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INTRODUCTION:

This essay will try to give an understandable explanation of what is meant for design
thinking. It will be discussed how design thinking as a discipline (Brown, 2008), followed
an evolution in the time becoming a human-centered practice. The essay will show some
of the basic theories for the application of design thinking attitude in business and in
leadership. Some examples from real world application of design thinking will give a
practical understanding to the reader. At the end this essay will have helped the reader to
maturate an understanding of design thinking and its importance for business

organizations.



DESIGN THINKING DEFINITION:

A brilliant definition of design thinking is given from Tim Brown, CEO of IDEO: “Design
thinking can be described as a discipline that uses the designer’s sensibility and methods
to match people’s needs with what is technologically feasible and what a viable business

strategy can convert into customer value and market opportunity.” (Brown, 2008).



THE LITERATURE BEHIND DESIGN THINKING:

As said from Tim Brown in his personal definition of design thinking, this subject is
business focused. The unction of design thinking processes is to use the ability of the
designer generate an applicable solution to a problem that can applied and converted in
customer value from a company. According with (Brown and Katz, 2009) design is not
only the good image or the style that a designer gives to a new product. Design Thinking
incorporates multiple disciplines and different processes e from different subjects to
produce applicable and possible solutions. A more theoretical explanation of what is
design thinking is given by (Martin, 2009). Martin succeeds to give an understandable
explanation of the modern design-thinking trough a three-stage knowledge funnel theory.

The Knowledge Funnel
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Figure 1- The Knowledge Funnel.

As it is possible to see from figure 1, the knowledge funnel is based on three principal
steps. The first step is the exploration of the mystery, which is really variable and

applicable to infinite fields. The second step of the funnel is the heuristic step. In this step



a rule of thumb is created to reduce the amount of work and consequently move down
the funnel. The third and last step of this theory is the algorithm. This is the step where
non-specific rule of thumb became a fixed formula to solve the mystery. The formula
generated is an algorithm. Martin defines design thinking as a third dimension between
two principal ways of thinking. The first way of thinking he describes is analytical thinking,
it is defied as more scientific and logical and is not leaving any space to mystery. The
second way of thinking he describes is intuitive thinking. It is free from any role and
methodology; however, most of the times it goes totally in the mystery. As a result, design
thinking is the perfect balance between this two way of thinking. It uses the
methodologies of analytical thinking and the freedom of intuitive thinking. However, a
more scientific and methodological explanation of design thinking has been given by
(Kumar, 2013). Kumar says that the methods of design thinking can be applied as a real
science with a clear structure of methodology and theory.

Another aspects that Martin brings to the attention of readers is that there have to be a
balance between validity and reliability in Businesses. In fact, says Martin, usually
business are not keen to change because prefer to use reliable processes that have
already been proved and that generated positive results (value). For this reason some
companies can find their selves in trouble not adapting to changes and evolution of
competitors (Martin, 2009).

Looking at the literature it is possible to understand that design thinking has numerous
theories and methodologies that have been explained in the time. It is possible to
understand that design thinking is nowadays a vital factor for a company in any business.
By applying design thinking managers can drive innovation in a company and this
represent a vantage on competitors.



HISTORY OF DESIGN THINKING:

In the definition of design thinking given by Tim Brown and in the majority of the

academic definition, design thinking is defined as a discipline. To become discipline

design thinking passed trough an evolution process during the history.
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Figure 2 —the historical development of design thinking.

As it is possible to see Figure 2 provides an easy to understand graph of the evolution of

design thinking. It starts from Participatory design, it uses to involve the end-user in the

design process, from that the name “participatory”. Than the second step is user-

centered design, it focuses more on the usability of the products and user’s interest and

needs. The third step is Meta design, that is based on an holistic community development



being more collaborative. The forth step is service design, it is more multidisciplinary and
is more concentrated on theory before the practice. The last step is the human-centered
design; it is based on the human-centered interaction.

When we look at design thinking as a strategic instrument in the business leadership
world, we have, first of all, to analyze how the role of design thinking changed in the
history of business organizations and how the meaning of “design” changed in relation to
“management” and “leadership”.

