
  [image: Cover Page of Managing Corporate Design]


  [image: Half Title of Managing Corporate Design]


  [image: Title Page of Managing Corporate Design]


  Copyright © 2015 by Peter L. Phillips

  All rights reserved. Copyright under Berne Copyright Convention, Universal Copyright Convention, and Pan American Copyright Convention. No part of this book may be reproduced, stored in a retrieval system, or transmitted in any form, or by any means, electronic, mechanical, photocopying, recording or otherwise, without the express written consent of the publisher, except in the case of brief excerpts in critical reviews or articles. All inquiries should be addressed to Allworth Press, 307 West 36th Street, 11th Floor, New York, NY 10018.

  Allworth Press books may be purchased in bulk at special discounts for sales promotion, corporate gifts, fund-raising, or educational purposes. Special editions can also be created to specifications. For details, contact the Special Sales Department, Allworth Press, 307 West 36th Street, 11th Floor, New York, NY 10018 or info@skyhorsepublishing.com.

  15 14 13 12 11      5 4 3 2 1

  Published by Allworth Press, an imprint of Skyhorse Publishing, Inc. 307 West 36th Street, 11th Floor, New York, NY 10018.

  Allworth Press® is a registered trademark of Skyhorse Publishing, Inc.®, a Delaware corporation.

  www.allworth.com

  Cover design by Mary Belibasakis

  Library of Congress Cataloging-in-Publication Data is available on file.

  Print ISBN: 978-1-62153-459-4

  Ebook ISBN: 978-1-62153-471-6

  Printed in the United States of America


  This book is dedicated to

  Benjamin J. Phillips and Rebecca L. Phillips


  Introduction

  ACCORDING TO THE LATEST ONLINE definition of the word “design” in the Merriam Webster Dictionary, design means: “to plan and make decisions about (something) that is being built or created; to create the plans, drawings, etc., that show how (something) will be made; to plan and make (something) for a specific use or purpose; to think of (something), such as a plan; to plan (something) in your mind.”

  The same dictionary defines “designer” as: “a person who plans how something new will look and be made; a person who creates and often produces a new product, style, etc.”

  It is also interesting to me that the term “design manager” seems to

  have no definition at all.

  There are many people on this planet who call themselves “designers.” Design has become a huge word covering a great deal of territory (see the reference above to something)! I have a friend who has a hobby of photographing signage he comes across during his frequent international business travel. His slide show contains (among hundreds of other types of designers) pizza designers, fingernail designers, dog grooming designers, employee benefits designers, curriculum designers, software designers, insurance designers, landscape designers (that specialize in mowing your lawn!), the child’s play design center, party designers, floral designers, interior designers, package designers, industrial designers, and on and on. Of course, all of these folks are legitimately entitled to call themselves “designers.”

  When I was managing the graphic design function at Digital Equipment Corporation it was not unusual to get a phone call asking, “Is this the corporate design department?” I would reply, “Yes, it is.” Then the caller would ask for the schematic drawings for the circuitry of a new microchip. Of course, the engineers who designed this circuitry were indeed “designers.”

  With all of these legitimate definitions of the word “design” it is understandable many people are somewhat confused when they hear the word “designer.”

  The design profession has also changed dramatically over the last twenty or more years. Technology has not only changed the way we approach design, but also added many new definitions of the term “design.” At the same time the value of design to an enterprise is also becoming more respected.

  This growing appreciation for graphic design in the corporate world is also responsible for a major shift in the perception of an in-house graphic design function. A great many corporations are just beginning to realize that an in-house graphic design department is far more than a “service function.” They are instead beginning to realize powerful graphic design can be a critical strategic resource for the enterprise, especially as competition has become more intense. However, many managers of in-house graphic design functions are a bit unsure about just how to make the shift from graphic services to a critical corporate strategic resource. The information in this book is intended to assist the in-house graphic design department manager make the appropriate transition from service provider to strategic partner.

  Over the last few years of consulting with in-house graphic design departments and conducting workshops for these groups, I have noted that most groups tend to have many of the same questions. I tallied all of these inputs and developed a list of the top issues in-house corporate groups are facing currently. It has been remarkable how many of the following show up during each intake session!

  In order of how frequently each issue has shown up, these are the top ten:

    1.   How do we move from being a drop-in service provider to a strategic partner?

    2.   How do we get enough time to execute projects properly?

    3.   Many internal groups go around us and use external resources instead? What can we do about this?

    4.   Design is not perceived as a core business competency in our company. How can we change this?

    5.   Our budgets for projects are minimal. How do we convince the company to give us adequate funding for major projects?

