
                                                                  

State of Design – Design Capita l Presenta tion Ju ly 16 2008 

 

The fo cus o f my presentation is a reflection upo n “the mindset required ins ide the 

studio and the c lients ’ of fice to communicate, di fferentia te, inspi re and motivate. ” I  

will  share my view o f the role of design with bus iness , why it’s important,  and o ffer 

some clues as to w here I  think design as a pro fession is heading.   

 

This message is on our front doo r, “Welco me to a place where the past,  present and 

future co nverge with unlimited potential . ”  

 

Decla ring my pos itio n at the outset wil l  pro vide a context to my talk.  I  am passionate 

about  creativi ty and the power it  has to in form, inspi re and in fluence thinking and 

behavio ur.  I  am a graphic designer w ho is now in the bus iness of Identity Design.  

With this mindset,  I  would like to think that my company R -Co is wo rking with the 

cha llenges o f the fu ture and embracing the poss ibilit ies that change o ffers.  

 

When discussing bus iness; Peter Druker,  the w el l known management consulta nt,  

saw the role o f Business this way: “The purpose of business is to have a custo mer.”  

 

When i t co mes to creativity ,  the designer, Ro bert  Miles Runyan, probably best known 

internationa lly for his design o f the 1984 Los Angeles Olympic Ga mes identity ga ve 

his view on Creativi ty when he exclaimed:   “I ’ l l  tell  yo u where the satis faction is in 

this w hole bus iness.  It  is  my theory o f w hat I  cal l  l iving in the fi fth dimension .  All  

creat ive people, w hether they get i t  f ro m themselves or a dei ty or w ho ever i t  is,  ha ve 

been given this privi lege beyond a ny other in the world… beyond any other peo ple in 

the world.  They a re the o ne-tenth o f one percent  who live in the exclusivity  of the 

fi fth dimension.  

Miles Runyan goes o n to say: I ’m not ta lking abo ut the peo ple who a re creative 

attorneys  and do cto rs or even the rest o f the world’s masses.  The fi fth dimension is a 

pr iv ileged, exal ted place to l ive, and that is the ent ire satis faction in li fe.  Not money 

nor the things it can buy…but that creative, ecstatic feeling that has yo u high up on 

creat ivity 24 hours a  day.  What I  a m talk ing abo ut is the botto m line of  every thing.  

You see creativi ty can never be taken fro m yo u. I f you have it,  yo u really have i t…you 

never sto p.” 1  

 

                                                
 



Co mbining bus iness o bjectives  with creat ive pro blem solving, us ing the pro cess of 

design, delivers rewarding outco mes fa r beyond dolla rs on the botto m line.  

 

Let there be l ight 

 

My experience includes the re-branding o f Telecom to Telstra, Crown Enterta inment, 

Sydney 2000 Olympic Games, Melbourne 2006 Commonw ealth Games,  Melbourne 

Cr icket Ground,  Austral ianSuper, Tennis Austral ia, Melbourne Convention and 

Exhibi tion Centre and Foo dWo rks.  Currently w e a re the Brand consultants to the $1 

bil l ion Equiset redevelo pment o f Co burg, an image consultant to the Beij ing  2008 

Olympic Games and the Melbourne Fo rmula 1 Grand Prix.  

 

I  have taken Mi les Runyan’s idea o f the 5th Dimension and extended i t as a theme fo r 

this talk.  

 

Over 25 years I  have been involved with the in tegrat ion o f des ign into the co mmercia l 

world and supported the idea that creativity (and beauty) add business value when 

harnessed to s tra tegic thinking.  I  have been part  of a t ransi tion fro m design as a 

cra ft,  to the co mmercial isatio n of design for bus iness advantage, and now as it is  

used to ass ist contempora ry culture na vigate the chaos o f convergence, es tablishing 

meaningful correct ions.  I  see des ign as fundamental to creating des ire – and to 

emotiona lise the experience.   

