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Piπe/By Tatjana Jallard BartakoviÊ

Æeli li se hrvatski proizvod izdvojiti kao konkurentan i tako biti

prepoznat na globalnome zasiÊenom træiπtu, osim kvalitete svojih

sirovina ipak mora uloæiti u svoju razliËitost, osobitost i pojavnost

preko politike dizajna kao osnove gospodarskog razvoja.

If the Croatian product is to be distinguished as competitive and

thus be recognized on the surfeited global market, in addition to

the quality of its raw materials it must also invest in its

distinctiveness, uniqueness and presence through the design

policy as the basis for economic development.
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za svakoga uspjeπnoga gospodarstva
nalazi se dizajn kao neizostavni dio kon-
kurentnog proizvoda. Strategiju dizaj-

na danas provode najrazvijenije zemlje poput
Finske, Danske, ©vedske, SAD-a, Velike Bri-
tanije, NjemaËke, Japana, Koreje itd., a dizaj-
nom se koriste joπ od kraja Drugoga svjetskog
rata radi gradnje novoga, suvremenijega i
odræivoga gospodarstva. Tada su se poËeli
osnivati prvi dizajnerski centri u svijetu, a osnov-
na im je zadaÊa bila implementacija dizajna u
gospodarstvo, odnosno poticanje razvoja no-
vih proizvoda i usluga u kojima dizajn nije sa-
mo dio kozmetiËkog tretmana, nego integrira-
ni dio cjelovitoga razvojnog procesa, gdje se
zbog postojeÊeg dizajna moæe govoriti o kva-
litetno proizvedenome i kvalitetno oblikovano-
me proizvodu, a zato i o njegovoj dodatnoj vri-
jednosti kojom konkurira na træiπtu.
Finska je primjerice prije πezdesetak godina
odluËila da dizajn bude dio njezina nacional-
nog identiteta, stvarajuÊi od nedostatka svojih
prirodnih bogatstva prednost upravo s pomo-
Êu dizajna, koji je maksimalno iskoristio posto-
jeÊe sirovine i oblikovanjem sagradio danas sv-
jetski poznate proizvode obavijene legendom
o finskom dizajnu.
Tranzicija iz javnoga u privatno vlasniπtvo u
Hrvatskoj nije u svom procesu obuhvatila di-
zajn te je on kao sredstvo za poveÊanje do-
datne vrijednosti, a time i konkurentne priv-
rede, ostao potpuno neiskoriπten. Posebice
kao ispit postojanja svake uspjeπne proi-
zvodnje.
Zato je Hrvatsko dizajnersko druπtvo kao
krovna strukovna udruga pokrenula osniva-
nje Hrvatskog dizajn centra, komunikacijsko
informacijskog prostora za dizajn kao posred-
nika izmeu dizajna, gospodarstva i vlade.
Pokrenut je i prvi ledolomalaËki projekt dizajna
Hrvatskog dizajn centra, u suradnji s Centrom
za razvoj i promicanje drvne industrije iz Rije-
ke, temeljen na uspjeπnom nordijskom primje-
ru, a usmjeren na implementaciju dizajna u do-
maÊu drvnu industriju koja uza svu kvalitetnu
drvnu masu i osnovnu infrastrukturu za prera-
du sirovine, uglavnom izvozi samo sirovinu ili
proizvode niæeg stupnja obrade, tako da Ëak i
neki od najveÊih hrvatskih proizvoaËa na-

