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Angelos Arnis
About the creator Angelos (he/him/hän) is a strategic designer focusing on delivering 

experiences with humane principles. For the past 10 years, he has 

been working with product/service companies and startups, both in 

early and high growth stages.



Angelos is currently changing the ways of working at Posti Group, 

Finland’s postal service. He is a co-founder at Joint Frontiers, and a 

co-host of 'Human, the designer'. Additionally, community organizer at 

IxDA Helsinki, as well as an alumnus conference organizer of Joint 

Futures, DSCONF, & Junction Hackathon. In his free time, he enjoys 

making music, and playing computer games.
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About this report
The State of DesignOps 2021 report is the inaugural edition of a 

study that will study the field of Design Operations professionals 

and report on how it evolves.



In this report I collected data from over 200 professionals and 

engaged them through the design communities in Slack, Linkedin 

and Twitter. This was a fairly good number of responses given the 

fact that the only outreach was free engagement through reaching 

out publicly and in channels, and without marketing (or budget!) 

involved. 



I made this study in the hopes that it will provide insights to 

people who are starting the practice, people who want to evolve 

their practice and people who want to evolve the community 

itself.



A lot of improvements are already noted for the next report that 

will happen in 2022!

–04– 

of the respodents are currently satisfied with how 

DesignOps is used to make decisions in their 

company.
38%

of the respodents have been remote since 

COVID while only 31% of them are having plans to 

return to the office either fully or part-time.
90%

of the respodents say that they have made 

changes in their design strategy in order to adress 

Diversity, Equity, and Inclusion (DEI) issues, while 

33% of them report that they are already doing 

something, and 23% of them would like to do 

something.

32%



The audience
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For the inaugural 2021 State of DesignOps report, more than 200 

people from all over the world participated in the research. 57% of 

them identify as a DesignOps professional. 62% of them identify 

as a lead, manager, or director level of role within their company.



47% of the participants are 35 to 44 years old. The majority of the 

participants are highly educated with 71% of them having an 

undergraduate or graduate degree. An interesting highlight here is 

that only 31% of the participants pursued a design degree. 



More than half of the participants live in the U.S. (53%), with the 

second biggest audience being Europe (21%). 



More than half of the participants identified as white (56%). The 

next two segments being Hispanic/Latinx (16%), and Asian (9%).
211 participants 34 countries 21% non US or EU 37% non white
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DesignOps

professionals



Location
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Participants from 34 countries globally 

helped to shape our understanding of 

the DesignOps profession in their 

companies. 



More than half of the participants taking 

part in the research live in the U.S. (53%), 

with the second biggest segment being 

Europe (21%).



Gender Identity
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Almost half of the respodents identify as 

women while 45% of them identify as 

men. 5% of the responders identify as 

Genderqueer/Gender 

nonconforming/non-binary or prefer not 

to share their gender.

3.79%
1.42%

Genderqueer/

Gender non-conforming/

Non-binary

Prefer not to say Male/Man Female/Woman

45.02%
49.76%



Racial/Ethnic Identity
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More than half of the respondents identified as white 

(56%). The next two segments being Hispanic/Latinx 

(16%), and Asian (9%).



This question was a multiple choice selection with the 

audience also having an option to input their own 

answer. 



Here is a sample of what people wrote on the open-

ended option:

 Ashkenazi Ukrainian Je

 Filipin

 Coloured

1.42%

African American/ 
Black

3.32%

Something else

3.32%

Mixed race

3.79%

Desi/Indian

6.64%

Prefer not to say

9%

Asian

16.11%

Hispanic/Latinx

56.4%

White



Age
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47% of the participants are 35 to 44 years old. Overall, 

the majority of the participants were between 25 to 54 

and while there is no clear correlation of age and 

salary, it is clear that with more experience a bigger 

salary is secured.



You can refer to slide 80 (appendix) to take a look at 

that graph. 46.92%

18-24 25-34 35-44 45-54 55-64 65-74

19.43%

31.75%

0.47% 0.95% 0.47%



Education

–11– 

Participants of this report are highly educated in the 

traditional sense, with the majority of them having an 

undergraduate (bachelors), graduate (masters) or post-

graduate degree (post-doctorate).