 

Dimension 1 

Des ign for business 

 

The fo cus a t R -Co is on nego tia ting change and using design as the plat form by w hich 

we ca n better co mmunicate.  In Austral ia i t  is  only recent ly that imaginatio n, 

creat ivity and design have fo rged a place on the bus iness agenda. There is  a new ROI 

emerging -  in the new econo my Return On Imagination counts for  jus t as much as 

Return On Investment.   

 

In a co mplex and co mpetit ive envi ronment the experiences w e seek a t work, ho me 

and play are in fluenced by our emotional s tate.  Des ign is fundamental to our sense 

of well-being.  Design nurtures the heart and engages the mind, stimulat ing desi re  

and enabl ing rewarding outco mes .  Many successful bus inesses of today unders tand 

that  des ign has value and use it to crea te adva ntage and “ loving relat ionships”.  

 



The graphic design pro fession has st ruggled to mo ve beyond the not ion of design as 

essent iali ty an a rtistic,  cra ft based endea vour.  A lthough to day graphic design is part 

of mo dern li fe,  the industry  prefers to focus o n the aesthetic and t rend in fluences,  

rather than embracing the fact that graphic des ign is fundamenta l to effective 

communication  by Go vernment, the co mmunity a nd by bus iness.  

 

Of course there is an impo rtant place for the sa t isfactio n of personally cra fted 

outco mes, but there is an even more cri tical ro le  for design of co mmunications in a 

world where convergence, co mplexity and change chal lenge us every day.  And  beauty 

can be found in the des ign  of outco mes that exist purely for business.  

 

In every  aspect o f our  lives, des ign – (as i t is  expressed thro ugh graphics and 

info rmation) – in fo rms our thinking a nd shapes our percept ion.  Co nsider the 

emotiona lisation o f messaging us ing w eb based communication; in fo rmation 

pro vided through in teractive way finding; co mmunications expressed in congested 

urban and retail  environments; essentia l rea ding as outl ined in corporate col latera l; 

l ife saving di rect ions in times o f need; and li festyle delivered through the pro motion  

of services , pro ducts and packa ging.  Design is essent ial for impact and bringing the 

message to li fe fo r the customer as an emotiona lly enga ging experience.   

 

In the field o f ‘Des ign for  business, ’ creativi ty a nd the design process is used to 

solve pro blems, meet needs a nd create connect ion.  Reflect upon the va lue of brands 

such as Crown and the integrat ion o f its enterta inment experiences; the a bili ty o f 

Sydney 2000 Olympic Games identi ty to generate $1 bill ion in  sponsorship; the 

persuasion o f the Tennis Austral ia re-brand as it  amalga mated the agendas o f six 

states under one s ingle brand message; the repositioning o f Austra lianSuper as a 

$28 bill ion financia l pow erhouse w ith 1 in 10 Austral ians as customers; the 

recognitio n of the Hamil ton Island brand as a li festy le symbo l of the ent ire 

Whitsunday region. These organisatio ns ha ve used identi ty design to communicate 

thei r di fference and thei r reason for being.  The design succeeds because i t 

di fferentiates, cult iva tes and inspires custo mers .  Many visi tors and employees ta ttoo 

the Hamilto n Island brand as the ul timate perso nal endo rsement.  

 

Dimension 2 

Enduring Greatness 

 

“ There are only two things that make money, innovat ion and marketing – everything 

else is a cost. ”  So wro te Peter Druker.  This a rgument has never gained much tractio n 



with CEO’s, CFO’s and co mpa ny di recto rs – many  of who m regard ma rket ing as an 

unquanti fiable intangible.  A  recent Austra lian Institu te of Co mpany Directo rs – 

Growth So lutio ns Group survey,  found that of  the 133 di rectors polled, only  56 per 

cent said that the subject of ma rketing was ra ised at every meeting.  As Neil 

Shoebridge o bserved in BRW, “This is a surprisingly low figure, given the money most 

companies spent on marketing.” 2 

 