As stated by (Borja de Mozota, 2003) the word “design management” starts to be used as
a way to describe the relations between design agencies and their clients in the 1960s.
However, today that old vision is changed and the word “design management” took a
different meaning that reflects in what was called “project design management”, and at
the same time, “design leadership” is now used to describe the application of design

processes used in companies to reach business goals (Gloppen, 2009).



PERSONAL DEFINITION OF DESIGN THINKING:

Design thinking can be described as a process that comes in order to find a solution to
solve a problem. It is everywhere around us because every product that is created has a
function and that function is a response to a problem. Design thinking is a discipline that
incorporate methodologies from vary fields and subjects. It aims to provide
technologically feasible solutions to everyone’s daily problems that can create value on

the business market.



DESIGN THINKING APPLICATION IN BUSINESS AND LEADERSHIP:

Business application of design thinking:

Design thinking as a discipline comes from the need of companies to fine solution to
problems and create an advantage on competitors. This section will try to explain why
design thinking is a vital process in business today.

Basically, design thinking can be defined as a protocol that finds his most appropriate
application in business. As said before, it combines creative thinking and analytical
thinking to structure information and ides focusing on the possible solutions. This is the
reason why design thinking should be a fundamental strategy to be applied in every
company. It has to be the engine that moves the company trough changes and
development. Most of the successful firms nowadays put design thinking as one of the
most important factors for the development. Even if design thinking is one of the most
difficult factors to improve, it can create a difference between success and failure (Ursrey,
2014).

As seen in the analysis of the literature from Martin (2009) the application of design
thinking has to be based in the balancing of two principal way of thinking, analytical and
imaginative. Figure 3 can give a visual explanation of how these two forces are

combined.
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Figure 3- The Innovation Framework

This innovation framework represents the ideal application of design thinking process in
business. It has been developed from an agency called The Moment and has been
explained in an article from Mark Kuznicki a designer of the firm. As showed in Figure 3,
everything is concentrated on finding a solution after having recognized the problem
problem. The diagram starts from imaginative section that involves in the creative
processes. Than the second part involves in that elements that are common in the
traditional project management approach, where a more scientific and methodical
approach actually makes the idea concrete.

Looking at the economy and the business world around us we can see how the approach
to the innovations is changing.

Looking at the figures, the results of the last decade are incredible.

Private and public firms around the globe increased their expenditure in design trough
research and development projects from $525 billion 1996 to $1.1 trillion 2007 (UNESCO,
2009).

According to (Design management Institute, 2006) companies as for example Lego,

Apple and Toyota have re-organized their budgets to put more and more effort in the
research and development processes.

11



Oxo good grips:

According with Martin (2009) the design thinking process comes from people trying to find
solutions to everyday problems. An example of how design thinking can create a valuable
business advantage is given from a company called Oxo. This company is nowadays
designing all sorts of comfortable and easy to use kitchen utensils. The founder of this
company is Sam Farber. Mr. Farber created his first product when looking at how difficult
was for his wife to peel a potato with a traditional peeler suffering from arthritis. Starting
from a problem, Farber unconsciously applied a design thinking process and designed a

peeler with an easier grip.

i

Figure 4- Farber’s peeler evolution.

As it is possible to see from Figure 4, Farber created a business value from his idea by
creating his own company called Oxo. Than, Farber increased the market value of his

company expanding the business on the same idea.
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Figure 5- Oxo’s products evolution.

Design thinking application in leadership:

Nowadays in a market where the competition is becoming stronger and stronger, the
innovation makes the different and the only way to sustain a constant innovative
development is to use a design leadership approach (Turner, 2006). The mission of the
leader in this hostile and high competitive environment is to increment and favorite the
innovation and not to remain focused only on profit. In fact, as said from Martin (2009)
businesses try too often to concentrate on secure solutions something that has already
proved and generated positive results. And the real mission of the leader is to try to move
the company from this static way of development and guide a creative implementation to

generate new results according with the corporation’s goals.

Tom Ford in Gucci example:

An example of how design thinking can be used as a tool in business leadership could be
found in the experience of Tom Ford in Gucci.

Ford arrived in Gucci in 1990 and at that time the sales of the brand was experiencing a
drop.

The figures show that only in 2003 the sales went down of $22 million.

13



the style of
GUCCI

Figure 6- Gucci advertising campaign 1990.