High-school or

equivalent

Technical or

occupational 


certificate

College Undergraduate

degree

Graduate

degree

Post-graduate

degree

36.49%

14.69%

34.6%

10.9%1.42% 1.9%



Specialization
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When asked whether or not participants held a degree 

or certification in User Experience or Human-

Computer Interaction, 69% reported they do not.



31% hold a degree or certification, however this is no 

indication of bigger salary as observed on the graph 

on page 82

User Experience or Human-
Computer Interaction 

Specialization

31.28%

No specialization

68.72%



Role seniority

–13– 

When breaking down the level of the role in 

DesignOps, participants weighted towards describing 

their role as a Manager (24%), Sr/Director (19%), and 

Lead (18%).

24.17%

Manager

19.91%

Director/Sr Director

18.48%

Lead

12.32%

Senior

9%

Individual contributor

6.64%

Head/VP/Senior VP

4.27%

Mid-level

2.37%

Principal

1.42%

C-Level founder

1.42%

Junior



Title description
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When asked to choose the closest function to 

describe their title, more than half say that they are 

“DesignOps” professionals (57%), while the closest 

second majority identify as Product/UX design (31%).

56.87%

Design Operations

30.81%

Product design/UX Design

4.27%

Customer Experience 
/Operations /Support

3.32%

Design research

2.37%

Design & Program 
management

1.9%

Design StrategyExec. Head 
of design

0.47%



Previous role
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Before becoming DesignOps professionals, most 

participants indicated they came from a Design 

background. 



The biggest majority reports coming from the craft 

side (39%), while the second biggest group is coming 

from the management side (28%). A third group is 

coming from either project, program or product 

management (18%).

Recruitment


0.47%

Marketing


1.42%

Account 
management

1.9%

Business 
development

2.37%

Design research


2.37%

Other


4.74%

Project 
/Program 
/Product 

Management

18.01%

Design 
management

28.44%

Design


39.34%



Previous role: Origins
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Before becoming DesignOps professionals, most of 

the participants came from in-house roles (53%), while 

many came also from agency background (25.5%).



This question had an open ended answer so some 

participants shared that they have been in both 

“worlds” before their career change to the current 

role.

Consultancy

1.9%

None

3.79%

Both

6.16%

Other

9.48%

Agency

25.59%

In-house

53.08%



Percentage of job involving 

DesignOps
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Although 32% of the participants identify that 100% of 

their job involves DesignOps, 68% say that their role 

involves responsibilities outside of what they would 

consider DesignOps.

25-49%

25.12%

10-24%

13.74%

50-79

16.59%

80-99

12.8%

Nearly 100%

31.75%
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Percentage of time working 
on strategy
When asked to estimate what percentage of their job 

is strategic (vision, planning, etc), most of the 

participants answered that they spend less time doing 

such work at least not on full-time scale. 



Still, the majority of the respondents identify that part 

of their work is strategic which is a positive sign.

25-49%

28.91%

10-24%

27.96%

50-79

31.75%

80-99

8.53%

Nearly 100%

2.84%
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Years of professional 

experience
There seems to be a tie between 2 options and the 

majority of the respondents were split between 10 to 

14 years and 15-20 years of experience. 



It is interesting to observe though that when 

comparing years of experience with salary, It is clear 

that an increase of experience (10+ years) also means 

an increase in pay as shown on slide 80.

Less than 1

year

0.47%

5-9 years

19.91%

1-4 years

4.74%

10-14 years

30.33%

15-20 years

30.33%

21+ years

14.22%
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Time in current role
More than half of the participants seem to be fairly 

new at their job (24% being less than a year & 29% 

being 1 to 2 years at their current job). This is not a 

surprise since DesignOps is considered to be a 

relatively new practice. 



That being said, it seems there is a growing group of 

people who have been in this role 3-7 years as well. 

3-4 years

21.8%

1-2 years

29.38%

Less than 1 year

24.64%

5-7 years

18.96%

8-10 years

3.79%

11+ years

1.42%
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Salary
DesignOps practice is a highly paid job and in this 

graph we observe that the majority of the participants 

have jobs that pay between $100,000 and $200,000 

per year.



this being said, compensation is directly tied to 

location, with US having the highest paying positions. 