mjeπtaja znaËajan prihod ostvaruju upravo pro-
dajom poluproizvoda ili drvne mase.
Projektu Dizajn za odræivi razvoj pridruæilo se
tridesetak hrvatskih dizajnera, Ëiji je zadatak bio
oblikovati dijelove opreme za stan i turistiËke
objekte. TuristiËki je sektor joπ jedna od hrvat-
skih industrija πto nije iskoristila svoj potencijal,
unutar kojega je kvalitetno dizajniran namjeπtaj
domaÊih dizajnera, koji su proizveli hrvatski pro-
izvoaËi, nuædan za konkurentnost njezine po-
nude i uspostavu nacionalnog samopouzda-
nja. Legendarni finski dizajner prof. Yrjö Kuk-
kapuro, jedan od utemeljitelja finskog dizajna,
izabrao je one radove koji zadovoljavaju krite-
rije dobrog dizajna i stoga u sebi nose træiπni
potencijal.
Odabrani proizvodi oblikovani su ne sluæeÊi se
stylingom i brzim starenjem proizvoda, nego
je teænja bila na istraæivanju novih tipologija u
potrazi za kvalitetnijim æivljenjenjm preko kvali-
tete dizajna, imajuÊi na umu moguÊnosti hrvat-
skih proizvoaËa i distributera te primjenom na-
vedenih naËela dugoroËno smanjivati potroπnju
i stvarati preduvjete za odræivi razvoj i ekono-
miju.
DugoroËni cilj ovoga petogodiπnjeg projekta
oblikovanje je prepoznatljive hrvatske drvne in-
dustrije koja Êe biti referentna kvalitetno obli-
kovanim i proizvedenim namjeπtajem, te jasno
pozicionirana na domaÊem i inozemnom
træiπtu.
Æeli li se hrvatski proizvod izdvojiti kao konku-
rentan i tako biti prepoznat na globalnome za-
siÊenom træiπtu, osim kvalitete svojih sirovina
ipak mora uloæiti u svoju razliËitost, osobitost i
pojavnost preko politike dizajna kao osnove
gospodarskog razvoja.
I stoga Êe Hrvatski dizajn centar educirati i po-
ticati pravilnu uporabu dizajna pri razvoju no-
vih proizvoda i usluga kao kljuËno strateπko
sredstvo za stvaranje konkurentnoga hrvat-
skog proizvoda, koji je ujedno i odraz njezine
kulture.                                                        ■

esign is behind all successful econo-
mies, as an essential part of a com-
petitive product. The design strategy

is today applied by the most developed coun-
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tries such as Finland, Denmark, Sweden, USA,
UK, Germany, Japan, Korea etc., and they ha-
ve been using design since the end of World
War II to build a new, more modern and susta-
inable economy. It was at that time that the
first designer centers in the world were esta-
blished, and their primary mission was to ap-
ply design to the economy, that is, to encou-
rage the development of new products and
services in which design is not just a part of
the cosmetic treatment, but an integral part of
a comprehensive development process, whe-
re the existing design allows one to talk about
a well-produced and well-formed product, and
therefore about the added value with which it
competes on the market.
For example, some sixty years ago, Finland
decided to make design a part of its national
identity, creating an advantage from its lack of
natural resources with the aid of design, using
the existing raw materials to the maximum, and
building products which are today well known
around the world and shrouded in the legend
of Finnish design.
The transition from public to private ownership
in Croatia did not encompass design, and this
therefore has remained completely underused
as a means of increasing added value, and
thus enhancing the competitive economy. Par-
ticularly as the test of existence of any success-
ful production.
For this reason the Croatian Designers’ Soci-
ety, as the umbrella professional association,
initiated the establishment of the Croatian
Design Center, a communication and informa-
tion design zone, functioning as the mediator
between design, economy and the govern-
ment.
The first ice-breaking design project of the
Croatian Design Center was also started in
cooperation with the Center for Development
and Promotion of the Wood and Timber
Industry in Rijeka, based on the successful
Nordic example and aimed at implementing
design within the Croatian wood and timber
industry. This industry, despite the quantity
of high-quality timber and a basic infra-
structure for  processing the raw material,
exports mainly raw materials or products of
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low processing levels, and thus even some of
the major Croatian furniture producers earn a
large part of their income from the sales of
semi-finished products or timber bulk.
About 30 Croatian designers joined the Design
for Sustainable Development Project, and their
task was to design parts of equipment for apart-
ments and tourist facilities. The tourism sector
is another Croatian industry which has not used

its full potential, and within it well-designed
furniture by Croatian designers, produced by
Croatian producers, is essential for the com-
petitiveness of its supply and the restoration
of national confidence.
The legendary Finnish designer, Professor Yrjö
Kukkapuro, one of the founders of Finnish design,
selected the works meeting the criteria of good
design and therefore holding market potential.

Selected products were designed without
using styling and rapid product aging, but
the aim was to explore new typologies in se-
arch of a better quality of living through a
better quality of design. This project keeps
in mind the possibilities of Croatian produ-
cers and distributors, and, through applying
the above principles, aims at reducing long-
term consumption and creating the conditi-
ons for sustainable development and eco-
nomy.
The long-term goal of this five-year project
is to shape a recognizable Croatian wood
and timber industry which would be referen-
tial by its quality designed and produced fur-
niture, and clearly positioned on the Croati-
an and international markets.
If the Croatian product is to be distinguished
as competitive and thus be recognized on
the surfeited global market, in addition to the
quality of its raw materials it must also inve-
st in its distinctiveness, uniqueness and pre-
sence through the design policy as the ba-
sis for economic development.
The Croatian Design Center will therefore
educate and encourage the correct use of
design in developing new products and ser-
vices as the key strategic means for crea-
ting a competitive Croatian product, which
will also reflect Croatia’s culture.                ■
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