But, when in 1994 Ford was appointed as a creative director of the brand, things started
to change. Ford brought a flow of new fashion sexy and cool style in a brand that was
appearing too aged (see the evolution from Figure 6 and Figure 7). As a result, already in
1999 after only six years, Gucci was worth more than $4 billions. (Imran, 2013).

14



Figure 7- Gucci advertising campaign 2003.

When looking at how Tom Ford made the fortune of Gucci, it is possible to recognize how
he perfectly applied the creative process.

Ford first of all recognized a problem that in the case of Gucci was a product too old and
not really attractive for the new generations.

After having recognized the problem he came out with his vision of bringing more
freshness in the new collections and being the creative director he had the power to apply
his ideas.

15



CONCLUSION:

In conclusion, it is possible to say that design thinking is a process that helps people and
businesses to find solutions for problems in a different way. It mixes creativity and
business strategy to drive a constant development in companies. As we have seen
design thinking is nowadays an imperative for companies looking to succeed. Leaders
from all over the world started to realize the importance of this subject and the size of the
literature behind this topic has expanded in the last century. At the end, from this essay
has been possible to realize that design thinking has involved in the creation of all the

human creations around us.
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Section:
Business
INTERVIEW TOM FORD fashion designer The luxury guru is back in vogue with a Sloane Street opening and designs on the internet

IT'S much, much, much harder starting from scratch," says Tom Ford on launching his own luxury fashion brand. Fresh off a transatlantic flight, but still looking every part the supe
designer, Ford is immaculate in one of his dark peaked-lapel suits, with a blue tie and white shirt, fastened at the neck by a gold collar pin, all offset by glowing skin and perf
manicured stubble. "l didn't have any idea how hard it would be, and | have had every advantage that anyone could possibly have."

Indeed, with a fortune estimated at more than $200 million (£125 million), name recognition around the world and invaluable years of experience at the creative helm of global brz
Gucci and Yves Saint Laurent, even the legendary Ford has had to overcome some of the same challenges faced by every other fashion start-up — albeit with a significant leg-up.

"There was a lot of me in Gucci, and a lot of me in Yves Saint Laurent. However, there was also a framework," he says. "At Guceci, | had a bamboo handle. | could stick it on anyt
and it sold. A horse bit, | could stick it on anything and it was Gucci, or a red and green stripe."

Ford, 52, arrived at Gucci in 1990 as a women's ready-to-wear designer. But things were not going well with the business. In 1993, Gucci lost $22 million on $230 million in s:
Maurizio Gucci, the founder's grandson, had over-licensed the brand into everything from ashtrays to coffee mugs.

Then in 1994, Ford was appointed the brand's creative director by rising new chief executive Domenico de Sole, who had the support of Gucei's new majority owner, Investco
Bahrain-based investment group. Left to his own devices, Ford injected the brand with a heady dose of sexy, cool glamour that took the fashion industry by storm.

By 1999, Gucci was valued at more than $4 billion and had attracted the interest of some of the luxury industry's biggest business titans. Frangois Pinault of PPR (now Kering) wor
battle for the star brand and its star designer.

But their partnership was not to last. A buying spree that brought Yves Saint Laurent, Boucheron and Stella McCartney into the Gucci stable was followed by an acrimonious and p
parting of ways between Ford and PPR in 2004, following disagreements over control of the business.

"I was unsure of what I'd do after [that] because, quite honestly, | was shell-shocked. | was very depressed about it," says Ford. At the time, he told the press that he had no intere
returning to fashion and that he might turn his creativity to other activities.

But that was then, this is now. Today, almost ten years later, Ford is sitting in his intimate office at the global headquarters of Tom Ford International (TFI) in Howick Place,
Victoria Station. It's a dark, but perfectly lit room, like a bar at a grand, five-star hotel.

An hour earlier, Ford had stepped off a plane from Los Angeles, where he spends about half the year. Jack, his 10-month-old son, is back at the ranch in Santa Fe, New Mexico,
Richard Buckley, his partner of 25 years. Ford is in London for only three days to do fittings for his Spring/Summer 2014 womenswear collection and to preview the first stand-a
Tom Ford store in London, which opened quietly on Sloane Street in July, followed by a splashy London Fashion Week party.