You can see this comparison on slide 74.

$50,000-$74999

14.22%

$25,000-$49,000

6.64%

$24,999 or less

4.74%

$75,000-$99,999

10.9%

$100,000-$149,000

21.33%

$150,000-$200,000

21.8%

More than 
$200,000

18.48%



–22– 

Weekly hours spent at work
Work-life balance is also a trend this has been 

identified within the companies where a majority of 

our participants come from, since over half of them 

work for 40 hours or less.



It is interesting to observe what this graph means in 

comparison to location and you can see the results in 

slide 83.

41-50 hours

31.28%

40 hours

48.82%

Less than 40 hours

7.58%

51-60 hours

10.43%

61+ hours

1.9%
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Design Teams
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Industry
The majority of the respondents seem to be working in 

tech, financial services, or design while all the other 

industries share a 30% split.



In slide 81 you can see a comparison of industry and 

salary.

Tech 39.81%

Financial services 16.11%

Design 9.95%

Medicine, Health, & Wellness 3.79%

Telecommunications 2.84%

Entertainment 2.84%

Retail 2.37%

Auto & Trasportation 2.37%

Real Estate 1.9%

Insurance 1.9%

Government Administration 1.9%

Education 1.9%

Marketing & Advertising 1.42%

Logistics & Supply chain 1.42%

Food & Beverages 1.42%

Consumer goods 1.42%

Civil & Social Organization 0.95%

Non-profit 0.47%

Media 0.47%

Hospitality & Tourism 0.47%

Consumer Services 0.47%

Other 3.79%
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Company type
Most of the respondents work in enterprise (61%) 

which is something that makes sense when you think 

that DesignOps usually comes with scaling design 

teams. 



Following enterprise, post series-C startups are 

beginning to focus on DesignOps.

Enterprise 61.61%

Startup/Tech 
(post series-C)

13.74%

Design Studio 7.58%

Startup/Tech 
(pre series-C) 6.16%

Large agency 5.21%

Government 
agency

2.37%

Freelance/
Contract

2.37%

Consultancy 0.95%
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Company size
When asked about the size of company the participant 

worked at, companies with higher than 1,000 

employees take the lead as to where DesignOps is a 

more prominent practice. This is a clear data point as 

to the importance of building a designops team when 

the company, and specifically design teams, scale. 

Just me

0.47%

1000-4999

21.33%

5000-9999

12.32%

500-999

7.58%

200-499

5.69%

50-199

6.64%

10-49

8.53%

2-9

1.9%

10000-19999

8.06%

20000+

27.49%
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Design organization size
According to the respondents, DesignOps is usually 

implemented within design teams as small as 1 person 

and as large as 5,000 team members. There appears 

to be a drop-off after 5,000 design team members, 

however this could also be a result that our 

respondents do not work at these larger organizations. 

5000-19999 0.95%

20000+ 0.47%

200-499 10.43%

500-999 3.32%

100-199 14.22%

50-99 17.06%

20-49 20.38%

10-19 8.53%

1-9 18.48%

1000-4999 6.64%
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In which departments

design is embedded
It is evident that most responders work within a 

product organization, however other creative 

organizations such Design Studio, Brand and Marketing 

are gaining momentum and starting to implement 

DesignOps. 

Design Studio

36.02%

Brand

36.97%

Corp Branding

Exec 

Presentations

23.22%

Other

13.27%

Marketing

44.08%

Product

72.51%



–29– 

DesignOps team size

2000+ 0.47%

None 10.43%

100-199 3.32%

200-999 0.95%

50-99 1.9%

20-49 7.58%

10-19 7.11%

5-9 14.69%

1-4 53.55%

1000-1999 0.47%

DesignOps teams tend to be relatively small among 

the respondents with about 67% of them being 

between 1 to 9 people. 



It is quite interesting to also observe that a 10% 

indentifies that they do not have DesignOps team and 

likely designers in the design team are sharing 

DesignOps responsibilities. 
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The DesignOps

practice
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Workstreams DesignOps 

collaborating with
This question was a multiple choice. ResearchOps, 

ProductOps, and TeamOps (and a bit less 

CreativeOps) seem to share a working relationship 

with DesignOps in most responders’ companies.