Shoebridge goes  on to w rite tha t,  “Att itudes are changing.” The AICD “found that  94 

per cent o f the co mpanies covered w ere planning to increas e o r hold thei r marketing 

budgets over the next yea r.  The directors  of companies tha t planned to spend more 

on market ing w ere asked why: 14 per cent said marketing expenditure has more 

impact in times w hen the co mpetit ion a re reining in thei r spending. ”  3 

 

Perhaps this increase in appreciat ion of marketing and i ts role in reta ining or  gaining 

market share can be at tributed to the fo llowing factors.  

 

1.  The awareness that custo mers need to be enga ged with.  Marketing 1.01 – But 

few practice it.  As  market conditions change consumers look for products and 

services that relate to their l ifes tyle needs and a spi ratio ns.  

2.  The unders tanding that price is not the only factor fo r choice.  That co nsumer’s 

look beyond the cost for o ther dif ferentiato rs.   

3.  Co mpetit ion is fierce  and di fferences a re sometimes minimal.  To ga in 

attentio n, brand co mmunicat ions must  provide distinct ion and c lar ity.  

4.  Co mplexi ty of a glo bal ma rketplace  w here loyal ties are no longer assured and 

the messages must be releva nt in  an increas ing changing and vola tile 

marketplace.  

5.  The increased so phistica tion o f the consumer  and empow erment of a younger 

generatio n, which requires bus iness messages to be engaging and 

entertaining.  

6.  The environment  and our need to re think and respond with new mindsets and 

new solutions.  

7.  Convergence of technolo gy  and the move away f rom t radit ional cha nnels into 

new media and vi rtua l experiences.  Technolo gy has empow ered the custo mer 

to the extent that they now own the brand experience (rather than the 

corporation).  

 

                                                
 
 



There a re pro bably others, but in those fa ctors, strategic thinking and creative 

design are essent ial to ensuring the messages a nd outco mes are engagingly 

relevant.  

 

I  happen to co nsider that all  bus inesses are marketing enterpr ises ( including 

design f irms).  Market ing is al l  abo ut being in tune with consumer behaviour.  In 

this context Enduring greatness relies upon inspiring co rporate leadership,  loyal 

culture and the capaci ty to negotia te change through the delivery  of relevant 

pro ducts and services .  Jim Coll ins w rit ing in Fo rtune ma gazine sa id, “ Joseph 

Schumpeter,  the great econo mist wro te abo ut the ‘perennial ga le of creat ive 

destruction’  wherein techno logical change and visionary entrepreneurs gave bi rth 

to new things that o bli terate old things,  only to see those new things beco me 

obli terated by the next generation. ” 4 

 

Great co mpanies nego tiate the ma rketplace thro ugh s trength of purpose and 

focus  on who they a re and what they do. This sense o f signi ficance is expressed 

through ident ity and branded outcomes. A st rong sense o f purpose ena bles a 

bus iness to continually reshape itsel f.  In this model,  pro ducts, services, 

marketplace ini tia tives , programs and personnel  can  beco me o bsolete, or evolve 

into so mething new  and relevant.  The lea dership of the business and the values 

as expressed by identity pro vide a lightho use o f continual ity and reassurance as 

management maintains ma rketplace relevance.  

 

Jim Coll ins go es on to say, “W hen you have built  an inst itu tion with va lues and 

purpose beyond just making money – w hen you have built a cu lture that makes a 

dis tinctive contribut ion w hile delivering exceptional resul ts – why would you 

surrender  to the fo rces o f mediocrity  and succumb to i r relevance?” 5 Col lins says, 

“The best corpo rate leaders never point out the window to blame external 

condit ions, they look in the mirro r and say, “we are responsible for our results . ” 6 

Throughout his tory , the great co mpanies ha ve used adverse times to thei r 

advantage. They use confidence in thei r values a nd abi lity  to co ntinually evolve, 

creat ing quality outcomes that are for their t ime.  Most important ly they express 

pr ide in their brand and w hat it  s tands fo r,  and assert i ts signi ficance throughout 

all  in ternal and external communications.  