"By early 2014, if we continue to meet our business plan, we will hit one billion dollars [a year] at retail of Tom Ford products,” he reveals. "That's all the products together: eyew
fragrance, cosmetics, ready-to-wear, men's and women's accessories. A billion dollars of product with the label Tom Ford on it will be selling at retail."

It's a staggering number. How did he do it? The short answer is: with a lot of hard work and a little help from his friends.

In 2005, Ford announced two global licensing deals: with Marcolin for eyewear and Estée Lauder for beauty. Whereas most luxury fashion businesses start off with very expensiv
house ready-to-wear collections, the Tom Ford brand would launch with products at more accessible price points, run by trusted partners and requiring little or no cash investment
Ford himself, only his time, taste and sensibility. "I realised [the licensing deals] would keep my name very public, [so] that if | chose to go back into fashion it would even make
name bigger," he says. Menswear, in partnership with Ermenegildo Zegna, followed soon after. Then, in 2010, Ford made his long-awaited return to womenswear. But finding the
retail space was an altogether different challenge.
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"By early 2014, if we continue to meet our business plan, we will hit one billion dollars [a year] at retail of Tom Ford products,” he reveals. "That's all the products together: eyew
fragrance, cosmetics, ready-to-wear, men's and women's accessories. A billion dollars of product with the label Tom Ford on it will be selling at retail."

It's a staggering number. How did he do it? The short answer is: with a lot of hard work and a little help from his friends.

In 2005, Ford announced two global licensing deals: with Marcolin for eyewear and Estée Lauder for beauty. Whereas most luxury fashion businesses start off with very expensive
house ready-to-wear collections, the Tom Ford brand would launch with products at more accessible price points, run by trusted partners and requiring little or no cash investment fi
Ford himself, only his time, taste and sensibility. "I realised [the licensing deals] would keep my name very public, [so] that if | chose to go back into fashion it would even make
name bigger," he says. Menswear, in partnership with Ermenegildo Zegna, followed soon after. Then, in 2010, Ford made his long-awaited return to womenswear. But finding the r
retail space was an altogether different challenge.

"I wanted the very first store to be in London," he recalls. "l needed to be either on Bond Street or Sloane Street and there [were] no properties available. When anything would come
I'd get into a bidding war with LVMH, Richemont or Gucci Group. There was no way | could compete." So Ford set his sights on New York instead, opening a luxurious boutique
Madison Avenue.

Once a digital sceptic, in recent years the designer has become more keenly aware of how the internet has shaken up the fashion industry.

"l love black dresses, | think everyone should own a lot, but black dresses don't sell online because on the computer they don't read like anything. Fashion has changed so m
because of the internet, not only because of the way it's reported, but more and more [because of ] the way it's sold."

FORD realises the power of the internet as a commercial vehicle and expects that his own online store will soon become the top door for TFI globally when it launches early next y
Partially, he has arrived at this understanding through his own online behaviour.

"I live, | shop almost exclusively on the internet," he says. "I've bought cars on the internet. | watch television, | do everything on it. | even watch my son online," referring to the b
monitor camera app that he is able to check on his iPhone.

He is sanguine about the future of his business and seems genuinely excited about the prospects of his soon-to-be billion-dollar brand.

"The company is profitable, it runs itself and | don't have to sell paintings," he says jokingly, referring to the Andy Warhol self-portrait that he sold for $32.6 million in 2010 to help fina
the expansion of TFI. "It takes a lot of the stress off of it."

The full interview appears in a special print edition of The Business of Fashion featuring 500 people shaping the global fashion industry, on sale today, businessoffashion.com

By Imran Amed

Oxo good grips case:

(http://www.ftpress.com/articles/article.aspx?p=24132&seqNum=4)
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Case Study from
Creating Breakthrough
Products: the OXO
GoodGrips

The kitchen tools designed by OXO
GoodCGrips were recently awarded a
"Design of the Decade" Award by the
Industrial Designers Society of America
(IDSA) and BusinessWeek Magazine.
These products have won numerous awards in recognition of their usability, aesthetics, and
innovative use of materials. Even after designing 350 products, the company continues to win
new awards every year. It is important to revisit the basis of the initial success to understand
how this company has continued to maintain its competitive edge in the marketplace.