Some respondents chose other answers as well and 

some of those workstreams were identified as; 

AccessibilityOps, Technical Program Management, 

and PeopleOps

TeamOps

54.5%

CreativeOps

40.76%

DevOps

25.12%

ResearchOps

59.72%

Other

8.06%

ProductOps

55.45%
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Structure of DesignOps 

in organizations
For more than half of the responders (58%) DesignOps 

is a part of the Design team while for 30% of the 

responders, DesignOps is centralized, meaning that it 

is its own function.

Centralized 


(own function)

30.33%

Part of the design 

team

57.82%

Decentralized 

(working in teams)

7.58%

Other

0.95%

No formal 

DesignOps practice

0.95%

Hybrid

0.95%

Consultancy

0.47%
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DesignOps reporting 
structure
For the majority of the responders DesignOps reports 

to senior leadership, or to DesignOps leadership if it’s 

established within those companies.



For some responders, DesignOps people report to 

more traditional leadership like business directors, line 

managers, and business operations.

No one 1.42%

Other 4.27%

Head of Product /Operations 
/Engineering etc

3.32%

Head of DesignOps 
/DesignOps Lead etc

40.76%

Head of Design /VP /COO 
/COS etc 

48.34%
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Teams DesignOps supports

outside of Design
This question was a multiple choice. The majority of 

the respondents (76%) heavily supports product 

people, while the other functions hold a significant 

share as well. 



Participants that chose “other” as an option reported 

into: policy, content, HR, and employee experience.

Marketing

38.86%

Brand

32.7%

Sales

21.33%

Product

75.83%

Other

15.17%

Engineering

45.02%
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Years taken to establish 

DesignOps
Most Respondents managed to establish DesignOps 

as a practice in their company, with around 46% 

reporting that they created the DesignOps practice in 

less than 1 year to 2 years.

2-4 years

25.59%

1-2 years

32.23%

Less than a year

14.69%

I don’t know

16.59%

5+ years

10.9%
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People involved in 

DesignOps activities
When asked to report about the number of people 

involved in DesignOps activities (without those people 

necessarily involved in DesignOps as a role, there are 

no clear differences with the question of the 

DesignOps team size (slide 29). 



It certainly seems that many times more people are 

involved in DesignOps activities but the numbers are 

significantly different

20-49 10.43%

200-499 0.47%

500-999 1.42%

1000+ 1.42%

10-19 16.59%

5-9 21.33%

1-4 37.44%

50-99 3.79%

0 3.32%

100-199 3.79%
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DesignOps 

activities
As defined by Rachel Posman, “A pocket guide to Design Operations”
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Aspects of communications

for DesignOps work

Respondents and their DesignOps activities are 

involved in the design organizations communication 

practices. More than half of the respondents report 

that DesignOps is involved in internal and leadership 

communications, as well as status and team updates.



When chosen the option “other” respondents report 

doing external communications (such as design team 

landing pages, twitter accounts, and external facing 

blogs).

Status updates

74.88%

Team updates

86.73%

Leadership 

communications

65.88%

Amplifying internal 

communications

52.61%

Newsletters

35.07%

Quarterly business 

reviews

29.38%

None of the above

5.69%

Other

2.84%
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Aspects of tools, systems, 

processes for DesignOps work
As you'll see here Design System management and 

processes are heavily relied upon job tasks while agile 

management and dashboards are less of a focus.



Some respondents also reported that they are 

involved in localization, and accessibility.

Workflows & 

Working models

77.25%

83.41%

Design SystemsPlaybooks & 

toolkits

76.78%

Critiques & reviews

71.09%

Tool enablement

69.19%

Tool management

67.3%

Agile management

52.13%

Dashboards

35.55%

Other

0.95%
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Aspects of team growth & 

learning for DesignOps work
Most of the respondents report that DesignOps is 

involved with knowledge sharing, onboarding, and 

training & skill building. Other aspects seem to be also 

used by many teams, but less reported than these 3.