 

                                                
 
 
 



Consider the dif ficul ties that Qantas is facing.  This iconic Australian brand is 

struggl ing against the chal lenges o f environmental,  o perat ional and custo mer 

dynamics.  The co mfortable monopoly of a bygone era is in contrast to the f ierce 

compet ition and high custo mer expectat ions of today.  

 

A recent survey by the Pr incipals indica ted that the brand reputatio n was 

slipping.  I t  could be that the Creat ive Idea that def ines Qantas to day is unclear.  

Perhaps the spir it that was Qantas is fading.  The tone o f the co rporate message is 

aggress ive in response to marketpla ce and o perational pressures, and the 

custo mer co mmunicat ions a re a t r isk o f appearing dated with a conservat ive tone 

of vo ice.  

 

Now would be a goo d t ime fo r the CEO and senio r management to evaluate how 

the Qantas brand can secure ‘enduring grea tness.’ Perhaps i t should ask itsel f 

the fo llowing key quest ions: who are you, w hat do you do, w hy does  it matter? It ’s 

possible that the image of  Qantas requires evolving to mainta in i ts deserved 

reputatio n in the marketplace.  If it  wishes to be a leader, it  must deliver on its 

core purpose (superio r t ravel experiences and efficient transpo rta tion),  appear to 

be a smart business and exceed expectations.  The marketplace has a choice and 

can change behaviour by moving to the co mpeti t ion, t ravel ling less, or ado pt ing 

new solutions such as video co nferencing to maximise efficiently.  The messages 

of Qantas may need to be tuned to suit the mindset o f to day’s custo mer.  

Reta ining custo mer loyalty requires mo re meaningful st rategies than g iving away 

Frequent F lyer pr izes.  It  is  a di ff icult time fo r the airl ine, but it  is  a  great example 

of the necessi ty to continual ly re-shape to retain  signi ficance. In to day ’s world 

there is no shallow end.  

 

In dynamic marketplace condit ions, there is reassurance in the co rporate bel ief 

as expressed through design of identi ty and i ts abi lity to pro vide the CEO with a 

flag fo r in ternal cul tures , a symbol of  pro duct and service quali ty,  a benchmark 

for s takeholder pride, and a reassurance o f reputation for the customer and their  

custo mers.  The corporate identi ty is a v isual s tanda rd of values w hich links al l  

communication  with a consis tent DNA of values and dis tinct ion .  How ever an 

ident ity that does  not consis tently represent the aims, bel iefs and the act iv ities 

of the co mpany, is at best w indow dressing and at worst decept ion.  

 



Enduring greatness co uld be summed up by this well known phrase : “ The more 

things change, the more they remain the sa me. The mo re things remain the same, 

the more they change.” 

 

Dimension 3 

Empow erment through process 

Pro cess and considered thinking dr ive effective creat ivity.  Process ensures 

designed outco mes a re the result o f considered strategy.  And i t is  this st rategic 

approach that separates the “looks nice” cra fted aesthetic fro m the “right 

solution” outco me. The co mbinat ion of  Creative Thinking with Thinking Creative, 

enables a complete business fra mework to be develo ped which can be quant if ied 

and costed.  It  a llows the c lient to be reassured of expert ise and the value of the 

solution.  Creative Thinking and Thinking Creative also separates fa ct f rom fict ion 

in terms o f co nsultancy  experience and ca pabi lit ies.  S imo n Bai ley, c lient services 

di recto r of  the glo bal agency Enterpr ise IG says “As an industry w e need to get 

better at finding o ther w ays of art iculat ing o bjectives and defin ing measurement 

cri teria at the outset.” 7 

 