    6.   Projects come in at the last minutes and internal clients want a fast turnaround. How can we get involved earlier in the process? How do we prioritize projects?

    7.   Internal clients often hand us a brief telling us exactly what they want us to do—and how to do it! How do we convince them to change this practice?

    8.   We are basically understaffed to handle the ever increasing workload, but management doesn’t want to increase the size of our staff. What options do we have to obtain more staff help?

    9.   We are largely perceived as a necessary support function, but not really credible as business strategists. We are not even involved in presenting our design solutions for final approval!

  10.   What techniques can we use to demonstrate our creative ability and skills more effectively

  Well, there you have it! These seem to be the most common issues keeping in-house corporate graphic design managers, worldwide, up at night. My intention in writing this book is to tackle all of these questions (and a few more) head-on.

  Just to be very clear, this book has been developed for graphic designers working in an in-house corporate setting. If you are an employee benefits program designer, you will probably not find this book very helpful. The book is not intended to teach anyone how to do graphic design; rather the intent is to help people manage the graphic design function in a corporate environment.
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  CHAPTER 1

  Design Management

  FOR MOST OF MY CAREER, I encountered puzzled looks when I would answer the question, “And what do you do?” by saying, “I am a design manager.” The usual response was, “What on earth is that?” For those of you who are design managers, or who aspire to become one, it seems essential that we figure out an understandable response to the question, “Just what is a design manager?”

  In my seminar, “Managing Design for Strategic Advantage,” I ask participants to explain what a design manager is. Invariably, there are as many answers as there are participants. Design managers often have a difficult time explaining their role in an enterprise, even to other design managers! Is it any wonder that non-design business managers don’t understand our role either? If we truly want to become a core strategic business partner, then we must learn to clearly articulate our particular role in the business.

  Earl N. Powell, former president of the Design Management Institute, tackled this issue in an article entitled, “Developing a Framework for Design Management,” in the Design Management Journal. Earl clearly and succinctly expressed not only my beliefs, but also the beliefs of many other design managers, in this article. In fact, I decided to use this article in my seminar as “pre-work reading” for participants. With Earl’s permission, I am including the text of the article here.

  DEVELOPING A FRAMEWORK FOR DESIGN MANAGEMENT1—EARL POWELL

  Since the early eighties, when I was a practicing design manager, I have often thought about how best to describe what it is I do. How does one define design management, understand its objectives, and establish a framework for the knowledge, skills, and attitudes essential to its success? Writing this article has given me an opportunity to sort through the bits and pieces strewn about my office, and to recollect discussions I’ve had during almost twenty years of design management.

  We’ve talked about the title itself—is it design management, or is it managing design? We’ve considered the context in which it happens, whether that is fashion design, machine-tool design, or graphic design. I’ve participated in endless discussions of the role of the design manager as design group manager, or as individual designer managing a design project. Lately, there’s been considerable attention paid to the objectives and benefit of the design manager as a partner or key player in the evolving vision and strategy of an organization—and to design working as a competitive weapon.

  In a discussion with some design managers and educators in London, I realized that the Institute is doing all of this work to facilitate managing for design—a process of visual reasoning and decision making. This profession that we are striving to understand, develop, and support manages and shapes the context in which design can be most effective. And there are two sides to achieving this: First, the greater context—the organization itself—must be aware of the power of design for competitive advantage; and second, the professional responsible for the design group must be a leader with a core set of knowledge, skills, and attitudes.

  I remember a meeting in the late eighties of the Institute’s board of directors and board of advisors in which we attempted to agree on a definition for design management. I stress “attempted” because it is very hard to agree on a comprehensive definition of most important concepts without first establishing the context in which it applies. The definition we agreed on and which we believe could be applied to most situations was: “the development, organization, planning, and control of resources for the user-centered aspects of effective products, communications, and environments.”

  This definition does not work perfectly for all contexts, nor does it achieve much specificity. However, it does provide a general outline of the domain of design management.

  As the world we experience becomes more complex and changing, the variety of our encounters with products and services increases and becomes more complicated. These encounters and experiences shape our thinking patterns, our behaviors, and even our language. Every encounter we have, whether it’s seeing and smelling a flower, or filling a cup with freshly brewed coffee, begins with perception. The primary goal of design is to shape perceptions and therefore experiences of products and services. Thus, the goal of design management is to ensure that an organization uses a design resource effectively to achieve its objectives.