Onboarding

80.57%
86.73%

Knowledge sharingTraining & skill 

building

70.62%

Enablement

46.92%

Conferences

41.71%

Talent reviews

37.91%

Speakers

35.07%

None of the above

3.32%

Other

2.37%
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Aspects of community & 

culture building for DesignOps work
It is a positive sign to see that so many DesignOps 

teams deal with team health (69%) and recognition 

(59%). Additionally teams put a lot of notice in internal 

and external events, plus operationalizing values.

Recognition

59.24%

69.19%

Team healthInternal & external 

events

55.45%

Operationalizing 

values

51.66%

External voice of 

design

35.07%

None of the above

10.43%

Other

1.42%
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Aspects of partnerships 

for DesignOps work
When asked who DesignOps partners with, about 50% 

mention they deal with HR & Recruiting the most. 



It is interesting to observe that about 27% of the 

respondents do not deal with any cross-functional 

organizations, which means they are solely working 

within the design organization.

HR

49.76%

55.92%

RecruitingAgencies & vendors

45.02%

Finance

38.39%

Legal

27.96%

Facilties

23.22%

Non-profits

7.58%

None of the above

27.01%

Other

4.27%
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Aspects of products &

programs for DesignOps work
Most participants responded here that they deal with 

planning (80%), prioritization (77%), tracking (70%), and 

measuring impact (59%), while many of them also deal 

with intake (new projects, products etc)

Prioritization

77.25% 80.09%

PlanningTracking

69.67%

Measuring impact

59.24%

Intake

43.13%

None of the above

6.16%

Other

0.47%
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Aspects of guidelines &

governance for DesignOps work
Most respondents report that DesignOps in their 

companies is focusing on best practices, and 

templates. Many of the responders report also dealing 

with brand guidelines and budget policies, but on a 

lower scale.

Templates

79.62% 81.52%

Best practicesBrand guidelines

52.61%

Budget policies

29.86%

Travel policies

17.54%

None of the above

3.79%

Other

2.84%
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Design team 
tools
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Tools for design
Figma seems to be the primary tool for design work for 

participants’ design teams (79%). Sketch is the runner-

up (41%), while Invision Studio and Adobe XD follow a 

bit behind.



In the “other” option participants reported the 

following tools additionally: SolidWorks, Protopie, 

Axure, Framer, After Effects, Abstract. & Zeplin.

Sketch

41.71%

Figma

78.67%

Invision Studio

25.12%

Adobe XD

20.38%

Principle

11.37%

Other

8.53%
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Tools for collaboration
When it comes to collaboration there seems to be a 

clear favorite as well to the respondents’ teams. 62% 

of them report that they use Miro for collaboration 

while while Mural trails behind in the second spot. 



In this question the “other” option was also high and 

participants reported some other tools they are using 

as well: Whimsical, Freehand, Figma, Figjam, Monday, 

Teams, Wrike, Lucid Spark, etc.

Mural

25.59%

Miro

61.61%

Other

18.01%

Jamboard (Google)

6.64%

Whiteboard 

(Microsoft)

6.64%
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Tools for document creation
When teams working with documents, participants 

answered that they mostly use Google Docs, and 

Microsoft Suite. Many participants use native mac 

office tools, however a lot of them are using also other 

tools.



When chosen the “other” option participants reported 

the following tools: Confluence, Notion, Figma, Slite, 

Coda, and internally custom made tools.

Microsoft Suite

41.23%

54.5%

Google DocsKeynote /Numbers 

/Pages

21.33%

Other

14.69%

Libre Office

0.47%
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Tools for documentation
The Atlassian tools take the lead here with Confluence 

and Jira being the most used tools.



In this question the “other” option was high with 

respondents reporting the following tools: Quip, 

Google Docs, Docusaurus, Figma, Notion, Teams, Aha, 

and Wrike.


Jira

25.59%

Confluence

61.61%

Zeroheight

7.58%

Sharepoint

24.64%

Airtable

16.59%

Other

28.44%
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Tools for task management
This is the question that this research missed by a lot! 

When asked what tools participants and their teams 

use for task management, most responded with 

“other”. 



