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‘this new world where
scrutiny is the name of the
game and theres nowhere
Jfor companies to hide”

responsibility. The company is a significant player in cleaning products that are environmentally
sensitive and enjoys the benefits of such a position by the way, including labour cost advantages
owing to the psychic value for employees who work at a good guy company.People are willing to
take less salary when they feel they are contributing to a higher cause through their work.

This company wanted to investigate the opportunity to leverage that reputation more fully
in its brand positioning; they wanted to know, “how far can we push this good guy positioning?”
So, we conducted a study, which as a starting point we administered as a self-audit (they
did it) of its second and third tier managers. And the client was surprised at the results. While

as expected they were strongly ranked on the common environmental goals of the company,
they ranked poorly as a people company. The values that were strongly observed in terms of
product and processes were dropped in relationships with staff. The client was surprised, but
enlightened to see how the values they thought were theirs were actually defined along a variety
of parameters, they had not been looking at.

Part of the lesson here is that in this new world where scrutiny is the name of the game
and there’s nowhere for companies to hide, what were thought to be good guy characteristics
in the past may not hold up as strongly or as consistently in the present and the future. What
the client gets out of this kind of analysis is to know the source of their strengths, to know the
Achilles heel, and specifically, to know what they need to do to mend it because as part of the
reply system respondents indicate what it would take for them to believe the company is actually
serious about improving.

The type of shift this company needs to undertake is illustrated in another company called
MBDC. That is short for McDonough Browngart Design Chemistry. Have any of you heard of
William McDonough? Well, I hope that many more of you will be hearing about him in addition
to what I am about to say.

He has been the dean of the school of architecture at the University of Virginia. He is a
principle in MBDC as well as an architecture firm, William McDonough & Partners. He has
received several presidential awards under different presidents and different political parties.

William McDonough has designed a whole new intent for business and he’s implementing
it in his business. He’s just published a book with Michael Browngart called Cradle to Cradle.
When I interviewed him for my book and asked him to explain it to me succinctly, he said, “who
will love the children?” I was kind of stymied by that. I didn’t really know what he meant.

But this is what he is asking in his design intent. He is designing for the next generations
and he observes that the system we live in is closed: the good that we do it and the bad that we
do and the environmental degradation is cumulative. What we are not dealing with today will
have to be dealt with tomorrow and so he puts it in the context of the children.

Rather than maximize an existing paradigm, as many who are in the environmental movement
have done with concepts like Eco-efficiency (which is more like engineering out the least
damage that you can do), the Cradle to Cradle model actually shifts design intent to enhancing

the systems it touches. As our mentor, Albert, might say, that’s a quantum leap from designing
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to minimize the environmental footprint!

In his enthusiasm in our conversation, Bill told me how he came to develop an interior for
an airplane (“that you could eat, Elsie!”). While the image wasnt too appealing...I got the point!

We think this is where, at the top of this pyramid, the really significant innovation
opportunity is for business and it’s where Bill McDonough happens to live. It’s at the top of this
continuum where the interests of humanity merge with the interests of business. Imagine
designing for such a goal, humanism integrated with decision-making (or as Bill would put it, for
the love of the children) when continual renewal and enhancement are the intent behind designs.

Would we look to natural systems for models? Would we use extreme scenario planning to
posit the parameters for our design? What language would we use to describe our activities, our
roles and products, our brands, our companies? What imagery would we evoke for the intention
of such a values-driven world? And who would replace Mercury, the god of commerce and
thieves, on top of all those municipal buildings?

You can see how business and society today desperately need the artist to imagine. You
heard John Kao say that yesterday also. Is it an accident that Bill McDonough whose companies
engineer materials that enhance the fertility of the soil when their product cycle is finished is an
architect, a designer of space, one who envisions and constructs to that vision rather than one
who engineers to status quo limitations?

Graphic designers are also referred to as graphic artists, of course. The artistic impulse to
envision freely is a core competence today. It's becoming clear in this conference also. To do so
and return the vision to the practical discipline of serving business and society will be the next
Rubicon. And who has more credibility and head start than you, who are known for your
integrity, respectfulness, and social conscience? Who better than Canadians like you to bring
humanity into the bottom line of business as artists and crafters of society’s icons?

I leave you with those questions. Thank you!
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