  One of the key challenges businesses have faced in the last decade has been to get “close to the customer.” Those that have succeeded in meeting this imperative have charged design with the responsibility of shaping perceptions of the organization itself, as well as its products and services. As the pace of change accelerates, design managers are further challenged to learn more about managing their groups, and about operating the enterprise.

  Outlining precisely the knowledge, skills, and attitudes that provide an effective platform for the design manager to succeed depends equally on the context in which those skills are to be used. However, for both the corporation and the consultant design manager, managing for design means creating a context in which design can fully participate in all decisions that will shape the points of contact with, or the perceptions of, customers.

  In my opinion, there are six categories of knowledge, skills, and attitudes that make up an essential core for the successful manager of design. These six areas overlap and share many qualities; they are only keys to rich domains of information and requisite actions. Three of them are intangible, qualitative, and softer; the other group tends to be pragmatic, tangible, and more measurable. The first group includes purpose, people, and presence; the second includes process, project, and practice. And each of these categories has its champions and its chroniclers, some of which I’ll list in the following pages.

  PURPOSE: PURPOSE IS THE FUEL OF LIFE, GIVING BOTH ENERGY AND DIRECTION.

  For good reason, we always admire an individual or an organization with a clear sense of purpose. Their purpose gives them an energy and output that keeps them ahead of the pack. They seem to have most of the answers first; momentum propels them forward. Purpose appears frequently in discussions about leadership.

  The design manager needs to have a clear sense of individual purpose. As well, this person must shape the purpose of the group he or she is managing, and ensure that this purpose meshes with that of the organization. Such a manager is valuable to the organization and prized by his or her group. When employees move from routine performance in completing their assignments to stellar performance that goes beyond those assignments, they have moved from being managed to being led. Sound management is the bedrock of leadership, as well as crucial to any effective organization.

  There is an old saying, “If you don’t know where you’re going, you won’t know when you get there.” I would add that without purpose, you won’t know where, when, or how to start. Also, I would say that the design manager must be vigilant to ensure that all of his or her decisions work toward a chosen purpose. The design manager who aims the group toward achieving the highest possible levels of product function, without an equal emphasis on product appearance, may find the company’s products lose market share to those with equal function and superior appearance. Similarly, a shift in emphasis toward function can easily occur on a development project that simply demands extra attention to function.

  In any organization, there are many dimensions and layers of purpose, and each may respond to different sources. Sometimes, decisions are made as a result of internal politics rather than customer needs. The design manager needs to create a context in which purpose is dedicated to keeping development processes focused, efficient, and effective.

  Kenneth R. Andrews’s book The Concept of Corporate Strategy is a classic work that sees good management in terms of three key components. First, as an organization leader, the manager builds the infrastructure and processes that give a group of individuals an effective operating capacity. Second, the manager’s leadership role is won through effective communication, respect, attitude, and vision. Third, as architect of group purpose, the manager shapes and continually enhances the direction, strategy, and purpose of the group. Andrews’s book belongs in every design manager’s library.

  PEOPLE: PEOPLE ARE THE BUILDING BLOCKS OF ORGANIZATIONS. THEIR ACTIONS AND DECISIONS DETERMINE THEIR FUTURE.

  The design manager’s capacity to focus and motivate creativity is essential for effective results. He or she must continually clarify expectations by example and by the use of careful communication to bring the best efforts to the right task at the right time. Design managers need to be able to understand and empathize with their designers’ individual talents, and match them with the needs of the organization. They must also continually build and reinforce the core values and capabilities of the group and its position in the organization.

  As design managers nurture creative capacity within their own groups, they can benefit the organization as a whole by helping non-design managers learn how to facilitate creativity in their groups and in development teams. For example, one key to creative thinking is reserving judgment in the early development stages and allowing all ideas to be considered. Once non-design managers learn how effective this method is, they can set an example for their own groups. Thus the design manager can have a ripple effect throughout the organization.

  PRESENCE: THE UNWRITTEN DIMENSIONS OF AN ORGANIZATION THAT OPERATE INFORMALLY, YET HAVE A POWERFUL INFLUENCE ON DECISIONS AND HUMAN INTERACTIONS.

  There is a fundamental human need for stability, consistency, and meaning, and organizations are more effective when these traits are present. The culture of an organization forms to meet this need and is a process of establishing shared basic assumptions that are brought to bear on all decisions. Managers refer to this as the informal process of the organization. Often heard of as “the company way,” this corporate culture consists of tacit knowledge and the acceptance of the organization’s values and norms.