Object ives, understanding, knowledge, best practice, st rategy and discipline a re 

essent ial supports fo r inspired imaginat ion.  There is a widely held belief by the 

design co mmunity that creativity and effectiveness are mutua lly inco mpat ible.  To 

be sure, being the most effective does so und a lot less  interesting than being the 

most creative.  Bailey has this to say, “Ensuring we deliver ef fective creativi ty at 

every step is surely the way to win o ur clien ts’ confidence. This means not on ly 

pro ducing design that wo rks, but with evidence to prove i t.” 8 

 

By taking a business approa ch to the creat ive process , engaging using st rategic 

thinking, and w ith analysis applied aga inst business and market ing o bjectives, 

the des ign  consultancy is a ble to be relevant a nd thei r creativi ty ef fective.  The 

following charts demonstrates the R -Co approach. 

 

Pro cess shared with the client,  pro vides assurance, builds t rust,  invites 

engagement and establ ishes the bas is fo r in finite creativity by the Agency  (wi thin 

the boundaries of time, budget and relevance o f  course! ) 

 

Dimension 4 

                                                
 
 



Collabo rat ion fo r success 

 

As I  have explo red in Dimension 3 (Empowerment through process) the best  

solutions a re the resul t of  col labo rat ion.  Sharing the journey w ith the cl ient,  

establ ishing trust,  respect,  and confidence to take risk.  It  is  the revea ling of 

possibi lit ies that w ere no t known a t the sta rt o f the journey that provides fuel fo r 

the creative mind and marketable o pportuni ties for the client.  True collabo ratio n 

is not l ip service – i t’s about the relat ionship.  In  this  way the des igner 

establ ishes s ign if icance. Collabo ration is about cooperation, connectio n, 

consis tency and co mpetency.  Col laborat ion is fo r some co mpanies much mo re 

than a business asso cia tion with their design co nsultancy – i t’s about 

partnership.  

 

In their book,  ‘The New Age o f Inno vat ion,” Professors Prahalad and Krishnan 

discuss the idea o f “Co -Creat ion”; 9 that the most  successfu l co mpanies no longer 

invent new pro ducts and s ervices on thei r own. They create them along with thei r 

custo mers , and then do it in a way tha t pro duces a unique experience fo r 

custo mers.  In to days ’ world no co mpany owns enough resources to provide a 

unique experience fo r each custo mer.  By develo ping a netwo rk o f suppliers and 

partners, the desi red consumer connect ions, experiences and brand relat ionships 

can be managed and ta ilored to suit the corpo rations’ bus iness o bjectives.  

 

In his article in Fortune Magazine, “Here It Is.  Now you Design It!” Geo ff Colvin 

discusses the impact of  Co -creat ion and uses the example of Facebook. 

“Facebook isn’ t a pro duct o r service, but rather a pla tfo rm on which users create 

thei r own experiences;  s ince it o pened i tsel f to softwa re appl ica tions created by 

outsiders a yea r ago, mo re than 20,000 have appeared. Fa ceboo k (est imated 

value $15 bil lion) couldn’t poss ibly do all  this o n its own. The w hole user 

exper ience is Co -Created.” 10 

 

Within this context ,  the corpo ration  sti l l  has to decide w hich choices a re 

available and des ign the inter face to ena ble them to be understoo d by the 

consumer and engaged with.  Co -Creat ion is the ultimate fus ion of design and 

creat ivity because together  they  provide the formula by which co nsumers can not  

only imagine, but a lso enjoy the sat isfact ion of  their own crea ted experiences .  

 

                                                
 
 



This evolution fro m a centralised mo del,  to a network o f resources and consumer 

empow erment co mmunica tions that a re able to t ranscend bo rders and cultures, 

places  greater emphasis on the need for a relat ionship wi th the corporate 

purpose. The connect ions with the brand are no longer co ming f ro m a single 

reference po int (e. g.  where is head o ff ice?)   they ’re being Co -Created with the 

consumer.  Within this convergence, the brand, i ts values, its reputat ion and i ts 

relevance can f ind a reassuring, cont inuing presence and a cons istent voice 

through ident ity.  

