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art of the fuzziness in defining 

what design actually is, is due to 

old definitions having outlived their 

usefulness. Some businesses have 

come to realize that design is much 

more than making things look pretty. In many cases 

a link can be found between how effectively design 

is used in an organization and the overall success of 

that organization.

A short list of companies who are undisputed 

industry leaders could include Nike, Apple, Proctor 

& Gamble, Nokia , Toyota and Samsung. In each case, 

success can be attributed to other factors but the 

influence of design has been integral. 

These are companies who aim to be the absolute 

leaders in their industries; unique and far ahead 

of their competitors. They have discovered that the 

tactical ability of solving business problems with 

design creates successes that can now be knitted 

together with the emerging culture of innovation to 

create a strategic tool. For these leaders, design has 

become integrated into the business as a C-level 

function. 

For companies like this, one finds a hierarchy 

of design thinking. Firstly a robust design process 

produces individual products which are carefully 

considered relative to their competitors. More than 

that, these products are designed in response to 

latent user needs and therefore ahead of current 

thinking. They form part of well-designed product 

systems which solve business problems. Finally, 

design thinking is applied in ten areas of business, 

transforming the organization. 

It is this last layer of design thinking that contains 

the true advantage. Design is not an activity that is 

owned by designers. It is merely a profitable use 

of creativity. It can be learnt and applied by anyone 

in the organization. This is part of it’s power. Used 

correctly, design thinking can give any person in the 

organization a new ability to create dramatically 

increased value; just like efficiency, quality and 

customer focus have been able to. 

Design has the ability to create products and 

experiences that have never existed before. When 

people all over the organization are thinking in this 

way, the true originality of their ideas cannot be 

predicted. Competitors can only follow because the 

organization is continuously disrupting the field. 

Design is not the only way of disrupting the 

field. Methods like Six Sigma, the Toyota Way and 

the Theory of Constraints also make the same 

claim. The difference is that these are all process 

improvement methods whereas design applies 

innovation to products and experiences. In fact a 

good design consultancy will use these and other 

methods as tools in creating disruptive innovation 

through design. 

Design has a great ability to be used in 

collaboration with other fields of expertise. That’s 

why it works so well with branding, advertising, 

engineering and architecture and other fields; to the 

point that it sometimes becomes indistinguishable 

from them. 

Thanks to Jess McMullin for producing the 

original template on which this series is based and 

for giving his permission to use it.

The power of

DESIGN
The Power of Design is a series in 5 parts looking at the different ways in which design 

can be used within a company, cutting away hyperbole in the typical design sales pitch and 

investigating the real benefits of design to customers,  the organization and its revenue. 

The 5 parts discuss incremental steps: no design, style, form & function, solving business 

problems and achieving leadership. 
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Design is not an activity that is owned by 

designers. It is merely a profitable use of 

creativity. It can be learnt and applied by anyone 

in the organization. This is part of it’s power. 

Used correctly, design thinking can give any 

person in the organization a new ability to create 

dramatically increased value; just like efficiency, 

quality and customer focus have been able to. 

Part 5: Leadership
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Apple bundles everything from hardware to 
software to online services. And it does all 
this for a panoply of products from PCs to 
cellphones, and now to tablet computers. This 
structure allows Apple to control the quality of 
customers’ experience from soup to nuts, and 
ends with customer loyalty and a global brand 
with unparalleled pricing strength.