  Understanding this corporate presence can reveal to the design manager key points for facilitating change, as well as formidable barriers to change. This is particularly important in attempting to infuse the organization with an attitude that respects and values design. Legend has it, for example, that during the early days of Apple Computer, Steve Jobs continually challenged his people to “make their computers insanely great for the individual.” This became a shared value, an underlying assumption of the organization, and it helped to produce Apple’s user-friendly products.

  PROCESS: THE COMPLEX PROCESS OF MOVING FROM CONCEPT TO MARKET DEMANDS CAREFUL THOUGHT AND BROAD EXPERTISE.

  Design is the only discipline that has the process of idea development at the core of its education program and practice. No other discipline focuses as deeply or broadly on the creation and evolution of ideas. The capacity of designers to take an idea through a development process, examining the evolving concept all along the way from multiple viewpoints, is unique and part of the design manager’s contribution to organizational success.

  PROJECT: MANAGING OR WORKING ON A PROJECT TEAM IS MUCH MORE THAN JUST MEETING SCHEDULES.

  Here is where we learn about the norms and values of our organizations, where professional development occurs, and where most of the political battles are fought. Taking charge of or being a member of a project team on the one hand challenges the people skills of the design manager; on the other, it fits well with his or her skills of viewing problems from multiple viewpoints and solving them through the development process. These skills are fundamental and unique to a designer’s education. Design managers need to help the members of their groups utilize this capacity in order to take on leadership roles on their respective project teams.

  PRACTICE: PRACTICE SUPPORTS THE DESIGN RESOURCE GROUP THROUGH THE DAY-TO-DAY OPERATIONS OF FINANCE, PERFORMANCE PLANNING, AND HUMAN RESOURCE DEVELOPMENT.

  Achieving a balance of all aspects of design management is important and making sure the practice issues are given sufficient attention is a particular challenge. I see practice as a kind of platform to support the design group. I can remember that as an artist I really preferred painting over doing inventory, stretching canvas, sending bills to the gallery, and all those other things that were the practical side of being an artist. Later, as a design manager, because I strongly believe in continuous learning and professional development, I remember attending budgeting meetings and fighting for as large a professional development budget as possible for my group. I didn’t particularly enjoy the budgeting and financial side of design management, but it was great to give my group opportunities to develop professionally. Learning the concepts of budgeting and finance is important.

  In the end, good practice by the design manager becomes transparent, or is simply there supporting the group without being noticed.

  BRINGING IT ALL TOGETHER

  If you were enrolled in a formal degree program in management, you would probably find a few differences from what I have mapped out here. For example, read “strategy” for “purpose,” “culture” for “presence,” and “operations management” for “practice.” To me, the simplicity of these words goes straight to the heart of things. But no matter what we call these skills, I believe they provide the fundamental framework for managing for design. How you adapt this framework for managing to your unique set of experiences, and how they continue to contribute to this framework, are important to me and to the profession of design management.

  How the Most Successful Design Managers Describe Design Management

  Fortunately, over the years I have been able to develop a rather extensive network of colleagues in design management. A large part of this network was developed through more than thirty years of participation in the Design Management Institute. Others in my network I have met through both my corporate and consulting activities. Many of these people were asked to present their views in an article also published in the Design Management Journal.2 Here are just a few relevant quotes from some of these managers.

  Tim Bachman, Principal, Bachman Design Group: “Design management articulates simple explicit and implicit communications that mirror the organization’s values. It nurtures individual contributions that accurately express and interpret the organization’s business objectives. Design management is not a departmental or a supervisory role. It is a strategic resource and purposeful organizing process. Organizations that integrate design management as a continuously reformative activity within their culture easily survive competitive challenges and the subtle cultural and technological changes that cripple reactive organizations.”

  Torsten Dahlin, President, Swedish Industrial Design Foundation: “As a profession, design management strives to initiate and handle design strategies in boardroom decisions and to follow up with implementation and communication. Design management strives to create understanding and awareness among personnel at all levels that conscious actions in even the smallest decisions are the core of design management. Design management functions in all places and situations in which the organization, through its structure, products, and employees, makes decisions about customer experiences and product quality.”