 

Dimension 5 

Transformation 

And so w e co me to the fi f th dimension – the customer contributing to the u ltimate 

success o f the brand – embracing the brand name, the identi ty,  the pro mise, the 

pro duct,  as an in tegral part of thei r Persona l DNA. Its t ribal ,  its status, i ts 

recognitio n, its fashion, its bel ief.  Most importantly i t’s an evolving partnership, 

which is both col lect ive and individual.  In this envi ronment, the consu mer Is 

constantly giving the co mpany clues as to how the product can be developed to 

pro vide a more enriching exper ience: “I have co ntributed to the success o f this 

brand = personal status” = ongo ing endorsement = growing the success o f the 

brand.  

 

In the 5th dimension the gap betw een the brand, the pro duct,  the service and the 

consumer is reduced to the time between the next Co-Creation.  The greatest 

example o f co -creation is Apple and speci fical ly the I -po d. Not on ly does  the I-

pod facil ita te Co -Creat ivity (you can load music, TV shows, Po dcasts and o ther 

content and create your own experience),  it  is  a connection to personal at ti tude 

and a tr iba l sta te o f mind.  

 

However the way the identi ty of Apple is ca refully managed remains a  reassurance 

of the va lues of the brand and the experience that can be expected. Another 

brand that enjoys  a Co-Creation relatio nship using a c learly expressed identi ty is 

IKEA. In both cases stra tegic thinking, custo mer closeness, quali ty design that 

reflects the co rporate beliefs, integrated with techno logy and driven by 

imagination ,  a re essentia l aspects o f bus iness success.  This in tegra tion o f 

ident ity,  througho ut all  custo mer co nta ct – fro m the high level signage, to the 

mundane lea flet,  are carefully o rchestrated and designed to rein fo rce the 

corporate ethos.   

 



As the marketplace moves into the 5th Dimensio n, designers w ho do not engage 

with technology as a funda menta l function o f design communicatio n r isk 

beco ming o bsolete.  Like the craftsman o f old, thei r sk ills wi ll  beco me s pecia list 

and thei r  business relevance into the future dimin ished. At a recent Microso ft 

conference i t was noted that  in 5 years the tra di tional graphic des ign s tudio wi ll  

not exis t.  The w eb wi ll  beco me the prime vehicle  for access to in formation 

globally and across all  demogra phics.  Unless designers understand the impact o f 

technology, in a marketing context,  the power of  knowledge and the cl ient 

relationship w ill  shi ft to the Geek.  

 

So what so rt o f mindset is required inside the studio and the client offices? In a 

time w hen humanity is challenged by envi ronmental destruction, discussion 

about  creativi ty and design could appear superf icial and indulgent.  Imagination, 

the power of ideas  and the process o f des ign w il l  be cri tical to the solutions we 

create to meet the cha llenges.  There is  a real emphasis upon Simplic ity .  How ever, 

less means mo re.  Achieving simplicity requires creative thinking and efficient 

design process.  Jo hn Maeda w rit ing in his book “The laws of s implicity ,” 

discusses his 10 laws and how design is cr itical in a biding by them. Ma eda says, 

“Simplicity is a quanti ty that not only involves passionate loya lty for a product 

design, but a lso has beco me a key st rategic tool  for bus iness to confront their 

own int rins ic co mplexit ies .” 11 This  is a perfect environment for design to flourish.   

