will benefit designers, due to having a wider context of influence, which will affect the design of more products. This links back to the article ‘The Digital textiles ink market’ and how companies produce when clients such as retailers desire them; due to retailers being always under pressure to check up with new trends, there will always be a constant need for designers to produce more. By giving people so many options of the same product, people will not always purchase what they actually need or what they want, this means that the designer will always have somebody that will want what they are creating.

Maslow’s ‘Hierarchy of Needs’ (1999) social and esteem are two key needs which have an impact on designers and consumers regarding past, present and will continue within the future. These are the two needs which drives a person’s desires (in a commercial/ luxury product sense) social need being the desire to fit in ‘belonginess’ something which has been discussed within this essay. Then you have ‘esteem needs’ meaning the need of having achieved, independent status, respect from others. This is something, which within today’s society surrounds us, we naturally stride to do the best for ourselves. This applies within the designer’s world we look to achieve creating the new and different seeking the respect from our peers and or target audiences, which is why new technology such as digital manufacturing is so important, this being a way to achieve and create both fast and new developed ways of creating.

The methods and materials designers within the present use, will only continue to drive those in the future, and vice versa. We are currently living from the actions of generations before us. This in a sense applies for every action we choose both environmentally and emotionally they will continue to create pathways for what the future of design will look like and it will naturally form into part of a society. My opening quote summarises this essay, in that the role of the designer will continue to develop due to the social culture and technology. Lacan’s theory on human desires will continue to grow with the changing of both social trends and market responses. Through marketing and research designers can use both past and present information about how people today respond to designs and methods of production therefore benefiting them financially. Maslow’s Hierarchy of Needs levels of  ‘Esteem’ and ‘Social’, influences the choice that future clients desire as well and the designers mind set. ‘Esteem Needs’ drive designers to better themselves seeking the respect of others. As a designer, subconscious decisions have been made when it comes to how and what to use to create designs. Through the use of natural plant base fibred materials such as silk and cotton, and digital printing my designs in accordance to what has been asked for in order to reduce as much waste as possible. Digital manufacturing will develop technologically benefitting designers, clients and the environment.




Bibliography

Böhm, S. and Batta, A. (2010) ‘Just Doing It: Enjoying commodity fetishism with Lacan’, Organization, Vol.17(3), pp.345-361
Dimoulis, D. and Milios, J. (2004) ‘Commodity Fetishism vs. Capital Fetishism: Marxist Interpretations vis-à-vis Marx's Analyses in Capital’, Historical Materialism, Vol.12(3), pp.3-42
Flusser, V. (1999) The Shape of Things: a philosophy of design. London: Reaktion
Fuad-Luke, A. (2009) Design activism: Beautiful strangeness for a sustainable world. London: Earthscan
Hagerty, M. (1999) ‘Testing Maslow's Hierarchy of Needs: National Quality-of-Life Across Time’, Social Indicators Research, Vol.46(3), pp.249-271
Hudson, I. and Hudson, M. (2003) ‘Removing the Veil?: Commodity Fetishism, Fair Trade, and the Environment’, Organization & Environment, Vol.16(4), pp.413-430
Kinna, R (2000) William Morris: Art, Work and Leisure, ‘Journal of the History of Ideas’, Vol.61(3) pp.493- 497
Lacan, J. (1977) Écrits: A Selection [1959]  London: Tavistock.
Lester, D. (2013) ‘Measuring Maslow's Hierarchy of Needs’, Psychological Reports, Vol.113 (1), pp.15-17
Maturana and  Varela. (1998) The Tree of Knowledge: The biological roots of human understanding., London: Shambhala
Reeves, S, Goulden, M and Dingwell, R. (2016) The Future as a Design Problem ‘Massachusetts Institute of Technology’, Vol 32(3), pp. 6-17
Savastano, D (2018) The Digital Textiles Ink Market Continues To Grow, ‘Rodman Media’ ‘Ink World’, Vol.24(4), p.16-19