  Lizbeth Dobbins, Former Manager of Corporate Branding and Identity, United States Postal Service: “Design is the ultimate vehicle to communicate intent. Penultimate design is the execution of leadership vision. I manage design strategically and tactically as a pure and essential element that supports our vision, which is in turn built upon our strategic plan. If the strategic plan changes, then our design work has to change along with the vision. The vision drives our design work. Design can crystallize senior management’s thoughts and can help them move from the conceptual to the real world of implementation. I think that design management is visionary leadership.”

  Patrick Fricke, Former Manager of Graphic and Visual Interface Design, Design Resource Center, Eastman Kodak Company: “Effective design managers are linked with strategic marketing, as well as with engineering. Effective design management produces compelling value—tangible and intangible—for the company, and the company knows it. Effective design management contributes to the development of customer profiles and value propositions that drive commercialization as information that is translated into product form, color, texture, and interaction style. Excellent design practices influence corporate identity, affect day-to-day operations, and are consistent with the strategic goals of an organization. Expanding design management/leadership roles and extolling the value of design to the company are the subject of constant scrutiny internally, and a source of very stimulating conversations certainly. Are we there yet? Not necessarily. Is there progress? Absolutely.”

  Martin Gierke, Caterpillar, Inc.: “Design management can enhance the strategic goals of an organization through vision leadership—that is, with the help of 2D and 3D materials—thus providing a reflection of the organization’s aspirations. Day-to-day operations can be enhanced through effective participation in the activities that give substance to those aspirations. Ultimately, the identity of the organization will be a function of the balance between the visionary and the practical. Design management, in particular, is well suited to help strike such a balance.”

  Tim Girvin, Principal, Tim Girvin Design, Inc.: “Design, from an etymological perspective, means ‘scribing’—a gesture about how an organization expresses its ideology, culture, products, and services. These assets are carefully guided so that the message is consistent and clear in all forms of expression. This coherency of message builds strength in the facilitation of strategic organizational functions, such as marketing, sales, and operations. Although the word ‘management’ creates decidedly tactical associations, what most organizations crave is ‘leadership,’ which is the necessary complement to management. Leadership is inherently inspirational—defining the vision and pointing in the direction of possibilities.”

  Fennemiek Gommer, Former Partner SCAN Management Consultants: “Most organizations share a common goal: to be perceived as better than and different from their competitors. Design management could be described as visual perception management. It contributes to realizing strategic goals if it ensures that the organization’s visual language is consistent, distinct, and relevant for all its internal and external stakeholders. Design management is responsible for the design, implementation, maintenance, and constant evaluation of all items that are part of the total brand experience, from the instruction leaflet to the serviceman’s uniform. For perception to become reality, design management needs to be one of its creators.”

  Tetsuyuki Hirano, President, Hirano & Associates Inc.: “In ideal terms, design management is a holistic, long-term activity, encompassing all levels of corporate functions. In long-term relationships, products, communications, environments, and services can be treated as a system. We use the concepts of ‘bridge’ and ‘network’ to express this sense of connectivity in all its strategic power—that is, design functions across all corporate activities, as well as projects from start to finish. Embedding design in all development processes on a day-to-day basis helps companies evolve in response to new opportunities and unforeseen conditions in unstable markets.”

  Tim Larsen, President, Larsen Design + Interactive: “As companies have come to recognize the enormous power their visual representation possesses to communicate, motivate, and inspire, design management has become asset management. Effective asset management reduces costs and builds value. Implementing systems that ensure a company is consistently represented over time decreases marketing costs as impressions build on one another to create image quality. Beyond asset management, design management is about attitude management. It represents not just a company’s state of affairs, but its state of mind as well. As a company struggles to differentiate itself in the marketplace, its attitude is often the only critical difference between it and its competitors. Warm, friendly, professional, edgy—each evokes an emotion that can be visually portrayed. Good design management understands an organization’s personality and communicates its attributes. At its best, design management is design leadership. It respects the past while guiding the present with openness to the future.”

  Peter Trussler, Vice President, Corporate Design Group, Nortel: “Design management is defined principally from a business and customer context, and it starts with a well-defined value proposition that is strategic to the client, followed by clear statements of vision, mission, goals, strategies, and action plans that link to those of the client and its business. Design management is about ensuring that the energy of the organization is expended in programs that are essential and strategic. This is achieved when linkages between goals, strategies, plans, and processes have been clearly established and shared by design management. As a result, all employees in the organization can see the alignment of their work with high-level strategic priorities. Fundamental to achieving this level of organization and management maturity is the adoption of a management/leadership system spanning a wide range of elements, including organizational values, performance expectations, communications, and focus on external and internal customers, as well as constant monitoring of overall results. If the value proposition of the design organization is strongly associated with renewal, reinvention, and out-of-the-box thinking, it is essential that design management be active in the executive forums responsible for giving direction and determining investment in advanced product research.”

