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ManAGING THE YN and yang of business-
as-usual and business-by-design means
striking a balance between any number
of countervailing impulses: Give people
the freedom to follow their nose, but hold
them accountable for their performance.
Set a high bar, but recognize that failure
is an unavoidable consequence of push-
ing into new territory. Do everything
possible not just to thrill your custom-
ers but also to wring costs and efficien-
cies out of vendors and suppliers. The
biggest challenge tor all of us, designers
and businesspeople alike, is to become
equally adept at quantifying the now and
intuiting what's next. There's simply no
other way to win. B
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A_ Siart_in_g ﬂoint for Integ(ative Thin_kin_g__ |

The test of a first-rate intelligence Is
the ability to hold two opposing
iIdeas In the mind at the same time
and still retain the abillity to
function .

One should, for example , be able to
see that things are hopeless yet be
determined to make them otherwise.

F Scott Fitzgerald 1941

As quoted by Roger Martin
At the opening of his book
The Opposable Mind 2007

Rotman
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Valid thinking demands an inspired
leapoffaith. Before John Mackeylaunched
one of the country's first supermarket
style naturalood stores, for example,
nobody could prove that Whole Foods
Market would succeed at all, let alone
become the most profitable food retailer
(in terms of profit per square foot) in the
United States. But Mackey did it anyway,
As the computer scientist Alan Kay put i
50 memorably, “The best way to predict

56 FAST COMPANY October 2006

A valid process, on the other hand,
flows trom designers' deep understanding
ofbothuserand context, andleads themto
ideas they believe in but can't prove. They
workinaworld of variables: the unpredict
able, the visual, the experimental, Great
designers worry less about replicating a
successtul process than about producing
a spectacular solution, Design leaders
like Panasonic, Timberland, and Bom-
bardier have grown exponentially since
their inception, yet each continues to put
a premium on judgment, experience, and

gut instinct,

the futureis to inventit." And that is what
design-centric organizations do: They
peer into the needs and desires of their
customers, identiy patterns of behavior,
refine ideas that tap into those behaviors,
then push into the unknown~or at least
the uncertain.
[fanorganizationwantstoreaptheben-
efits of design, it must do more than just
hire “hot" designers or declare itself to be
“design oriented.” The challengeistoman-
age the chronic push and pull between a
value system premised onwhat's valid and
one based on what's reliable. As the man-

agement theorist James March hasargued,
by focusing on the intuitive and experi-
ential, organizations explore new sources
of competitive advantage. By looking to
the provable and replicable, organiza-
tions better exploit the innovations they've
brought to market. To prosper over the
long run, a company needs to succeed at
both, It must mesh the classical workings
of atraditional organization with the pro-
totypical features of a design shop, espe-
clally in three key areas: reckoning the
future, organizing work, and establishing
status and rewards,
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Source: Theorized by Nonaka and Takeuchi (1995)
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Competitive advantage

The New Focus on “Knowledge”
as a Competitive Resource
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Knowledge creation

:

Continuous innovation

-

Competitive advantage

The New Focus on “Knowledge”
as a Competitive Resource

The focus of this book is on knowledge creation, not on knowledge per
se. But before we can embark on the task of trying to master an under-
standing of the Japanese techniques of knowledge creation, a close ex-
amination of knowledge itself is in order.

A keen interest in the subject of knowledge has been developing in
the West. An explosion of sorts has occurred in the business press in
recent years, with prominent authors such as Peter Drucker, Alvin
Toffler, James Brian Quinn, and Robert Reich leading the field. In
their own ways, they all herald the arrival of a new economy or soci-
ety, referred to as the “knowledge society” by Drucker, which distin-
guishes itself from the past in the key role knowledge plays within
society. Drucker (1993) argues in his latest book that in the new econ-
omy, knowledge is not just another resource alongside the traditional
factors of production—labor, capital, and land—but the only meaning-
ful resource today. The fact that knowledge has become the resource,
rather than  resource, is what makes the new society unique, he con-
tends,
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Every thing we design and make
IS an improvisation, a lash-up,
something inept

and provisional.

We live like castaways.

David Pye.



