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In recent years, design has understood as a key element of corporate
resource of competiveness. Expressing the identity of products, creating
brands, establishing image and differentiating products are the main reasons
that companies have introduced design. Global success of companies
practicing Design Strategy (from Product design to Service design are
included) has led to design spreading to many other fields in which design
has not traditionally been so deeply involved. There is now a strong
relationship between design and business.

In order to promote the transformation of business through design, it is
said to be necessary to accept and understand the Design Attitudes (Boland
and Collopy, 2004; Michlewski, 2015) that designers possess. However, there
is insufficient discussion about what specifically constitutes these Design
Attitudes. Additionally, it is assumed there is an international difference
within Design Attitudes arising from differing systems, scope of the work and
contexts of the profession, yet this has not been examined theoretically.

Accordingly, this study will attempt to create a theory of the elements of
Design Attitudes by using a Grounded Theory Approach, and derive a

hypothesis for Design Attitudes theories for Japanese profession.