  Raymond Turner, Former Group Design Director, BAA PLC: “Design is critical to achieving corporate mission. This means using design to help provide customers with what they want in a way that adds value to our business. In practical terms, we do this by defining what customers and other stakeholders want, and then developing the mechanisms for delivering it.”

  Well, there you have it—leading design managers from every corner of the globe responding to the question, what is the definition of design management?

  As you can see, these leading practitioners of design management can rarely agree on a specific definition. However, every one of them agrees that design management is a core part of corporate vision, business strategy, and competitive advantage. It is far more than “project management,” or simply providing administrative leadership to a corporate function. It requires a thorough understanding of the company’s business strategy, the state of the industry on an ongoing basis, knowing the customer as well as anyone in the company, and understanding how to make the company’s products or services leaders in the category through visual means. Great design managers also know how to translate all of this to their design staffs in a clear and meaningful way.

  It is also interesting to note that they all agree that design management is more about the results of design and the outcomes of design than it is about the aesthetics of design. The most successful design managers always hire the best design talent they can find. If you do this, it is not really necessary to see your role as a teacher of design to design staffs. Rather, it is to be sure these excellent designers clearly understand the problem to be solved, as well as the desired outcomes of the design project.

  The collaborative design brief is the most effective way for the design manager to organize thinking, then communicate it to design staffs, as well as to the rest of the company …

  Finally, the comments from these leading design managers demonstrate that these people are leaders in the design profession simply because they understand how to articulate the value of design and they know how to think strategically in a business environment.

  So, What’s My Answer to the Question, “What Do You Do?”

  Earl Powell gives us some excellent food for thought about what design management should be all about. Although I used many variations, my standard answer to people who asked me what a design manager did was something like: “I am a strategic business partner in my company and a key player in shaping the vision and business strategy of the company by making the company and its products (or services) visible through design.”

  I also often said, “I am accountable for the visual manifestation of the company’s business strategy as approved by the board of directors and ratified by the shareholders.”

  That used to draw some attention! In one instance I made that statement to the CEO of a company. He asked me to have lunch and discuss all of this further. We became good friends, and I started to get invited to meetings he called to discuss corporate business strategy!


  CHAPTER 2

  Design Managers Must Be Able to Speak the Language of Business

  WHEN I WAS A STUDENT studying graphic design at the University of Connecticut and UCLA, I was surrounded by other design students and professors of design. Of course we talked a great deal about design all the time. We were, after all, attempting to eventually become professional graphic designers.

  We used what seemed to others to be a very strange language. We would use terms like grid systems, negative space, kerning, color palettes, widows and orphans, hanging punctuation, serif and san serif, Helvetica, Bodoni, Garamond, Bembo, Palatino, and hundreds of other font names. We had our own design language, and we all understood it.

  What we were not really prepared for was that eventually when we got into a corporate environment, no one would have a clue as to just what we were talking about!

  In school we often had to present our design solutions to the class. The class was really tough on wanting to know what our thinking was, what techniques we experimented with, and so on—the process of design.

  In the corporate world no one cared about such stuff. Rather, the corporate types simply wanted to know the results of our work—not how we did it.

  I know I struggled with this at first, primarily because I had never really been exposed to the language of corporate business. I would be asked many questions about ROI, roll-out costs, shelf life, etc. I quickly became aware I needed to become multilingual, as it were. I already new the language of design, now I had to learn the language of business.

  Fortunately, my first corporate employer had funds available for individual professional development. I entered an extended program (five days a quarter over six quarters) at a major university in their business school. It was all basic stuff, but I began to learn a second language—the language of business. It was one of the best career decisions I ever made.

  Words to Avoid in a Corporate Environment

  I also learned there were a number of words that a design manager should never use. They are words that work against you.

  The first of these is “art.” When I began my career there were still Art Departments. There were Art Directors, Art Buyers, and we presented finished art for approval. The problem lies in the fact that art and design are two different things! An artist is free to create an image, either two-dimensional or three-dimensional, that represents the artist’s view of the world. An artist may paint someone’s portrait, and the subject may either “like it” or “not like it.” So be it, beauty is in the eye of the beholder. The artist painted the portrait according to the way he or she saw the subject. The result was a representation of the artist’s view.
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