This chapter is from the book

Creating Breakthrough Products:
Innovation from Product Planning
to Program Approval

Sam Farber is a successful entrepreneur who has owned several companies. He sensed there
was a product opportunity in the housewares industry. The insight for this opportunity came
from his wife, who had developed arthritis in her hands. She liked to cook, but found that
most cooking and food preparation utensils were painful to use. She also found that most of
the solutions, because they were ugly, stigmatized the person with disabilities while using
them. In addition, these solutions often supplied only minimal relief or support. The
opportunity (POG) was not just to design cooking utensils that were comfortable to hold in
your hand; the products also had to set a new aesthetic trend that would not stigmatize the
user as "handicapped.” The product that had the most opportunity for improvement was the
vegetable peeler. The generic peeler (see Figure 1) was the technological evolutionary
equivalent of the alligator; it had existed since the beginning of the industrial revolution
without change. Comfort and dignity were two attributes that Sam Farber recognized were key
to making a better cooking utensil.

In retrospect, the executives in the housewares industry have had to ask why no one else saw
this opportunity earlier. It is surprising that it took so long to replace the original design. If,
however, someone had observed the potential need 20 years ago, the public may not have
been ready for the idea. There were three clear SET factors at work here that made OXO the
right product at the right time. The American public became sensitive to the needs of people
with physical challenges, and those with challenges demanded that products be made to
accommodate their needs. The second was the change in the nature of business; mass
marketing gave way to niche markets, and the one-size-fits-all mentality that allowed the
original potato peeler to last for more than a century gave way to a new market segmentation
approach. The third factor was the trend to invest in the best products for use in the home,
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approach. The third factor was the trend to invest in the best products for use in the home,
particularly in food preparation. The economic boom of the '90s fueled this trend and
consequently spending up to $7 dollars for a peeler was acceptable. In essence, trends had
changed, and people were able to recognize and were willing to pay for the value embedded
in this product.

The product opportunity was translated into several opportunities to add value. The product
function was already established as useful; a peeler was a necessity for any kitchen. The
limited usability and the ugly form-follows-function 19th century aesthetic of the generic
peeler became the two major areas for improvement. The product had to be usable by a broad
range of people. The handle had to be comfortable to grip for short and long periods of use,
and it had to be able to be held securely when wet. The latter feature, in particular, was
responsible for the higher costs, and so it needed to be perceived as being of much higher
quality and innovative. The product had to be desirable. If the product ended up looking
clumsy and awkward, the core market would have rejected it. The optimum result would be a
new aesthetic that would establish a new trend in products for the home and would be seen as
usable and desirable by all potential customers.

Figure 1 Generic potato peeler.

The next move was equally insightful. Instead of paying design consultants a large up-front
fee, Sam Farber offered to make them partners with a share of the profits. Smart Design, true
to its name, jumped at the opportunity to create the GoodGrips peeler (see Figure 2). After
extensive human factors tests, an ideal overall shape was developed for the handle. The
overall handle shape included fins carved perpendicular to the surface of the handle that
allowed the index finger and thumb to fit comfortably around it and added greater control. A
suitable material was sought for the handle that would make a comfortable interface between
the hand and the product, and would also provide sufficient friction that would prevent the
handle from slipping in the hand when wet. The result was the use of Santoprene, a neoprene
synthetic elastomer with a slight surface friction, soft enough to squeeze, firm enough to keep
its overall shape, and capable of being cleaned in the dishwasher.
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Figure 2 OXO GoodGrips.

A number of manufacturers decided that molding the fins was not possible to do in
Santoprene. The product development team found manufacturers in Japan who felt the
product specs were achievable. Their willingness to work with the high standards that OXO
was looking for helped to create the product quality that became a successful attribute of the
product. Subsequently, the standards developed by the Japanese manufacturers were
successfully transferred to a less-expensive manufacturing company in Taiwan. This became
necessary when the strength of the dollar against the yen made it too costly to use the
original manufacturer.

The product has attributes that combine aesthetics, ergonomics, ease of manufacture, and
optimum use of materials. The handle was press fit around a plastic core that extended out of
the handle to form a protective curve over the blade and ended in a sharp point that can be
used to remove potato eyes. The plastic guard also serves as the holder for the metal blade
(the only metal part left), and the blade is made out of high-grade metal that is sharper and
lasts longer than the blade on the original all-metal version. A final detail was a large counter
sunk hole carved into the end of the handle to allow owners to hang the product if they
preferred. This hole also added an aesthetic detail that offset the large mass of the handle
and, along with the fins, gave the product a contemporary look that made it appealing to a
much broader audience than originally targeted.