 

Another in fluence that is impacting the way w e think is Nurturing.  As o ur natural 

envi ronment is s tarting to shut down, as w e respond to scarci ty and uncertainty, 

we fo cus our at tent ion on deeper, meaningful co nnectio ns – this puts  pressure on 

the superficial.  I  believe w e a re w illing to sacri fice to achieve long-term rewarding 

outco mes. We are prepared to pay mo re fo r quali ty des ign o f pro ducts, bet ter 

services and adjust to new so cia l ha bi ts such as  conserving resources, and the 

behavio ural changes that this requires.  The cri tical issue fo r Go vernments – who 

should be leading ra ther than responding to this  new mindset – is to 

communicate the big messa ges, about the new future that we have to shape 

through co mpell ing imaginative st rategies and crea ting the des ire for cha nge – 

not jus t the logic.  And in a holis tic ma nner for everyone.  

 

                                                
 



Haro ld Mitchell,  w ri ting in Ad News recent ly remarked, “There is a seachange in 

how we a re approaching pro blem solving today, and this new way of  thinking is 

considered to be ra ther more feminine in character.” 12 

 

Businesses rely upon innova tion and ideas  fo r marketplace advantage. Business 

can use better-designed co mmunicators to get closer to custo mers by being 

genuine and authentic.  CEO’s and Marketing Directors should out seek creat ive 

Agencies  that believe in w hat they do, and can establish a respect and rapport 

with the client.  The best  and most effective crea tive outco mes a re the result o f 

this synergy.  

 

In his book “ In Search of Excellence” To m Peters  describes the role o f des ign and 

bus iness as fundamental.  “Design is  the number  one determinant o f w hether a 

pro duct/service/ experience stands out o f doesn’t.  In my o pin ion, as w e 

desperately pursue a basis fo r di fferentia tion, design is by fa r the most o bvious 

avenue that makes sense. ” 13 

 

Paul Rand, the great America n co rpo rate design guru, when discussing the value 

of the designer fo r business sa id, “He a dds something to the world.  He g ives it 

new exper iences.  He provides new a lternatives and solutions to old pro blems.”   

And as Edward de Bono said “The chea pest fo rm of investment is in ideas. ”  

 

For designers the message is clear: 

1.  Adapt o r die  – i f you a re do ing w hat you did two years ago, yo u are heading 

for extinct ion.  

2.  Develo p a business mo del that is accountable  – there is too much munda ne 

design f lu ff out there and the c lient knows i t.  

3.  Be specialis t  – as co llaboration beco mes more evident, special ist reso urces  

will  be in demand. Find your n iche. This pro tects  you f rom o thers that try  a nd 

offer an in tegrated service.  

4.  The r ise of the Geek  –  the client dema nds  that technolo gy increase its 

communication  role in a converging marketpla ce mix.  The cl ient seeks 

knowledge and expert ise; the des igner cannot bluff their way through the 

science o f IT and w eb. 

5.  Inspired talent  – reject mediocri ty,  nurture creat ivi ty and imagina tion because 

when they are empow ered by s tra tegic thinking – i t’s a winning co mbinatio n.  

                                                
 
 



6.  The return  of the amateur  – beware the young propeller hea ds, st raight out o f 

college w ho – w ith enthusiasm and given o pportunity – create confidence 

with cl ients, source solutio ns f ro m glo bal IT networks and dis rupt the 

marketplace w ith shallow outco mes and low level fee s tructures.  

 

In conclus ion, w e can either shape o ur future, o r  the future wil l  shape us .  As 

Pres ident Jo hn F Kennedy said: “The pro blems o f  the world canno t possibly be 

solved by scept ics o r cynics whose hor izons a re limited by the obvious real ties.  

We need peo ple who dream of things that never were.” To create new possibil ities 

requires committed belief and imaginat ive problem solving.  That is  the impo rtant 

relevance of design and that is the universal mindset that I  believe can lead to 

rewarding outco mes.  

 

What is wonderful about creativity is that i t  can mean so many di f ferent things to 

so many dif ferent  peo ple.  To day I ’ve spoke about creativi ty and business.  I  have 

presented a range o f personal tho ughts for your consideration.  I  ho pe you have 

found so mething that is  useful fo r you.  

 

Thank you 

Richard Henderson 

CEO and Creative Di rector R -Co 
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