Tools reported: Jira (most reported), Kanban, 

Microsoft Planner, Airtable, Wrike, and Monday.

Asana

14.69%

Trello

23.7%

Notion

13.27%

Notes

6.64%

Other

53.55%
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Tools for communications
When it comes to communications, Slack is takes the 

lead with 74% of the participants reporting that they 

and their teams are using it. Runner-ups are Zoom and 

Teams.



When choosing “other” participants reported the 

following tools: Google meet & chat, WhatsApp, 

GoToMeeting, BlueJeans, Telegram, Around, 

Symphony, WebEx, Loom, Mattermost, Chime, and 

email.

Zoom

42.65%

74.41%

SlackTeams

33.18%

Skype

7.58%

Other

13.74%

Discord

2.37%
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Tools for file management
In this question Google drive takes the lead, while 

OneDrive is the runner-up. 



Some participants reported also in the “other” option 

the following tools: OraDocs, Abstract, Bitbucket, 

Sharepoint, Intralinks, 

OneDrive

28.91%

51.66%

Google DriveDropbox

13.74%

Corporate Drive

13.74%

Box

9%

Other

8.06%
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Tools for cataloguing findings
Most of the participants use a variety of tools to 

document their findings for their companies and 

teams. Mostly reported are presentations, documents, 

collaborative tools and spreadsheets. 



In this question the “other” option was high with 

respondents reporting the following tools: Coda, 

Monday, Notion, Airtable.

Documents

67.77%

78.67%

PresentationsCollaborative tools

56.87%

Spreadsheets

54.98%

Specialized tools

12.32%

Other

2.37%
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DesignOps in 

context
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DesignOps yearly budget
This question shows us that most DesignOps spending 

is done within the overall Design budget and has no 

separate allocation.

$0-$999 6.16%

$1,000-$4,999 2.37%

$5,000-$9,999 1.9%

$50,000-$79,999 1.9%

$80,000-$149,000 4.27%

$150,000+ 7.58%

I don’t know 32.23%

No separate budget 
(or no budget)

40.76%

$10,000-$24,999 1.42%

$25,000-$49,999 1.42%
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Yearly budget changes
Similarly with the question above (Slide 55) in this 

question we do not have a clear picture whether there 

were any budget changes. Most of the participants 

reported that there is no separate budget (or no 

budget), or they would not know.

No separate budget (or no 
budget) for DesignOps 40.76%

Our DesignOps budget 
did not change 10.43%

Our DesignOps budget 
increased significantly 8.06%

Our DesignOps budget 

increased slightly

6.16%

Our DesignOps budget 

reduced slightly

4.74%

Our DesignOps budget 
reduced significantly

3.79%

I don’t know 26.07%
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Hiring with DEI initiatives 

in company
On the question “Does your company make an active 

effort to hire with Diversity, Inclusion, & Equity 

initiatives in mind?” we see that most respondents 

report that their companies are indeed making efforts


that range from “enough” to “everything we can”. 



Of course, we have to keep in mind the groups that 

are represented, when it comes to gender and race.

4

23.22%

34.12%

5


(Everything we can)

3 

27.01%

(enough)

2

9.95%

1

2.37%

0 

(Not enough)

3.32%
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Hiring with DEI initiatives 

in design organization
When you dive deeper into the design itself, the teams 

seem to be more conscious about how they are hiring 

with DEI initiatives. That is not to say that we do not 

need to work harder on this (considering again the 

gender and race demographics of the respondents).

4

31.75%

38.39%

5


(Everything we can)

3

16.11%

2

7.11%

1

2.84%

0


(Not enough)

3.79%

(enough)
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Ensuring DEI initiatives

are happening
Most of the respondents (78%) identified that they are 

making tangible efforts to recruit diverse employees in 

all levels.



Rooney Rule is a policy requiring every team with a 

senior level vacancy to interview at least one or more 

diverse candidates on senior level candidates.