The overall effect is a very sophisticated product with a contemporary look that is superior in
every way to its predecessor except for one aspect, the cost. As is shown in Creating
Breakthrough Products, a comparison of the original peeler with the OXO clearly represents
where the opportunities for added value were met and exceeded by OXO. Sam Farber felt that
the public would recognize the value designed into the product and would be willing to pay
the difference. Farber had a hunch that the public would pay several times the price of the
original peeler for the OXO. He was right and went against the advice of most of his peers.
The SET factors were in place and consumers were ready to appreciate the useful, usable, and
desirable features of the product and were more than willing to pay the difference. This
product won numerous awards and was promoted by word of mouth. As adult children bought
the product for their parents, they found that they liked the product as well. Children found it
more fun to use and more comfortable to hold. The market swelled and the momentum grew.

The OXO peeler is also a good example of how one successful product can become a brand
strategy that can be extended to other products. The success of the handle of the OXO peeler
established the core competency of the company and became the secondary phrase added to
0OXO GoodCrips. The company decided to build its brand strategy by extending the value
designed into the peeler to the grip of every future product that it will produce. The core
concept has now extended beyond kitchen tools, and has been applied to all subsequent
products that are held by the hand, including teakettles, salad spinners, cleaning devices,
tools, and gardening equipment. It has introduced a new material into the housewares
industry. Santoprene was not perceived as a material suitable for use in the kitchen prior to
the OXO success. Since its debut, neoprene has become a commaon material, and many other
housewares manufacturers have used it in the products they designed to catch up with the
success of the OXO brand. Combining insight, design, material choice, and manufacturing
processes led to the creation of a new product that redefined kitchen utensils.
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APPENDIX:

Seminar activities:

WEEK 1 ACTIVITY:

In week one the students have been asked to attend one of the 300 events of the London
design festival. | decided to visit the Victoria and Albert museum where there was some
of the most interesting exhibition. Disobedient Object is an exhibition based on creation
made from activists and social movements to protest again any form of restriction. The
most important factor to underline from this exhibition is the fact that these creations are

not made to generate any profit but are only the free representation of people’s creativity.

26



WEEK 3 ACTIVITY:

The first activity in week 3 has been created with the purpose of explain that design
thinking is everywhere around us. The students had to analyze a picture of a studio room
and state in which objects there was a design influence and where not. Surprisingly
students realized that everything that is build or located in a certain place with a purpose.
Everything is designed to solve a problem. As a result design thinking is everywhere

around us.
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WEEK 5 ACTIVITY:

In week 5 students had the possibility to see how design thinking can find its application

in business and in particular in marketing. First of all, the teacher showed an example

from John Lewis (the hare and the bear). Than students had the opportunity to work in
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groups of two and design their personal story to in correlation with a product. Being in a
group with a South American partner the idea has been to choose a coffee brand and
create a story that could have motivated families to buy its coffee. Students had the

proving of a story can be designed to support the attitude and values of a company.
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WEEK 7 ACTIVITY:

In week 7 students had the opportunity to apply some of the key processes of design
thinking. The task asked the students to try to design some new project that could have
improved the use of the Tames River in London. The project should have benefit three

different areas, tourism, businesses and people. The ideas have been all written on post-

it and presented in front of the class.
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WEEK 11 ACTIVITY:

Week 11 has been designed from tutors to help students to explore new sources and

examples for this assignment. Using all the possible resources students had to focus on a
business and to find a designer for each letter of the alphabet.
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Comments on key readings:

The Design of Business by Roger Martin:

The book that most helped me in the understanding of design thinking and its application
on business has been “The Design of Business” from Martin (2009). Martin explains
some of the theories behind the design thinking. He also focuses on the application of
design thinking on businesses. Reading some key parts of this book | realized how the

correct way of thinking can drive companies to succeed.

Design thinking by Peter G. Rowe:

This book is more focused on architecture and on planning design. However | found it
particularly helpful in providing an understanding of how design-thinking process is a
problem solving procedure. He provides some key models that facilitate the

understanding of the function of design thinking in business.
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