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A new discipline of design is emerging from the needs
and forms of communication in the network economy.
“Experience design” is a discipline created by the reality of
communication today, when no point of contact has a sim-
ple beginning and end and all points of contact must have
meaning embedded in them.

Once graphic design dealt with the form of commu-
nication; communication design became the discipline
covering form and content. Now, experience design consid-
ers the form, content and context of communication
occurring over time. It recognizes the imperatives of brand
experience and the characteristics of the user’s experience.

When communication leaps across media at the
speed of electrons, meaning is the only true currency.
Design does not add value in this economy—design creates
value. Experience design is the purposeful creation of value
in the network economy, often through creating the rela-
tionships within the e-commerce world.

The tools of the experience designer lie in software,
hardware and the “wetware” of the human mind. The expe-
rience designer must combine the rigors of engineering
with the inspiration of high art. He or she must become
adept at the traditional skills of design, and engage in
dialogue with the virtuosos in the world of social science,
economics, architecture, theater and the narrative arts.

Each of the professional disciplines included in this
practice was once considered a discrete competency. Now
they are all involved in designing a customer experience

through the use of cross-disciplinary teams. These
professionals need to use a range of skills that stretch
the preconceptions of “design”: business strategy, user
research and marketing, behavioral sciences, creative
process diagramming, information and interaction
design and story-telling. One cannot underestimate the
importance of this final skill, since experience is about a
journey occurring over time.

The illustrations in this issue reflect the dimensions
of the experience design sector of the new economy, and
also a few of its applications. Inside the front cover, Nico
Macdonald’s information graphic demonstrates the growth
and consolidation of the profession, even in the short time
that system integration has been a concept at the cusp of
information technology and design.

Clement MoKs map of the professions that are
involved with digital and analogue media applied to
communication and product design (page 2) reveals the
challenge of defining a “profession” or “discipline” within
the requirements of the new economy.

Schindler Associates’ visualization of the dynamics
of a soccer match (page 3) reinforces both the value and
the necessity of effective information design in using the
Internet to document time-based experience.

The pioneers of experience design bring academic,
practical and visionary perspectives to the profession.
They recognize the need to develop a base of research and
are adamant about improving the metrics available to
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Design: Clement Mok, Sapient

Experience design, as a discipline, involves the skills associated in the past
with many discrete professions. In this respect, it is an exemplar of the team-
oriented, cross-disciplinary challenges of the new economy. The highlighted
professions in this diagram are actively involved in the new field of experi-
ence design and are welcome participants in AIGA Experience Design.

Product Design
Creating the Value Proposition
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Design: Schindler + Associates/Openforma for Quokka Labs, Quokka Sports, Inc.

Experience design can involve an Internet experience that in turn
either replicates or enhances a real event—like a soccer game (above).
In this real-time “box score” created by Schindler + Associates for
Quokka Labs, time moves along the x-axis and the space of the field

is represented along the y-axis. Penetration toward the goal and pos-
session information can be understood through the red and white
areas; a change in color indicates a change in possession and the
height of the curve along the y-axis indicates position of the ball on
the field. Numbered circles indicate goals scored. A mouse-over reveals
an animation of the ball-trail of that goal with players in position.

A critical attribute of effective experience design involves using infor-
mation design techniques to make the complex clear. This skill may be
reflected in the clarity with which one discovers how to navigate a
website or it can mean presenting information effectively. The design
firm SamataMason, for instance, uses a series of “opinion metrics”
(page 4) to analyze and graphically represent the “stickiness” and
efficacy of its clients’ websites.
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Design: SamataMason

monitor a website’s effectiveness. SamataMason's opinion increasingly digital and connected. AIGA is firmly committed
metrics (above) draw on the visual advantage of information  to helping this community of practice and the businesses
design to make the complex patterns of use more clear. that are their clients understand the nature and challenges of
Each of these illustrations represents a window into “experience design?” AIGA plans to develop professional and

areas of exploration that will be addressed in this and ethical standards, educational expectations and channels for

future issues of Gain. They are artifacts or clues that
begin to give a sense of the dimensions and character-
istics of this melding of design and technology.

AIGA has encouraged the creation of a community of
experience design practitioners—the Experience Design
Forum—who are challenged to design for a world that is

communicating critical thinking about experience design.

Gain: AIGA Journal of Design for the Network Economy
is one of the channels AIGA is using to develop a firmer
understanding of the process of experience design, the role
of the “designer” on teams and the value of effective design
to the business community.

Richard Grefé
Executive director
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