When answering the option “other” respondents 

mention the following efforts as well

 Our company has a team dedicated to Diversity, 

Inclusion and Belongin

 Black Economic Empowerment legislatio

 Our HR department looks at resumes without 

names as an example


We make tangible efforts 
to recruit diverse 

employees in all levels
78.2%

We practice the 
Rooney Rule

7.58%

A mix of concepts 0.95%

I don’t know 2.37%

We don’t 5.69%

Other 5.21%
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Changes in personnel due 

to COVID-19
For most respondents when the pandemic hit, they 

saw temporary pauses in hiring, something that luckily 

did not become the norm afterwards. For many 

respondents hiring continued normally as well, and in 

many cases teams had to hire more people than 

anticipated. 



Unfortunately 13% of the respondents saw also layoffs 

in their companies.

We temporarily paused 
hiring but have since 

picked it back up
27.49%

We hired normally 19.91%

We had to hire more 
people than anticipated 18.48%

There were layoffs with 

no return date

13.27%

We hired people but not

as many as planned

7.58%

I don’t know
8.53%

There were layoff or 
forloughs with a set 

return date
2.84%

We paused hiring 
indefinitely 1.9%
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Changes in compensation &

benefits due to COVID-19
Luckily for a big chunk of the respondents (65%) their 

compensation and benefits were not affected by the 

pandemic (however that also perhaps means that they 

did not get something more in return for such a 

difficult situation). A few respondents (11%) answer that 

they took a pay increase.

No my compensation 
and benefits were not 

affected
64.93%

Yes I took a pay increase 11.37%

Yes key benefits were 
scaled back or 

eliminated
7.58%

Yes a pay increase I was 
expecting was deferred 5.69%

Other 4.27%

Yes I took a temporary 

pay cyt

5.21%

Yes I took a permanent 
pay cut

0.95%
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Remote work before 

COVID-19
On the question of remote work before the pandemic, 

the answers are interesting to observe how 

respondents used to work in relation to “going to the 

office”. About 22% of them have been working already 

exclusively remote, while most of the people seemed 

to either work remotely rarely (30%), or just 1 or 2 days 

per week. 

Rarely

29.86%

14.22%

Never3-4 days per week

5.69%

1-2 days per week

28.44%

Exclusively remote

21.8%
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Remote work since 
COVID-19
The picture changed dramatically when the question 

was flipped, and respondents answered whether they 

worked remotely since the pandemic started. A 

whopping 90.5% of the respondents replied that they 

have been working exclusively remote!

Rarely

0.95% 0.47%

Never3-4 days per week

5.21%

1-2 days per week

2.84%

Exclusively remote

90.52%
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Remote work challenges 
since COVID-19
The change in remote work did not come without 

challenges, and we all know that they have been 

plenty. Most of the respondents identify that not being 

able to see and collaborate with teamates in person 

and the lack of separation between work and home 

life have been the hardest challenges they faced. 

The lack of separation 

between work and 

home life

53.08%

62.56%

Not being able to see 

and collaborate with 

teamates in person

Everything’s going 

great, actually

23.22%

Not having the right 

tools to communicate 

with colleagues

17.54%

Having to adjust to 

different design 

practices

14.69%

Other

3.79%
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Plans to return to the office 
after COVID-19 eases
When asked for their plans to return to the office at 

some point in the future respondents seem to reply 

that either there are no plans yet for that, or that some 

people can return while other will stay remote. 



A quarter of the participants also report that they are 

returning back to the office part-time.

We were always 
remote and plan to 

stay that way
3.32%

Plans are still up in 
the air

25.12%

Some people are returning 
to the office, while others 

will stay remote
31.28%

There are no plans to 
return to the office

8.53%

We’re going back to 

the office part-time

24.64%

We have already gone 
back  to the office part 

or full-time
2.84%

We’re going back to 
the office full-time

4.27%
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Satisfaction 
& challenges
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How fulfilled are you 

at work?
The last official segment of the report deals with 

satisfaction and challenges overall, and when asked 

about how fulfilled participants are at work, roughly 

70% are more than adequately fulfilled to very fulfilled 

currently.

9

12.32%

8

25.59%

8.53%

10


Very fulfilled

7

17.06%

6

11.85%

5

9.48%

4

6.64%

3

2.84%

2

3.79%

0


Not fulfilled

1.42%

1

0.47%

(Adequate)
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Top (3) frustrations at 
work?
When asked about their top 3 frustrations participants 

report that organizational structure or bereaucracy is 

the biggest issue (for 63% of respondents), while 

design not being utilized on a strategic level and 

inadequate career paths being the runner-ups.



When answering with the option “other” respondents 

gave the following answers

 Salary renumeration not equitable based on 

industry and grade due to budge

 Not enough buy-i

 Too little structure in processe

 Too many meeting

 Lack of onboardin

 Lack of leadership opportunities or value in 

DesignOps

Organizational 
structure or 

bureaucracy
63.51%

Design is not utilized 
on a strategic level

42.65%

No clear path for 
career growth 33.18%

Not enough buy-in 
about the importance 

of design
32.23%

I have no frustrations 
at the moment

10.9%

Budget/resources
29.86%

Not having the right 
tools

14.22%

Other 7.58%
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Effective use of design at 
companies
On the question whether or not companies use design 

effectively to reach their goals more than 60% of the 

respondents report that they feel that their company 

is doing it adequately with implications that this is not 

the most effective way yet.

9

7.58%

8

14.69%

7.58%

10


Very effectively

7

16.11%

6

18.01%

5

13.74%

4

9%

3

7.11%

2

4.74%

1

0.95%

0


Not effectively

0.47%

(Adequate)
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Effective use of DesignOps 
at companies
On the similar question but specifically for the 

DesignOps, the picture fluctuates a bit more, with 

participants having mixed feeling about how 

effectively DesignOps is used at their company. 



Equally many participants feel that DesignOps is not 

used effectively, and that it is used effectively 

(depending on the company of course), while the 

highest chosen option was the “adequate”. 

9

1.42%

8

12.32%

4.27%

10


Very effectively

7

11.37%

6

12.8%

5

15.17%

4

10.43%

3

12.32%

2

11.85%

1

3.32%

0


Not effectively

4.74%

(Adequate)
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How design is used for 
decision making at a 
company
On the question how happy respondents were on how 

design is used for decision making at their company, 

more than half feel that they are adequately towards 

very happy with the situation.

9

7.11%

8

12.32%

4.74%

10


Very happy

7

16.59%

6

9.95%

5

16.11%

4

10.9%

3

10.43%

2

5.21%

1

2.37%

0


Not happy

4.27%

(Adequate)
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How DesignOps is used for 
decision making at a 
company
On the question how happy respondents were on how 

DesignOps is used for decision making at their 

company, the picture fluctuates again a bit more, 

something that signifies that there’s still work to be 

done or that the field indeed has not matured enough 

in companies.

9

3.79%

8

12.32%

4.27%

10


Very happy

7

8.53%

6

9%

5

14.22%

4

12.8%

3

15.17%

2

7.58%

1

3.79%

0


Not happy

8.53%

(Adequate)
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Appendix
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Salary range based on 
location
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Designer to DesignOps 
ratio
No meaningful conclusions could be made to answer 

the question what is a usual ratio for ‘designer to 

DesignOps’.



–76–

Salary & DesignOps team 
size
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Salary & years taken to 
establish DesignOps
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Salary & race
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Salary & gender
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Salary & total years of 
experience
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Salary & 

industry
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Salary & 

specialization
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Weekly hours spent at 
work & location
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Company size & 
design org size
In-house design team size is the vertical axis, and 

company size is the horizontal axis.
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Ending

Credits



Katryna Balboni: “The State of User Research 2021 Report”

https://www.userinterviews.com/blog/state-of-user-
research-2021-report



Rachel Posman: “A pocket guide to Design Operations”

https://rachelposman.medium.com/a-pocket-guide-to-design-
operations-a3c6538df43b
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Sources
Links to



thanks!
Family

DesignOps Assembly

Interviewees

The participants

For all the support & help,
My fiancee

Meredith Black (also on the role of interviewee)

Elyse Hornbacher (also on the role of interviewee)

Adam Fry-Pierce (also on the role of interviewee)

Adrienne Allnutt

Jaclyn Stiller

Dave Malouf

Michelle Morrisson

Tess Dixon

Amy Mako

You are all anonymous, but thank you. Really!
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